
BUSINESS
RESOURCE

GUIDE
   08

featuring the 

2008 SBA 
SMALL
BUSINESS 
AWARDS

presented by

sponsored by

Supplement to In Business Las Vegas
May 9th, 2008

   ’



Member FDIC     Equal Housing Lender         

CORPORATE HEADQUARTERS 
702.949.2265

SUN CITY SUMMERLIN
702.949.2273

EASTERN & WIGWAM 
702.921.2100

LAKE MEAD OFFICE 
702.228.0531

CRAIG & COLEMAN 
702.949.2277

ADDITIONAL OFFICES
IN RENO

PEOPLE YOU CAN BANK ONSM

www.swbnevada.com

To expand, you must explore; first your imagination and then your 
vision. Since it isn’t easy being head of your kingdom, it helps to have 
a loyal advisor standing by.  At Sun West Bank, through our full array 
of business banking products and loan services, we will actively partner 
with you to help you reach your personal level of success.  So, bring 
us your talent and your ideas, and we will give you the options and 
solutions. After all, isn’t that how royalty should be treated?

The Internet is a great place 
to learn business secrets. 
Just make sure they’re 
not yours.

Voice |  Data | Internet  |  Wireless  |  Entertainment

Carrier Universal Service charge of 11.3%, which may vary by month; Carrier Cost Recovery surcharge of $0.99; state and local fees that vary by area; and certain in-state surcharges are excluded. Cost recovery fees are not taxes 
or government required charges. Services not available everywhere. Business customers only. EMBARQ may cancel services or substitute similar services at its sole discretion without notice. Requires credit approval. Additional 
restrictions apply. Services governed by terms at Website: embarq.com/ratesandconditions (the “Website”). Promotional monthly rate: Promotional rate applies while customer subscribes to qualifying services. If one or more 
services are cancelled, the standard monthly fee will apply to each remaining service(s). Taxes, fees and surcharges will apply based on standard monthly rates. Local service: Local and in-state long distance (including local toll) 
services governed by applicable state tariffs and/or local terms of service at Website. Business service includes direct-dial local calling and calling features. Unlimited Nationwide Long Distance: Long distance service governed 
by terms at Website. Monthly rate applies to one business phone line with direct-dial, nationwide voice calling; excludes international, unlimited data, facsimile, pay-per-call or multi-housing units. International rates listed at Website. 
High-Speed Internet: $199 early termination liability. $150 router charge applies if customer terminates early and fails to return router within 30 days. Performance may vary due to multiple conditions, and no level of speed is 
guaranteed. One month free: Customer will receive a credit on rst or second invoice for the bundle monthly service charge. Offer expires 6/30/08. © 2008 Embarq Holdings Company LLC. All rights reserved. The name EMBARQ 
and the jet logo are trademarks of Embarq Holdings Company LLC.  EMB1-07-11325 

(Price and free month exclude taxes, fees and surcharges. Business-Class High-Speed Internet up to 3.0 Mbps speed. Qualifying services and two-year agreement required.)

The EMBARQ™ Complete Business BundleSM can give you peace of mind, because it includes 
EMBARQ™ Business-Class High-Speed Internet with award-winning business security tools 
built right in — tools like content control, pop-up blockers, a firewall, spam filters, anti-spyware 
and automated virus protection. Plus it lets you keep all your business communications 
in one place — including e-mail, address book, calendaring and Web documents with 
state-of-the-art functionality.

ESSENTIAL
HIGH-SPEED  
INTERNET

INCLUDED

UNLIMITED
LOCAL
CALLING
INCLUDED

UNLIMITED
DOMESTIC
LONG DISTANCE

INCLUDED

10 POPULAR 
CALLING
FEATURES

INCLUDED

EMBARQ™
Complete Business BundleSM

$99/MO

Get the EMBARQ™ Complete Business BundleSM with Internet security 
built right in.

Sign up today, pay no upfront costs and you will get a FREE month of service.
Call 702-244-7771 or visit embarq.com/business



The Internet is a great place 
to learn business secrets. 
Just make sure they’re 
not yours.

Voice |  Data | Internet  |  Wireless  |  Entertainment

Carrier Universal Service charge of 11.3%, which may vary by month; Carrier Cost Recovery surcharge of $0.99; state and local fees that vary by area; and certain in-state surcharges are excluded. Cost recovery fees are not taxes 
or government required charges. Services not available everywhere. Business customers only. EMBARQ may cancel services or substitute similar services at its sole discretion without notice. Requires credit approval. Additional 
restrictions apply. Services governed by terms at Website: embarq.com/ratesandconditions (the “Website”). Promotional monthly rate: Promotional rate applies while customer subscribes to qualifying services. If one or more 
services are cancelled, the standard monthly fee will apply to each remaining service(s). Taxes, fees and surcharges will apply based on standard monthly rates. Local service: Local and in-state long distance (including local toll) 
services governed by applicable state tariffs and/or local terms of service at Website. Business service includes direct-dial local calling and calling features. Unlimited Nationwide Long Distance: Long distance service governed 
by terms at Website. Monthly rate applies to one business phone line with direct-dial, nationwide voice calling; excludes international, unlimited data, facsimile, pay-per-call or multi-housing units. International rates listed at Website. 
High-Speed Internet: $199 early termination liability. $150 router charge applies if customer terminates early and fails to return router within 30 days. Performance may vary due to multiple conditions, and no level of speed is 
guaranteed. One month free: Customer will receive a credit on rst or second invoice for the bundle monthly service charge. Offer expires 6/30/08. © 2008 Embarq Holdings Company LLC. All rights reserved. The name EMBARQ 
and the jet logo are trademarks of Embarq Holdings Company LLC.  EMB1-07-11325 

(Price and free month exclude taxes, fees and surcharges. Business-Class High-Speed Internet up to 3.0 Mbps speed. Qualifying services and two-year agreement required.)

The EMBARQ™ Complete Business BundleSM can give you peace of mind, because it includes 
EMBARQ™ Business-Class High-Speed Internet with award-winning business security tools 
built right in — tools like content control, pop-up blockers, a firewall, spam filters, anti-spyware 
and automated virus protection. Plus it lets you keep all your business communications 
in one place — including e-mail, address book, calendaring and Web documents with 
state-of-the-art functionality.

ESSENTIAL
HIGH-SPEED  
INTERNET

INCLUDED

UNLIMITED
LOCAL
CALLING
INCLUDED

UNLIMITED
DOMESTIC
LONG DISTANCE

INCLUDED

10 POPULAR 
CALLING
FEATURES

INCLUDED

EMBARQ™
Complete Business BundleSM

$99/MO

Get the EMBARQ™ Complete Business BundleSM with Internet security 
built right in.

Sign up today, pay no upfront costs and you will get a FREE month of service.
Call 702-244-7771 or visit embarq.com/business



Discover the advantages of working with dedicated local professionals. 

702-939-1146 or www.coxbusiness.com/value/experts

Cox Business professionals are 
committed to your business 24/7.

Get up to THREE MONTHS FREE!

Cox Business Internet

• Award-winning customer 
service and support

• Special pricing for small
office/home office solutions 

• Download speeds up to 
12 Mbps 

• Business-grade voice lines 

• Domestic and International 
long distance and toll-free 
services

• Calling cards, voicemail and
directory services 

Cox Business VideoCox Digital Telephone

• Multiple video packages to 
meet your business needs 

• Pay only for the channels 
you need 

• Easy-to-use, interactive, 
on-screen program guide 

Offer valid through 7/31/08 to new commercial subscribers in Cox-wired serviceable locations. “Free months” offer applies to each new service and is dependant upon the number of services subscribed to. Receive one free 
month when subscribing to one new service, two free months when subscribing to two new services and 3 free months when subscribing to three services. Applicable credits will be applied to the 1st, 12th and 24th month billing 
statements. Minimum 2-year term commitment required to receive $99 installation. Discounts are not valid in combination with or in addition to other promotions, and cannot be applied to any other Cox account. Rates vary and 
are subject to change. Telephone modem equipment may be required. Modem uses electrical power to operate and has backup battery power provided by Cox if electricity is interrupted. Telephone service, including access to 
e911 service, will not be available during an extended power outage or if modem is moved or inoperable. Free Cox Business Video includes Basic service. Cox Basic service required for local HD channels, and Cox Digital Cable 
required for premium HD channels. Number of digital outlets may be limited. All programming and pricing are subject to change. Programming may vary by location. Services not available in all areas. Other restrictions apply. 
Telephone services are provided by Cox Nevada Telcom, LLC. ©2008 Cox Communications Las Vegas, Inc. All rights reserved.



Publisher	

Bruce Spotleson              bruce@gmgvegas.com

ASSiStAnt Kari Moore (990-2443)

editorial	

SpeciAl puBlicAtionS editor Rob Langrell

StAFF WriterS Brian Sodoma

 Jeannette Green Davies

copY editor Caroline Orzes                                     

CreatiVe	

editoriAl deSiGnerS Adam Bucci

 Bradley Samuels

AdVertiSinG creAtiVe director Thomas Jackman

adVertisiNG	

SAleS MAnAGer Debbie Donaldson (990-2457)

MGr coMMunitY puBliShinG  Carol Skerlich (990-2503) 

Account executiVeS Laura Alcaraz (990-8948)

 Allen Grant (990-8991)

 Eric Kane (990-8969)

                                                                      Christina Meyers (990-8170)

 Jim Villela (990-7735)

Account coordinAtor Sue Sran (990-8911) 

Ad director, neW MediA Brian N. Fortney (990-2472)

ProduCtioN	

production director Maria Blondeaux

production MAnAGer Blue Uyeda

production ASSiStAnt Marissa Gable

trAFFic MAnAGer Janine Hughes 

trAFFic ASSiStAnt Kristy Komorny

CirCulatioN	

Vp oF circulAtion Kris Donnelly 

ASSt. director oF circulAtion Rhona Cameron 

diStriBution  MAnAGer Matt Hemmerling

FulFillMent ASSiStAnt      Doris Hollifield

AdMiniStrAtiVe ASSiStAnt Nancy Jeskey

GreeNsPuN	Media	GrouP	

chAirMAn oF the BoArd Daniel A. Greenspun

preSident Michael T. Carr

huMAn reSourceS director John Ottone

Vp - pr & proMotionS Kelli Maruca

MArKetinG MAnAGer                                    Amy Hachquet

From the Editor

Contents

Dear readers,

So, it’s your dream to be your own boss. You’d like the option to 
work when you want and for how long you choose. You crave the 
freedom. Well, blow those stereotypes out of the water because own-
ing a successful small business is less about free time and more about 
old-fashioned hard work. 

 There are huge rewards, however, for toiling those long hours. 
One reward is the annual U.S. Small Business Administration’s 
awards program that honors business owners across the 50 states. 
In this publication, we profile this year’s Nevada honorees and the 
seven winners tell amazing stories. These small-business owners can 
relate just how tough running a small business can be and the hours 
of hard work — the blood, sweat and tears — that go into being 
successful.

This year’s winner of the Nevada Small Business Person of the Year 
award is Jade Anderson, owner of Capstone Brokerage, who was recently honored during SBA’s na-
tional Small Business Week Expo in Washington, D.C.

Additionally, Carolyn Stephens, managing partner of Jerolyn Enterprises, was selected as SBA’s  
Region 9 (Guam, Hawaii, California, Arizona and Nevada) Women in Business Champion of the Year.

A special thank you goes out to EMBARQ, the Business Resource Guide’s presenting sponsor for the 
second consecutive year.  The company’s partnership is invaluable and greatly appreciated.

Also in this publication you’ll find smart tips about starting and running a successful small 
business as well as words to the wise on how to avoid human resource debacles and 401(k) goofs. 
All small-business owners will benefit from the feature on business coaches and the inside infor-
mation on time management.

Again this year, we compiled a helpful resource directory that you’ll find on the back pages. 
It’s filled with contact information for various chambers of commerce, government agencies, or-
ganizations and assistance centers for small-business owners. We hope you’ll find these phone 
numbers and Web sites useful.

 
Rob Langrell
Editor of Special Publications
(702) 990-2490
rob.langrell@gmgvegas.com
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From the Presenting Sponsor

Dear In Business Las Vegas readers,

It is my honor as the local EMBARQ Business Markets executive to congratulate the 2008 Small 
Business Award winners. It is the small-business owners that have contributed to the dynamic 
growth of the Las Vegas community. Small businesses are the heart of commerce in Las Vegas and 

the entrepreneurial spirit of small-business owners drives innovation and excellence throughout the 
business community.

EMBARQ clearly understands what small-business owners require from their business communi-
cations partner. They want a company that can provide quality consultation for optimal voice and 
data network designs that will meet their specific business needs. Built on a tradition of exceptional 
customer service, EMBARQ is committed to being a highly capable and responsive local communica-
tions provider. With a local heritage that spans several decades and with approximately 1200 experi-
enced employees, we understand your business and the Las Vegas community. EMBARQ technicians 
are among the industry’s most dedicated and experienced professionals, averaging more than 15 
years tenure and maintaining certifications from our major equipment providers and industry stan-
dards organizations. We provide our customers with secure, high-quality, voice and data networks 
augmented by the best equipment on the market today. We provide this at a price that allows them 
the freedom to utilize their cash flow to grow their business.

As part of our mission, we are dedicated to helping our customers to grow their business. Our 
commitment to excellence was recognized by winning the J.D. Power and Associates 2007 Award for 
highest customer satisfaction for business telephone service providers.

If you are interested in experiencing our commitment to your business, please call our local office 
at 244-7771 to schedule a free consultation.

Again, I wish each of you the very best with continued success in your business endeavors.

Richard G. Twilley
Regional Vice President of Business Sales
EMBARQ Corporation

Dear In Business Las Vegas readers,

On behalf of Sun West Bank, I would like to congratulate all of this year’s 2008 Small Business 
Award winners. It is an honor to be included in this group of small businesses who share our 
commitment to excellence. 

Celebrating 10 years of serving Nevada’s businesses, at Sun West Bank we take great pride in our 
community and support it in a number of ways including helping nonprofit organizations and espe-
cially small businesses “expand their kingdoms.” We believe that small businesses are instrumental in 
building our community. Sun West Bank is particularly committed to serving small businesses and 
offers customized lending and a wide array of commercial and cash-management deposit services, 
designed to bring banking to your place of business. It is our goal to embrace what makes your small 
business unique. We aspire to share your vision so we can help find ways to make it a reality. 

With convenient locations in Northern and Southern Nevada, we sincerely appreciate the oppor-
tunity to bring premier banking to our customers. We are always ready and able to visit your business 
at your convenience to gain a better understanding of your specific business objectives. With your 
input, we can design a suite of services and solutions best matched to meet your financial needs. 

Once again, congratulations to this year’s award winners.

Sincerely,

Jackie DeLaney
President and Chief Executive Officer
Sun West Bank

From the Sponsor
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If you had our DNA, you’d clone yourself too.

Don’t miss this opportunity. Very little prime 

office space is left in Las Vegas. Here’s your 

chance to get into The Park at Spanish Ridge II 

before it’s too late. With the same attention to 

detail as the original, it’s certain to be one of 

the most sought-after office parks. Construction 

has already started right off the 215 beltway. 

Call us today before this opportunity is 

gone. For leasing or buying options, contact 

Dean Kaufman, Taber Thill or Trish Grant at 

702.735.5700 or visit lvcolliers.com

We’re now sel l ing and leasing.
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By Brian Sodoma
Special Publications writer

J
ade Anderson is a lifelong learner. In the 
tough insurance brokerage industry, An-
derson, CEO of Capstone Brokerage Inc., 
knows he’s only as good as his employees 
and admits he wants to learn as much as 

he can about being a successful leader so he can 
keep his company growing. “You have to get the 
right people on the bus, then figure out where 
they’re going to sit,” he said.

For Anderson, his company is his classroom 
laboratory. He tinkers to make sure his “work-
place culture,” a phrase he uses frequently, is in 
line with his company vision and allows his em-
ployees to prosper and succeed. “Is it right for 
the client, the company? Is it something you’re 
willing to take responsibility for? Then let’s do 
it,” says the quietly confident CEO about his ap-
proach to empowering employees. 

Empowering employees has helped Ander-
son succeed. He started Capstone in 1997 after 
graduating from UNLV with a degree in busi-
ness administration. After running Capstone 
as a part-time venture for about five years, he 
shifted gears in 2002, deciding to put all of his 
energy into growing it into the company it is 
today. Since 2003, Capstone has increased reve-
nues by 700 percent and now employs 25 people. 
Anderson’s company also serves as a connection 
to other successful entrepreneurs and business 
minds around the globe, a connection that has 
brought him many unique and helpful insights 
into the way to run a thriving business.

Anderson is a member of the Las Vegas chap-
ter of the Entrepreneurs Organization (EO). 
Through EO, he has been able to apply to MIT 
(Massachusetts Institute of Technology)’s entre-
preneurs masters program where he meets an-
nually for one week with other CEOs and entre-
preneurs like him and listens to business leaders 
and professors speak on issues related to running 
their own business. He, along with his 60 fellow 
program enrollees, are allowed to ask questions 
and seek further counsel from these experts. “It’s 
been a three-year journey of intense business 
learning. It’s been a lot of work and a lot of fun. I 
have relationships from every part of the world. 
I can talk to one of the largest cookie manufac-
turers in Malaysia. A Colombian entrepreneur 
can give me insight into what it’s like running a 
company in a Third World country run by drug 
lords and gorilla groups. It’s truly a one-of-a kind 
experience.”

As practical as the advice is, sometimes he 
admits it doesn’t work the best when applied 
to his own business. But that doesn’t keep him 
from trying it out. “I take stuff I’ve learned from 
this experience and try to implement it into my 
company. Some things work, some things don’t. 
Sometimes, you have to modify it for your situ-
ation. Business is kind of like a big experiment,” 
Anderson added.

Being involved in MIT’s masters program as 

well as EO helps Anderson connect to people 
who are also dealing with the challenges of grow-
ing a company. “It can be really overwhelming 
and it’s nice to talk to people with the same chal-
lenges,” he said.

One of the most useful pieces of advice he re-
ceived through his educational experiences in 
the past few years came from author and busi-
ness consultant, Michael Gerber, who stated that 
it’s important for business owners to work “on” 
the business not “for” it. One example of this ap-
proach is in the simple decision not to handle any 
clients himself. “I don’t manage my own book of 
business. It comes in the door and I hand it to 
others,” he said. “It keeps employees from feeling 
like they’re in competition with you.”

Handing over responsibilities to employees 
speaks to the level of trust he has in his staff, 
which he refers to as a group of “thinkers” capable 
of making their own decisions for the company’s 

greater good. “There’s an open communication 
channel between the executives and employees. I 
don’t want to be a roadblock in my business. This 
business is not about me. I built this company to 
be about the company so that if you remove me 
it can still work well,” he added. “Most successful 
companies outgrow their founder.”

Despite a tough economy and limited access 
to expansion capital, Anderson still eyes expan-
sion into Arizona and California and hopes for a 
five-state operation someday. He likely sees his 
expansion into other states being done through 
acquisition rather than starting a new Capstone 
branch. “I’ve grown it from the ground up and I 
don’t want to do it that way again,” he said with a 
laugh, referring the days he started his company, 
living on a friend’s couch and maxing out credit 
cards to keep the business afloat. 

 Anderson is not above delegating duties and 
even sees himself as being quite expendable. 
“Check your ego at the door. There’s no room for 
it here. There are times when I have to ask myself 
‘is my skill set sufficient for running this com-
pany, or can someone else do it better?’”

Today, Anderson is focused on making sure 
operations are smooth, and employees are happy. 
His company has gone paperless and he tirelessly 
looks for ways to add new technology. 

He is also committed to making sure his com-
pany gives back to the community. About a third 
of his time is spent with Olive Crest, a nonprofit 
that supports the prevention and treatment of 
child abuse. Anderson serves on the board of di-
rectors and helps lead fundraising and volunteer 
efforts. As in his business, Anderson said he is 
learning to delegate some of his responsibilities 
with the nonprofit. 

Ironically, Anderson says his greatest chal-
lenge is not really on the business side of his life. 
As a father of two with another child on the way, 

learning about business has triggered a desire to 
pass along what he’s learned to his children as 
well as other entrepreneurs. “One of my passions 
is definitely mentoring,” he said. But he openly 
admits mentoring his children brings challenges. 
“I would have to say my biggest challenge is pass-
ing along the values I’ve learned,” he said. “You 
can’t just hand money to your children.” 

Capstone CEO stresses education
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O
ne cup of coffee at a time is how Carolyn 
Stephens networks. Over coffee, she brews 
business and introduces small-business 
owners to each other. She champions small-

business owners throughout the Las Vegas Valley 
and after 30 years she continues to pour her heart 
into her business.  

The U. S. Small Business Administration honored 
Stephens as the Region 9 2008 Women in Business 
Champion of the Year not only for her success as a 
small-business owner but for the enthusiasm she 
generates in the local business community through 
local associations and on the legislative front. The 
SBA’s Region 9 area covers Arizona, California, 
Guam, Hawaii and Nevada. 

The SBA defines small-business champions as 
those who promote small businesses by volunteer-
ing time and services to small-business interests and 
groups and advocating the cause of small business in 
the legislative process. 

Stephens’ business, Jerolyn Enterprises LLC, is a 
computer consulting firm specializing in database 
management, marketing and Internet consulting. 
Jerolyn Enterprises is a home-based, two-person 
operation that assists small-business owners in effec-
tive, low-cost advertising including, but not limited 
to, direct mail, e-mail, marketing and search engine 
optimization. Her business caters to convention ser-
vices, associations, doctors’ offices and other small 
businesses like her own since “everyone needs help 
with their database,” she said.     

“What I appreciate about my home-based busi-
ness is the time it saves not driving to an office, the 
convenience to work into the night, if I choose, and 
the lack of overhead,” Stephens said.  

Originally from Georgia, this Southern belle 
moved to Las Vegas armed with a Bachelor of Arts 
in sociology from the University of Georgia and 
found herself a displaced homemaker who needed 
to get down to business and earn a living. She used 
her volunteer experience to land a job as director of 
the health care division for Manpower Temporary 
Services. Stephens’ hard work eventually paid off 
and she was able to work herself into a business of 
her own called Information Products Inc. where she 
supplied computer and copy paper and other prod-
ucts to local businesses. 

Throughout her career, Gerald (Jerry) Stephens, 
her business partner and husband, has stood by her 
side as the business’ computer guru. He handles all 
of Jerolyn Enterprises’ computer-related functions, 
while her expertise includes business management, 
marketing and the copywriting part of the business. 

The Stephens opened Lazer Graphics in 1985 with 
Carolyn at the helm as company president. Together, 
as pioneers in the digital prepress industry, they put 
Lazer Graphics on the cutting edge of digital tech-
nology as the first company in Las Vegas to turn 
computer graphics into high-resolution, output film 
for countless local businesses.

An established businesswoman, in the mid 90s 
Stephens took a look around the Las Vegas Valley 
and discovered a personal need to connect with 
other local women business owners. With a dual 
purpose to meet and help businesswomen connect, 
Stephens published the Women’s Yellow Pages of 
Southern Nevada from 1993-1995. 

“Las Vegas Valley has a tight-knit group of business 
owners today,” Stephens said. “There are thousands 
of innovative businesswomen in our backyard.” 

Stephens knows it can be a grind to keep a small 
business afloat. She offers business advise to count-
less women who need business or moral support 
to keep business brewing on a daily basis. Stephens 
is known as a hands-on businesswoman who’s not 
afraid to work in the trenches to help a client. 

When her client in the convention furniture-rental 
business found herself short two delivery employees 
on the day before a big convention, Stephens stepped 
in, at no charge, to handle telephone calls at the rent-
al office while the client scrambled to hire temporary 
workers to assemble and deliver furniture.  

“As small-business owners, especially women, 
that’s just what we do for each other,” Stephens said. 
“That’s the nature of business. We all need a helping 
hand from time to time.”

Stephens often offers a helping hand. Another 
example is when she introduced Lisa Johnson to an 
important contact who would help get her home-
made, prepackaged food on the shelves of Trader 
Joe’s markets up and down the California coast 
and in the Nevada desert. Later, over cups of coffee 
with Stephens, Johnson was able pass on the favor 
by helping another woman get her line of chocolate 
candy on Trader Joe’s shelves. That’s the kind of net-
working Stephens talks and writes about in her yet-
to-be-published book on the power of networking.

Stephens’ positive business attitude is one reason 

former Senator Richard 
Bryan appointed her as a 
delegate to the 1995 White 
House Conference on 
Small Business. She was 
one of 2,000 small-busi-
ness owners invited to 
participate along with 200 other women from the 
Southern Nevada Chapter of the National Associa-
tion of Women Business Owners, which Stephens 
helped organize nearly 19 years ago. Stephens cur-
rently serves on the Clark County Business Develop-
ment Advisory Council and the Regional Business 
Development Advisory Council. 

Stephens says small-business owners should plan 
for growth and success, look out for the big orders 
and not bite off more than they can chew. She en-
courages women and other small-business owners 
to think big when growing their business. 

“All small-business owners, especially women, 
need to think past the kitchen table,” Stephens said. 
“A successful home-based business, over time, can 
grow by leaps and bounds. You can’t argue with suc-
cess, but you can be ready when it happens.”  

First in a series of community board member 
and chair positions, Stephens was a board member 
for Las Vegas Chamber of Commerce Women’s 
Council, now disbanded. Based on comments from 
women frustrated about not meeting other women 
within the chamber and the council, Stephens made 
it her business to create a networking chairperson 
position. Next, she began to teach chamber mem-
bers how to network and reap benefits from cham-
ber involvement. The effort honed her skills as a local 
networking expert and she’s now a much sought-af-
ter speaker on the subject.  

Stephens appreciates the recognition she’s re-
ceived, especially being the first person to receive 
the Las Vegas Chamber of Commerce Circle of 
Excellence Award. Her other awards include the 
American Red Cross Clara Barton Medal of Ex-
cellence, the American Heart Association Heart of 
Gold, the Soroptomist International Women Help-
ing Women Award and the SBA’s Women Business 
Advocate Award.     

 Stephens’ community business sense came full 
circle last year when she created her Web site and 
monthly newsletter called Here’s to the Girls. The 
newsletter has more than 800 subscribers and fo-
cuses on issues and activities important to Southern 
Nevada women. Stephens also maintains an online 
blog of Las Vegas Valley shopping tips and is an in-
dependent consultant for Barefoot Parties, a mem-
ber of the Moms In Business Network and belongs 
to the Direct Selling Women’s Alliance and the Glaz-
er-Kennedy Inner Circle.     

Networking is all about being aware of the needs 
business people have, according to Stephens, and 
putting the right people together at the right time. 
For Stephens, strong cups of java and successful 
communications are all in a good day’s work. 

By Jeannette Green Davies
Special Publications writer
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Financial Services Champion of the Year:

Jackie DeLaney
President & CEO
Sun West Bank
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FINANCIAL SERVICES 
CHAMPION OF THE YEARIn turbulent economic times, when small-busi-

ness owners have growing concerns about their 
ability to secure the financing they need, Sun 
West Bank president and CEO, Jackie DeLaney, 

helps customers see opportunities. “I’m not say-
ing it’s going to be easy, but there’s still opportu-

nity for those 
who are alert 
and watching,” 
DeLaney said.

As the only 
female bank 
president and 
CEO in Ne-
vada, DeLaney 
is credited with           
e s t a b l i s h -
ing Sun West 
Bank in 1998 
with one of the 
largest capital 
investments 
of any bank in 
the state. She 
pulled together 

a strong board of directors and raised nearly $12 
million in capital and opened as the only local bank 
owned by Nevada business professionals. “We were 
founded with a community slant,” explained DeL-
aney. “Our business model is small- to middle-mar-
ket-sized businesses.”

 The full-service bank offers an array of business 
products and services, including SBA and small-
business commercial loans as well as expansion fi-
nancing. The bank saw substantial growth during 
the past several years and will continue to grow this 
year, although, said DeLaney, it’s more likely to be 
in the 5 to 10 percent range than in the 25 percent 
range it had been previously. DeLaney acknowledg-
es that the slowdown in the economic environment 
is leading to reduced consumer spending which im-
pacts service providers and business owners across 
the board.  “But I do believe things will spring back,” 
said DeLaney.

 Sun West works with the Nevada Small Business 
Development Center and other agencies to help 
entrepreneurs and prospective business owners ex-
amine how to assess their business models and un-
derstand the market. “Many people are extremely 
talented but don’t always have the business savvy 
to be financially successful,” said DeLaney. “We in-
troduce them to programs to help them develop 
those skills.”

Prior to her Sun West role, DeLaney was founder 

of the Nevada Commu-
nity Reinvestment Corp. 
(NCRC). In that role, 
DeLaney generated com-
mitments to create a more 
than $40 million loan 
pool, which allowed the 
NCRC to build more than 
800 affordable housing 
units in Nevada for people 
who would otherwise not have been able to afford 
a home. 

DeLaney has applied her devotion to commu-
nity support in her role at Sun West which has 
achieved national recognition for its dedication to 
America’s Promise, which strives to improve the 
health and well being of America’s youth. The bank 
has also raised funds for organizations including 
Boys & Girls Clubs of Las Vegas, Big Brothers Big 
Sisters of Nevada, the Shade Tree Shelter and Class-
room on Wheels.

  In terms of what lies ahead for community busi-
ness banking, DeLaney said that small businesses 
may see their loan applications scrutinized a  bit 
more closely than in the past. “There are so many 
great businesses out there that have done well, and 
we’re proud to be part of it,” said DeLaney. “We’re a 
banking partner. We want to see people succeed.”  

Jackie DeLaney, President and CEO Sun West Bank
By Lisa McQuerrey
Special Publications writer
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I
t can sometimes be tough to pin down what Bob 
and Judy Alvarez do. The bigger question may 
be what don’t they do? With their company, RJ 
Communication Concepts LLC, the couple 

provides value-added communications solutions 
for some of the largest companies in the world, both 

as a supplier and 
consultant. But that’s 
only the beginning.

“We’re small but 
mighty,” Judy Alvarez 
said. Snce 1995, at 
first operating as a 
telecommunications 
consulting firm, RJ 
C o m m u n i c a t i o n 
Concepts was a 
culmination of the 
couple’s combined 60-
plus years of working 

for large telecommunications companies — Judy in 
sales  and Bob in operations. After retiring, the couple 
found consulting a natural next step. Then in 2002, 
the company took on a distributorship role for some 

of its consulting clients, expanding beyond its home-
based office and adding nine employees.

Bob explained the company’s transition from a 
consulting group to much more.  One of  his clients 
told him, “Put your markup on it and order it,” Today, 
about 50 percent of their business comes from 
distributing electronic components and testing 
equipment and 30 percent from providing 
clients with information technology supplies. 
The rest is a combination of consulting, 
training and business supply  offerings. 
Additionally, the company can provide maintenance 
services to telecommunications towers around the 
nation and provide military apparel to government 
agencies in addition to technical hardware. Some 
of RJ’s customers include major corporations like 
Lockheed Martin, L-3 Communications, Rockwell 
Collins and General Dynamics.

Adding the supplier role, RJ’s revenues  exploded. 
In 2005, the company generated $1.2 million in sales. 
In 2006, the number swelled to $4.1 million, then 
$7.2 million in 2007, and in economically challenged 
2008, the mighty little company  projects $20 million 
in revenues. “A big reason our business has taken off 
the way it has is all the different credentials we have,” 
Judy said.

On the distribution side, when a purchase order 

is placed, Bob puts his years 
of operations experience 
into practice to make sure 
the orders are completed 
on time and with great 
accuracy. “I tell people once 
a purchase order comes 
through, it’s follow up, 
follow up, follow up,” he said. “No surprises.”

RJ also does its part for the community, 
helping various local nonprofits like the North 
Las Vegas Boys and Girls Club, Nathan Adelson 
Hospice and Sunrise Children’s Foundation 
among others. “It’s one of our goals, this year, to 
do more community work,” Judy said. “We feel a 
level of social responsibility. Even if you’re small, 
you can still do something.” The couple also likes 
to help out at Nellis Air Force Base in November, 
where more than 500 Air Force families are fed 
at Thanksgiving.

Bob highlights the company’s ability to create 
jobs through its many arms of business that 
reach around the country. “That’s probably one 
of the things I’m most proud of,” he said. 

Robert & Judy Alvarez
RJ Communication 

Concepts LLC
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By Brian Sodoma
Special Publications writer

Home-based Business Champion of the Year:
RJ Communication Concepts
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I
f your Escada shoe’s broken, fix it. If your 
Louis Vuitton purse strap rips, sew it. There’s 
no need to throw out your favorite shoes or 
purse, according to Jerry Guederian, whose 

“fix it” philosophy has taken him and his com-
pany, Shoe Lab, all the way to the bank. The Shoe 
Lab’s where this modern-day cobbler does his 
work, trains his staff, and insists on quality work 
and complete customer satisfaction. 

The Shoe Lab specializes in all areas of shoe 
repair, from stitches to the shoe’s leather uppers 
and customized heel enhancements to wedding or 
prom shoe fabric dyeing. Repairable leather items 
include: purses, belts, luggage and furniture.  

The Nevada district office of the U.S. Small 
Business Administration (SBA) recognized 
Guederian as the 2008 Micro-enterprise Small 
Business Person of the Year. The micro-enterprise 
award is given to a businessperson who has at least 
a two-year track record of $500 thousand in sales 
and has been in business for less than 10 years.  

Nominees are judged by an independent panel 
of small-business leaders on a variety of criteria 
including staying power, growth in the number 
of employees, increase in sales, current and past 
financial records, innovations of product or ser-
vice, response to adversity and evidence of con-
tributions to community-oriented projects. 

Guederian refers to his business as the “Star-
bucks of shoe repair.” He has made a conscious 
effort to change the image of typical shoe shops 
that smell of glue and toxic fumes. Industrial-
sized, suction fans in work areas eliminate fumes 
and dust to keep employees safe on the job. He 
offers safety training to his employees on a regu-
lar basis.  

“We’ve changed the image of your typical shoe 
repair shop,” Guederian said. “We protect both 
the employees and the customers by providing 
a comfortable environment where the customer 
can wait while we do the work.” 

Guederian defines his business as an old-
school type of business where craftspeople learn 
on the job. He hires people with a basic shoe-
making foundation and trains them to his stan-
dards. His youngest employee is 40 years old but 
he hopes to bring  young people into the business 
in order to keep the art of shoemaking alive.    

Slow and steady growth is how Guederian 
built his business. Shoe Lab customers at four lo-
cations in the Las Vegas Valley are invited to stick 
around the shop (if they have the time), enjoy a 
cup of coffee and watch Guederian’s well-trained 
cobblers repair their shoes, purse or luggage. The 
Shoe Lab’s viewing window invites customers 
to watch their items being repaired on the Lab’s 
Pepto-Bismol-colored equipment. 

In addition to entertainment, The Shoe Lab on 
the Strip offers convenience for tourists who may 
have broken a heel or a luggage strap while visiting 

Las Vegas. Shoe Labs in Henderson, Summerlin 
and the corporate office/warehouse on Highland 
Dr. offer convenient locations for locals.         

Not one to overlook the obvious, Guederian 
has tapped into the bread and butter of Las Ve-
gas’s tourism industry. As Nevada’s largest shoe, 
boot and luggage repair company, much of his 
business comes from Strip performers from 
shows like La Reve at Wynn Las Vegas and Jubilee! 
at Bally’s; exclusive hotels including Mandalay 
Bay and Wynn Las Vegas; high-end department 
stores like Barneys New York at The Shoppes at 
the Palazzo and other department stores in the 
Fashion Show Mall.     

“As they say, the show must go on,” Guede-
rian said. “So, we have repaired as many as 100 

pairs of shoes a day! The dancers’ shoes must be 
in good shape for them to perform night after 
night.” 

Guederian offers a pickup service to guests 
who stay at Strip hotels such as the Bellegio, and 
the Mandalay Bay Hotel and Spa Resort. The 
resorts’ guest services departments rely on the 
Shoe Lab to take care of their customers who 
may have shoes, belts or luggage in need of re-
pair while staying at the hotel. “Word of mouth, 
referrals and our reputation have made us suc-
cessful,” Guederian said, adding that 70 percent 
of his customers are women and the other 30 
percent are men.

As a young man, 
Guederian studied 
in Italy with a profes-
sional shoe designer 
to learn the shoe 
making/repair busi-
ness. That’s where he 
developed a passion 
for leatherworking. 
He is a graduate of the Ars Sutoria Institute in 
Milan, Italy with a bachelor’s degree in shoe de-
sign.   

Guederian worked in Italy and Switzerland 
before coming to the United States. His first 
American stop was Pasadena, Calif. where he 
owned and managed Roxanne Shoe Repair. Next, 

he went to Los Angeles where for 16 years he was 
owner and president of Campus Shoe Repair. At 
Campus Shoe Repair, Guederian employed 10 
people and repaired shoes for celebrities as well 
as UCLA students. It was in Los Angeles that he 
added luggage repair to his business line. 

The first Shoe Lab opened in Los Angeles 
in 1989 and shortly after he began franchis-
ing Shoe Lab that resulted in a chain of stores 
throughout Southern California. In 1995, he 
packed up his business and moved to Las Vegas 
and has repaired shoes all across the Las Vegas 
Valley ever since. 

By Jeannette Green Davies
Special Publications writer

Micro-enterprise Small Business 
Person of the Year: Jerry Guederian
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When Jerry Guederian came to us with a need to expand, 
we gave his shoe repair business, Shoe Lab, the financing 
to grow. Now, this small business with big sales won 
the SBA’s 2008 Microenterprise Business Person of the 
Year for Nevada. 

Our congratulations to Jerry!

As a preferred Lender of the SBA, Community Bank of 
Nevada and your small business can be a perfect pair 
too. Our three SBA Lending programs are designed to 
help meet your business needs. At Community Bank 
of Nevada we succeed when you do.

       SBA
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   LENDER

Shaundell Newsome
President & CEO

Newsome Marketing
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W

hile Shaundell Newsome says he’s grateful to be rec-
ognized as the 2008 Small Business Administration’s 
Minority Small Business Champion of the Year, it’s 
not awards that drive him. Said Newsome, “I be-

lieve it’s something everyone should do on a regular basis. Give 
something back. Make it work.” 

As president and CEO of Newsome Marketing Enterprises, New-
some began his career in marketing at the age of 14 while attend-
ing the High School of Graphic Communication Arts. He went on 
to serve 10 years in the United States Air Force where he enhanced 
his communication skills by becoming the Morale 
Welfare and Recre-
ations Coordinator.

 Following his 
stint in the mili-
tary, Newsome 
joined Station 
Casinos’ market-
ing department. 
As rewards cen-
ter manager, he 
worked with the 
Boarding Pass 
launch team 
to develop the 
popular rewards 
program. As the 
resort’s first mar-
keting director, he branded the property’s newly ac-
quired Santa Fe Station.

 Looking for a way to focus his attention on pro-
viding practical, yet “outside the box” marketing 
solutions for small businesses, Newsome Market-
ing Enterprises was founded in 2006. The company 
started with 12 clients with Newsome and a single 
assistant handling the entire workload.

While working to develop his own career path, 
Newsome endeavored to create opportunities for 
others, particularly in the minority-business com-
munity. As a board member for the 100 Black Men 
of Las Vegas, Newsome focused on creating new 
opportunities for the nonprofit organization. He 
also worked with Valley Center Opportunity Zone 
(VCOZ) to assist small minority businesses within 
the enterprise zone by presenting workshops, includ-
ing his well-known Marketers Anonymous — A 12-
Step Plan, as well as providing private consultations. 
“I’ve tried to help small businesses understand how 
to market themselves, giving them tools they can uti-
lize on a shoestring budget,” said Newsome. “Small 
business is the backbone of this country and the rea-
son we’re having serious economic issues right now 
is because small business is not as vibrant as it once 
was.” Added Newsome, “When I started my business 
I said to myself, small business is the most important 
part of the business community, but they just don’t 
have the resources for these types of services.” 

 Newsome works closely with organizations in-
cluding the Urban Chamber of Commerce and the 
North Las Vegas Chamber of Commerce. Not only 
does he offer his expertise to the membership in the 

form of workshops and seminars, he also works with the orga-
nizations themselves. Newsome aided the Urban Chamber’s re-
branding efforts and helped them identify new ways to connect 
African-American and minority-owned businesses with com-
merce opportunities. Said Newsome, “It’s all about connecting 
people with resources.” 

“People think they need to always look out for themselves 
these days,” said Newsome. “I believe when you look out for 
others, God will take care of the rest.”

Minority Small Business Champion of 
the Year: Shaundell Newsome
By Jeannette Green Davies
Special Publications writer



I
n Business Las Vegas writer Stephanie Tavares 
grew up in a small town that didn’t have access 
to many big-city newspapers, but when she 
was in high school, she identified with a lo-

cal television news anchor who made her wonder 
if she, too, 
could pur-
sue a career 
in journal-
ism. By the 
time she 
was a news 
clerk for 
her college 
paper, she 
was hooked. 
“That really 
l a u n c h e d 
my love for 
writing, ed-
iting, news 
and news-
papers,” said 
T a v a r e s .  

Tavares has reported on small-business issues for 
In Business for nearly three years. She not only 
covers business issues but advocates for small busi-
ness as well, learning their perspectives, positions 
and needs. Tavares knows how to make complex 
issues understandable and provides readers with 
tools to be successful in today’s market.  

“Getting to know so many small-business 
people has been fascinating,” said Tavares. “And 
there’s so much community involvement from 
the small-business community that people just 
don’t hear enough about. They’re out there just 
chugging along, trying to make it all work, and 
yet they also make time for community support.” 

Tavares recently took on the challenge of 
covering utilities and environmental issues 
for In Business. At first glance, those subjects 
might not seem exciting, but Tavares couldn’t 
be more enthusiastic. “From renewables to new 
technologies to ever-changing legal issues … 
there are so many moving pieces that’s it’s just a 
really fascinating time to be covering these in-
dustries,” said Tavares. 

Tavares plans to continue her role as a business 
writer with a goal of delivering news and infor-
mation in a way that offers real value for small-
business readers. One of her ongoing missions is 

to keep business owners up 
to speed on the wide and 
varied resources available. 
Noted Tavares, “The Small 
Business Administration, 
SCORE (Senior Core of Re-
tired Executives), Nevada 
Small Business Develop-
ment Center … there are so many incredible re-
sources out there for people to take advantage of.” 

  In addition to her work, Tavares donates 
time to the National Association of Business 
Journalists, the National Association of His-
panic Journalists and the International Studies 
Association. Additionally, she served on a panel 
of the 2007 Women of Color Conference and 
on the local level, Tavares supports Adoption 
Exchange, Henderson Libraries and Henderson 
Parks & Recreation. 

Tavares said she feels fortunate to be part of 
the Greenspun Media Group family. “In Busi-
ness is a great newsroom to work in,” said Tava-
res. “We all feel appreciated, which is something 
you don’t often get in this field. They’re flexible 
and they listen to story ideas. I felt valued right 
from the beginning.”

Stephanie Tavares
In Business Las Vegas

2008 SBA 
SMALL
BUSINESS 
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SMALL BUSINESS 
JOURNALIST OF 

THE YEAR

Small Business Journalist of the Year:  
Stephanie Tavares, In Business Las Vegas
By Jeannette Green Davies
Special Publications writer
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I
n the course of doing business, consumers, 
business professionals and even the average 
Joe, seem confused about what constitutes a 
small business. How small is a small business 

anyway?
The SBA adheres to the Federal Small Business 

Act, which states that a small business concern is 
“one that is independently owned and operated 
and which is not dominant in its field of opera-
tion.” The act also states that to determine a small 
business, the definition will vary from industry to 
industry. The SBA’s small-business size regulations 
are implemented by the Small Business Act’s man-
date to the SBA.  

When the U.S. Congress first established the 
SBA in 1953, Nanette Randolph, public informa-
tion officer for the Nevada arm of the SBA, said 
the fundamental question was just what numerical 
definition should the SBA use to define businesses, 
industry by industry, to determine which were eli-
gible for SBA programs. Over the years, the SBA es-
tablished and revised numerical definitions for all 
for-profit industries and this numerical definition 
is called a “size standard.” 

According to Randolph, a small business is al-
most always ranked either by the number of em-
ployees or average annual receipts. All federal 
agencies must use SBA’s size standards to identify a 
small business for federal governmental contracts. 
Agencies use SBA size standards for other programs 
and regulations as well, unless they are authorized 
by federal statute to use a different protocol. 

The SBA develops and recommends size stan-
dards to the policy board and to the SBA admin-
istrator. These include recommendations on small 
business definitions that other federal agencies pro-
pose. Under the Small Business Act, federal agen-
cies must obtain the approval of the SBA admin-
istrator before adopting a size standard different 
from the SBA size standard.

The office of government contracting makes 
formal size determinations on whether a business 
qualifies as an eligible small business for SBA pro-
grams. The office of hearings and appeal’s (OHA) 
role is to review appeals of formal size determina-
tions. The office of general counsel interprets size 
standard regulations for the agency and intervenes 
in OHA size determination appeal cases if neces-
sary. These offices coordinate on all size standard-
ization issues.

SBA recognizes a small business as one with a 
small number of employees, yet, the legal defini-
tion of “small” varies by country and industry, but 
usually means a business under 100 employees in 
the United States. However, other methods are also 
used to classify small companies such us annual 
sales (turnover), assets value or net profit (balance 
sheet), alone or in a mixed definition. 

The SBA is an independent agency of the execu-
tive branch of the federal government. It is charged 
with the responsibility of providing four primary 
areas of assistance to American small businesses. 
These are: advocacy, management, procurement 
and financial assistance. Financial assistance is de-

livered primarily through SBA’s 
investment programs, business 
loan programs, disaster loan pro-
grams and bonding for contrac-
tors.

UNLV is home of the Nevada 
Small Business Development 
Center (NSBDC) a statewide re-
source for business assistance that 
provides a unique array of ser-
vices, expertise and training in all 
areas including start up, growth, 
and development of a business. 
The NSBDC offers information 
and guidance in understanding 
and complying with environmen-
tal regulations. In addition, the 
NSBDC provides useful informa-
tion and analyses of the economy, 
environment and demographic 
data to help businesses, govern-
ment and other organizations 
promote economic growth.

Typical examples of small 
businesses include: convenience 
stores, delicatessens and hair-
dressers in addition to accoun-
tants, photographers, small-scale 
manufacturing concerns and 
more. The smallest businesses, 
often located in private homes, 
are called micro-businesses. The 
term “mom and pop business” is 
a colloquialism for a single, fam-
ily-operated business with few 
(or no) employees other than the 
owners themselves. When judged 
by the number of employees, the 
American definition is under 10 
employees. 

The SBA provides a huge service to people who 
need funding to start a small business and to the na-
tion as a whole since those small businesses, in ag-
gregate, bolster the entire U.S. economy. The SBA’s 
Web site makes this powerful mission statement: 
“The SBA was created in 1953 as an independent 
agency of the federal government to aid, counsel, 
assist and protect the interests of small business 
concerns, to preserve free competitive enterprise 
and to maintain and strengthen the overall econ-
omy of the nation. We recognize that small busi-
ness is critical to the country’s economic recovery 
and strength, to building America’s future, and to 
helping the United States compete in today’s global 
marketplace.” It’s a big job but one that has been 
well handled by the dedicated people of the SBA. 

Although the SBA has grown and evolved in the 
years since it was established, the mission remains 
the same: The SBA helps Americans start, build 
and grow businesses. Through an extensive net-
work of field offices and partnerships with public 
and private organizations, SBA delivers its services 
to people throughout the United States, Puerto 
Rico, the U.S. Virgin Islands and Guam. 

To answer the question of how small a small busi-
ness is, look to the SBA size regulations mandated 
by federal law. While the term “small business” var-
ies by the type of industry, the bottom line is that 
the SBA assures that small businesses of varies sizes 
in specific industries all have an equal opportunity 
to benefit from SBA funding and resources.   
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By Jeannette Green Davies
Special Publications writer

How small is a 
small business?



By Jeannette Green Davies
Special Publications writer

M
om entrepreneurs, Gina Robison-
Billups and Brenda Prinzavalli, are 
co-authors of the Accomplish-
ment Journal for Moms, a booklet 

that offers women, those who work at home 
or the office, the opportunity to document 
daily accomplishments, outline goals and 
evaluate business progress. More than the 
average day planner, the Accomplishment 
Journal for Moms includes motivational 
quotes and timesaver tips. 

“It has been said that you can make more 
money, but you can’t make more time,” Ro-
bison-Billups said. “As a working mom, time 
is my number one priority because once it’s 
gone, it’s gone.”

Robison-Billups is president and founder 
of the Moms in Business Network and the 
local International Association of Working 
Mothers (IAWM). Robison-Billups has a mar-
keting background and Prinzavalli is the CEO 
of Balanced Organizing Solutions. 

“Accomplishment journals are for work-
ing moms who want balance, enrich-
ment, growth and wisdom to guide them 
through the day,” Robison-Billups said. 
“Journals [the Accomplishment Journal for 
Moms] can be purchased on our Web site 
at www.mibn.org.”

Prinzavalli and Robison-Billups plan to ex-
pand the line of accomplishment journals to 
other professions like accountants, managers 
and business owners. They will also custom-
ize accomplishment journals and include 
a company logo and/or motto for in-house 
training seminars. According to Prinzavalli 
and Robison-Billups, many companies pur-
chase them to commemorate anniversaries 
or specific campaigns.      

In addition to the accomplishment journal, 
Robison-Billup offers women the opportuni-
ty to join the Effectiveness Club, a group that 
offers support and encouragement. Women 
in the club act as a sounding board for new 
ideas or to discuss and explore business and 
parenting challenges. “We all need support 
and coaching, but why do we seek that from 
people who don’t understand what it’s like 
to be a working mom or business owner?” 
Robison-Billups questioned. 

Mom-to-mom and one businesswoman 
to another is how Robision-Billups views 
the exchange between women within the 
Moms in Business Network, the IAWM and 
the Effectiveness Club. Armed with an Ac-
complishment Journal for Moms and an 
entire network of women, all women can 
move forward into the business world 
bound for success. 

F
lora Jackson is a business 
coach who doesn’t stand on 
the sidelines. She’s a team play-
er who offers business owners 

the opportunity to strengthen their 
business through her company 
BusinessCoach.com.  

Jackson places all of a company’s 
tools, from the mission statement 
to the strategic plan, on the table 
before she starts the coaching pro-
cess. Next, she explains the three 
phases of business coaching that 
include assessment, implementa-
tion and maintenance. “True busi-
ness coaching is about changing 
the bottom line,” Jackson said. “A 
business coach’s ability to evoke 
effective conversations within the 
company is a talent that serves 
companies well.”   

During the initial assessment, 
Jackson observes the organization’s 
business culture and determines 
the organization’s overall health. 
Through a series of assessments 
and questions, Jackson discovers 
what works, what doesn’t and what’s 
missing from the company’s work 
environment. At the implementa-
tion phase, Jackson monitors and 
measures actions that the organiza-
tion has taken to meet their goals, 
such as a new sales pitch. The maintenance phase 
addresses the organization’s immediate needs or 
concerns and can occur at any time during coach-
ing. The process usually lasts a year and includes a 
follow-up contact.  

Jackson takes a holistic approach to cure busi-
ness woes. She’s a certified business coach with a 
Bachelor of Science in business management and 
a Master of Arts in communication from UNLV. 
Jackson also has a Master of Boardmanship cer-
tification from the California School Boards As-
sociation from her stint as an elected trustee in 
California. She’s also been an adjunct professor in 
communication at UNLV.      

“Passion, commitment and planning are what 
make a business successful,” Jackson said. “Being 
passionate about what you are selling [product] or 
providing [service] takes the work out of the busi-
ness and replaces it with the challenge of success.”  
  BusinessCoach.com’s founder, Gary Henson, has a 
passion for business. Henson, who is also Jackson’s 
mentor, felt unfulfilled as a successful real estate 
professional and decided he’d rather teach busi-
nesses how to put their best face forward. Now, he 
offers his business name, management sensibilities 
and training materials to affiliates across the coun-
try that have individualized contracts with Busi-
nessCoach.com. 

Henson has a strong commitment to his busi-
ness coaches. Each week, he communicates ideas 
and practices via conference calls with coaches 
across the country. “As business coaches, we must 
practice what we preach,” Henson said. “Monday 
morning pep talks are mandatory because they 
motivate us to walk through the door of companies 
all over the United States armed with the latest in 
business practices.”    

Jackson said business coaches take the pressure 
off decision makers and help manage company 
and employee expectations. Jackson trains people 
to recognize commitment and planning as es-
sential elements that require them to take a close 
look at their company’s strengths and challenges. 
A team that shares and expresses the company’s vi-
sion, mission and core values is critical, according 
to Jackson, who offers  the ability to develop and 
implement tools to measure success. She follows 
businessman Simon T. Bailey’s philosophy who 
said, “Failure is not final, it’s feedback.”

Feedback and accountability are two reasons to 
hire a business coach. Jackson, who has extensive 
engineering knowledge, has clients that include ar-
chitectural and construction firms.

Time management is another coaching area 
where Jackson offers ideas and tools to help bal-
ance work and personal life. Jackson says organiza-
tion is the key to manage the balance .

Business coaches help 
improve the bottom line
By Jeannette Green Davies
Special Publications writer
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CHAMBERS OF COMMERCE

American Indian Chamber of Commerce of Nevada
(702) 693-6698
www.aiccn.com

Asian Chamber of Commerce 
(702) 737-4300
www.lvacc.org

Boulder City Chamber of Commerce
(702) 293-2034
www.bouldercitychamber.com

Henderson Chamber of Commerce
(702) 565-8951
www.hendersonchamber.com

Internet Chamber of Commerce
(702) 914-0100
www.lvicc.com

Las Vegas Chamber of Commerce
(702) 735-1616
www.lvchamber.com

Latin Chamber of Commerce
(702) 385-7367
www.lasvegaslatincc.com

North Las Vegas Chamber of Commerce
(702) 642-9595
www.nlvchamber.org

Sin City Chamber of Commerce
(702) 450-7222
www.sincitychamberofcommerce.com

Las Vegas Urban Chamber of Commerce 
(702) 648-6222
www.urbanchamberlv.org

Women’s Chamber of Commerce of Nevada 
(702) 733-3955
www.womenschamberofnevada.org

GOVERNMENT AGENCIES

Bureau of Labor Statistics
(202) 691-5200
www.stats.bls.gov

City of Henderson – Business License
(702) 267-1730
www.cityofhenderson.com/buslicense/php/buslicensebody.
php

Clark County Assessor’s office
(702) 455-3882
www.co.clark.nv.us/assessor

Clark County Business License
(702) 455-4252
www.co.clark.nv.us/business_license

Community Development Programs 
Center of Nevada
(702) 873-8882 
www.expand2nevada.com/atoz/bus_entreprenurial/

Economic Development of Western Nevada
www.edawn.org
(775) 829-3700

Federal Grant Resources
(702) 388-6611 (SBA Nevada District office)
www.sba.gov/expanding/grants.html

Henderson Economic Development Office
(702) 267-1650
www.hendersonmeansbusiness.com

Internal Revenue Service
(702) 868-5005
www.irs.gov

Las Vegas Business Services Division
(702) 229-6281
www.lasvegasnevada.gov
 

Las Vegas Office of Business Development
(702) 229-6551
www.lasvegasnevada.gov/Government/7480.htm 

Las Vegas U.S. Export Assistance Center 
(U.S. Commercial Service, Department of 
Commerce)
(702) 388-6694
www.buyusa.gov/nevada/lasvegas.html

Nevada Commission on Economic Development
(702) 486-2700
www.expand2nevada.com

Nevada Department of Business and Industry
(702) 486-2750
www.dbi.state.nv.us

Nevada Department of Employment, Training  
and Rehabilitation
(775) 684-3800
www.detr.state.nv.us

Nevada Department Employment,
 Training & Rehabilitation
Bureau of Vocational Rehabilitation
(702) 486-5230
www.detr.state.nv.us/rehab/reh_vorh.htm

Nevada Department of Taxation
(702) 486-2300
www.tax.state.nv.us

Nevada Department of Transportation
(775)-888-7000
www.nevadadot.com

Nevada Division of Insurance
(702) 486-4009
www.doi.state.nv.us 

Nevada Division of Industrial Relations 
Occupational Safety and Health Administration
(702) 486-9020
www.dirweb.state.nv.us/OSHA/osha.htm

Nevada Division of Industrial Relations
Safety Consultation and Training
(702) 486-9140 
www.4safenv.state.nv.us/helpful.htm

Nevada Gaming Control Board
(702) 486-2000
www.gaming.nv.gov 

Nevada JobConnect Henderson office
(702) 486-0300 
www.nevadajobconnect.com

Nevada JobConnect Las Vegas office
(702) 486-0100
www.nevadajobconnect.com

Nevada JobConnect North Las Vegas office
(702) 486-0200
www.nevadajobconnect.com

Nevada JobConnect Southern Nevada Rural office
(775) 537-2323
www.nevadajobconnect.com

Nevada Office of the Labor Commissioner
(702) 486-2650
www.laborcommissioner.com

Nevada Secretary of State
(702) 486-2880
www.sos.state.nv.us
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Nevada State Contractors Board
(702) 486-1100
www.nscb.state.nv.us

North Las Vegas Economic Development Division
(702) 633-1523
www.cityofnorthlasvegas.com

Nevada Procurement Outreach Program
(702) 486-2716
www.nvoutreachcenter.com

Rural Nevada Development Corporation
 (Headquarters in Ely)
(775) 289-8519
www.rndcnv.org

Rural Nevada Development Corporation
 (Pahrump office)
(775) 751-1947
www.rndcnv.org

Small Business Administration Business Law 
www.business.gov/topics/business_laws

SBA Small Disadvantaged Business
(202) 619-1850
www.sba.gov/sdb

SBA Nevada District Office
(702) 388-6611
www.sba.gov/nv

SBA Office of Advocacy, Regional Advocate
(602) 745-7237
www.sba.gov/advo/regional.html#RIX

SBA Women’s Business Center
(702) 734-3555
www.onlinewbc.gov

Social Security Administration
(702) 248-8717
www.ssa.gov
Southern Nevada Workforce Investment Board
(702) 638-8750 
www.snwib.org

U.S. Business Advisor
www.business.gov

U.S. Citizenship and Immigration Services
(800) 375-5283
www.uscis.gov

U.S. Copyright Office 
(202) 707-5959
www.copyright.gov

U.S. Department of Labor
(866) 487-2365
www.dol.gov

U.S. General Services Administration 
(Office of Small Business Utilization) 
(202) 501-1021
www.gsa.gov

U.S. Patent and Trademark Office
800-786-9199
www.uspto.gov

SMALL BUSINESS COUNSELING 
& ASSISTANCE CENTERS

Business Environmental Program
(part of the Nevada Small Business Development Center)
(702) 866-2390
www.nsbdcbep.org

Disadvantaged Business Enterprise 
Outreach Program
(part of NSBDC)(702) 895-4270
www.nsbdc.org

Geographic Information Services 
(demographic research)
(part of the NSBDC) (702) 895-4270
www.nsbdc.org

Henderson Business Resource Center
(702) 992-7200
www.hendersonbizcenter.com

National Federation of Independent Business
(800) NFIB-NOW
www.nfib.com/page/homeNV

Nevada Development Authority
(702) 791-0000
www.nevadadevelopment.org

Nevada Microenterprise Initiative
(702) 734-3555
www.4microbiz.org

Nevada Minority Business Council
(702) 894-4477
www.nvmbc.org

Nevada Small Business Development Center
(702) 895-0852
www.nsbdc.org

Safety Assistance Service 
(part of NSBDC)
(702) 866-5985
www.unlv.edu/centers/nsbdcsas/

Service Corps of Retired Executives, Henderson
(702) 992-7207
www.scorelv.org

Service Corps of Retired Executives, Las Vegas
(702) 388-6104
www.scorelv.org

Service Corps of Retired Executives, North Las Vegas
(inside North Las Vegas Chamber)
(702) 642-9595
www.scorelv.org

Service Corps of Retired Executives, Pahrump
(775) 727-9471
www.scorelv.org

University of Nevada, Las Vegas
Center for Entrepreneurship
(702) 895-3362
www.business.unlv.edu

Commercial Construction
Solutions Including:

Tenant Improvements

Remodeling

Ground up Buildings

Hospitality &

Restaurant Construction

3125 W. Ali Baba, Suite 704, Las Vegas, NV 89118

Certified minority owned company.

CALL For more info
702.487.6125

General Contracting
with Superior Results!



IS YOUR HOME OFFICE 
too small FOR YOUR 

GROWING BUSINESS?

Nevada's ONLY business incubator, with:
• Flexible space
• Furnished offices, complete with telephone system, 

fax and T-1 data lines
• Affordable rates (utilities included!)
• Seminar, conference and break rooms
• Onsite Business Assistance

For more information contact the 
Henderson Business Resource Center!

Conveniently located in downtown Henderson. 
112 S. Water Street, Henderson, Nevada

w w w . H e n d e r s o n B i z C e n t e r . c o m

SMALL BUSINESS ORGANIZATIONS

American Business Women’s Association
(800) 228-0007
www.abwa.org

Better Business Bureau of Southern Nevada
(702) 320-4500
www.vegasbbb.org

Entrepreneurs Organization
(703) 519-6700
www.eonetwork.org

International Franchise Association
(202) 628-8000
www.franchise.org

IRS Small Business and Self Employed 
One-Stop Resource
www.irs.gov/businesses/small/index.html

Moms In Business Network, Las Vegas chapter
(702) 310-3202
www.mibn.org

National Association of Women Business Owners 
Southern Nevada Chapter
(702) 571-0462
www.nawbo.org

Southern Nevada Human Resources Association
(702) 362-0388
www.snhra.org 

Vegas Young Professionals
(702) 735-2196
www.vegasyp.com

Women’s Business Enterprise National Council
(202) 872-5515
www.webenc.org



HR disasters and 401(k) blunders

New business owner? Five mistakes to avoid

It’s a step in a businesses’ growth that is as nerve-
racking as it is necessary. Hiring employees, whether 
the first or 50th, is too often a painful trial-and-error 
learning process. Howard Winters, CEO and founder 
of Payroll Solutions Group Ltd., which offers per-
sonnel management services, payroll and tax ad-
ministration and other administrative services to 
busy business owners, said the biggest risk facing 

businesses comes 
when the owner 
hires the first em-
ployee. “Chances 
are, if you’re in busi-
ness you’re good at 
something. … But 
you’re exceptionally 
ill-equipped to deal 
with laws and com-
pliance issues,” Win-
ters said. With this 
in mind, the human 
resources expert 
offers guidance for 

businesses taking on new staff as well as those offer-
ing 401(k) plans.

Leaving out word of mouth
Winters cautions against relying on word-of-

mouth to find a new hire. “Don’t hire someone be-
cause the receptionist knows someone who knows 
someone,” he said, adding that jobs should be post-
ed both within the company as well as externally. 
In employment ads, it’s also important to avoid any 
terms that refer to what Winters calls “protected char-
acteristics.” These can be references to gender, age or 
other more specific criteria.

Stick to the facts 
It’s common for small talk to surface in job inter-

views, added Winters, but keeping the conversation 
to the requirements needed for the position is key to 
avoiding legal problems. “If I don’t need to know it, I 
don’t ask,” he said. “Avoid age-related questions, gen-
der-related questions, medical, religion, just don’t go 
there. You have to ask yourself ‘What do I need to ask 
the applicant about their skills for this position?’” 

If an applicant talks about his or her personal life 
in an interview, it’s important to avoid any follow-up 
questions about the topic. 

Avoiding culture clash 
Winters encourages every employer to have a 

company vision or a set of core values, coupled with 
a plan on how to achieve goals set by those values. 
Having a vision and mission that is shared by ev-
eryone in the company helps to create a company 
culture. Then, when looking at an applicant, an em-
ployer can assess whether the applicant’s personal 
goals and overall personality are a match for his or 
her company’s culture. “You can end up hiring some-
one who is very technically competent but who is a 
complete mismatch for the culture of the company,” 
he added.

Don’t believe that résumé 
“Once you’ve found that someone that is per-

fectly in alignment with your company culture, the 
next thing you need to do is not believe anything 
on the résumé,” Winters advised. He said for sales 
positions candidates who make big claims about 
past experience should be willing to back up their 
top sales performance with a W-2. Background 
checks can also be used and checking references is 
a must. “You have to think ‘What are the costs of hir-
ing that person?’ All the salary and benefits, training 
… and if it’s a salesperson, that impacts the relation-

ship with customers,” Winters added.

401(k) education 
While Winters is first to admit any 401(k) is bet-

ter than no 401(k), he also said employers should 
be aware of the best options available for both 
them and their employees. Winters asserts that 
it is the employer’s responsibility to educate em-
ployees on the importance of saving. “Personally, I 
really feel as an employer I have the responsibility 
to encourage saving,” he said. “Simply by offering 
a 401(k) and giving them the incentive to partici-
pate. That’s a great start.”

Hidden 401(k) fees 
In perhaps his most important piece of advice, 

Winters purports, “Every 401(k) is broken. And the 
reason is that dirty little secret called ‘revenue-shar-
ing.’” Winters said there is an estimated 1 to 2 percent 
of “pure unadulterated excess” in the $4 trillion worth 
of 401(k)s currently in place. 

He gives the example of a plan administrator 
agreeing to charge 180 basis points, or 1.8 percent, for 
a plan started by an employer. The agreed upon com-
mission, however, never changes, but subsequently, 
the amount in fees collected increases through the 
years with every employee’s and employer’s contri-
bution. “As assets grow, there is not a disproportion-
ate growth of work to administrate that plan in order 
to command this fee,” he said. “It costs no more to run 
a plan if it has a hundred thousand dollars in it than it 
does to run it with two million dollars in it.”

Citing a Fidelity study, Winters said simply trim-
ming a fee schedule by 50 basis points, or one-half 
of a percent, can increase an investor’s final balance 
by 25 percent over a 20-year span. He said business 
owners should look at getting commission charges 
in the 100-basis point range, and as the size of the 
plan increases, the percentage should decrease.

By Brian Sodoma
Special Publications writer

There are many paths to success when target 
marketing a great idea. But universally, all busi-
ness owners who achieve their goals do so through 
ample planning, trial and error, and above all, a 
keen sense for knowing when to take a ‘grow at all 
costs’ position.
Build it and they won’t care syndrome

The “build it and they will come” mentality is 
great for film, but lousy for business, says Henry 
DeVries, co-author of the book “Pain Killer Mar-
keting.” DeVries said too often new business own-
ers don’t invest enough time marketing, both from 
a lead generation and a lead conversion standpoint. 
DeVries said that when new business owners start 
out, they don’t put enough time into converting 
leads into sales. Essentially, he says have your steps 
for closing the deal in place before working with a 
prospective client.
Systems paranoia sets in

DeVries said next comes pounding the pavement 
for customers, but some fear they might start mar-

keting too early, a fear he calls unfounded. “Without 
a customer it’s all conjecture and theory,” he said. 
“You need to get a general sense of how things are 
going to go and then get going in that direction.” 
Too much success too quickly

While over-planning can keep some on the 
sidelines, not planning for growth is also known 
to derail more than a few businesses, said Brenda 
Prinzavalli, owner of Balanced Organizing Solu-
tions, a Henderson-based firm that helps business 
owners get organized. “Unfortunately, not planning 
for growth is one of the mistakes I see. Things are 
going well and all of a sudden they hit this mass that 
puts them into a crisis,” she said.

Prinzavalli recommends getting as many systems 
in place as they can, whether it’s tracking orders, re-
ferrals, marketing operations or anything else. “The 
sooner you can recognize a process that can be 
duplicated by support staff, you can delegate those 
things down the road when you grow,” she added.
Getting your Web out 

Not having a Web site, more specifically, not hav-
ing a good Web site, could be the kiss of death.“One 
of the biggest mistakes I see people make is to turn 

their Web site into a glorified brochure,” said the 
expert. “Your site should be chock-full of how-to 
articles and information a consumer can use,”said 
DeVries. Professionalism is key. “People go to a Web 
site to sniff you out. If they see a crude site with 
typos and material not updated, they’re going to 
think this must be how this person runs their busi-
ness.” DeVries calls the Internet ‘the great equalizer,’ 
because it allows a business to have a professional, 
virtual storefront even on a shoestring budget. 
Taking the next step with technology

“One of the things I generally help most business 
owners with is to increase their use of technology 
by at least one level,” added Prinzavalli, who teaches 
her clients how to get full use of their software and 
also tries to computerize at least one process in a 
client’s business that isn’t already computerized. 
She also encourages business owners to keep learn-
ing by picking up a software book or taking a class 
on a technology needed to run their business. “One 
single little component of software can unlock so 
many saved hours,” she said.

By Brian Sodoma
Special Publications writer
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Talk with a Wells Fargo banker about 
how we can help your business.

Whether it’s money for expansion, supplementary cash flow or to buy equipment, our bankers are 
experienced professionals who will understand your needs and help you find just the right solution 
for your business. From loans and lines of credit to automated payroll, your Wells Fargo banker is 
there to help. Seize your someday.SM Talk with a Wells Fargo banker, call 1-800-35 WELLS ext. 620 or visit 
wellsfargo.com/biz today.

© 2008 Wells Fargo Bank, N.A. Member FDIC. All rights reserved. (116093_8944)
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Buyers Laboratory Inc. recently honored Sharp with the coveted Line of 
the year designation for 2007. The Line of the Year award is given once 
a year to the company, whose office product line, as tested in BLI’s 
rigorous two-month laboratory evaluation, is determined to be the best 
overall based on its cumulative test results. Please visit 
www.lesolson.com  or call (702) 932-7431 for the full article and details 
of this award.

Line of the Year
Most Outstanding MFP

Call or Click 
www.lesolson.com

702.932.7431

711 Pilot Road, Suite A
Las Vegas, Nevada 89119

LES
OLSON

COMPANY

Les Olson Company is pleased to announce its 
Partnership with Greenspun Media Group. 

Sharp equipment and solutions are now in all 
Greenspun Media Offices.


