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Fielden & Partners
Space Planning & Interior Design

155 S. Water Street • Suite 220 • Henderson, NV • 89015
Ph. 702.435.6401 • fielden-nevada.com • Fx.702.435.6478

Fielden & Partners is a woman-owned business 

enterprise located in Henderson, Nevada. Fielden & 

Partners has been recognized for excellence in planning 

and design assistance, while working with regional 

architects over the past 30 years.  The design services 

of Fielden & Partners are directed to both the public 

and private sector. 

These Services include:

Space Needs Assessment Studies•

Existing Use Efciency Evaluations•

Long Range Personnel Projection Studies•

Interior Furniture, Equipment and Accessory •

Inventories

Tenant Improvement Programs•

Space Planning•

Open Ofce Systems Furniture Design•

Furniture Specication•

Signage Design and Specication•

Corporate Identity Programs•
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ROSE DE LIMA CAMPUS
102 E. Lake Mead Pkwy.
Henderson, NV 89015

SIENA CAMPUS
3001 St. Rose Pkwy.
Henderson, NV 89052

SAN MARTÍN CAMPUS
8280 W. Warm Springs Rd.
Las Vegas, NV 89113

Now Accepting All Commercial Anthem Blue Cross and Blue Shield Insurance Plans*

Do you have a
St. Rose Doctor?

702-616-4508

*See strosehospitals.org for details.

St. Rose Dominican Hospitals makes it easy to find qualified, dedicated physicians  who practice at our three hospital 

campuses. By calling one number, you will have access to over 1,000 board certified physicians in every major specialty 

area. Use our free service to find a St. Rose Doctor that meets the needs of you and your family.

The St. Rose physician referral phone line is answered Monday – Friday from 8 a.m. to 6 p.m. by licensed RNs who 

speak English and Spanish. Calls placed outside of these hours will be returned the next business day. An internet-based, 

24-hour physician referral service is available by visiting strosehospitals.org.
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We provide “total solutions” for all your network needs. 

Over 30 Years Experience

Headquarters in Nevada—Service Anywhere

Hundreds of Long Term Satisfied Customers

Wired / Wireless / Secure Network Specialists

Certified Professionals

Integrated Voice and Data Networks

The “Gold Standard” in Nevada Based 24/7 Support

Real People - Not Machines

IP Telephony (VoIP) Design and Installation

Network Design and Installation

24/365 End User and Technical Support

High-Speed Internet Access (HSIA)

Network Systems Consulting

Fractional IT Services

Datanamics Testing Labs

Telecommuter Support

www.DatanamicsInc.com

(702) 697-2271 

Why Datanamics:

Range of Services:

For more information, 
call or email Chris Conlee

CConlee@DatanamicsInc.com

VOICE |  DATA  |  WIRED |  WIRELESS
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Dear In Business Las Vegas readers:

It’s no secret that there are scores of great businesses in 
the Las Vegas Valley and that successful businesses got 
that way through a commitment to providing excellent 
products and superior customer service. 

 But there is more than one path to success. Inside this issue of 
Business Profiles, which is our second annual edition, you’ll find 
the stories behind each contributor’s success. Read how these 
companies got their start and the strategies that were used to 
make their mark on the business community.

The first thing you’ll notice is that it’s a different approach from 
any of the other business-related publications we’ve produced. 
Instead of assigning writers to tell their story, in Business Profiles, 
we’ve asked the local businesses to tell their own story — in their 
own words.

This content approach is called an “advertorial.” Now, 
advertorials are not new to newspapers or the rest of the world 
— actually, the word first appeared in Webster’s Dictionary back 
in 1961 — and their value is derived from the fact that they give 
companies the opportunity to tout their own achievements.

Each company represented here was invited to showcase 
something unique about itself, from a new product or procedure 
to the signing of a new client. In many stories, companies chose 
to spotlight their mercurial growth or the philosophy that helped 
them attain that growth. 

The value of advertorials comes from a “pure” delivery of the 
company’s message through something other than a display 
advertisement. You will find varying degrees of promotional content.

Enjoy these success stories and find out more about each 
contributor’s products and how they operate. We hope you 
enjoy the profiles, and more importantly, that you find them 
informative and useful. 

Rob Langrell
Editor of Special Publications
(702) 990-2490
rob.langrell@gmgvegas.com
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FROM OUR SPONSORS

As Datanamics enters its 32nd year in Las Vegas, we reflect on how much we truly 
appreciate the culture and values that have made us such a great success. Our people 
are the difference. They work together to deliver the best possible solutions to our 
clients, while maintaining the highest business standards and ethics.

At our inception, a decision was made to locate in Las Vegas because of the valley’s vast potential. 
We are proud to say that choice has served us well over the years, as this truly is a great place to live 
and work, with convenient access to air service, affordable living, education and a service-oriented 
and expanding workforce.

We are an employee-owned company. Every network is designed, installed and supported by an owner. 
This ensures our clients receive a level of service and professionalism far beyond that which others can 
deliver, and that every employee is as committed to our clients’ success as they are to their own.

We are grateful for the confidence our clients place in us. Many of them have been with us since the 
beginning. We changed and grew together as technology progressed and their business needs evolved. 
In the early days, the potential for networking computers for greater efficiency and productivity was 
obvious. Now, with the integration of voice to the data network, many more dreams are now realized. 
Technology has enabled better and more cost-effective business solutions. Smaller businesses can 
make use of new technology and realize the cost/benefit and productivity increases that have been 
traditionally reserved for the “big guys.”

 Today, we have hundreds of satisfied customers, still remaining small enough to provide our culture of 
personalized service, while being diverse and powerful enough to fulfill the needs of the Fortune 500.

 Our staff of certified professionals remains committed to world-class customer service, and providing 
the best possible business solutions to our clients. 

We are proud to again be a sponsor of the In Business Las Vegas annual Business Profiles and to be 
a part of the Las Vegas Valley community. We are excited about and look forward to what the future 
holds in this great region.

Burke & Associates is proud to be a sponsor of In Business 2008 Business Profiles. In 
1984, our founder, Tim Burke, set out to build a contracting firm that would truly 
exceed client expectations. Since then, we have seen a lot of change in this great 
city and have been responsible for some of it. We built, modernized, expanded and 

renovated buildings that have made Las Vegas famous and are currently constructing buildings and 
facilities that will make it even better.

Our project experience and capabilities include everything you would expect from 24 years in 
the industry constructing hotel/casinos, retail centers, industrial and office complexes. Southern 
Nevada is our home, so we have a stake in every project we accept. At Burke & Associates, that’s 
something we take seriously.

The strength of our organization is reflected in our employees. We know there are general con-
tractors that can provide a complete range of services, but it takes a different kind of company to 
deliver. Our reputation has been built, literally, by the people who work here. Our associates are the 
heart of this organization and they take pride in every project. They share our corporate vision by 
providing support throughout the development and construction community — largely through 
their commitment to various business organizations. This is accomplished through volunteerism in 
the form of leadership in industry organizations such as National Association of Industrial and Of-
fice Properties, Associated General Contractors, Women in Construction and the Las Vegas Cham-
ber of Commerce. As a result, our associates continually make contributions not only to our own 
organization, but also to the entire Las Vegas Valley.  

Burke & Associates feels a corporate responsibility to the community where generations of fami-
lies continue to live and grow. We are proud of our affiliation with the U.S. Green Building Council 
and have fully embraced green-building technologies and sustainable development, which contin-
ues to be reflected in the work we do, and through our on-staff LEED®-accredited professionals. 
With every project accepted, we make a personal investment in its success and we are willing to 
stake our reputation on it.  

Our company has grown to what it is because of one thing: We always deliver on a promise. No 
red tape. No runaround. No surprises. You can be sure that the same people who made our com-
pany great will be working to make your project great. We have completed hundreds of projects of 
all sizes, type and magnitude. In the process, we have surpassed the expectations of a very satisfied 
client base. Our professionalism, precision and performance are unmatched in this industry. But 
don’t take our word for it. We sincerely invite you to contact any one of our clients so you can hear 
it from the people who know us best.  

Kevin E. Burke
President and CEO
Burke & Associates

Terry McGowan
President 
Datanamics Inc. 
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RAFI is proud to once again sponsor Business Profiles.  
RAFI is a multifaceted planning, architecture, and urban design firm with three 

studios, with primary offices in Henderson. The firm specializes in providing com-
prehensive client services for advanced planning, real estate evaluations, program-

ming, site planning and the design of long-range, master-planned facilities, places and towns. The 
practice, founded by Dr. Robert A. Fielden, NCARB, FAIA, is in its second generation of professional 
service, leadership and contributions toward clients’ needs. 

RAFI’s philosophy begins with the firm’s joint commitment to planning and design excellence 
and the insistence that the client receives superior services and hands-on project management by a 
principal. The firm’s services are guided and controlled by using individual Total Quality Manage-
ment programs established for each client. This unique management approach ensures that every 
project is monitored continuously so it develops economically, efficiently and within the client’s time 
frame and budget. As facilitators who champion the client’s needs,  RAFI considers each client to 
be an equal partner in the planning and design process.  The firm is committed to meeting clients’ 
special needs and interests as well as succeeding with contextual and environmental design issues 
associated with each project. Commitment to teamwork and quality, as well as attention to detail 
and design, have earned the principals more than 40 planning and design awards, some of which are 
national and international in scope, the AIA Nevada Firm award and an outstanding professional 
reputation.

RAFI is honored to be part of the outstanding community of professionals here in Southern Ne-
vada and will continue its dedication to being the best it can be. 

Laura Jane Spina
President and CEO
RAFI, Architecture and Urban Design
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Superior client service.  
As Nevada’s only private bank, we’ve taken personal service to a loftier level. Wheth-

er you’re an entrepreneur, a successful executive or an active retiree, you’ll appreciate 
the SouthwestUSA Bank difference.

Your unique in-bank experience begins the moment you walk into our comfortable reception area. 
Instead of teller lines, you’ll have your own personal managing director to help you define, plan and 
achieve your financial goals. That’s the type of relationship you just won’t find anywhere else.

Because our clients are men and women who work hard, value their time and expect more from 
their bank, we pioneered the concept of Concierge Banking in Nevada. Concierge Banking brings 
our services to you when, where and how you want them. With our FDIC-approved mobile banking 
vehicle, you’ll enjoy the ease and flexibility of conducting any banking transaction from the comfort 
of your home or office.  

Of course, SouthwestUSA Bank offers the latest in full-service Internet banking. You can manage 
your finances anytime, anywhere through our safe and secure Web site. It’s designed specifically for 
busy clients like you who want the convenience of banking directly from their home, office or any-
where they have Internet access.

 Technology is a useful tool, but we never let it stand in the way of personal interaction. When you 
call us during our working day from 8 a.m. to 4 p.m., you’ll get a live telephone response, not voice-
mail. And if you prefer to avoid ATMs, simply pick up the phone. We’re here for you.

 I invite you to discover the SouthwestUSA Bank difference for yourself. After all, you’ve earned it.

Patrick Wisman
CEO
SouthwestUSA Bank
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Jolley Urga Wirth Woodbury & Standish is pleased to be a sponsor of the 2008 
In Business Las Vegas Business Profiles. The Business Profiles is a valuable and 
informative resource that showcases the many businesses that provide goods and 
services in our community. 

In the profiles that follow, you will read about some of the exciting developments unique to 
these businesses, their efforts to be socially responsible, and most of all, how they are evolving to 
meet the wants and needs of the consumer. 

In our profile, you will read more about our new partnership with Legal Netlink Alliance, a law 
firm network that allows us to expand beyond the borders of Southern Nevada and provide an 
even broader set of legal services and representation to our clients.

We appreciate the support of our clients and business associates in Southern Nevada and we 
wish each company continued success in the coming year. Together, we can provide a positive and 
sound environment for Las Vegas residents to live and work. 

Jolley Urga Wirth Woodbury & Standish
Attorneys at Law

Attorneys at Law

Dear readers,

We are pleased to have JKG Development as one of our sponsors for this 
year’s edition of Business Profiles. JKG and owner, Jean Marc Joveidi, 
began making their mark on the Las Vegas Valley less than two years 
ago. We look forward to tracking their success in the future.

Joveidi parted ways amicably with his former employer, the Triple Five Group, and soon 
after, in November 2006, he saw the opportunity to start his own venture. He assembled a 
development team with more than 100 years of experience in the industry. Additionally, he 
created The Majestic Group to lease, manage and sell all of JKG’s developments in addition to 
focusing on the valley’s luxurious residential and commercial markets.

JKG is currently in the process of developing PG Plaza at the northeast corner of Clark 
County 215 and Russell Road, a convenient shopping destination for residents of many of the 
southwest area neighborhoods.

The Monte Carlo-style, open-air plaza sits on 9.23 acres and will include two stories of 
patron and resident parking underground. With 500,000 square feet of Class A office and retail 
space, 230 executive rentals, 200 luxury condominium units and a boutique hotel, the project 
will also feature a high-end grocer, gym, five restaurants, multiplex theatres and 30 boutique 
shops on a streetscape modeled after the famed Rodeo Drive in Beverly Hills. PG Plaza broke 
ground in October 2007 and is on a 24-month construction schedule.

We wish JKG well in making its mark on the business community. Check out its business 
profile on page 42 to learn more about the company.

In Business Las Vegas

DEVELOPMENT
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when the business you’re in is the business of investing 
other people’s money. As president of WallStreet 
Financial Services, Staci Scharadin is proud of her 
company’s success — a success based on trust, credibility, 
accountability and teamwork. 

WallStreet Financial Services’ mission is building and 
maintaining lifelong client loyalty by providing top-
notch service and high ethical standards in wealth 
management and financial planning. Staci and her team 
of financial advisers offer an array of investment resources 
and focus on wealth management issues ranging from 
investments, retirement planning, insurance and liability 
to taxes, charitable gifting and stock options.

“Our business is based on trust,” Scharadin said. “We 
aim to have financial relationships that last a lifetime with 
all our clients and guide them through life’s important 
financial decisions.”  

For more than 11 years, the company has assisted clients 
in meeting financial goals and realizing dreams. WallStreet 
Financial Services is an independently owned firm where 
financial consultants offer investment and financial services 
through First Allied Securities Inc., an Advanced Equities 
Company. What differentiates WallStreet Financial 
Services from other independent firms is their exclusive 
access to opportunities for accredited investors.

WallStreet Financial Services eliminates the frustration 
of sorting through an overabundance of investor 
information. Advisers take the time to learn the goals 
and investment strategies of each client before preparing 
and presenting them with comprehensive financial plans 
and proven strategies for implementation. The strategies 

are based on the client’s financial needs, preferences and 
current portfolio. “We research and prepare financial 
choices for our clients and they make the final decisions 
based on the information we provide,” Staci explained.  

Often, the company recommends a diversified, asset-
management strategy for its clients. Diversification, that is, 
dividing assets among different asset classes (stocks, bonds 
or other investments), is one type of long-term strategy 
that helps mitigate risk in volatile markets. 

With Scharadin at the helm, the company takes a team 
approach to asset management and wealth planning. The 
team includes planning and investment management 
advisers, Ken Slater and Andrew Patai; director of client 
services, Rose Aharonian; and financial consultant and 
WallStreet Financial Services founder, Keven Picardo. 
The team approach, along with a commitment to 
personalized service, is key to their success. Whether 
clients are just beginning to save for their financial 
future or are seasoned investors, WallStreet Financial 
Services has the experience and resources to help meet 
each client’s investment objectives. The proof is in the 
numbers, and WallStreet Financial Services’ client list has 

grown annually with many clients who have been with 
them since the company’s inception.   

No financial planner has all the answers, but what sets 
WallStreet Financial Services’  advisers apart is the ability 
to get the answers. Scharadin said the company consults 
with professionals in other disciplines — attorneys and 
accountants, for example — to ensure accurate and well-
researched advice.

WallStreet Financial Services believes in moving toward 
a greener workplace by using paperless interactions when 
possible. Focused on client data protection and privacy, 
they invest in enterprise-class equipment and use IT 
Pitstop, a military-contracted IT provider. Clients can 
confirm balances and account activity, research stocks and 
check the market with a secure login.

 Making money for clients is the top priority, but 
community is the cornerstone of the WallStreet Financial 
Services team. Patai serves as president of the Financial 
Planning Association of Nevada, Scharadin serves as 
president-elect and encourages her advisers to get involved 
with community projects as well. You will find them 
at such events as the Great Santa Run for Opportunity 
Village, the annual Walk to Cure Diabetes in support of the 
Juvenile Diabetes Research Foundation plus many others. 
Scharadin also chairs the Financial Planning Association’s 
pro bono program, organizing basic financial planning 
courses that teach the basics of budgeting, goal setting and 
financing to those who would otherwise not have access to 
professional financial planners. 

Scharadin values the client trust her company has earned 
through the years. “Trust is the one thing that money can’t 
buy,” she summed up. 

 
AT A GLANCE

WALLSTREET FINANCIAL SERVICES
3431 E. Sunset Road,  Suite C-302 
Las Vegas, NV 89120 
(702) 451-8099
www.wallstreetlasvegas.com

WALLSTREET  FINANCIAL SERVICES

Advisor for life
Trust is the hallmark of any busi-
ness, but it’s especially important

WallStreet Financial Services’ executive team (L-R) Staci Scharadin, Keven Picardo, Andrew Patai, Kenneth Slater and Rose Aharonian.
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PRUDENTIAL  CRES  COMMERCIAL  REAL  ESTATE

Real Estate, admits she’s always looking for new and 
improved, not to mention creative, ways to help her 
agents generate business in the Las Vegas commercial 
real estate market.  A staff bus tour of the company’s local 
commercial real estate listings is one of her ideas that 
received an overwhelmingly positive response. 

“Educated sales and leasing agents are the key to our 
business success,” Lyons said. “We recognize knowledge 
as power and deliver market information to our agents in 
a creative manner to generate sales.”    

Lyons recognizes her agents as the company’s greatest 
asset. As managing director, she often uses an analogy 
instilled by regional vice president, Art Carll, and 
compares her role to that of managing a racecar driver’s 
pit crew. The agents are in the driver’s seat to generate 
sales, while Lyons and her office staff are poised to assist 
agents in the same way the pit crew puts gas in the tank, 
changes the tires and sends the car on its way. “Our goal 
is to make the office a portal of information so our agents 
can be out in the field selling and not worrying about 
things back at the office,” Lyons said. 

While everyone talks about the real estate market and 
how it’s not what it was a few years ago, the seasoned 
managers and agents at Prudential CRES have a different 
attitude.  “It’s back to the fundamentals of real estate,” 
Lyons said. “Our goal is to continue working hard through 
the adjustments in the market so that we can generate 
business for years to come.  That means working hard 

and being knowledgeable so we can resolve any issues 
our clients face.”

Neil Sorkin, a senior commercial adviser who 
specializes in medical office space, appreciates his 
company’s commitment to customers and agents. 
“Sales is still a people business,” Sorkin said. “Deals 
take place across the table, face-to-face, and having all 
the information I need at my fingertips is definitely 
an advantage.”  

Sorkin consults with medical professionals to determine 
their best option in terms of leasing, buying or building 
medical office space. “I’ve worn out a couple pairs of shoes 
showing properties that were literally pieces of dirt. Later, 
that property was transformed into high-quality medical 
offices,” Sorkin said. “Part of my role is to help medical 
professionals visualize the potential of an existing space 
or show them how they can build their own.”  

Sorkin’s service to medical professionals goes hand in 
hand with the work of Danielle Steffen, vice president/
designated broker, and Amy Ogden, commercial adviser, 

who specialize in land acquisitions and industrial 
sales and leasing respectively. Steffen and Ogden are 
two experienced agents who came to Prudential after 
working at other commercial real estate firms. They 
both appreciate the creativity and support provided by 
Prudential. “I came from a background where I had to 
make my own marketing materials.  Now I have materials 
designed and created by a very talented marketing team.  
They’re up to date, they look good, and I have more time 
to service my clients,” said Ogden. Steffen agrees that in 
today’s market, you have to be on top of your game. “To 
say that the market isn’t like it was two years ago, isn’t to 
say it’s bad. It’s a regular market. Relationships mean a lot 
and, within this industry, our relationships have become 
more positive.”

Lyons brings it all together by saying, “Being educated 
is key. Then you put your clients’ needs and interests first 
while you work hard and negotiate wisely.” 

Part of keeping agents educated means providing the 
right technology. Prudential maintains a comprehensive, 
up-to-date industrial database featuring 2,600 industrial 
projects in Las Vegas, totaling approximately 86 million 
square feet of space. This database puts photographs, site 
plans and statistical information at the fingertips of the 
Prudential staff — access that is critical for a company 
that attributes its success to market knowledge, teamwork 
and dedicated service.

In the meantime, Lyons is busy planning her next 
creative move.  No matter what it is, you can be sure her 
Prudential CRES agents have their seatbelts fastened. 

 
AT A GLANCE

PRUDENTIAL CRES COMMERCIAL REAL ESTATE
127 E. Warm Springs Road  
Las Vegas, NV 89119
(702) 547-1110
www.PruCRES.com

Company’s revved-up creativity drives success
Lisa Lyons, managing director of 
Prudential CRES Commercial

The Prudential CRES Commercial Real Estate team’s goal is to work hard, be knowledgeable and provide clients with the best service possible.
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MEADOWS  BANK

Las Vegas “back in the day.” But rather than focus on the 
times when business was done on a handshake, these busi-
nessmen choose to put their resources toward keeping to-
day’s valley business community healthy and prosperous.

With leaders like tennis champion Andre Agassi, Las 
Vegas Sun President and Editor Brian Greenspun, Ulti-
mate Fighting Championships principal Lorenzo Fertitta, 
Chancellor Jim Rogers, Cannery Casino Resorts princi-
pal Bill Wortman and former Golden Nugget owner Tim 
Poster on its board of directors, Meadows Bank leader-
ship is not short on local business experience. And its 
management team, which includes CEO Arvind Menon, 
CFO Chris Swendseid, Chief Lending Officer Brad Tope 
and Chief Credit Officer Clay Wanta, also brings nearly 
100 years of combined business-banking experience.

“We’re all local guys with a commitment to giving back 
to the community,” Menon said.

With over $40 million in starting capital, the March 2008 
opening of Meadows Bank is a breath of fresh air for some 
valley business owners dealing with a credit crunch that 
has frozen their ability to grow their companies. 

 “So many banks in this environment become internally 
focused, which prevents them from being proactive with 
customer needs. We want to provide that service for local 
businesses,” Menon added.

“We’re not strangled by the mortgage mess like so many 
existing banks. We have money to lend and we’re looking 

for good borrowers,” added Wanta. “Competitively, we’re 
in a lot better position to meet the customer’s needs.”

 
Business  solutions

With its location in the vibrant and growing south-
west community, Meadows Bank brings many lending as 
well as practical solutions for a local business’ day-to-day 
operations. The bank offers a full range of deposit and 
cash-management products, remote deposit and courier 
services, as well as a robust online banking suite. On the 
lending side, Meadows can do everything from auto loans 
to loans for acquisition and development of real estate. 
It also offers startup financing for professional services 
companies as well as loans and lines of credit for expan-
sion. “We’re willing to sit down and discuss customers’ 
needs to see if we can help,” Menon said.

Responsive  lending
While the bank’s leadership is made up of successful 

local business owners who have learned to lead more so-

phisticated enterprises through the years, a private busi-
ness bank with high-touch personal service, like the old 
days, is the goal at Meadows Bank. 

“If you’re a customer, you can talk to the bank’s CEO. 
You don’t have to go through voicemail jail to talk to 
someone who can make a decision,” added Wanta.

In addition, decision makers are able to come together 
ad hoc to evaluate loan requests as they come in with-
out the need to adhere to timelines or standards passed 
down from an out-of-state parent company. 

“We understand that sometimes a business owner 
needs the capital sooner than later,” Wanta said. “We 
can tailor the approval process to meet the needs of the 
customer.”

“With local roots you can evaluate a situation better,” 
Menon added. “Our local board knows local business.”

Growing  with  the valley
Meadows Bank is also committed to building long-lasting 

relationships with the local business community and grow-
ing its client base from within the community. Virtually all 
of their lending is to individuals and businesses in Clark 
County, and that is unlikely to change in the near future. 

 “We’re here for this community. We’re not looking to 
open a branch in Arizona tomorrow,” Menon said.

“Our organizers have faith in the community and 
they’re putting their money where their mouth is,” Swend-
seid added. “We’re prepared to help with the immediate 
credit and depository needs of the community. ”

A bank created for the community, by community leaders

 
AT A GLANCE

MEADOWS BANK
8912 Spanish Ridge Ave., Suite 100 
Las Vegas, NV 89148 
(702) 471-2265 
www.meadowsbank.com

Certain founders of Meadows Bank 
likely have plenty of stories about

(L-R) Michael Ramsey, SVP/manager, commercial lending division; Brad Tope, EVP/chief lending officer; Clay Wanta, EVP/chief credit officer; Arvind Menon, president and chief executive officer; 
Chris Swendseid, EVP/chief financial officer.
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EMERALD SUITES

Geraldine Buckman schedules overnight accommodations 
for people who transport audiovisual equipment from oth-
er branches to be used in Las Vegas’ big conventions.

It’s an easy task that requires only a single phone call to 
Emerald Suites. “They’re so accommodating,” Buckman 
said. “I have one gentleman who comes to work in our 
warehouse frequently and he’ll call and say, ‘I’m coming 
this week. Can you get me a room at Emerald Suites?’ Ev-
erybody I put there loves it, especially those who are com-
ing for a long time to work the shows.”

Valerie Troisi, a spokesperson for Emerald Suites, said 
that’s because the two Las Vegas locations are designed to 
accommodate those staying one night or extended stays 
and boast fully furnished one- and two-bedroom apart-
ment-like suites with full kitchens and separate bedrooms. 

“Emerald Suites caters to business travelers [who will 
stay] with us for a night or many months. We are different 
from the typical hotel because we can take the customer 
as long as they want and we have the most competitive 
rates,” she said.

“We provide direct billing to companies that prefer the 
ease of booking now and being invoiced later. It makes 
scheduling a reservation easy and efficient,” Troisi said.

Corporate guests receive special pricing, she added. “It 
is a significant discount off our regular rates. And joining 

our corporate club is free.”
Troisi said travelers used to top-notch treatment en-

joy Emerald Suites. “We are choosey about who we let 
stay. We qualify guests wanting to extend past 21 days 
– they must have a corporate account and a valid credit 
card. These restrictions allow us to maintain an upscale 
clientele. Many extended-stay hotels allow cash-paying 
guests and that can bring less desirable guests,” she said.

Unlike other Las Vegas hotels, Emerald Suites has a 
“homey feel,” Troisi asserted. “We want our guests to feel 
that this is their home away from home. We have all the 
comforts of home in the suites — complete cookware, 
Internet access, an in-room safe, two televisions in each 
suite, housekeeping and linen service,” she said. “Plus we 
have beautiful pools and spas.”

Guests also enjoy Emerald Suites upgraded SMARTe-
SUITES. “SMARTeSUITES are identical to standard 
suites but have upgraded furnishings including pillow-

top mattresses, 32-inch flat-screen televisions that double 
as computer screens and DVD players and in-room com-
puters,” Troisi added.

At Emerald Suites, customer service is as important 
as amenities. “We build customer loyalty in addition 
to customer satisfaction,” Troisi said.  “If a customer is 
truly happy, they will be loyal even when the economy 
is the way it is. Customers have more choices lately, 
but our loyal customers continue to stay, even with the 
abundant free offers, gimmicks and value-added pro-
motions offered to bribe guests to stay at other loca-
tions,” she said.

Emerald Suites is ideal for smaller groups that want 
conference space for 50 attendees or less. “In big Strip 
casino hotels, small groups get lost in the shuffle. Here, 
they can expect to be completely catered to. We are able 
to give small groups the personalized attention they de-
serve. We also provide shuttle service and can take them 
to and from the airport, the Strip and any other destina-
tion they prearrange,” she added.

Troisi said Emerald Suites’ guests — such as Buckman 
— appreciate the hotel’s consistency. “We don’t increase 
our corporate guests’ rates just because a convention 
or holiday is approaching. Once they book, their rate 
remains the same, allowing them to budget their stay. 
Many hotels will increase the rates drastically, even to 
their most loyal guests,” she said.

 
AT A GLANCE

EMERALD SUITES
9145 S. Las Vegas  Blvd. 
Las Vegas, NV 89123 
(702) 948-9999 
www.emeraldsuites.com

Suites are a gem for business travelers
As the administrative assistant 
for operations for Freeman A.V., 

The Emerald Suites staff gives travelers top-notch accommodations.
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2009 ANgEl AwArdS

In Business Las Vegas will honor the remarkable people and businesses in 
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the accomplishments and contributions of our most outstanding community 
leaders. We are privileged to recognize these exceptional individuals and 
companies whose visionary leadership and proficiency of philanthropic ideas and 
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“Congratulations on a wonderful event and producing 
a booklet that will “give” to so many deserving 
nonprofits throughout our valley.”

Lisa Habighorst
Executive Director
Spread the Word: Kids to Kids
Participated in the 2008-2009 Giving Guide

“Just wanted to drop a quick note--the Giving Guide is beautiful!
Really enjoyed thumbing through--and since I now oversee 
donations/sponsorships, can’t wait to read it more thoroughly.  I 
think this will be a very valuable resource for corporate giving folks.
Thanks for making my job easier.”
Sandi Milton
AVP/Events Manager
Nevada State Bank-Marketing
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FACILITEQ  ARCHITECTURAL  INTERIORS

considers his company’s downtown Las Vegas office  
“a living lab and marketing showroom.” The revamped 
auto repair garage on Main Street serves as a vehicle to 
demonstrate the company’s corporate culture and sus-
tainable solutions.

From raised floors, movable walls and ergonomic fur-
niture, Faciliteq can transform any space into a flexible 
office environment and provide employees comfortable, 
controllable workspaces. Faciliteq is a specialty contrac-
tor that provides modular office environments and uses 
its own office and showroom to demonstrate to prospec-
tive clients how it can be done. 

“Our office and showroom is a true reflection of our 
business philosophy,” Abramo said. “Faciliteq office en-
vironments offer flexibility with green concepts. That’s 
what we sell and promote by practicing what we preach 
on a daily basis.”

Faciliteq is a member of the U.S. Green Building 
Council and its 10,000-square-foot showroom meets 
many Leadership in Energy and Environment Design 
standards. A walk across the showroom’s 14-inch raised- 
access floor reveals a clear panel to show how data and 
electrical wiring can run directly underneath the floor-
ing in a “plug-and-play” manner. The under-floor space 
also serves as a duct-free air handling space for warm and 
cool air piped in from the building’s HVAC unit.  

“Raised floors provide clients with tremendous 
energy efficiency,” Abramo said. “Diffuser vents are 

placed in the floor to deliver air directly where people 
are working, which is more efficient than forcing air 
from the ceiling.” This concept is becoming increas-
ingly popular in many LEED buildings, such as the 
Molasky Corporate Center downtown, where Faciliteq 
provided and installed more than 260,000 square feet 
of access flooring. 

With a colorful engine hoist as a focal point of the 
showroom, Faciliteq employees conduct business in a 
variety of workspace configurations that clients can 
see in use on the showroom floor. This allows clients 
to visualize and generate ideas for what might work 
best in their own office environment. 

Abramo and Damon Andrews, vice president of 
operations, work in offices with moveable walls and 
sliding barn doors. Moveable walls allow office spaces 
to be easily reconfigured into smaller or larger spaces, 
while sliding barn doors take up less precious real es-
tate than traditional swing doors.

“We’ve been talking about sustainable interiors and 
installing green concepts for quite some time,” An-

drews said. “Why should building responsibly be lim-
ited to architecture? Sustainable design is not just a 
trendy idea; companies are realizing that it’s the right 
thing to do for the environment. Our showroom and 
product offering contribute to this philosophy.”

Faciliteq aims to provide clients with a complete tenant 
improvement package with raised floors; flexible modu-
lar electric and data systems; modular walls and low-volt-
age lighting to create an overall adaptable workspace. The 
company uses motion sensors to turn on room lights, 
when occupied, or off, when a room is not in use. Sensors 
also dim areas when enough natural light is available.

  Faciliteq is a preferred Haworth distributor providing 
products and services to Southern Nevada companies. 
Haworth products are designed to create adaptable and 
ergonomically correct workspaces by integrating floors, 
walls, systems, seating and freestanding furniture. 

A project-centric company, Faciliteq has installed more 
than 20,000 workstations around the valley and provided 
sustainable solutions to such companies as MGM Mirage, 
the Venetian Resort Hotel Casino, and The Molasky Cor-
poration. The company also holds contracts with the city 
of Las Vegas, Clark County and state of Nevada. 

“Faciliteq is a single-source interiors solution,” Abramo 
said. “One of our greatest strengths is that we are full-
service. We’re able to deliver the initial project and main-
tain client relationships after they move in. We moved 
our headquarters downtown to demonstrate both our 
dedication to sustainable design and our commitment to 
serving Las Vegas and Southern Nevada.”

 
AT A GLANCE

FACILITEQ ARCHITECTURAL INTERIORS
817 S. Main St.
Las Vegas, NV 89101 
(702) 795-8833 
www.faciliteq.com

Business interiors firm provides flexible, green space
Faciliteq Architectural Interiors pres-
ident and owner, Quentin Abramo,

 Faciliteq president and owner, Quentin Abramo, and his Faciliteq staff.
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COX  BUSINESS

Cox Business senior management team at one of the company’s Las Vegas-based telecommunications centers (L-R): Terry Dillon, vice president of field service; David Blau, vice president and general 
manager; John Fountain, vice president of technology; Al McConnell, vice president of sales; and Stephen Costa, vice president of business development and marketing.

The most trusted provider of scalable telecom solutions

the nation’s third-largest cable broadband communications 
company. The facilities-based provider of communications 
solutions excels at helping businesses of all sizes generate 
greater efficiencies through a full scope of business-grade 
phone offerings, high-speed Internet as well as voice, video 
and data transport services.

In the Las Vegas market, Cox Business also operates an 
affiliated company called Hospitality Network. Hospitality 
Network supplies telecom services to the biggest names in the 
hotel industry through free-to-guest cable television, Video-
on-Demand theatrical releases, wired and wireless Internet 
connectivity plus new products such as iGuestbook©, 
Advanced Convention Services and more.

“We’re a top-tier, Fortune 500 enterprise,” said David Blau, 
vice president and general manager of Cox Business-Las 
Vegas. “And when it comes to providing technology services, 
our clients know by experience that we are the most trusted 
provider of communication and entertainment services.”

At the top of their game
One way to ensure a solutions-based strategy fits a 

given company is to begin with a technology partner 
that presents the right credentials — and Cox Business 
provides these credentials through award-winning quality, 
reputation and service.

Recent highlights include top marks in performance and 
reliability from J.D. Power and Associates through its 2008 
Major Provider Business Telecommunications Study among 
small-to-midsize business data service providers. In 2006, 

J.D. Power also ranked Cox Business highest in customer 
satisfaction among small-to-midsize businesses.

Cox Business recently achieved MEF 14 compliance, 
a distinction from the global Metro Ethernet Forum, the 
hallmark of carriers that deliver advanced Ethernet services.

In addition, Cox Business is the first cable operator 
to join the Session Initiation Protocol (SIP) forum — a 
development that demonstrates a commitment to advanced 
voice services.

Not least, Cox Business-Las Vegas was recently approved 
by the General Services Administration for a Schedule 70 
program. This distinction allows the company to support 
local, state and federal government agencies with a full suite 
of high-speed Internet and advanced data solutions across 
Southern Nevada.

It’s easy to see why Cox Business is at the top of its game 
especially in light of industry accolades that illustrate a high 
level of customer satisfaction and advanced capabilities.

Bundling streamlines costs, adds 
convenience

One of the key competitive advantages Cox Business 

offers is the bundling of Cox products and services. Telecom 
bundling, a concept Cox introduced to the industry in 1997, 
allows its clients to group a combination of voice, video and 
data products.

“It just makes more sense to get all of your telecom needs 
from one provider,” noted Blau. “You get multiple services 
from one company on one bill and you deal with one 
account representative. It adds so much convenience and 
saves our customers money too.” 

Scalable client solutions
Blau noted that while some businesses look for simple, 

everyday answers for their telecom needs, others opt for 
and may even require an approach that is engineered 
specifically for them.

“We provide the full range of business products that fit 
every situation,” said Blau. “Our solutions can start small 
and scale upward to grow with any business.”

As an example, Blau pointed out that a single line of 
Cox Digital Telephone with call forwarding and other 
features might be the right choice for a home-based 
business while high-capacity PRI lines may be needed to 
provide phone service to a larger client as was the case 
with Trump International Hotel & Tower. Blau also noted 
that when a large banking institution required a fiber 
optic data transport connection to link its Reno offices 
with the Las Vegas-based operations, Cox Business 
delivered the answer.

With numerous industry accolades, cost-saving 
product bundles and scalable solutions, Cox Business 
has taken its place as a leading provider of technology 
solutions for business. 

 
AT A GLANCE

COx BUSINESS
706 Valle Verde Court 
Henderson, NV 89014 
(702) 939-1146 
www.coxbusiness.com

Cox Business is a division of Atlanta-
based Cox Communications Inc.,
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BURKE  & ASSOCIATES

Nowhere is that more true than at Burke & Associates, 
perhaps the most respected general contractor with the 
most diverse portfolio in Las Vegas.

Day in and day out, for more than two decades Burke 
has taken care of its employees, clients, the environment 
and the community. The results are unparalleled success in 
one of the most competitive industries in Las Vegas.  And 
they have the awards to prove it.

Burke’s commitment to the future of green building is 
reflected in Senior Vice President Tony Dazzio’s remarks. 
“It is our internal policy to encourage and support all 
Burke managers who wish to pursue and complete their 
LEED® accreditation. To Burke, this is more than just lip 
service. Among the many ways this support is manifested 
is through emerging leaders in our organization, such as 
LEED® AP Senior Project Manager Roger Thomas. Roger 
has shared his time and expertise companywide, resulting 
in five additional Burke associates who are now LEED® Ac-
credited Professionals.”  LEED® is the U.S. Green Building 
Council’s rating system that grades projects based on wa-
ter conservation, energy efficiency, environmental quality 
and other factors.

Burke LEED® Accredited Professionals are overseeing 
the 2008 completion for what will be the largest LEED® 
Gold-certified industrial project in the state — the 53-acre, 
319,000-square-foot, seven-building Cashman Equipment 
Corporate Headquarters in Henderson.

Kevin Burke, the company’s president and CEO, said he 
is proud of Burke’s affiliation with Cashman Equipment.   
“Building such a large-scale project using sustainable fea-
tures, including a geothermal heating and cooling system, 
is cutting edge. Our hope is that this project sets the trend 
for other eco-friendly projects both large and small.”

Burke has modernized, expanded and constructed some 
of the most recognizable structures in Las Vegas including 
schools, restaurants, casinos, churches, medical buildings 
and office buildings. Recently, the company completed 
Marnell Airport Center, a $7.7 million, Class A office 
building in the complex  adjacent to McCarran Interna-
tional Airport.

Currently, Burke is working on the North Las Vegas 
Alexander Library and Park complex in North Las Vegas. 
The innovative, $3.3 million, 16,400-square-foot library 
will include a computer facility for patrons, meeting room 
and a children’s library wing. The adjacent two-acre pub-
lic park will boast tot lots, a shade structure, paved and 
lighted walking paths and a demonstration garden.

Quality workmanship and excellence are built into every 
Burke project, and the results have been several accolades 
from those who recognize outstanding projects.

Recently, Burke received the 2008 Seven Seals award for 
employer  support from the National Guard and Reserve 
at its annual awards ceremony at Nellis Air Force Base. 
Burke was named the 2008 General Contractor of the Year 
by the National Association of Industrial and Office Prop-
erties and was the 2007 recipient of the Associated General 
Contractors of America  J.A. Tiberti SIR award.

For Dazzio, the awards validate the company’s philosophy 
that “success is the byproduct of doing the right thing.” 

“Every job is different and every client is different. We 
recognize that, and we put systems in place that prevent is-
sues and provide the framework for projects to be done on 
time. We have an excellent team, the company’s principals 
are involved in each step of every project, we respect the 
environment, we give our best to our clients and all of this 
allows Burke the honor of giving back to the community 
that has always been there for us.”  

Dazzio said through the years the Nevada Cancer Insti-
tute, Boy Scouts of America and Communities in Schools 
have been just a few of the nonprofit organizations that 
have benefited from the support of Burke & Associates.

“We are dedicated to the communities we help build.  
We live and work here as well, so we have a personal stake 
in every project we accept and the impact it will have in the 
community,” Dazzio added.

 
AT A GLANCE

BURKE & ASSOCIATES INC.
3365 Wynn Road 
Las Vegas, NV 89102 
(702) 367-1040 
www.burkegc.com

In business, when you do things the 
right way, you reap the rewards. 

General Contractors doing it right

The Burke & Associates management team: Sitting from L-R, Carol Cleveland-Thompson, director of corporate services; Dimitri Mihaloliakos, chief estimator; Tony Dazzio, senior vice president; and 
Matt Boyd, vice president operations. Standing is Kevin Burke, president and chief executive officer.
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MARTIN-HARRIS  CONSTRUCTION

Building on a vision one property at a time
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MARTIN-HARRIS CONSTRUCTION
3030 S. Highland Drive  
Las Vegas, NV 89109 
(702) 385-5257 
www.martinharris.com

Martin-Harris Construction 
celebrated its 30th anniversary

JOLLEY URGA WIRTH WOODBURY & STANDISH

last year, during the celebration many positive events and 
projects of the past years were recognized. Now the com-
pany is going into its next phase of growth. MHC recently 
opened its regional office in Phoenix.  
  A lot is happening in the company’s 31st year.  
MHC recently completed three outstanding projects along 
Las Vegas Boulevard South that include:  

l Streamline Tower LLC, mixed-use 22-story high-end 
living units and retail.

l Tahiti Village Resort Phase II, 10-story luxury units, a 
seven-story detached parking structure 

l Boca Raton Luxury Condominiums, two nine-story 
luxury-living units including two-story sub-level parking 
garage. 

Also completed this year: 
l Arroyo Business Park, two multistory Class A office 

buildings  
l Northern Beltway Industrial Park Phase I in North Las 

Vegas 
l Beltway Business Park, one three-story Class A office 

building and two light industrial-flex one-story buildings.
Under construction include:
l Wyndham Desert Blue Timeshare, nine-story, 281 

luxury-living units with a seven-story, 1,100-stall parking 
structure 

l Montecito Point, a six-story Class A office building with 
a detached parking structure, a LEED Silver candidate

l Dorrell 4.4 LLC, two-story medical office
l Station Casinos, several “Wildfire” neighborhood pubs 

and casinos 
l Sunset Pilot Plaza, 100,000-square-foot Class A office 

building 
l East Career and Technical Academy, multilevel, 217,000 

square feet
l Educational Technology Campus, multistory, 112,000  

square feet.
Special note:  Educational Technology Campus is a joint 

partnership between Vegas PBS and CCSD and is a candi-
date for LEED Gold certification. 

Frank Martin has a vision and he is still building on that 
vision. He started Martin-Harris Construction with lots 
of energy, enthusiasm and encouragement from the oth-
er business leaders in town. They knew he was a man of 
his word and that he would work as a team member in the 
community. Through the years, his many mentors were 
proved right for the support they had given him.  

Martin-Harris Construction has been very active in the 
construction industry’s organizations, contributed to the 
political stability of the state, given of the company’s time 
and money to varied charity organizations, supported ath-
letic groups and built a company of 400 associates. Integ-

rity and honesty are a part of the daily MHC work envi-
ronment. 

Martin-Harris was recently ranked No. 130 in Engineer-
ing News-Record’s top 400 general construction firms for 
2008. The company has been listed in the top 400 for the 
past 10 years. Other recognitions include:  National Asso-
ciation of Industrial and Office Properties’ General Con-
tracting Firm of the Year for 2001, ’03, ’04, ’05 and ’07; As-
sociated General Contractors’ General Contractor of the 
Year; Nevada Business Journal’s Best CEO; In Business 
Las Vegas Who’s Who and Most Influential; Lieder Award 
from Lied Institute for Real Estate Studies, UNLV College 
of Business and 18 Safe-Site awards from Associated Gen-
eral Contractors. This is just a sampling of recognitions 
for MHC over the years. MHC maintains its respect in the 
business community through participation and high-end 
project delivery.

Leadership is another important factor within the com-
pany and Martin-Harris has a strong, experienced execu-
tive board as shown above in the left-hand corner photo. 
From left, seated, Ray Newmiller, vice president business 
development; Steve Lords, CEO; Kevin Zahm, senior vice 
president operations. Standing from left, Frank Martin, 
president/CEO and Guy Martin, vice president operations. 
Teamwork is one of the main components to the success of 
the company.

Martin-Harris Construction is a company that grows 
with the times, incorporates the most recent building tech-
nology, works with the development and design communi-
ty and sets a foundation on delivering the best to every cli-
ent, always keeping in mind the importance of teamwork, 
integrity and honesty. 
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to William Urga of Jolley Urga Wirth Woodbury & 
Standish, developing trust with clients and a solid repu-
tation is paramount at his law firm.  

“We create a partnership with our clients, helping 
them in a business and personal sense,” said Urga, who 
established the full-service firm with childhood friend, 
Gardner Jolley, almost 35 years ago. “We’re a homegrown 
firm, born and raised, and we’re proud of this area. In our 
profession, your word is your bond.” 

Located at the Wells Fargo Tower on Howard Hughes 
Parkway, the firm and its staff handle an array of practice 
areas including real estate, estate planning, estate litiga-
tion, family law, gaming, business licensing, personal in-
jury, banking, bankruptcy and business litigation. 

Along with a history of understanding Nevada’s laws, 
the firm and its attorneys have earned respect from in-
dustry professionals. “We know the judges, and the judg-
es know us. They know our team does its homework on 
the law, and they respect that,” Urga said. “Other attor-
neys and judges consider our firm trustworthy, and we’re 
proud of that.” 

With 21 attorneys, the firm capitalizes on its ability to 
serve a wide range of clients including Fortune 500 compa-
nies, large financial and trust institutions, local general con-
tractors, businesses, developers, along with taking care of 
Nevada’s mom-and-pop businesses. Serving the Las Vegas 
community remains the hallmark of the firm’s existence. 

“We’re about community first,” said Urga. “We relish 

the fact that we are considered a small- to medium-sized 
firm, yet have the experience and expertise to battle hard 
in court for clients of all sizes — without charging big-
firm and national-firm rates. We are reasonable and fair. 
Our lawyers are proud of the quality of work we pro-
vide, while maintaining the highest standards of ethics 
and professionalism.” 

The firm’s hiring practices mirror its commitment to 
the local community. Urga said the firm actively recruits 
and hires students from UNLV’s Boyd School of Law. 
“We’ve had great success with our law school, which con-
tinues to produce quality students,” he said. “We want tal-
ented attorneys with a desire to stay [in Las Vegas], and 
we hope they will ultimately become a partner.”

Expanding its reach and services for clients, the firm re-
cently became the only Las Vegas firm asked to join the 
premier international network of law firms known as Le-
gal Netlink Alliance, a multidiscipline law firm network 
offering clients the resources and accountability of larger 
international firms without the added fees. The alliance se-
lects midsized, general practice and independent law firms 

based on a proven track record of quality and integrity. 
“By joining this very important network, we have ac-

cess to resources that allow us to provide an even higher 
level of service to our client base, both nationally and in-
ternationally,” said Urga. 

Enjoying the size of the firm instead of growing into 
a practice of hundreds of attorneys, Urga said he wants 
the firm’s size to be “large enough to meet the needs of 
our clients.” 

“We don’t want to be too big and lose the camaraderie 
we have that keeps this firm a fun place to work,” Urga 
added. “Our firm is dedicated to providing a work envi-
ronment that fosters teamwork, both inside the office and 
within the Southern Nevada community.” 

The firm’s partners and attorneys take pride in assist-
ing in the community. Past and present accolades, hon-
ors, affiliations and volunteer work include the Clark 
County Commission, Nevada Business Institute, Ne-
vada Gaming Commission, Nevada State Bar, Nevada 
Trial Lawyers Association and the UNLV Boyd School 
of Law, just to name a few. Even Interstate 215, the Las 
Vegas Beltway, is named after one of the firm’s partners, 
Bruce Woodbury, who has spent 27 years as a Clark 
County commissioner.  

From the YMCA to the Justin Timberlake Shriners 
Hospitals for Children Open Golf Tournament at TPC, 
the firm’s charitable volunteerism is significant.

“Practicing law is a way of life for all of us,” Urga said. 
“We are dedicated to our profession and our city, and it is 
our oath to do the best we can for each and every client.” 

 
AT A GLANCE

JOLLEy URGA WIRTH WOODBURy & STANDISH
3800 Howard Hughes Parkway, 16th Floor  
Las Vegas, NV 89169 
(702) 699-7500  
www.juww.com

Trust, relationships keep local law firm connected
Relationships are crucial to any 
successful business and, according 

JOLLEY URGA WIRTH WOODBURY & STANDISH

William Urga, along with Gardner Jolley, formed the law firm of Jolley Urga Wirth Woodbury & Standish 35 years ago.
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quality construction. Long-time residents, Alan Jeskey, 
president, and Curtis Cummings, CEO, own the com-
pany and both are actively involved in daily operations. 

“We take pride and personal interest in our projects 
and customers. Our team of highly qualified employ-
ees sees that what is promised is always delivered,” said 
Alan Jeskey.

As the company quickly approaches the milestone of 
20 years in business, there are many exciting projects to 
reflect upon — projects like the construction of banks, 
credit unions, offices, warehouses, taverns, restaurants, 
retail centers, medical offices, laboratories and many 
other types of buildings. The kind of projects they build 
always depends on what the customer needs. A strong 
aspect of the Alan Jeskey Builders’ philosophy is that they 
take their customers’ decisions seriously and welcome 
feedback throughout the entire building process. 

“We welcome our customers’ ideas and involvement. 
We operate under a project-team model, and experience 
has shown that one size does not fit all. Each project has 
unique qualities, so we assemble a team to deal with indi-
vidual needs,” explained Cummings. 

AJ Builders is a conscientious builder and competi-
tively bids on new projects. Throughout the years, their 
service has far exceeded conventional expectations and 
has made them an important player in the design/build 
industry. AJ Builders offers a number of services includ-
ing site selection and assessment, predesign and feasibil-
ity assistance, off-site to final-building design, systems 

evaluation, cost/benefit analysis, value engineering, due 
diligence, permitting and construction. They also have 
local banking relationships and routinely introduce cus-
tomers to reputable lenders.

AJ Builders recommends that prospective clients in-
volve them in the very early stages of their project so they 
can capitalize on AJ Builders’ expertise and know-how. 
Early involvement can save time and money and can help 
eliminate unnecessary aggravation.

Today’s competitive marketplace dictates that in order 
for a company to be successful, it must do more than just 
provide adequate service. It must excel in the job they do 
in addition to being more efficient than their competitors. 
The fundamentals of cost control, accounting accuracy, 
project management, quality, safety and warranty servic-
es are not just done, but are done well by AJ Builders. 

 “Efficiencies gained by doing the work well transcends 
into improved internal savings and reduced costs to cus-
tomers. The reality is that we are looking for a fair return 
for our given level of risk, but understand that hitting the 
jackpot is not a reality,” said Cummings. 

“We develop relationships and treat our customers very 

well,” added Jeskey.  “Most of our business is earned the 
old-fashioned way because our customers keep coming 
back. Plus, they refer others they know. Most of our busi-
ness is based on referrals…”

Well-designed, well-planned and well-managed proj-
ects are the most satisfying to the builder because they are, 
quite simply, the most fun to do. Aligning project expec-
tations; identifying cost exposure in budgets; developing 
efficient, realistic schedules and management parameters 
all negate the opportunity for surprise. Unexpected costs 
impact someone — usually the owner — and no owner is 
happy to absorb the cost of unanticipated change orders, 
something that AJ Builders keeps to a minimum. 

“Change orders occur on construction projects but we 
do not like them. We do not like presenting them to own-
ers or subcontractors because they almost always affect 
efficiency,” Alan Jeskey said.

In addition to controlling construction costs, AJ Build-
ers takes pride in not only a job well done but in complet-
ing a job ahead of schedule. They know the danger that 
assumptions can bring to a project. 

“We have a saying within the company, ‘Expect what 
you inspect. Do not assume,’ ” said Jeskey.

Words like integrity, quality, trust and value are easy 
to say but tough to deliver. Alan Jeskey Builders has suc-
cessfully delivered those concepts and has withstood the 
test of time. In such a competitive market, 20 years of 
constructing quality buildings proves they are among the 
best local contractors in the business not only today but 
for years to come.

 
AT A GLANCE

ALAN JESKEy BUILDERS INC.
102 E. Mayflower Ave.  
North Las Vegas, NV 89030 
(702) 876-6544 
www.ajbuilders.com

Since 1989, Alan Jeskey Builders 
Inc. has had a solid reputation for 

Expect what you inspect. Do not assume.
The Ponderosa Way and Jones Boulevard office complex and the Red Rock Plaza office development (inset) by Alan Jeskey Builders Inc.

ALAN JESKEY BUILDERS
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with a company, Datanamics is the one they choose. 
Cornerstone Communities is a development company 
that expects to build, maintain, manage and own 2,000 
condominium units in the next decade. They develop 
and rent them, then later put them on the market when 
the renters are ready to buy.  Long-term leases with first-
time buyer incentives are offered to assist the renters with 
the purchase of their units.
   Tim Clifford, the company’s president, knows it’s a 
forward-thinking approach as is everything else about his 
company, including the fact that Cornerstone, as well as 
Clifford & Co., the general contracting firm, partners with 
Datanamics for its networking needs.

Voice, data, wired, wireless — 
Datanamics does it all  
    Datanamics continues to be the one business Las Vegas 
turns to for cost-effective, one-stop technology solutions to 
give them the edge.  Datanamics designs, implements and 
maintains local area and enterprise-wide networks.  The 
company’s professionals bring specialized expertise in all 
aspects of networking.   
   But an equally important focus, said Chris Conlee, 
Datanamics’ manager of business development, is the 
company’s dedication to customer service.  Conlee has more 
than a decade of experience delivering complex technology 
and telecommunications solutions in the Las Vegas market.  
“Technology is providing for better business solutions and 
more small businesses are taking advantage of that,” said 
Conlee. “But for any company to really realize cost benefits 
and increase productivity, they have to work with somebody 
they trust over the long haul.  That’s us.” 
   Clifford agreed.  Not only did Cornerstone and Clifford & 
Co. analyze the diversity and functions of the networking 

system Datanamics designed, it looked at the people behind 
the company.  “We are relationship driven,” said Clifford.  
“We look at the capability and performance of the company, 
their track record over time.  Other companies gave us 
proposals.  Datanamics wasn’t the highest or the lowest, but 
they provided the best value and I think that’s important.  It’s 
the people behind the machine that make the machine what 
it is,” he added.

Putting people first
Datanamics agrees, which is why they not only value 

their customers, they value their highly skilled employees 
as well with an internal culture that fosters excellence.   
The Datanamics staff are company co-owners and when 
employees own the place they work, they put their best 
effort into everything they do.

Listening to its clients —
 before and after 
   Listening when customers talk is one reason Datanamics 
provides exactly what its customers need.  For Cornerstone 
and Clifford & Co. that certainly was true.   “We were look-
ing for a phone system that was simple, yet flexible because 
we have multiple offices all over the state and employees in 
home offices,” said Trina Miller,  Cornerstone’s executive.  
“In addition, they were able to provide expertise to our data 
network and servers.”

  
 Conlee said, “Datanamics also has a team of customer 
support representatives who provide help desk and technical
support 24/7  — and they’re local.  It’s why our customers 
never leave.  Most have been with us for decades.” 
   “We have full-time, highly trained networking specialists 
located in Las Vegas, not some far off land, who are dedi-
cated to providing support around the clock,” Conlee said.  

Testing lab
Datanamics Labs is the firm’s research and development 

division and monitors new and emerging technologies, best 
practices and practical applications for its clients.  Working 
in teams, Datanamics’ certified network engineers, systems 
analysts and other specialists provide independent evalu-
ations and testing of different vendors’ hardware, software 
and other related equipment.  This unique service enables 
Datanamics to provide sound, objective and unbiased advice 
for clients and to develop the best networking solutions for 
each customer.

Expanded facilities
  This year, to provide additional and improved service to its 
clients, Datanamics moved to its new headquarters in Hender-
son.  The new facility significantly expands their lab capabili-
ties, provides a technology center where they feature the latest 
in technology in a real-world business setting and a beautiful 
new training facility for both internal and customer needs.  
Conlee said, “Our new facility ensures Datanamics’ customers 
continue to receive the same high level of service to which they 
are accustomed.  We want to provide the same level of service 
in the next three decades that we have in the past three.”

Datanamics works with national and regional clients, but are 
happiest when they’re helping at home.  Any size business will 
find cost-effective solutions when they call.  

For information, contact Chris Conlee, manager of 
business development at CConlee@DatanamicsInc.com 
or call (702) 697-2271.

 
AT A GLANCE

DATANAMICS INC.
140 N. Stephanie St. 
Henderson, NV 89074 
(702) 697-2200
www.DatanamicsInc.com

Technology for the long term
Datanamics manager of business development, Chris Conlee, welcomes Trina Miller of Cornerstone Communities to the Datanamics family.

When businesses, developers 
and contractors want to partner

DATANAMICS





IN BUSINESS LAS VEGAS  2008 BUSINESS PROFILES   •   2�

SPECIAL ADVERTISING FEATURE

planning innovation
creative

innovation
architecture

integrity
designdesign

communityintegrity
integrity creative

design

exteriors

urban design urban design

P l a n n i n g
Architecture
Urban Design
rafi-nevada.com

Dr. Robert A. Fielden, A.D., NCARB, FAIA, to pro-
vide innovative, functional, creative and environ-
mentally responsive design solutions for a wide range 
of project types. 

“We utilize the uniqueness of a client’s business or ac-
tivity to stimulate creative, functional projects that are 
efficient, on schedule and within budget; are enjoyable 
to utilize, economical to maintain and operate, have an 
extended life span and contribute to the physical quality 
of the built environment,” Fielden said.

RAFI is a multifaceted planning, architecture and 
urban design firm with three studios, with its primary 
office in Henderson. The firm specializes in providing 
comprehensive client services for advanced planning, 
real estate evaluations, programming, site planning 
and the design of long-range, master-planned facilities, 
places and towns.

RAFI services address a broad range of private sector, 
city, county and state agencies’ needs to issues associated 
with research, planning, historic preservation, potential 
development and redevelopment programs that include:

• Master planning         
• Land assessment/location analysis
• Capital improvement
• Redevelopment/revitalization
• Marketing and feasibility

• Predesign and design assistance
• Postconstruction and start-up assistance

Plus, services to address the range of clients’ needs in 
terms of urban design including: 

• All aspects of urban-function analysis

• Urban-frame and materials analysis

• Quality evaluations and aesthetics development

RAFI continues to focus on using planning and design 
to increase the client’s investment through advancing 
the quality of life for facility users and the community 
at large by creating environmentally conscience building 
and construction sustainable within our region. 

Mission
RAFI’s first allegiance and professional obligation 

is to its clients and dedicates its services to meet their 

needs. The firm believes that client relationships are 
founded on integrity and mutual trust. RAFI’s goal is 
to provide the highest, most competent level of profes-
sional service possible.

RAFI is equally dedicated to providing innovative, 
functional, practical and economical solutions — through 
planning and design — to problems inherent in con-
structing working environments. The firm’s commitment 
includes responding successfully to critical deadlines, 
schedules and project budget.

RAFI believes strongly that continuing education and 
outside research are essential to its ability to maintain 
high levels of client performance; each member of its 
staff participates in professional education, structured 
seminars and research to reinforce and expand compe-
tence and skill.

In addition to RAFI’s dedication to its work and its cli-
ents, the firm is dedicated to community. While continu-
ing to develop programs and provide volunteer services, 
each member of the firm feels a personal obligation to 
use their skills, resources and success to make Nevada a 
better home for our future.

From project programming to master planning, site 
selection to construction management and space plan-
ning to architectural design, each stage of the firm’s 
comprehensive professional services is focused on the 
client. RAFI is a multifaceted planning, architecture and 
urban-design studio specializing in total client services 
for the programming, planning and design of master-
planned facilities.

 
AT A GLANCE

RAFI
155 Water Street, Suite 220 
Henderson, NV 89015 
(702) 435-7234
www.rafi-nevada.com

Architectural firm addresses a broad range of programs
RAFI was founded in 1985 by 
nationally acclaimed architect, 

RAFI

RAFI Architects’ building designs can be seen all over the Las Vegas Valley.
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to revitalize the Boulder Highway Corridor by promoting 
redevelopment in integrated, compact, mixed-use activi-
ty centers. Design of new development along the corridor 
will emphasize pedestrian and transit access. Encourag-
ing well-designed development creates a unique sense of 
place and is the central goal in the corridor’s renaissance. 
The Boulder Highway Investment Strategy establishes a 
long-term vision for revitalization and relies on multiple 
action items to catapult the vision into reality.

A  changing  corridor 
 For many years, investment in the corridor has been 

relatively sluggish, but recent development activity in and 
around the corridor has spurred new interest. Notable 
projects include construction of the Tuscany master-
planned community (2,400 units northeast of the cor-
ridor) in the Tuscany Redevelopment Area. In addition, 
planning and environmental cleanup have commenced 
for Cadence (LandWell), the over 2,000-acre project of 
regional significance in the Eastside Redevelopment 
Area.

Downtown  redevelopment 
taking  root 

More attention has been focused on the Water Street 
District, resulting in planning as well as public and pri-
vate reinvestment in the core of Henderson’s downtown. 
Its proximity to the corridor presents an opportunity for 
the two areas to leverage ongoing investment and develop-
ment activity.

Rapid transit investment 
 The Regional Transportation Commission (RTC) is 

in the final design phase for a Bus Rapid Transit (BRT) 
system along Boulder Highway that will connect Hen-
derson to downtown Las Vegas. This phase is scheduled 
for completion in 2011, but it will eventually be part of a 
much larger regional transit network.

Constrained land supply 
Years of rapid regional growth have resulted in a grow-

ing shortage of raw developable land, generating new in-
terest in the redevelopment of established, yet potentially 
underutilized, areas such as some portions of the Boulder 
Highway Corridor.

Leveraging public investment
A major force driving this strategy was the identifica-

tion of Boulder Highway by the RTC as a future rapid 
transit corridor in 2002. The planned rapid transit system 
will include three transit stations located at major inter-
sections along Boulder Highway. These stations, from 
north to south, are: Sunset, Lake Mead and Horizon. Ad-

ditional stations may be added in the future. 

Rewarding exemplary 
development projects

In order to take advantage of the RTC’s investment in BRT, 
the city plans to encourage redevelopment along the corridor 
in a variety of ways including public financing incentives such 
as land donations and write downs, development fee rebates, 
infrastructure cost participation, property tax abatements, 
façade maintenance loans and other grants, rebates or low-
interest loans. The city can also use regulatory incentives, such 
as regulatory and policy updates that streamline the entitle-
ment process, to encourage investment.

Projects will be evaluated on a case-by-case basis to deter-
mine which incentives — or package of incentives — are most 
appropriate given the project’s location, potential impact on 
the corridor, ability to advance the vision and other criteria. 

 City Manager Mary Kay Peck is committed to the city’s re-
development efforts. With a background in urban planning 
and urban affairs, she recognizes the challenges of this field. 

 “Revitalization doesn’t happen by accident,” Peck said. 
“The city has an important role in readying the environment 
for investment along Boulder Highway, a major thoroughfare 
of our Eastside Redevelopment Area. We see the Boulder 
Highway Investment Strategy as the foundation to guide the 
transformation of the corridor in partnership with the com-
munity, investors and other public entities such as the RTC 
and NDOT.”

 More on potential incentives and regulatory updates 
are expected in the fall of 2008. For more information, 
please call 267-1500.

Boulder Highway is transforming 
and the city of Henderson seeks
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CITy OF HENDERSON
240 Water St. 
Henderson, NV 89009 
(702) 267-2323 
www.cityofhenderson.com

Henderson Boulder Highway Corridor Investment Strategy

CITY OF  HENDERSON 

The redevelopment team is under the purview of City Manager Mary Kay Peck and led by Michelle Romero. Pictured above, front row L-R, is Peck, Lisa Sich, Romero and Danny Fazekas; middle row, 
Daphney Jeffers and Anthony Molloy; back row, Lisa Corrado, Tiffany Reardon, Gwen John and Cody Walker.
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advance the local community’s common good.Today, it’s 
creating lasting changes to improve lives by focusing on 
education, income and health using the building blocks 
of a quality education, a stable job and enough income to 
support a family in good health through retirement. 

 “Our goal is to create long-lasting changes that pre-
vent problems from happening in the first place,” said 
Dan Goulet, president and CEO of United Way of 
Southern Nevada. 

United Way’s vision for Southern Nevada is bold. The 
organization supports programs and initiatives that en-
able children to enter school developmentally on track in 
the areas of literacy and social, emotional and intellectual 
skills. It also helps individuals and families increase their 
income, build savings and sustain assets and at the same 
time works to ensure that every family has accessible, 
continuous, culturally competent health care and that 
children are healthy upon entering school

In addition to its far-reaching and long-term mission 
of creating stability in the lives of Southern Nevadans, 
United Way also works diligently to address the critical 
and immediate needs of citizens in crisis. During the 2008 
census of Southern Nevada’s homeless population, 4,000 
individuals cited a job loss as the reason they were on the 
streets. Further, studies indicate that a significant number 
of Southern Nevada residents go without adequate health 
care insurance. Additionally, United Way’s 2007 research 
found nearly 47 percent of household incomes in Clark 

County fell below $46,512 — the basic earning threshold 
necessary to support a family of four.

Poverty can become all consuming. In some instances, it 
takes only one negative circumstance, such as an illness or 
job loss, to force individuals and families onto the streets. 
It’s United Way’s belief that a strong, safe community cares 
for those in need of life’s basic necessities. The organization 
supports agency programs that meet both basic human 
and emergency-service needs, creating an environment 
where citizens can focus on reordering their lives by getting 
a good education, improving their skills, securing better-
paying jobs and becoming financially stable, all of which 
ensure they can move out of poverty once and for all. 

 “During these times of rising hardship, United Way 
has committed to increase its Immediate Needs funding 
in 2009 to more than $2 million to ensure that local, basic 
needs for food, clothing, safe shelter and emergency assis-
tance are met,” noted Larry Seedig, United Way of South-
ern Nevada’s volunteer chairman of the board.

 United Way partners with the local business commu-
nity and nonprofits to ensure its mission can be accom-

plished. Its motto: When we reach out a hand to one, we 
influence the condition of all.

Be part of the change.

Give
A company’s workplace campaign is the easiest and 

most powerful way employers and employees can in-
vest in the community. Contributions may be directed 
to any of United Way’s priority areas: education, income 
or health. Or, all three can be supported through United 
Way’s Community Fund. Individuals can always contrib-
ute through uwsn.org/give. Additionally, United Way 
processes restricted contributions to qualified 501(c)(3) 
organizations. Visit uwsn.org to access United Way’s ac-
credited agency listing.

Advocate
How can you advocate for community change? Stay 

informed. Tell your friends and colleagues. United Way 
needs people who are passionate. Sign up for United Way 
“e-updates” at uwsn.org.

Volunteer
United Way and its volunteer center develop the best 

volunteer opportunities for youth, busy working adults 
and seniors. Go to uwsn.org/volunteer to be connected 
with opportunities that are right for you.

Together, united, we can inspire hope and create oppor-
tunities for a better tomorrow.

Creating lasting change for a better tomorrow
For more than 50 years, United Way 
of Southern Nevada has worked to
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Larry Seedig, president, CEO and vice chairman of USAA Savings Bank and volunteer board chair for United Way of Southern Nevada with Dan Goulet, president and CEO of United Way of Southern Nevada.

UNITED WAY  OF  SOUTHERN  NEVADA

UNITED WAy OF SOUTHERN NEVADA
1660 E. Flamingo Road 
Las Vegas, NV 89119
(702)  734-CARE (2273) 
www.uwsn.org
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firm specializing in design for resorts, casinos, resort con-
dos, mixed-use, retail, dining and entertainment venues. 
Prior to founding BWA, partners Joel Bergman, chair-
man, and Scott Walls, president and chief operating of-
ficer, both worked with Steve Wynn on the Mirage Hotel 
and Casino, Golden Nugget and Treasure Island projects 
that revolutionized the Las Vegas “mega resort” concept. 
The duo came together to form BWA in 1994. Today, the 
team includes partners Joe Rothman, George Bergman, 
Leonard Bergman, Robert Fredrickson, Rene Rolin, Eric 
Russell and Darrell Wood, all of whom bring experience, 
energy and diversity to the company.  

 “The depth of experience of the executive and support 
staff of Bergman, Walls & Associates surpasses any other 
Las Vegas architectural firm,” explained Walls. “Our ex-
perience dates back to projects such as the original Inter-
national Hotel, which is now the Las Vegas Hilton, and 
spans to the current Fontainebleau Resort Casino cur-
rently under construction.”

Walls said another key component that sets the com-
pany apart from its competition is its personal, hands-on 
attention to its projects.  

 “Each project has a BWA principal overseeing its prog-
ress from the initial conceptual-design phase through 
construction administration,” explained Walls. “Our per-

sonal attention differs from many other firms’ strategy, 
where the principal sells the job and turns the project 
over to the general staff of the company.” 

Many BWA projects are icons that define Las Vegas and 
the gaming industry. Some of the more notable undertak-
ings include Paris Las Vegas Resort and Casino, Caesars 
Palace – Augustus Tower, Palace Tower, Trump Interna-
tional Hotel & Tower, The Signature at MGM Grand and 
L’Auberge du Lac Casino Resort in Lake Charles, La. Said 
Walls, “It gives me great pride to take a ride down the Las 
Vegas Strip and reflect on the properties that our firm has 
been involved in designing.”

New BWA projects on the horizon include the afore-
mentioned Fontainebleau Las Vegas, Caesars Palace 
Octavius Tower, Caesars Palace Convention Center, and 
Majestic Star Casino & Hotel in Pittsburgh as well as sev-
eral master-plan design analyses and resort renovations. 
BWA’s dining and entertainment venues include Chris-

tian Audigier Nightclub; LAX Nightclub; PURE Night-
club; Pussycat Dolls Lounge; Payard Pâtisserie & Bistro; 
Restaurant Guy Savoy and Rao’s. The firm also has many 
Native American clients including Mystic Lake Casino 
Hotel and Little Six Casino for the Shakopee Mdewakan-
ton Sioux Community and Casino Snoqualmie for the 
Snoqualmie Indian Tribe.

“As Bergman, Walls & Associates moves forward, we 
look to diversify and expand our horizons with national 
and international projects,” noted Walls. “In February 
2008, BWA opened our Los Angeles office, which serves 
to continue our design services in the hospitality field 
while also allowing us to expand into other types of com-
mercial design. We at BWA view the sky as our limit as 
we move into 2009. It is our fundamental belief that we 
provide great design through excellent service and timely 
delivery. We strive to provide personal and professional 
service to each of our clients.”

As a full-service architectural firm, Bergman, Walls 
& Associates, offers a wide range of services including 
master planning, LEED, conceptual design, 3-D visual-
ization, schematic design, design development, construc-
tion documentation and construction administration.

BERGMAN , WALLS  &  ASSOCIATES 

The sky’s the limit for this Las Vegas architectural firm
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was formed as an architectural



firm specializing in design for resorts, casinos, resort con-
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attention to its projects.  

 “Each project has a BWA principal overseeing its prog-
ress from the initial conceptual-design phase through 
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sonal attention differs from many other firms’ strategy, 
where the principal sells the job and turns the project 
over to the general staff of the company.” 

Many BWA projects are icons that define Las Vegas and 
the gaming industry. Some of the more notable undertak-
ings include Paris Las Vegas Resort and Casino, Caesars 
Palace – Augustus Tower, Palace Tower, Trump Interna-
tional Hotel & Tower, The Signature at MGM Grand and 
L’Auberge du Lac Casino Resort in Lake Charles, La. Said 
Walls, “It gives me great pride to take a ride down the Las 
Vegas Strip and reflect on the properties that our firm has 
been involved in designing.”

New BWA projects on the horizon include the afore-
mentioned Fontainebleau Las Vegas, Caesars Palace 
Octavius Tower, Caesars Palace Convention Center, and 
Majestic Star Casino & Hotel in Pittsburgh as well as sev-
eral master-plan design analyses and resort renovations. 
BWA’s dining and entertainment venues include Chris-

tian Audigier Nightclub; LAX Nightclub; PURE Night-
club; Pussycat Dolls Lounge; Payard Pâtisserie & Bistro; 
Restaurant Guy Savoy and Rao’s. The firm also has many 
Native American clients including Mystic Lake Casino 
Hotel and Little Six Casino for the Shakopee Mdewakan-
ton Sioux Community and Casino Snoqualmie for the 
Snoqualmie Indian Tribe.

“As Bergman, Walls & Associates moves forward, we 
look to diversify and expand our horizons with national 
and international projects,” noted Walls. “In February 
2008, BWA opened our Los Angeles office, which serves 
to continue our design services in the hospitality field 
while also allowing us to expand into other types of com-
mercial design. We at BWA view the sky as our limit as 
we move into 2009. It is our fundamental belief that we 
provide great design through excellent service and timely 
delivery. We strive to provide personal and professional 
service to each of our clients.”

As a full-service architectural firm, Bergman, Walls 
& Associates, offers a wide range of services including 
master planning, LEED, conceptual design, 3-D visual-
ization, schematic design, design development, construc-
tion documentation and construction administration.
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one place to take them: 43 floors up to the members-only 
Foundation Room®. A membership to Foundation Room at 
House of Blues®, atop Mandalay Bay, provides private access 
to its fine-dining restaurant, two outdoor patios, an exotic 
lounge, seven lavishly designed secluded rooms and banquet 
space. More than that, it offers an unmatched experience in a 
city known the world over for its experiences.

 With stunning views of the Las Vegas Strip, the Foun-
dation Room is like no other exclusive club. 

 “Here, you are treated like royalty in an eclectic and 
posh setting,” said Cheryl Vereen, general manager for  
House of Blues. “It’s an unrivaled atmosphere for enter-
taining clients that shows sophistication and class. It’s elite 
by intention,” she added. 

Vereen said the ornate furnishings from Bali and the 
Middle East, coupled with the intimacy of private hide-
aways, make Foundation Room a cozy, yet elegant, venue 
for product launches, luncheons, themed parties or cock-
tails for two. The venue can accommodate special events 
for 50 to 300 people, she said. 

 “This is the ideal place for the most influential to do 
their professional and private entertaining,” she said. 
“There’s a warm, mysterious, exotic ambience here that 
you can’t find at another private club.”

But it is the attention to detail that members find unpar-
alleled, like private elevator access or the original folk art-
work that adorns the walls. In the spectacular Foundation 
Dining Room, world-class Chef Russell Grabe prepares 
exceptional cuisine, Vereen said. And in the Foundation 
Room Lounge, members gather around the fireplace on 
plush sofas.

Additional rooms — including the Buddha and Ganesh 
“Prayer” rooms — are tucked behind the lounge and are 

reserved for intimate dinners of six to eight guests, while 
the Gothic and 1856 Rooms offer stately elegance for 10 
to 12 private-dinner guests, she added.

 Vereen said Foundation Room hosts much-antici-
pated quarterly member-appreciation events, intended 
to bring together its members — prominent area pro-
fessionals who utilize the club for personal and profes-
sional entertaining — for the opportunity to network 
with one another.

“There’s so much more that goes with membership 
including personal concierge service, advance concert 
notification and ticket-purchasing privileges to House 
of Blues, Mandalay Bay Events Center and MGM Grand 
Garden Arena concerts,” she added.

Vereen said a portion of the annual Foundation Room 
membership fees supports International House of Blues 
Foundation®, which educates children through music, art 
and history.

Foundation Room Las Vegas members have privileges 
at Foundation Rooms across the United States. Addition-
al clubs are located in House of Blues venues in Atlantic 
City, Chicago, Cleveland, Dallas, Houston (opening Oc-
tober 2008), Los Angeles and New Orleans.

FOUNDATION  ROOM  AT HOUSE  OF  BLUES

Posh, private and 43 floors above the Strip
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In Las Vegas, when you want to 
impress your clients there’s only

Foundation Room staff members (L-R) Laura Clark, Colin Gharrity, Denise Rafael, Amber Zeller, Nikki Rock, Jennifer Shimizu, Joy Schroeder, Griselda Torres and Chef Russell Grabe.
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Pick your flowers from this garden

serves the Las Vegas Valley. For 15 years the 
Henderson business has created custom arrangements 
for valley residents, celebrities and businesses. 
“Like other successful businesses, we separate ourselves 
with superior customer service,” said Sharon Harper, 
who along with her sister, Kathy York, own and operate 
the shop. “Everyone has flowers. We go the extra 
mile for customers, which doesn’t always happen. 
   “We credit our father with instilling the love of 
flowers in us. Working in the family garden as 
children developed a special bond with both plants 
and flowers. It’s in our DNA,” Sharon and Kathy said. 
   As children, when the sisters weren’t dressing paper 
dolls in hand-designed paper dresses, they were hitting 
the streets on bicycles to deliver newspapers, which 
confirms their strong work ethic and creative talents. 
  “The creative juices were always flowing,” Kathy said. 
“Everybody in our family is extremely creative. I think coming 
from a large family of 10, you had to use your imagination.” 
   Today, Garden of Eden serves individuals for holidays, 
special occasions and anytime floral needs, but also 
specializes in corporate accounts. They also have the 
capability of sending orders nationally or internationally.    
    “We can help other businesses set themselves apart from 
their competition,” Kathy said.

The shop offers creative services to businesses looking 
to build relationships with clients and colleagues or reward 
employees by way of a thoughtful floral arrangement, 
gourmet gift or fruit basket.  

“Remembering client birthdays, anniversaries, relocation 
and other congratulatory situations are ideal for corporate 
accounts,” Sharon said.  “We’re also here for floral occasions 
during difficult times of illness or death.”

The sisters worked diligently to develop strong 
relationships with local businesses by ensuring clients’ 
satisfaction. Their efforts have paid off, as the bulk of their 
business is repeat customers and referrals, which has turned 
Garden of Eden Florist into the go-to florist for employees, 
managers and CEOs of corporations large and small.

With business, time is money and the Garden of Eden 
Florist staff understands. In fact, the sisters created a simple 
hassle-free ordering process ideal for repeat business. With 

the first order, the recipient name, address and phone number 
is stored for future use.

“We have customers who, once they get their account set 
up with us, call us up and say, ‘I need to send flowers. Let’s 
go with my usual arrangement,’ ” Kathy said, adding some 
clients are so comfortable with the florist they give them 
carte blanche. Then, the sisters’ imaginations create the floral 
masterpieces using the freshest, most fragrant, most colorful 
blooms, turning them into works of art.

“If they want something custom and specific, we can do 
that,” Kathy said. “You get to know your clients. You know 
what they like and what they expect.”

Ideal for businesses, the Garden of Eden also offers 
clients a customizable billing option. Whether a client 
prefers a monthly credit card billing cycle or wants to have 
an invoice faxed for corporate reimbursement, the shop 
focuses on its commitment to customer service.

“If a client wants to conduct business through e-mail, 
we can accommodate,” Kathy said. “In person, by phone 
or by e-mail, we will take care of our customers.”        

This sister act balances each other’s specialties. Kathy 
utilizes her ikebana floral design training, while Sharon 
manages the office part of the business. Then, they help 
each other when needed, creating floral harmony.

“We haven’t killed each other yet,” Sharon joked. “I’ve 
been around Kathy long enough to know where her 
creative mind normally goes.”

With an earned reputation of 
excellence, Garden of Eden Florist
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GARDEN  OF  EDEN  FLORIST

Sisters, Sharon Harper (seated) and Kathy York, provide floral arrangements and gift baskets to businesses as well as individuals.
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The firm expanded to Las Vegas from Phoenix in 1999, 
introducing its client-centered philosophy to the local 
legal market. When asked to describe this philosophy, 
Thomas Ryan, department chair of Lewis and Roca’s 
Nevada offices, remarked, “We build the foundation of 
our relationships with clients by making it a priority to 
understand both the overview and nuances of their spe-
cific business or industry and making every effort to tai-
lor our legal services to their particular circumstance.” 
   Ryan further explained, “Lewis and Roca is a full-
service law firm and our Las Vegas office is comprised 
of a number of truly gifted attorneys. We have been 
quite fortunate to attract individuals who are leaders 
in their field of law, specifically in areas that are rel-
evant to this market such as gaming, intellectual prop-
erty and appeals. Understanding local business concerns 
and being able to offer legal counsel from an innova-
tive and experienced point of view allow us to foster 
successful long-term relationships with our clients.” 
    The Las Vegas market is going to continue to di-
versify and expand and Lewis and Roca knows that 
providing quality service to clients as well as having 
a depth of industry knowledge is pivotal to the smart 
growth of the firm. “We represent a host of hotel ca-
sino operations. Tony Cabot is nationally and interna-
tionally recognized for his vast knowledge of gaming 
law,” Ryan said of one of Lewis and Roca’s partners,

Anthony Cabot.
     Ryan continued with, “We have a particularly well-respected 
appellate lawyer, Dan Polsenberg, who has assembled a very 
talented group; he and his group are the go-to folks when a 
case goes up on appeal.      

“Lewis and Roca’s intellectual property practice is 
one of the largest in Nevada and is headed by Michael 
McCue. Due to the size and depth of experience 
the IP team has, we are able to aid clients with very 
sophisticated patent, copyright and trademark issues.” 
  Lewis and Roca is equally committed to building 
relationships within the firm. “Being intelligent and having 
impeccable academic credentials is, of course, important. 
But it’s also a person’s cultural and life experiences that add 
a rich texture to our firm. People from various backgrounds 
make us smarter, stronger and more interesting overall.     

“When I came to Las Vegas the mission was to grow the 
office, and we’ve grown spectacularly the last two or three 
years. We are now one of the largest firms in Las Vegas and 

we plan to continue to build meaningful relationships with 
people who mesh with our culture of respect, collegiality and 
professionalism,” Ryan explained. 
     The final aspect, and perhaps the most important area 
of relationship building that Lewis and Roca focuses 
on, is community involvement. Ryan went on to say, 
“Las Vegas has been very welcoming to our firm as we 
established our home here, and we feel it is not only our 
duty but also a privilege to give back to the community.” 
Lewis and Roca is noted for its representation in the 
landmark 1966 Miranda v. Arizona U.S. Supreme 
Court case. The decision held that suspects in custody 
must be clearly informed of their constitutional rights 
before statements made to police could be admissible. 
Ryan commented, “Miranda is probably the most 
widely known of our pro bono cases and illustrates 
our historic and future commitment to providing pro 
bono legal services. There are many ways in which we 
can contribute to our community. We encourage all of 
our attorneys, at every level, to get involved with civic, 
charitable or professional organizations because sharing 
our time and resources is the best way to develop lasting 
bonds with our neighbors and to our community.”   
   Ryan added his final thoughts on the firm’s philosophy: 
“Like it says on the Web site, ‘Our commitment to 
excellence is not a hollow tag line or credo.’ Lewis and 
Roca’s commitment to the pursuit of excellence is genuine 
and evidenced by the value we place on developing strong 
relationships with our clients, our community and with 
one another — past, present and future.”
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LEWIS AND ROCA LLP
3993 Howard Hughes Parkway, Suite 600 
Las Vegas, NV 89169 
(702) 949-8200 
www.LRLaw.com

Relationships, the true measure of a law firm 

LEWIS AND ROCA LLP

Lewis and Roca, a Southwestern 
law firm, is all about relationships.

Diversity of culture and life experience of the Lewis and Roca team create a stronger, richer texture to its credentials.
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SILVER  STATE  BANK

Nevada’s biggest SBA lender helps small businesses grow

U.S. Small Business Administration loan programs as 
the bedrock of their business model. Silver State Bank 
has shown a steadfast commitment to empowering 
entrepreneurs for more than 12 years. Its relationship 
with small businesses has allowed it to grow from a small 
community bank into one of the top financial institutions 
in the southwestern United States.

 Silver State Bank has always strived to provide a variety 
of lending options to meet the needs of the small-business 
community. Silver State Bank stands behind SBA loans 
as an advantageous financing option for small-business 
owners because the government guarantees enable the 
bank to provide financing to companies that may not 
otherwise qualify for conventional lending.

 As traditional lending sources continue tightening 
credit standards, SBA loan programs make small-
business financing attainable. These programs offer small 
businesses greater flexibility, longer terms and lower down 
payment and collateral requirements. Silver State Bank’s 
clients have used SBA loans to purchase or construct 
buildings, purchase machinery and equipment, buy 
existing businesses, augment working capital, refinance 
debt, start new businesses, increase inventory, expand 

operations and more. 
 Silver State Bank has a staff of loan officers, processors 

and underwriters dedicated to working only on SBA 
loans, helping guide business owners through the 
process. As a preferred SBA lender, eligibility issues and 
credit decisions can be made quickly in house. Shorter 
processing time and the ability to work directly with the 
decision makers mean less paperwork passing from the 
borrower to the bank, then to the SBA. In today’s business 
world, where time is money, obtaining timely financing 
can be the difference between success and failure.

 More than a leading lending institution, Silver State 
Bank executives, themselves, are industry leaders playing 
active roles in the National Association of Government 
Guaranteed Lenders. With 14 branches in Southern 
Nevada and Phoenix, Silver State Bank is among the top 

60 SBA lenders in the country. The SBA has recognized 
Silver State Bank as Nevada’s largest SBA lender in total 
dollars in each of the past 10 years.

 In addition to helping small business in Nevada, 
Silver State Bank has loan-production offices in Florida, 
Colorado, California, Utah, Oregon, Arizona and 
Washington. It is the second-largest community bank 
in Nevada with assets totaling more than $1.7 billion. 
In 2007, Silver State Bank made its initial public offering 
and is now publicly traded on Nasdaq.

 To date, the SBA has guaranteed billions of loan dollars giv-
ing millions of small-business owners the financial footing to 
establish and operate successful enterprises. It is small busi-
ness that is often credited as the nation’s greatest source of job 
creation and economic growth.  

In good economic times and bad, small businesses in 
America have financing needs that must be met. Silver State 
Bank is dedicated to helping these businesses and will con-
tinue its mission to be a leading partner with entrepreneurs.

Since Silver State Bank’s inception 
in May 1996, it has embraced
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Silver State Bank employees have helped it grow into a top SBA lender.
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less is more. Gadgets have become smaller while their capa-
bilities have expanded greatly. But in the world of business 
telephones, that hasn’t always been the case.

For years, PBX (private branch exchange) technol-
ogy has allowed businesses to converge voice, data and 
Internet offerings with high-dollar, large-footprint PBX 
boxes that take up premium space. But now, there is a 
solution that can offer valley business owners all the 
very latest PBX features without purchasing their own 
phone system and wasting an inch of office space to lo-
cate it on premise.

Phoenix-based Telesphere, a nine-year-old technol-
ogy company that now brings voice, data and Internet 
solutions to businesses in 44 states, is setting up a dedi-
cated office in Las Vegas. The company’s “hosted” PBX 
system simplifies business telecommunications by using 
an off-site “super platform,” which allows companies to 
seamlessly merge Internet, telephone and data services 
in-house and between business locations.

“Our platform allows you to gain connectivity and pick 
and choose services, all without having to purchase a 
PBX box and take up that valuable real estate,” said Clark 
Peterson, CEO of Telesphere.

Telesphere provides feature-rich solutions to simplify 
business needs. Users have the latest in unified messag-
ing such as visual voicemail where you can manage all of 
your voicemails in your e-mail box. Or you can Web click 
to dial any number in your outlook directory or on the 
Internet and simultaneously ring all of your phone num-
bers at once. Customers and colleagues can reach you 

anywhere.  With Telesphere, cell phone calls can also be 
transferred to a landline midconversation without caller 
detection. But omitting a box that takes up space and can 
cost up to $80,000 is cause enough for business owners to 
consider hosted PBX these days. 

“During an economically challenging time like this, 
small and midsized companies are looking at PBX and 
asking ‘why are we buying these big black boxes?’ … Our 
biggest goal is to help businesses around the country 
understand there’s a new way to get business phone and 
Internet service that’s much smarter and more efficient,”  
CEO Peterson added. 

Packages
With prices ranging from $25 to $49 per month, per user, 

Telesphere is rolling out its BusinessSphere Connect and Busi-
nessSphere Complete packages in Las Vegas. With Connect, 
customers who have already purchased a PBX system can 
enjoy enhancements by being integrated into the Telesphere 
system. Some enhancements include: simultaneous ring, 
click-to-dial technology and visual voicemail among others. 
Then, when the PBX box becomes outdated, customers can 

seamlessly transition into Telesphere’s Complete package for 
fully hosted PBX service without expensive upgrades.

“Our Complete package really shines with companies that 
have multiple locations in multiple states. It’s a unified private 
network, unified telephony with 4-digit dialing between of-
fices,” Peterson added.

With the hosted PBX evolution, price competitiveness al-
lows small- and medium-sized businesses to enjoy a new 
technology long reserved for Fortune 500 companies. “We’re 
able to take high-end features and technology and small- and 
medium-sized businesses can now afford it,” said Jeff Savage, 
Telesphere’s vice president of sales.

Security
Telesphere customers also enjoy a dedicated private 

network instead of a public IP (Internet protocol) sys-
tem. This ensures high quality in both voice and data 
connections, which cannot be guaranteed when shar-
ing the public Internet for such services. In addition, 
because the service is private and hosted off site, Tele-
sphere customers are sheltered from the system going 
down during a power outage, which not only interrupts 
service but can wreak havoc on traditional PBX systems. 
In most cases, during outages, calls can simply be trans-
ferred to a cell phone without the caller even knowing 
there’s a problem.

Groups like the Boys and Girls Club in Phoenix and Las 
Vegas’ Make-A-Wish Foundation have enjoyed peace of 
mind with the system. “You can imagine [the problem] at 
the Boys and Girls Club when parents are trying to find 
children and [at Make-A-Wish] where you’re dealing with 
critically ill children. You want to make sure the system 
will not be disrupted by a power outage,” Peterson said.
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Las Vegas Valley welcomes telecommunications evolution with new company launch
If the advancement of technology 
has taught us anything, it’s that 

TELESPHERE

From left front to left back: Michael Simmons, Dean Jordan, Sean Remedios, Steve Demaris, Michael Scott, James Bonifasi, Sam Blyveis, Aaron McAllister, Sanjay Srinivasan, Clark Peterson, Dennis 
James, Jeff Savage, Todd Miszner, Jeff Baumwald and Angela Leavitt.
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Clean lines and vibrant colors are this design firm’s trademark

the signature style of Las Vegas interior designers and busi-
ness partners, Larry Ward and Carol Howes. 

Ward & Howes Associates  is a thriving business synony-
mous with the design of resort operations and administra-
tion specializing in hospitality, corporate and retail design. 

From renderings to procurement, WHA guarantees cus-
tomer satisfaction by guiding clients through the design 
process. “Our goal is to work in a functional and cost-con-
scious manner for our clients,” Howes said.

WHA’s vivid designs can be seen on the Las Vegas Strip, 
in Miami Beach, Atlantic City, N.J., and as far away as Ma-
cau, China. 

The stunning Stardust-themed party suite on the 21st 
floor of the Orleans Hotel & Casino showcases the com-
pany’s design elements. An impressive crystal chandelier, 
a bright orange velvet ottoman and original artwork by 
Leroy Neiman evoke the glamour and sophistication of 
vintage Vegas throughout the suite. Other features include 
starburst pendant lights and restroom vanities with one-
of-a-kind iridescent glass bowls.   

Fontainebleau Resorts hired WHA to assist with the in-
terior design of the company’s historic property in Miami 
and Fontainebleau in Las Vegas. WHA faced challenges on 
the Miami property but worked closely with the city’s his-
toric preservation board to assure all historically unique 
features of the Fontainebleau Miami remained intact.  

Behind the scenes in administrative areas, from account-
ing to human resources, WHA creatively went to work at 
the Borgata Hotel Casino and Spa in Atlantic City. “Re-

branding corporate culture to not look and feel so rigid was 
our focus on the Borgata,” Howes said. “This was achieved 
by using modern design elements and colorful accents.”  

Two hospitality design projects in Macau, the Sands 
Macau Hotel and the Venetian Hotel & Casino, catapulted 
WHA into the global interior-design market. 

“Las Vegas provides an absolutely unique playground 
for interior design,” Howes said, “but to work in China and 
go global was phenomenal.” 

Additional WHA corporate-design projects include the 
Las Vegas offices of Boyd Gaming Corp., the U.S. Environ-
mental Protection Agency and the FBI regional office.  

As president and major owner, Howes is responsible for 
all phases of design development and project coordina-
tion. With more than 18 years of interior design experi-
ence, Howes also trains and supervises WHA designers. 

Howes’ extensive background in computer program-
ming allows WHA to utilize the latest in design technology. 
Nearly three months ago, Howes introduced her designers 
to Modo, a 3-D software program that allows designers to 
create models and high-quality renderings at a faster pace. 

“Modo’s the most advanced modeling and rendering 
software now available to interior designers,” Howes said. 
“Its greatest advantage is that it offers our clients the chance 
to see their finished product without having to actually 
build anything yet.” 

As chief executive officer, Ward is responsible for busi-
ness development, management and creative direction 
of WHA’s design studio. Ward strives to maintain strong 
business relationships with clients and generate new busi-
ness. 

“Our goal is to build long-term business relationships 
and establish a level of comfort and trust with our clients,” 
Ward said. “We work to structure a repeat client base, 
which is what WHA has built on through the years.” 

Ward’s mission is to be aware of the aesthetic trends in 
interior design and the ongoing advancements in environ-
mental design and ergonomic development. His under-
standing of aesthetics and attention to detail more than 
qualifies him to direct the WHA design team and other 
services.

WHA services include programming, design and docu-
ment preparation along with procurement and project 
coordination. Programming entails space analysis and 
projection; design involves interior architectural planning 
while presentation and document services handle render-
ings, presentation boards and all construction and instal-
lation documents. Procurement and project coordination 
cover all interior finishes and furnishings purchasing, proj-
ect bidding, cost evaluation and installation coordination.  

Both Ward and Howes recognize the importance of 
staying competitive in all WHA service areas and in the 
interior design market.

 
AT A GLANCE

WARD & HOWES ASSOCIATES
3351 S. Highland Drive, Suite 203 
Las Vegas, NV 89109
(702) 893-2992
www.wardhowes.com

Dynamic designs, functional fab-
rics and vibrant colors make up

Partners, Larry Ward and Carol Howes, have created an international design firm.

WARD & HOWES ASSOCIATES
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real estate services, Vic Donovan is creating an environ-
ment for NAI brokers to do business anywhere in the 
world. With Donovan at the helm, NAI Las Vegas not only 
has a strong foothold in the Las Vegas market, his brokers 
are gaining ground in commercial real estate markets na-
tionwide, and literally, around the globe. Brokers are also 
working on developing business relationships with retail 
outlets in eastern European and Middle East countries.  

“Las Vegas is a place of interest to people everywhere,” Don-
ovan said. “NAI Las Vegas has a true global reach and receives 
referrals from Chicago, New York, and very recently, from as 
far away as Turkey.” 

Donovan moved from Colliers International to head the 
NAI Las Vegas office where he’s shaping the office and prepar-
ing brokers to take on global transactions. A premier South-
ern Nevada commercial real estate brokerage firm, NAI Las 
Vegas provides a comprehensive array of brokerage, advisory, 
property services and property management for corporate 
users, developers, investors, financial institutions and private 
owners.     

NAI Global, one of the largest international commercial 
real estate service providers, began in 1978 and now owns 
NAI Las Vegas and NAI New York City. It manages a premier 
network of 375 commercial real estate service providers with 
8,000 agents around the globe. Whether a client’s needs are 
large or small, around the corner or around the world, skilled 
professionals in NAI Global’s Las Vegas office have the knowl-
edge, experience and resources to deliver quality service. All 
of the NAI offices handle international transactions.  

As a full-service provider, the NAI Las Vegas team assists 
clients to develop strategies to create value and accomplish real 
estate goals and objectives. Years of experience combined with 

professional relationships provide the local market knowledge 
and insight essential to success. 

NAI Las Vegas’ global connections, according to Donovan, 
provide an openly sophisticated entrepreneurial environment 
for clients to pursue all commercial real estate options. “We 
are basically an international company run by local Las Veg-
ans,” Donovan said. “Being under the NAI Global umbrella 
provides us an incomparable technical advantage, along with 
proven practices and policies to better serve our clients.”

Company brokers use a strategic transaction administra-
tion and reporting system (STARS) as a vehicle to assure 
smooth property buying and selling transactions. Donovan 
whole-heartedly supports this system since it provides a play-
by-play profile of every transaction. 

“Also, using the Web-based REALTRAC system allows us 
to have an up-to-date history of all commercial real estate 
transactions,” Donovan said. “This allows our brokers to ask 
the right questions while having in-depth market information 
at their fingertips to find the right answers.”  

Whether working with an owner to reposition a property, 
helping a corporate user find the right space for a growing 
business or identifying investment opportunities for a private 
investor, brokers rely on both STARS and REALTRAC to pro-
vide a record of the entire real estate process from the begin-

ning of the project to completion of the transaction. “Our ad-
vanced technology platforms and Web-based programs help 
us be responsible in guiding clients through the process in a 
step-by-step manner so nothing in the transactional process is 
overlooked,” Donovan said.

NAI Las Vegas’ disciplined brokers have experience and 
long-term established business relationships so as to maneu-
ver efficiently and effectively in all facets of commercial real 
estate. This includes office, retail and industrial sales and leas-
ing in addition to tenant representation in investment, devel-
opment, consulting services and property management. 

Donovan is proud of the company’s highly technological 
but very broker-centric attitude and aggressive commission 
structure. This helps us attract solid brokers with proven track 
records to join our professional family. “One of our most im-
portant goals is to provide the tools our brokers need to con-
duct business and be successful in all major markets,” Dono-
van said. “NAI Global covers a larger worldwide network than 
any of our competitors and that is certainly to our advantage 
at NAI Las Vegas.”

NAI Global’s corporate office in Princeton, N.J., offers a se-
lection of quarterly, broker-attended “Webinars,” Web-based 
seminars, to all NAI offices, featuring interactive elements 
— the ability to give, receive and discuss myriad financial and 
real estate information. NAI Webinars allow all company bro-
kers the opportunity to learn together on a much faster track 
than other training programs. 

“The current down market allows us the opportunity 
to train and grow for the future,” Donovan said. “So, as 
the market turns back around, NAI Las Vegas will be 
well-positioned to regain a strong spot within the top 
five commercial brokerage houses in the Southern Ne-
vada market.” 

 
AT A GLANCE

NAI LAS VEGAS
4069 Dean Martin Drive 
Las Vegas, NV 89103
(702) 796-8888
www.nailasvegas.com

Las Vegas real estate company takes business worldwide
As executive managing director 
of NAI Las Vegas commercial 

The NAI Las Vegas team takes on global as well as local real estate transactions.

Clean lines and vibrant colors are this design firm’s trademark
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JKG DEVELOPMENT

for the very best in life. Jean Marc Joveidi has a passion 
for all of this, and it shows.

Joveidi’s résumé is not short on success. As an ex-se-
nior executive with Triple Five Group, the Lebanese-born 
and European-educated development professional had 
his hand in many notable North American and inter-
national projects. To some in the local industry, Joveidi 
single-handedly introduced the urban village and mixed-
use concepts to the valley. But while he has thrived in the 
development arena, he is taking business a bit more per-
sonally these days.

The next step
Joveidi’s desire for creating top-notch commercial de-

velopments took a slight turn in the past 18 months with 
the birth of his daughter, Grace. Grateful for the valu-
able experience he gained with Triple Five, Joveidi parted 
amicably with his former employer when he saw the op-
portunity to create his own venture, JKG Development, 
in November 2006. He then set out to create one of the 
most unique valley developments ever, PG Plaza, the PG 
standing for Princess Grace, named after his daughter. 
With JKG he has assembled a development team with 
more than 100 years of combined industry experience. 
The team also includes two in-house lawyers and an ar-
chitect to support the development process. Along with 
Broker Tony Andree-Jansz, Joveidi created The Majestic 
Group to lease, manage and sell all of JKG’s developments 
in addition to focusing on the luxurious residential and 
commercial markets of the Las Vegas Valley.  Andree-

Jansz also serves as Joveidi’s vice president of real estate 
and marketing for JKG in addition to his broker duties 
with The Majestic Group.

“I know I am only as good as the people that surround 
me, and I wanted to surround myself with the best and 
brightest people in their respective fields,” Joveidi said, 
while discussing how he enjoys working closely with each 
of his executives.

PG Plaza
PG Plaza is at the northeast corner of Clark County 

215 and Russell Road. The development will be a true 
mixed-use endeavor that JKG’s principals envision as an 
opportunity to reach out to the growing southwest com-
munity. “This project will be like nothing else in the val-
ley. It will be the talk of the town when it opens,” Joveidi 
added. 

Joveidi envisions PG Plaza as a shopping destination 
for residents from nearby Spanish Trail, Spanish Hill, The 
Ridges, ManhattanWest condominiums, Rhodes Ranch 
and other southwest neighborhoods. “We really don’t see 
ourselves as competitors with other developments in the 

area,” Joveidi said. “Everyone is welcome here.”
The Monte Carlo-style open-air plaza sits on 9.23 acres 

and will include two stories of patron and resident park-
ing underground. With 500,000 square feet of Class A 
office and retail space, 230 executive rentals, 200 luxury 
condominium units and a boutique hotel, the project 
will also feature a high-end grocer, gym, five restaurants, 
multiplex theatres and 30 boutique shops on a streetscape 
modeled after the famed Rodeo Drive in Beverly Hills. 
PG Plaza broke ground in October 2007 and is on a 24-
month construction schedule.

Groups in San Francisco, Los Angeles, Houston as well 
as European cities have approached JKG about building 
Monte Carlo-styled developments like PG Plaza in their 
respective cities. JKG is currently in the process of setting 
up a Paris office to pursue the possibilities in Europe. “All 
we need is nine acres in an upscale community and we 
can do this anywhere,” Joveidi added. 

Beyond business
In addition to being a committed father to Grace and 

a loving husband to his beautiful wife, Kamila, as well as 
a successful businessman, Joveidi is a member of the In-
ternational Council of Shopping Centers and spoke at its 
2003 Las Vegas convention. He is also a Nevada represen-
tative for the Business Advisory Council for the National 
Republican Congressional Committee, which he sees as 
an opportunity to fully understand both parties’ views 
on political and economic matters. “Democrat or Repub-
lican, we’re all American,” Joveidi said. “I am a man of 
peace who believes in this great country called America.” 
Joveidi has also been interviewed on industry-related 
topics in both print and television media.

 
AT A GLANCE

JKG DEVELOPMENT
9510 W. Sahara Ave., Suite 200 
Las Vegas, NV 89117
(702) 431-8881
www.jkgdevelopment.com

It’s a story of business acumen, 
family loyalty and a personal drive 

Passion for success and family drives development professional
Jean Marc Joveidi will likely take his Monte Carlo-style mixed-use plaza to other cities stateside as well as abroad.
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high-profile, “big-money” marketing and public relations 
firm. The results they generate are the same — if not more 
impressive — than their high-priced counterparts, but 
the approach they employ is decidedly custom tailored to 
meet diverse client needs.

Periwinkle Group was founded in 2000 by principals, 
Jo Cato and Jamerson Holloway, and focuses on provid-
ing full-service strategic marketing with a specialty in the 
entertainment arena. One of the most impressive agency 
attributes is that it doesn’t require hefty retainers or long-
term contracts for its small-business customers. 

“At Periwinkle, our team provides the big-agency 
thinking and creative ideas, all in a convenient, cost-ef-
fective, ‘snack-size’ budget, ” Cato said. “We make it easy 
for everyone to have great marketing.”

Looking to fill what they saw as a void in the existing 
marketing arena, Periwinkle has become an agency of 
choice for minority-owned businesses with fewer than 
250 employees. The company’s principals have taken 
their vast professional experience and devised an ap-
proach they feel is comfortable for clients.

“We realize, at Periwinkle, that minority business own-
ers avoid the ‘big agency’ way of doing things,” Cato said. 
“We have no long-term contracts and no big-agency at-
titude. We feel Las Vegas is an exciting place to be for mi-
nority business owners. Our own success has come from 
a lot of hard work and dedication, which in turn has led 

to word-of-mouth referrals.”
In addition to its marketing services, Periwinkle also 

provides business-development and coaching services. 
As such, the firm doesn’t simply develop an effective 
marketing plan and walk away. Rather, it works with its 
clients to ensure long-term strength and viability in an 
often uncertain economy.

“The only way to succeed is to ensure our clients’ suc-
cess,” Holloway said. “We encourage our clients to hire 
us as their marketing department on an as-needed basis, 
without depleting their limited marketing dollars.”

Big attitude — no; big results — yes. Periwinkle strives 
to create well-defined, tactical marketing strategies that 
help their clients dominate the marketplace. It also uti-
lizes national-caliber copywriters and is well known for 
its ability to get its clients’ Web sites to the top of Google 
search categories. 

“Even with a sluggish economy, small businesses are 

still able to thrive,” Holloway explained, “provided they 
recognize the power of effective marketing.” 

The enthusiasm and personalized service that has 
driven Periwinkle in its quest for long-term client suc-
cess is found in the attitude of its principals. Hollo-
way oversees the firm’s entertainment portfolios and is 
tasked with attracting and managing recording artists. 
He spent a number of years in the Las Vegas hospital-
ity, real estate and entertainment industries prior to co-
founding Periwinkle. 

With more that 25 years of sales, public relations and 
marketing experience, Cato recognized, early on, the 
valley’s need for a one-stop-shop marketing agency 
that focuses on the specific needs of small-business 
owners. Cato is a certified coach, guerrilla marketer, 
sales and marketing consultant and direct-response 
copywriter who specializes in crafting effective mar-
keting promotions.

“In today’s accelerated marketplace, reliable marketing 
is a valued commodity,” Cato said. “Our clients under-
stand that when they use the Periwinkle model of fresh 
approaches and innovative thinking, they’re able to dif-
ferentiate themselves from their competition, which 
leads to increased prosperity.” Added Cato, “Any other 
approach makes it difficult for a small business to sur-
vive existing market conditions. Our entrepreneurial vi-
sion and marketing expertise are the drivers that give our 
clients an edge and allow us to maintain our position as 
the agency of choice for businesses that are serious about 
their own success.”

 
AT A GLANCE

PERIWINKLE GROUP 
344 Fox Blitz Ave.
North Las Vegas, NV 89031
(702) 435-8989
www.periwinklemarketing.com

Periwinkle Group LLC prides itself 
on being anything but your typical 

Las Vegas public relations firm gets clients big results

PERIWINKLE   GROUP

Periwinkle Group principals, Jamerson Holloway and Jo Cato, offer big-agency thinking with small-agency fees.
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to providing quality construction while bringing proj-
ects to fruition on time and within budget. The compa-
ny prides itself on offering its customers a one-on-one 
working relationship in which the clients deal directly 
with company owners. Over the years, this “hands-on” 
approach to managing every aspect of operations has 
distinguished Castello from its competition and is prov-
ing to be a winning strategy for remaining a leader in 
the marketplace.

“I believe our approach saves our clients a lot of head-
aches,” explained CEO Tim Castello. “Due to corporate 
mergers and buyouts, a lot of our industry has gotten away 
from building personal relationships. While some custom-
ers look only at the bottom line, others look at finding a 
professional relationship they can trust, a team they can 
have a good rapport with and the proven ability of a com-
pany to bring projects in on time and within budget.” 

A general contracting firm operating in Las Vegas for 16 
years, Castello specializes in grading commercial, industrial 
and retail-building pads, paving roads, excavating detention 
basins and overseeing infrastructure work. The firm also 
works on heavy civil projects including freeway interchanges 
and county and city roadways. Prominent projects include 
Rancho Detention Basin/Angel Park Detention Basin; Ann 

Road/US 95 Interchange;   Las Vegas Springs Preserve; Mead-
ows Detention Basin expansion;  Nevada Cancer Institute; 
Marnell Corporate Center; McCarran Marketplace infra-
structure; Centennial Gateway shopping center; Parkway 
Point office building; off-site grading and paving at M Resort, 
the Marnell project at St. Rose Parkway and Las Vegas Bou-
levard and the just-completed $2.6 million Marnell Airport 
Center at Russell Road and Surrey Lane.

 Tim Castello joined his father, Gary, in the family business 
in 1997, effectively becoming a second generation of Castellos 
to help guide the company into the future. Castello worked 
his way up through the ranks, learning the ropes by holding 
many different field and management positions. He currently 
works with new and existing clients to help ensure the quality 
of work provided by Castello Excavation meets or exceeds all 

standards. Castello also helps oversee the long-term strategy 
of Castello Excavation & Grading, ensuring the firm contin-
ues to provide an unsurpassable level of high-quality, person-
alized service to their valued customers.

“I really learned my personal work ethic from my dad,” ex-
plained Tim Castello, who is a lifelong Las Vegas resident. “I’ve had 
the opportunity to see the community grow and expand, and as a 
company, we’re very proud to be a part of that. The positive long-
term relationships we’ve built with our clients over the years has re-
ally come back to help us during this trying economic time.” 

According to Castello, the business will remain at the forefront 
of its industry due, in part, to its strong client relationships and the 
strength and dedication of the family members who take an extra 
degree of pride in ensuring the company lives up to its reputation 
for quality service.  

“We’re in a competitive industry, which is why we take a lot of 
pride in the longevity of our client relationships,” explained Cas-
tello. “We know our clients, our clients know us, and they know we 
will always provide the high-quality product they need in the time 
frame they need it.”

Castello Excavation and Grading Inc. is a member of Associ-
ated General Contractors, Nevada Motor Transport Association, 
Nevada Development Authority and the National Association of 
Industrial and Office Properties.

 
AT A GLANCE

CASTELLO ExCAVATION & GRADING INC. 
7565 Commercial Way, Suite F 
Henderson, NV 89011
(702) 440-8013 
www.castelloexcavation.com

Creating a firm foundation for Las Vegas’ construction sites
Castello Excavation & Grading Inc. 
is a family-owned business dedicated

CASTELLO  EXCAVATION  &  GRADING  INC.

Tim Castello, left, and Gary Castello teamed up in 1997 to guide the family-owned, general contracting firm that has operated in Las Vegas for 16 years.
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AAEQ  MANUFACTURERS  AND  RECYCLERS

years. Just ask Scott Stolberg, president of AAEQ 
Manufacturers and Recyclers, a local scrap metal recycler 
and auto parts manufacturer and remanufacturer. 
AAEQ has operated in North Las Vegas since 1992.  
   Just as crude oil prices have risen dramatically, so too 
have the prices of steel, copper and other recyclable 
metals. These increased commodity prices can bring 
additional sources of income for those who take action. 
 “There are many opportunities to directly 
impact your bottom line, while at the same 
time being environmentally responsible and a 
partner to the community,” Stolberg explained.    
   Stolberg speaks of one local company that once 
paid to have a large volume of cardboard picked up. 
AAEQ now picks up the cardboard for free and pays 
the company for the value of the recyclable cardboard. 
Another company was paying to rent a box and have 
the scrap metal hauled away. Instead, AAEQ now 
delivers a box to collect the scrap metal, picks it up for 
free and pays company owners for the metal received.   
AAEQ works with developers, demolition companies 
and contractors as well as companies that are 
relocating, upgrading or downsizing. Instead of 
throwing away construction material, air conditioners, 
refrigeration units, metal racks and old and 
broken office equipment, AAEQ helps businesses 
recycle. Through the collaborative efforts of 

local business owners and AAEQ, scrap metal is 
staying out of landfills, and valley businesses benefit 
from cost savings and an additional source of revenue. 
Committed to environmental preservation, all materials 
are screened upon arrival, sorted and prepared to meet 
Institute of Scrap Recycling Industries (ISRI) guidelines. 
“We take every precaution to ensure that no toxic chemicals 
remain in the recycled items,” explained Stolberg. 

Combating metal theft
Soaring copper prices have made the metal a prime 

target of local thieves. The issue has created a perplex-
ing problem for recyclers like AAEQ who are commit-
ted to weeding out legitimate sellers from criminals. 
AAEQ recently invested in a new, $100,000 point-of-pur-
chase system called Scrap Dragon that videotapes trans-
actions, takes scanned fingerprints and gives separate 
IDs to each scrap seller. After a completed transaction, 
sellers receive a coupon that can be redeemed at an

on-premise ATM, which also captures their image. 
 Stolberg added, “Our goal is to help law enforcement 

prosecute people who are stealing metal and then trying 
to sell it as recyclable scrap.”

Clean air
 Clark County, long on the Environmental Protec-

tion Agency’s air quality watch list, asked AAEQ to 
partner with it, along with other businesses, to help 
eliminate gas lawn mowers, each of which can produce 
as much harmful gas emissions as 40 late-model cars. 
With the Clark County Lawn Mower Exchange pro-
gram, owners could bring working gas lawn mowers to 
AAEQ for recycling. The consumer was then eligible to 
buy a $400 Neuton cordless rechargeable electric lawn 
mower for only $99. The program’s goal, to eliminate 
1,000 valley lawn mowers, was successfully reached in 
just two weeks in June of this year.

Stolberg shares his industry knowledge through 
speaking engagements, conferences and other events 
so he can educate others in their efforts to reduce costs, 
add to the bottom line and be environmentally con-
scious. “Education is key,” said Stolberg.  “I’ve raised 
my children here. We just want to do the right thing 
for the community.”  

 Stolberg also supports the North Las Vegas Parks 
District, UNLV Foundation, Opportunity Village, the 
Clark County Education Association and constantly 
exercises his local commitment through community 
service and volunteering. 

Going green is great for the bottom line

 
AT A GLANCE

AAEQ MANUFACTURERS AND RECyCLERS 
2580 N. Commerce St.
Las Vegas, NV 89030
(702) 649-7776
www.aaeq.net

It’s no secret that commodities 
prices have exploded in recent

Scott Stolberg, president and CEO of AAEQ Manufacturers and Recyclers, encourages businesses to consider scrap metal recycling as a legitimate way to reduce project costs and improve the bottom line.
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Going Green is One
Way to Stay in the Black

AAEQ puts the green in scrap metal
Commercial builder or developer? Demo sites? Clean-up crew?

Landowner?

Got metal scrap? If you do, AAEQ wants it! We'll deliver an on-site

debris box, pay you for the metal scrap we recycle and haul it away

at no charge!

We are the experts in the greater Las Vegas metro market. AAEQ

makes it painless (and profitable) for you to be environmentally

responsible. So you don't have to choose between being "green"

and staying in the black.

Improve your bottom line and the
planet at the same time. Call us
today for your FREE site analysis.

• copper
• steel
• aluminum
• brass
• stainless steel
• cast iron

Se habla espanol

• whole A/C units
• condenser coils
• lead batteries
• electric motors
• sealed units
• AND MORE!

www.aaeqscrap.com / tel: 702-649-7776 / fax: 702-649-6777 / email: info@aaeq.net / 2580 N. Commerce St., North Las Vegas, NV / www.aaeq.net



4�  •  2008 BUSINESS PROFILES  IN BUSINESS LAS VEGAS

SPECIAL ADVERTISING FEATURE

developer and contractor has built hundreds of structures, 
from single-family homes to commercial projects for For-
tune 500 companies. But today, as COO of EcoWall, the pre-
mier distributor and manufacturer of Ecolite wall systems, 
he is focused on bringing one of the most environmentally 
and economically sound construction solutions to Nevada.

The EcoWall difference
EcoWall uses a cellular concrete mix made from 50 per-

cent fly ash and post-consumer recycled glass beads. The 
concrete layer serves as the exterior of a building and is at-
tached to a cold-form steel frame made of post-industrial 
recycled steel. Walls are load bearing, provide a superior 
R-rating, and most importantly, save time by being pre-
manufactured at the company’s 80,000-square-foot More-
no Valley, Calif., manufacturing plant, then installed on 
site within days instead of weeks. Waste is also reduced, as 
walls are built to exact dimensions, eliminating scrap from 
on-site building. Other tradesmen benefit from EcoCad 
technology, which takes the client’s drawings and uses the 
specs to predrill holes for electrical, plumbing and HVAC 
lines to be installed in the frame of the building. The cellu-
lar concrete is also made with post-consumer glass, which 
minimizes cracking.

Award-worthy
The Ecolite wall system was used to build a 56-unit mili-

tary compound at the U.S. Department of Defense Ft. Ir-
win Urban Terrain training facility in Southern California. 
EcoWall helped cut the construction cycle down from a 
full year to 180 days. The installation was also awarded the 
GreenSite Project of the Year award in the institutional cat-
egory by Concrete Construction magazine. 

“It’s a product that really makes sense,” Kohlenberger 
said. “All through my building career, I was looking for 
something like this. Something that’s good for the environ-
ment, eliminates redundant systems and saves time too.”
 
Current work, design center

Currently, EcoWall is embarking on a 69-unit, four-story 
temporary lodging facility at the U.S. Marine Corps’ Camp 
Pendleton site. EcoWall will also be opening a new design 
center at its northwest valley headquarters, which will allow 
local contractors to “kick the tires” on this revolutionary 
wall system. Visitors will see firsthand the stages of produc-
tion and installation, as well as the product’s flexibility to 
allow for inlays of brick, tile and other architectural design 

elements into its exterior.
By using regional and recycled materials, reducing con-

struction waste and providing enhanced thermal perfor-
mance, EcoWall helps projects earn a possible four Lead-
ership in Energy and Environmental Design credits. Also, 
EcoWall team members are currently in the process of 
completing their LEED AP certification, which will allow 
the company to further educate future clients on green-
building practices and how products like EcoWall fit into 
their development plans.
 
The future

EcoWall’s current Moreno Valley, Calif. manufacturing 
plant has the capacity to produce up to 2.7 million square 
feet of wall per year, using a two-shift production cycle. As 
EcoWall expands its presence in Nevada and the South-
west, it will look to build a manufacturing facility in Las 
Vegas as well.

“That’s been our goal all along,” Kohlenberger added.
Since arriving in the valley a little over a year ago, EcoW-

all has been actively involved in the Nevada Development 
Authority, the local chapter of the National Association 
of Industrial and Office Properties, the Nevada chapter of 
the American Institute of Architects, the local U.S. Green 
Building Council chapter, AGC, ABC and CSI. 

Members of the team also sit on the National Association 
of Industrial and Office Properties Sustainable Develop-
ment committee and the USGBC Nevada chapter’s mem-
bership committee.

 
AT A GLANCE

ECOWALL
10501 W. Gowan Road, Suite 110 
Las Vegas, NV 89129 
(702) 485-6353 
www.ecowall.com

Company eager to shape future valley development

ECOWALL

Dave Kohlenberger has traded his
hard hat for fly ash. The long-time

Ecolite wall systems reduce waste, save money and shorten construction time.
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JMA DIARIES

Established in 1945, JMA is the oldest and one of the 
largest architecture firms in Southern Nevada. We are a 
nationally recognized regional firm with offices in Las 
Vegas, San Diego and Sacramento.

• LEADERSHIP: Owner-inclusive design strategies are 
paramount to JMA.  With each commission, we work in 
partnership to understand a shared vision and culture.  
Higher productivity and performance are the result of the 
time we invest in understanding our clients’ business.

• SUSTAINABLE DESIGN: At JMA, our philosophy is 
simple: a great design is an environmentally conscious de-
sign.  We believe sustainable practices are integrated with-
in design solutions rather than added as a design feature.

•  COMMUNITY: Being responsible to the community 
is a core value of JMA. Our people contribute their time, 
energy and knowledge to the arts, education and non-
profit organizations.

• QUALITY: It is our belief that quality is fundamental 
to our success.  Quality must transcend beyond a rule or 
desire to a philosophy, a belief system that involves every 
discipline and individual within the firm.  Our clients 
deserve nothing less.

 

JMA SIGNATURE

Thunder Valley Casino & Hotel
Valley View Hotel 

Soboba Hotel & Casino 
World Market Center

One Queensridge Place
Park Towers

VA Las Vegas Medical Center
Rehabilitation Institutes of Nevada

Desert Research Institute
Vegas PBS Technology Campus

Centennial Hills Library
CSN Telecommunications Building

CSN Health Sciences Building
Miley Achievement Center

JMA SCENE

JMA’s FORMULA: assemble a team of experts in a 
studio format. Each studio brings together the best 
team of knowledge, talent and resources for the ben-
efit of our clients.

• HOSPITALITY STUDIO: The team specializes in hotels, 
casinos, timeshare, condo-hotels, specialty retail shops, 
restaurants, nightclubs, convention and event centers.  

• COMMERCIAL STUDIO: Creates environments in 
an integrated manner. Vertical residences, mixed-used 
projects, retail centers, corporate offices, banks, opera-
tion centers, light-industrial facilities and call centers are 
some of the studio’s expertise.

• HEALTH CARE STUDIO: Listens and interacts with 
the owner to reveal new perspectives and evidence-based 
design to improve patient care. The studio concentrates 
on hospitals, outpatient centers, imaging centers, medi-
cal offices, mental health facilities and laboratories.

• PUBLIC STUDIO: Focuses on public and private 
schools and colleges, libraries, local, state and federally 
funded facilities, such as museums, research institutes 
and correctional facilities.
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JMA 
10150 Covington Cross Drive
Las Vegas, NV 89144
(702) 731-2033
www.jmaarch.com

JMA architectural style creates vision, defines culture

JMA
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spent the last 30 years shaping business owners’ develop-
ment visions into reality.

Started in 1978 by Anthony Taormina, the Nevada-
based contractor quickly built a reputation for pride in 
craftsmanship, customer satisfaction, fair pricing and 
on-time performance. Doing work for clients in Las Ve-
gas for the past 17 years, United has gone from a primar-
ily industrial contractor building distribution centers in 
Southern and Northern Nevada to a multifaceted group 
adding retail, office, hospitality, mixed-use and medical 
facilities to its portfolio.

“Our focus, when I came on board in 1999, was to diver-
sify the business,” said President and CEO Craig Willcut. 
“We used to be about 70 to 80 percent industrial, but now 
that segment only makes up 20 percent of our business.” 

Annual revenues have also grown from $50 million in 
1999 to about $120 million today. Willcut said the cur-
rent workload, which encompasses jobs ranging from 
$200,000 tenant improvements to $40 million buildings, 
is a “sweet spot” for the company, where it can enjoy 
healthy volume and still deliver on its quality promises. 

“Our company was founded on and continues to go 
by the principle that we do what we say we’re going to 
do,” Willcut said. “We’re not out to be the biggest. We just 
want to be the best.”

Over the last several years, United Construction has 

been awarded top honors from its industry peers for sev-
eral of its local and state projects including multiple Spot-
light Awards from the National Association of Industrial 
and Office Properties for the Southern Wine and Spirits 
corporate headquarters and its DP Partner’s LogistiC-
enter. Its Harley-Davidson Financial Services center also 
won a Pinnacle Award from the Associated General Con-
tractors for excellence in project management. 

In Southern Nevada, United has several projects in 
the works including the Southwest Gas Centennial Park-
way operations center in North Las Vegas and Tierra 
Development’s retail project, Cactus Plaza, in the valley’s 
southwest region. United recently completed the 500,000-
square-foot CDW distribution center in North Las Vegas, 
which includes seven miles of conveyer belt.

United has its own team of architects to help its clients, 
literally, take a concept from idea to reality, but Willcut 

said the contractor also has strong relationships with 
many architectural firms throughout the Silver State. 

“The key is that we want architects to know we’re not 
out to get their work,” he said. “We have this option for 
our clients if they want it.”

On its design-build projects, United offers a standard 
two-year warranty in an industry that commonly offers 
one year of labor and materials quality assurances. The 
contractor also self-performs most of its carpentry work 
and prides itself in having a small executive team that is 
in tune with what’s happening with every single project.

 “What’s led to our success is involvement from the top 
on every single project,” added Willcut.

John Woods, United’s Las Vegas division manager, said 
United’s straightforward business approach has attracted 
some prestigious clients from the real estate world such 
as Prologis, DP Partners and others. 

“We’re just straight shooters and we lay out informa-
tion clearly to our client so they can then make good de-
cisions,” Woods said.

Currently, United has 90 employees, several of whom 
are pursuing Leadership in Energy and Environmental 
Design certificates in their respective fields. Also, United 
is currently building a LEED-certified office building in 
Reno, which will serve as its headquarters.

“We recognize the importance of LEED, and we know 
it’s here to stay,” Willcut added.

 
AT A GLANCE

UNITED CONSTRUCTION
5130 S. Valley View Blvd., Suite 100 
Las Vegas, NV 89118
(702) 702-893-0442
www.unitedconstruction.com

With its tag line “where ideas get 
built,” United Construction has

Nevada company builds on 30 successful years 

UNITED CONSTRUCTION

John Woods, Las Vegas division manager, Sallie Doebler, business development, and Don Green, project superintendent, on the job at Cactus Plaza, a new retail project in southwest Las Vegas.
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talk, initiative and decisive action – traits that transcend 
formulaic public relations hype. 

 Founded in June, the new firm, Lovaas & Lehtinen 
P.C., needs very little introduction since its principals, 
Lovaas himself and Kristan Lehtinen, have proven them-
selves in business law circles. For years, the pair has rep-
resented a diverse client list that includes small-business 
owners, contractors, developers, nightclub owners and 
Fortune 500 companies.

“I think the greater the diversity in your clientele, the 
more skillful you become as a lawyer, and the more com-
prehensively you understand the business and legal issues 
that transcend business environments,” Lovaas said. “It 
also keeps things interesting. Kristan and I like to be fully 
engaged in the issues facing our clients and thrive on our 
genuine concern for our clients’ success.”

The firm represents clients in business litigation with an 
emphasis on land development, construction, real estate, 
business torts and other commercial litigation contro-
versies. While its primary focus is litigation, the firm also 
engages in strategic planning with its clients to help them 
avoid future controversies, litigation and other legal chal-
lenges. Lovaas & Lehtinen also counsels clients in business 
transactions and the formation of business entities.

Experience
With 13 years of legal experience, Lovaas was a part-

ner with the firm Alverson, Taylor, Mortensen, Nelson & 
Sanders from 2001 to 2004. He was also a shareholder in 
the firm Shimon & Lovaas before starting his new firm. A 
Las Vegas native, Lovaas was also recently profiled in the 
2008 Rising Stars edition of Mountain States Super Law-
yers magazine and currently chairs the Solo and Small-

Firm Committee of the Young Lawyer Forum under the 
Business Law Section of the American Bar Association. 
Lovaas is also an active member of the Sin City Chamber 
of Commerce and a frequent contributor of articles to the 
publications of these organizations. 

 Lehtinen earned her Bachelor of Arts degree in Eng-
lish Honors with a minor in business administration 
from the University of Ottawa, Ottawa, Ontario, Cana-
da in 1995. Following receipt of her undergraduate de-
gree, Lehtinen was employed in Seoul, South Korea as 
an English teacher and traveled extensively throughout 
Southeast Asia. Lehtinen obtained her Juris Doctorate 
from California Western School of Law in 2001. She was 
admitted to practice before the state and federal courts of 
Nevada in 2002 and was an associate at Alverson, Taylor 
Mortensen, Nelson & Sanders for four years and an as-
sociate at Shimon & Lovaas for two years before she and 
Lovaas decided to strike out on their own. Lehtinen is 
a member of the Business Law Section of the American 
Bar Association and an active member of Las Vegas’ Sin 
City Chamber of Commerce as well as a number of other 
professional women’s organizations.

“Prior to forming Lovaas & Lehtinen, Kristan and I 
were working exclusively with one another for our com-
mon cases and clients. We share the same work ethic and 

client service philosophy and so the new law firm evolved 
from those experiences,” Lovaas added. 

One of the greatest strengths the firm brings to the ta-
ble has to do with a quality that’s difficult to find in some 
legal professionals — humility. “We realize we are not all 
things to all clients and acknowledge that there may be 
times when certain issues are beyond our expertise. We 
welcome the opportunity to consult with other profes-
sionals to ensure that our clients receive the most effec-
tive and comprehensive representation possible. Our cli-
ents value that advice,” Lovaas said.

While most of their clients are local, the firm repre-
sents a diverse mix of out-of-state and international cli-
ents as well. “Our representation of a variety of local, na-
tional and international clients provides the experienced 
background for Aaron and I to identify a variety of legal 
issues affecting both our new business-owner clients, to 
those business clients seeking to make the transition to 
the national or international market,” said Lehtinen.

The future
The boutique firm plans to grow as its services are need-

ed. Lovaas isn’t ruling out going beyond business law, but 
he and Lehtinen are focused on making sure their current 
clients are well served. “Kristan and I agree that the firm 
will grow as needed to accommodate the growth in busi-
ness among existing and new clients,” he said.

The firm recently added Monica Dean, a California-
licensed attorney who will sit for the Nevada Bar exam in 
February 2009. With a real estate license and real estate 
legal experience, Dean complements the firm’s current 
business law and real estate work. “Her background in 
real estate is a natural fit with our practice. It adds an-
other facet of experience to the work we are doing and an 
additional opportunity to provide our clients with com-
prehensive representation,” Lovaas added.

 
AT A GLANCE

LOVAAS & LEHTINEN 

3016 W. Charleston Blvd., Suite 210
Las Vegas, NV 89102

(702) 388-1011

www.lovaas-lehtinen.com

Law firm helps diverse range of business owners
Aaron Lovaas likes to describe his  
law firm with the words: straight

LOVAAS & LEHTINEN

From left to right: Monica Dean, Aaron Lovaas and Kristan Lehtinen.
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Understanding all aspects of the business, Hickey worked 
his way into the corner office. In 1993, ROEL brought 
him on board as a vice president to oversee expansion 
plans for its client, Qualcomm. Through the years, ROEL 
has built out more than 6 million square feet of ground-
up and tenant 
improvement work, 
including a building 
in Las Vegas, for the 
technology giant.

Hickey, now 51, 
worked his way up 
from the ground 
floor, starting at the 
age of 18. Because 
of his journey, he 
refers to himself as 
a unique breed of 
CEO (old school 
values meets new 
technology), one not 
commonly found at 
most large companies today.

“Most of our guys are coming out of school as engineers 
or business majors. I think there’s one other guy here who 
was a field guy. … It was a little bit of strategy and timing,” 
Hickey said with a chuckle.

But ROEL’s 90-year reputation for expertly handling 
everything from small-tenant improvements to $170 
million projects is no laughing matter. Hickey and his 
colleagues take the company’s ideals, which are printed 
on the back of their business cards, seriously. A flip of 
the card reads: Client satisfaction, integrity, teamwork, 
family traditions, quality, enthusiasm, professionalism, 
safety, community service and honest profit.

“That’s how we operate,” Hickey said. “We make 
decisions based on these ideals. We listen to our clients, 
provide services they need and try to surpass expectations. 
… People and companies are only as good as their word,” 
he continued. “Our reputation speaks for itself, but it’s 
important to live up to that reputation.”

Founded in 1917 in remote Fargo, N.D., for more than 
60 years ROEL Construction was primarily a public-
works contractor. In 1959, however, founder Tom 
Roel’s son, Paul, branched out and decided to move the 
company to San Diego. But it was Steve Roel, Paul’s son, 

who in the mid-80s, started shifting ROEL’s business 
strategy to focus on private sector work. ROEL took that 
strategy with it when opening its Las Vegas operations 
in 1993, and it paid off. The company has done work 
for large developers like Del Webb, gaming giant Boyd 
Gaming and a host of other small and large entities. 
Today, roughly 95 percent of ROEL’s work comes from 
referrals, said Hickey.

“It’s a whole different mindset today,” he added. “The 
way we see it, we’re hired to solve problems. We bring 
solutions to the table. I always talk about what we can 
do, not what can’t be done.”

When Hickey started at ROEL, company-wide 
revenues were about $30 million. Today, they exceed 
$300 million. The Las Vegas operation alone does 
more than $30 million a year in business. But with 
more growth on the horizon, Hickey still wants to pay 
attention to things like customer service, integrity and 
accountability.

Hickey said he has no timeline for growing the 
company and the size of its jobs.

“Simply stated, we just want to be the best contractor 
we can be. The largest job we did in 2000 was $40 million. 
Then, we got a $120 million job and now a $170 million 
project. We’ll see a half-billion-dollar project some day, 
but there’s no timeline for it,” he added. 

“We’re a much more sophisticated contractor today,” 
said Hickey. “But it’s important for us not to be seen 
simply as a big contractor. We like to think of ourselves 
as a small contractor with the ability to do big jobs.”

ROEL CONSTRUCTION

Abiding by core values for 90 years
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ROEL CONSTRUCTION

4170 S. Decatur Blvd., Suite A-1  
Las Vegas, NV 89103

(702) 892-0084

www.roel.com

Wayne  Hickey

Wayne Hickey’s rise to CEO of 
ROEL Construction is unique.

Roel Construction is known for small-tenant empowerment as well as multimillion dollar construction projects.
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the Nevada College of Pharmacy, introduced an uncon-
ventional block-format curriculum to the local academic 
community in 1999. Nearly a decade later, the private, 
nonprofit school has proven the effectiveness of its for-
mat, with graduates scoring well above the national aver-
age on their licensure examination, promising new and 
better things to come.

To become a licensed pharmacist, candidates must 
pass the National Association of Boards of Pharmacy 
licensure examination. One hundred percent of its Col-
lege of Pharmacy Class of 2008 graduates who took the 
exam passed it. The national average pass rate was 78.76 
percent. Moreover, the NAPLEX results, collected from 
September to December 2007, revealed that the average 
score of a USN grad was 104.9, whereas the national aver-
age score is 94.18 and 78.5 for Nevada students.

The college’s success has prompted rapid growth. Ini-
tially, USN only offered a PharmD degree, but promptly 
added MBA and Bachelor of Science in Nursing pro-
grams to continue addressing the valley’s demand for 
quality health care providers. In fall 2008, it will once 
again seek to meet a growing community need by intro-
ducing a postdoctoral residency program in orthodontics 
and dentofacial orthopedics with an MBA component.

Securing a residency in orthodontics can be challeng-
ing because of the limited number of positions in such 

programs nationally, said Jason Roth, USN director of 
marketing. The USN College of Dental Medicine will not 
only increase the number of positions for orthodontic 
residencies with this program, he said, but also will also 
offer accessible, affordable and high-quality orthodontic 
and dentofacial orthopedic treatment to Southern Ne-
vada residents.

“Residents learning orthodontics need patients, which 
is why we’ll be opening a state-of-the-art clinical facility 
where we can provide the latest in imaging technology 
and residents can work with board-certified orthodon-
tists to provide high-quality care and services at a re-
duced cost,” Roth said, adding that all major insurance 
will be accepted at the school’s new facility.

Anticipating and addressing area health care con-
cerns is important to USN’s growth and success, but 
Roth is quick to clarify that USN is not just a school for 
the health sciences.

“Many of our programs are very health care focused,” 
he said. “The school started as the Nevada College of 
Pharmacy and the main focus has been to educate and 
graduate competent high-quality pharmacists for Nevada 
and the surrounding region,” he added. “We’ve done well 
in meeting those needs in Southern and Northern Ne-
vada, but we’ve also looked beyond that.”

USN introduced its MBA program in 2004, which Roth 
said has attracted professionals from the gaming indus-
try, Cox Communications, the VA and more. There’s a bit 
of a health care focus insomuch as some of the program’s 
case studies are from the health care industry, but Roth 
said, it’s in no way a health-care-focused MBA.

USN is a great place to earn an advanced education in 
general, whether in health care or business, he said, be-
cause of its block curriculum and high standards. The 
block curriculum focuses students’ attention on one sub-
ject at a time, requiring them to pass a rigorous assessment 
before moving to the next block. Essentially, every student 
must pass with a 90 percent, or an A, to move on.

Despite some student apprehension, Roth assured this 
requirement is a good thing.

“If you were going to a pharmacist who was taking care 
of you, giving you medications, would you want someone 
with the competency of an A in everything?” Roth asked. 
“I’d want my pharmacist to be an A student.”

And, thanks to USN, more and more medical and busi-
ness professionals are.

At USN, block curriculum a success

 
AT A GLANCE

UNIVERSITy of SOUTHERN NEVADA

11 Sunset Way 
Henderson, NV 89014

(702) 990-4433

www.usn.edu

The University  of  Southern
Nevada,  formerly  known as

UNIVERSITY  OF  SOUTHERN  NEVADA

Every University of Southern Nevada student must pass with an A, or 90 percent, to move on to the next level.
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world of architectural design, staying young is a necessity. 
Pugsley.Simpson.Coulter. Architects is celebrating more than 
40 years of service in the Las Vegas Valley. Today, the firm is 
ready to embark on a prosperous future with its time-
tested approach of embracing new technology, designing 
for sustainability and building strong client partnerships. 
   The firm’s origins trace back to 1967, when founder 
David Welles opened his design firm. David Pugsley came 
on board in 1985, and eventually, the two formed Welles 
Pugsley Architects LLP. Wade Simpson and Sean Coulter 
have been with the firm since the early ’90s. “The new 
name simply reflects the group’s depth of design expertise 
for the past two decades,” said Pugsley. “We’re celebrating 
a 20- and 40-year anniversary at the same time,” he added. 
Welles, who retired in 2001, still serves as a consultant.

A design standard
Whether you’re a congregant at St. Francis of Assisi 

Church in Henderson, a UNLV student cramming for 
finals at Lied Library, a Clark County middle school 
student setting foot onto a new campus or a passenger 
waiting to catch a flight at McCarran, Pugsley.Simpson.
Coulter. designs have influenced your life. The firm counts 
Lied Library, Whitney Recreation and Senior Center, the 
Perini Building Co. headquarters and UNLV’s Boyd School 
of Law as a few unique design examples in a portfolio that 
includes more than 50 schools and a host of other public 
and private sector work.

 The firm has built cost- and energy-efficient buildings 
for the Clark County School District since the 1960s. In 
the past 12 years, 22 valley middle schools were built using 
the firm’s prototype. “The last thing the district wants is 
wasteful spending,” said Simpson about the group’s CCSD 
work. “We’re proud to have the longest-running prototype 
in district history.”

 In 2003, the firm was awarded the prestigious Nevada 
Architecture Firm Award from American Institute of 
Architects. The AIA grants this prestigious award to a 
group consistently producing unique architecture for at 
least 10 years. 

New methods
With technology and design merging in the 1980s, drafting 

tables were replaced by computer workstations at architecture 
firms around the nation. Pugsley.Simpson.Coulter. has worked 
to stay ahead of the technology curve. As the industry moves 
from two-dimensional drawing to three-dimensional 
modeling, the company has steadily invested in new design 
technology. In the past year, it’s made major investments in 

software and Pugsley anticipates another several hundred 
thousand dollars in upgrades over the next few years. “You want 
to be on the cusp of the wave, not behind it,” he remarked.

The advancement in technology corresponds with the 
group’s collaborative approach to design. As founder David 
Welles pursued design/build collaboration more than two 
decades ago, he met considerable resistance. Pugsley.Simpson.
Coulter. is now reaping the benefits of his early efforts. Simpson 
said design/build allows architects to get to know their clients 
and contractors better and to create a more efficient delivery 
method. “There are a thousand possible solutions for any 
design issue,” he said. “But we always look for the best one for 
the client’s situation.” 

Sustainability
Pugsley.Simpson.Coulter. proudly can say it has been 

designing sustainable buildings for many decades. One 
example is the Clark County Development Services 
building, which the firm designed in 2000. Recently, the 
county, while eyeing an expansion on the site, realized 
the original building was designed to today’s LEED-
certification standards, even though it was completed 
more than eight years ago. “Green design is really just 
ethical design, which we’ve always done,” said Coulter. 
“True green architecture has to do with quality building.” 
Today, all three Pugsley.Simpson.Coulter. principals 
boast LEED accreditation. “We each had to take the 
test for the accreditation, which we were glad to do,” 
Pugsley said with a chuckle. “We’ve always designed with 
sustainability and longevity as major goals.”
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PUGSLEy.SIMPSON.COULTER. ARCHITECTS
2480 E. Tompkins Ave., Suite 222 
Las Vegas, NV 89121 
(702) 435-1150 
www.pscarchitects.com

Firm influences 40 years of valley design

PUGSLEY. SIMPSON. COULTER. ARCHITECTS

Feeling young at 40 is a goal for 
everyone. But in the ever-changing

Principals Wade Simpson, Dave Pugsley and Sean Coulter fine-tune plans for a new P.S.C. project.
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