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Dear In Business Las Vegas readers:

On behalf of Snell & Wilmer LLP, I would like to ex-
press what a privilege it is to be a premier spon-
sor of the 2009 Associated General Contractors’ 

(AGC) Skill, Integrity and Responsibility 
(SIR) Awards. This year’s honorees have 
made a difference in our community 
through their commitment to excellence 
in a variety of areas.

In 2009, Nevada’s construction indus-
try has seen continued difficulties. With 
significant projects being shuttered, 
downsized or shutting down midstream, 
Nevada contractors are under greater 

pressure than ever to maintain their skill, integrity and 
responsibility to our community and our industry. As the 
AGC and our industry leaders step up to meet these re-
newed challenges in 2010, Snell & Wilmer will be there to 
support and strengthen those working to return Nevada’s 

construction industry to prosperous times for us all.
To the nominees and recipients of the 2009 SIR Awards, 

Snell & Wilmer offers its congratulations. To the In Busi-
ness Las Vegas management and staff, as always, your 
hard work and dedication to the Nevada community has 
made the SIR Awards a success. Last, but certainly not 
least, to the AGC — the voice of the Nevada construc-
tion industry — and its staff and members, we offer our 
thanks for allowing us to be a member and partner in your 
industry. We are proud to be part of this extraordinary or-
ganization and a sponsor of the 2009 SIR Awards.

Leon F. Mead II, Esq.
Construction Law Partner
Snell & Wilmer LLP
“Character comes through.”®

Dear readers,
 

Thanks for picking up the October edition of our 
Commercial Real Estate guide. This time of year 
is always exciting for us, as we again hand out 

the SIR Awards in cooperation with the Associated 
General Contractors.

Skill, Integrity and Responsibility 
are the key components behind the 
SIR Awards, which honor individu-
als and companies in the construc-
tion industry. This marks the seventh 
year of this prestigious awards pro-
gram. We’ve built a great partner-
ship between In Business Las Vegas 
and the AGC.

You’ll find profiles of each of this 
year’s five honorees inside this edition. This year’s 
award winners are a virtual who’s who in Southern Ne-
vada commercial real estate. Names such as Linda Har-
ris, Gary Siroky, Thomas Schoeman, WestCor and Mar-
tin-Harris Construction all played key roles in some of 

the city’s largest projects during the past few decades.
Our “Realty Check” columns continue to showcase 

the viewpoints of some of the top real estate experts 
in the city. In this edition, you’ll find insightful stories 
from John Restrepo (Restrepo Consulting Group), Ter-
ri Sturm (Territory Inc.) and John Maksimik (Orgill/
Singer & Associates). Additionally, there are insightful 
pieces from Kassi Belz (MassMedia Corporate Com-
munications), Jeffrey Gitomer (Buy Gitomer) and Jeff 
Grace (NetEffect).

Be sure to pick up our November edition — the last 
CRE of 2009. You’ll find the honorees for the third an-
nual Emerging Leader Awards. These are the people 
who are the real estate industry’s talented and up-and-
coming stars.

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

from the editor n n n

from the sPonsors n n n

Dear In Business Las Vegas readers:

We’re pleased to sponsor this construction 
awards issue, which honors some of the finest 
people and companies that are literally build-

ing our valley.
As everyone in the construction industry knows, it takes 

a lot of skill, effort and passion to get the 
building blocks positioned just right. And 
that’s exactly what we’ve been working on 
at Gatski Commercial Real Estate Servic-
es: getting the building blocks just right.

I’ve recently been honored with the 
title of president, and after working 
with the company for a little more than 
a year, I’m in awe of the limitless possi-

bilities. I’ve known our founder and CEO, Frank Gatski, 
for nearly 20 years. Frank and the company he’s built are 
as good as it gets. I couldn’t be more proud to oversee the 
day-to-day operations. Now that I’m in this role, Frank 
has more of a chance to focus on building relationships 
and opportunities for clients, new and not-so-new.

Another recent development at the company was the 
hiring of Lisa Brady, who has joined us as managing di-
rector, investment sales and leasing. She was a natural 
pick for taking over my former position. Lisa, who has 
15 years of experience as a transaction broker in the 
Southern Nevada market, comes to us from the local 
Cushman & Wakefield office. Lisa is active in the NAIOP 
Sustainable Development Committee and her diverse 
experience in commercial real estate will be an asset in 

advancing Gatski Commercial’s offerings.
I’m also elated to announce our newest division: tax 

abatement. We brought on Rob Helling, who previously 
worked at the Clark County Assessor and Treasurer’s of-
fices. He’s the right person for the job. This is a service 
that Gatski is offering at no cost to our clients. We’re all 
going through tough times, and we’re happy to provide 
an amenity that could help benefit your bottom line. It’s 
our way of taking thousands of dollars and putting them 
right back where they belong — into our clients’ hands.

I believe in 2010, we will begin to enjoy some broker-
age activity. The lending activities we’re seeing are based 
on entirely new underwriting criteria.

These steps are all part of our strategic path to recov-
ery. We are laying the groundwork for the foundation of 
opportunities, and through the years, we’ve learned that 
a slow and methodical approach is the way to win. And 
that’s exactly what we plan on doing.

Personal regards,

Rob Moore,
CPM, President
Gatski Commercial Real Estate Services
GatskiCommercial.com
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John restrePo 
Principal, Restrepo Consulting Group

John Restrepo has provided economic consulting services in Nevada for 20 years. Restrepo Consulting Group is based in Las 
Vegas and is the oldest and most established economics and public policy research firm in Nevada. His clients include many 
prominent private and public organizations concerned with land use and growth.

Kassi belz  
Director of Client Services, MassMedia Corporate Communications

As the director of client services, Kassi Belz oversees multiple account teams and projects with a focus on establishing strong 
relationships between the agency and its clients. Her responsibilities include managing strategic communication campaigns, 
maximizing the agency’s value to its clients and training and assisting team members with their professional development. 

realtY checK n n n

meet the eXPerts

John maKsimiK 
Broker, Orgill/Singer & Associates 

John Maksimik, CIC, CRM, LUTCF, CISR, is a commercial broker for Orgill/Singer & Associates. Since 1986, Orgill/Singer & 
Associates has expanded into one of the largest independent, multiline insurance brokerages in the state and has provided 
superior services for businesses and families throughout Southern Nevada.

terri sturm 
CEO, Territory Inc. 

Terri Sturm is the CEO and founder of Territory Inc., a Las Vegas-based development company and a market leader among 
retail developers. Sturm is a member of the International Council of Shopping Centers. She received her bachelor’s degree in 
real estate from the University of Nevada, Reno and has been a licensed Nevada real estate broker since 1978.

Jeff grace  
President, NetEffect 

 Jeff Grace is the president and founder of Las Vegas-based NetEffect, a privately held, full-service provider of computer and 
information technology support and consulting services for small- and medium-size businesses in Southern Nevada. More infor-
mation can be accessed at www.neteffect-it.com.

JeffreY gitomer  
President, Buy Gitomer

Jeffrey Gitomer is the author of The Sales Bible and The Little Red Book of Selling. President of Charlotte-based Buy Gitomer, he 
gives seminars, runs annual sales meetings, and conducts Internet training programs on selling and customer service at www.
trainone.com. He can be reached at (704) 333-1112 or by e-mail at salesman@gitomer.com. 
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John restrepo, Principal, and maria guideng, Researcher, restrepo consulting group llc

realtY checK n n n

At the risk of being accused 
of having a firm grasp of the  
obvious — the health of the 

national economy 
is the primary 
driver of the health 
of the Southern 
Nevada economy. 
Being essentially 
export-based — we 
export experience 
and entertainment 
— our economy 
is very tied to the 
health of consumer 
confidence and 

discretionary spending, not only in the 
United States but globally as well. The 
next several paragraphs cover some of 
the national economic indicators that 
most influence the performance of the Las 
Vegas economy: 

• The U.S. Bureau of Labor Statistics 
recently reported that, “Nonfarm payroll 
employment fell by 216,000 in August, and 
the unemployment rate rose to 9.7 percent. 
Since the recession began in December 
2007, payroll employment has dropped by 
6.9 million, and the unemployment rate 
has increased by 4.8 percentage points. 
Job losses have moderated in many 
industry sectors in recent months.” The 
good news — national employment data 
have shown a general slowdown in the 
rate of decline. The August drop is one-

third of the drop seen in March 2009, the 
peak month of losses.

• According to the Federal Reserve, the 
household Debt Service Ratio declined 
slightly from 13.45 in Q2, 2008 to 13.11 
in Q2, 2009 (the latest data). The DSR is 
an estimate of the ratio of debt payments 
to disposable personal income. Debt 
payments consist of the estimated required 
payments on outstanding mortgage and 
consumer debt. Additionally, the Financial 
Obligations Ratio dropped slightly from 
18.28 in Q2, 2008 to 18.05 in Q2, 2009. 
The FOR adds to the DSR car lease 
payments, rents on for-lease dwelling units, 
homeowners insurance and property tax 
payments. These are positive indicators that 
consumers are slowly paying down debt. 

• Fox News recently reported that 
credit card defaults spiked by 63 percent 
between July 2008 and July 2009. This is 
a very worrisome leading indicator of the 
possible tsunami of potential defaults that 
has been frequently discussed by analysts 
and the media in the past 12 months.

• The Institute of Supply Management 
recently reported that, “The year-and-a-
half decline in manufacturing output has 
come to an end, as 11 of 18 manufacturing 
industries are reporting growth when 
comparing August to July. While this is 
certainly a positive occurrence, we have to 
keep in mind that it is the beginning of a 
new cycle and that all industries are not 
yet participating in the growth. The August 

index of 52.9 percent is the highest since 
June 2007. The 4 percentage point increase 
was driven by significant strength in the 
New Orders Index, which is up 9.6 points 
to 64.9 percent, the highest since December 
2004. The growth appears sustainable in 
the short term, as inventories have been 
reduced for 40 consecutive months and 
supply chains will have to restock to meet 

this new demand.” An index above 50 
percent suggests the manufacturing sector 
is, by and large, expanding.

• In other good news, the ISM just 
reported that its August services index 
climbed to 48.4 percent, two points above 
the July index of 46.4 percent. An index 
above 50 percent means that the services 
sector is expanding.

Clark County Employment Growth: 
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• Continuing on this track, according to 
Reuters and the University of Michigan, 
“The Index of Consumer Sentiment was 
73.5 in the September 2009 survey, up 
from 65.7 in August, reversing the entire 
decline since last September and rising 
to the highest level since the start of 2008. 
The Index of Consumer Expectations, 
a closely watched component of the 
Index of Leading Economic Indicators, 

was 73.5 in September, up from 65.0 in 
August, and the highest level recorded 
since the September 2007 survey. The 
Current Economic Conditions Index 
rose to 73.4 in September, up from 66.6 
in August and the highest level since this 
past September’s 75.0.”

• The August Consumer Confidence 
Index from the Conference Board rose by 
14 percent to 54.1 (1985=100), up from 47.4 
in July. The Conference Board also noted 
that, “Consumers’ assessment of current 

conditions improved slightly in August. 
Those claiming business conditions are 
“bad” decreased to 45.6 percent from 
46.5 percent; however, those claiming 
conditions are “good” decreased to 8.6 
percent from 8.9 percent. Consumers’ 
appraisal of the job market was more 
favorable this month. Those saying 
jobs are “hard to get” decreased to 45.1 
percent from 48.5 percent, while those 

claiming jobs are “plentiful” increased to 
4.2 percent from 3.7 percent.” 

• The U.S. Producer Price Index 
dropped by 1.7 percent in August, after 
declining .9 percent in July, according to 
the U.S. Labor Department.

• AAA recently noted that, “Oil prices 
fell today mostly driven by fears of a 
lagging global economic recovery and a 
stronger U.S. dollar. Oil prices ended the 
day down $2.50 dollars to close at $69.54 
per barrel on the New York Mercantile 
Exchange.” AAA further indicates 
that opinions are mixed regarding the 
strength of the nation recovering before 
the middle of 2010. Accordingly, oil 
prices will continue to fluctuate.

• And last, but least, the CMBS market 
remains frozen. This very important source 
of residential and commercial real estate 
financing shows no signs of thawing.

southern nevada economy
Moving to the Southern Nevada 

economy, the local situation certainly 
presents a different set of concerns and 
challenges. The underlying issue is that our 
economic recovery is lagging behind what 
we are seeing nationally. For example:

• In August 2009, the state of Nevada 
reported that there were 846,900 
establishment-based employees (by place 
of work, includes multiple job holders) in 
Clark County. In contrast, the December 
2007 estimate was 932,900, a difference of 
-86,000 jobs, or -9.2 percent. Comparing 
this past August to August 2008 (907,300), 
the data shows a net job loss of 60,400. 
However, August saw a significant 
improvement in number of jobs lost (4,900) 
versus 11,900 in July. (See Chart 1)

• The unemployment rate in Clark 
County was 5.6 percent in December 
2007; it reached 13.4 percent this past 
August (latest estimate). According to the 
state of Nevada, the construction industry 
in Clark County had an unemployment 
rate of 5.4 percent in December 2007 and 
a rate of 21.5 percent in August 2009. 
(See Charts 2 and 3)

• While the BLS does not report the 
average number of private sector hours 

worked by county, it does so by state. The 
BLS recently reported that the average 
number of hours worked in Nevada during 
July (latest data) was 35.8, compared to 37.6 
in July 2008. Until we see at least six months 
of 40-hour workweeks, Nevada companies 
will not be hiring new employees in any 
meaningful way. Rather, companies will 
just increase hours of existing employees, 
many of whom have had their hours cut.

• The good news: At least in the short term, 
gasoline prices in Las Vegas are relatively 
low. The bad news: It’s largely due to the 
very weak national economy. According to 
AAA, the recent (Sept. 25) price of regular 
gas locally was $2.72 per gallon compared 
to $3.52 last year at this time.

• Finally, the housing market, another 
lynchpin of our economy, is seeing 
noteworthy improvements in monthly 
sales rates and some anemic reduction 
in the rate of price decline, according to 
recent media accounts.

Nevertheless, a jobless recovery for 
our region remains a real possibility. 
Unfortunately, it will take awhile before 
the improvements we are seeing at the 
national level will be felt in Southern 

Nevada, because of the nature of our 
discretionary spending-based economy. 
The damage to consumer confidence 
and spending during this recession is 
unprecedented. Both of these indicators 
must be considerably “repaired” before 
the local economic recovery begins. 
Hopefully, the federal government’s 
second wave of stimulus spending in 
2010 will help in this process.

the construction industry
To say that Las Vegas’ construction 

industry has been battered by these 
trends and by the recession would be 
the understatement of the last two years. 
Along with the leisure and hospitality 
sector and the professional and business 
services industry, construction has seen 
unprecedented job losses since the 
“Great Recession” officially began in 
December 2007. Namely: The difference 
in construction jobs when comparing 
December 20007 to August 2009 was a 
minus 24,500 (-25 percent). Job losses in 
this industry accounted for more than 
28 percent of the net job losses in Clark 
County, when comparing December 2007 
to August 2009. 

realtY checK n n n
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Clark County Commercial Permit Valuation:
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Construction represented 10.5 percent of 
establishment-based jobs in December 2007 
and has since dwindled to approximately 9 
percent this past August. (See Chart 4)

The sector can be broken down into 
three principal subsector classifications 
— Construction of Buildings, Specialty 
Trade, and Heavy and Civil Engineering 
Construction. Generally speaking, the first 
segment is comprised of “establishments 
primarily responsible for the construction 
of buildings. The work performed may 
include new work, additions, alterations, 
or maintenance and repairs.”

Specialty Trade, the second group, 
ordinarily includes subcontractors or 
“establishments whose primary activity 
is performing specific activities involved 
in building construction (e.g., pouring 
concrete, site preparation, plumbing, 
painting and electrical work) or other 
activities that are similar for all types of 
construction but that are not responsible 
for the entire project.”

The third subsector, Heavy and Civil 
Engineering Construction, contains, 
“establishments whose primary activity 
is the construction of entire engineering 
projects (e.g., highways and dams), and 
specialty trade contractors, whose primary 
activity is the production of a specific 
component for such projects.”

In December 2007, the Construction of 
Buildings segment had 19,200 employees, 
and by the end of August 2009, this number 
had dropped to 12,600, a change of -34 
percent. In comparing these two months, 
workers in the Specialty Trade group 
went from 70,400 to 55,600, a decline of 
21 percent. Finally, the Heavy and Civil 
Engineering Construction subsector 
dropped from 8,300 to 5,200, or by 37 
percent. So it appears that public works 
projects have been impacted somewhat less 
than the private sector construction. This is 
not surprising, since government is one of 
the remaining sectors (the other one is the 
resort industry until major projects, such 
as Project CityCenter and Cosmopolitan, 
are completed; and who knows what 
will happen to Fontainebleau?), which is 
keeping the local construction industry 
from completely going into a coma. (See 
Chart 5)

Another important indicator of the 
significant dislocation that has occurred in 
the Southern Nevada construction industry 
can be found in the value of commercial 
permit activity. In December 2007, this 
value in Clark County was $58,100,156 
versus $22,202,088 in July 2009 (the 
latest estimate), a remarkable -62 percent 
difference. When comparing the first 
seven months of 2007 to the same period 
in 2009, the numbers are also quite telling: 

$1,376,432,366 in 
2007 compared to 
$477,339,590 in 
2009. This equates 
to a plunge of 
65 percent. (See 
Chart 6)

Another equally 
important indicator 
of the health of 
the industry and 
one that is very 
important to 
local and state 
governments is 

taxable retail sales. According to the 
Nevada Department of Taxation, there 
was $160,293,190 in construction-related 

taxable retail sales in Clark County in 
December 2007. In July 2009, the number 
had plummeted to $83,284,306, a decline 
of 48 percent. The effects of the recession 
are also striking if you compare this past 
July to July 2008, which saw $122,713,861 
in taxable retail sales. In this case, the 
Department recorded a 32 percent drop. 
(See Chart 7)

conclusion
Therefore, in looking at all of these 

indicators, some more technical than 
others, we continue to believe that the start 
of a sustained recovery is not likely to be 
seen in Southern Nevada until sometime in 
late 2010 or early 2011. In other words, local 
and state economic indicators, national 

trends and the nature of our economy 
continue to point to the likelihood that we 
will not see the beginning of at least six 
months of steady job growth until then. 
This assumes no additional major crises 
befall our economy. 

We would like to conclude by posing a 
few pertinent questions: Should Southern 
Nevada take the opportunity now to 
reinvent itself, again, both as a community 
and an economy? What should be the 
next phase in the evolution of the resort 
industry considering where the national 
and global economies appear to be 
headed? Finally, and most importantly, 
if now is not the time to take action, 
considering the depth and breadth of the 
recession, when is the right time? <

Taxable Sales 

Taxable Sales 

Clark County Taxable Sales for Construction Subsector: 
 2006 - 2009: July of Each Year
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The commercial real estate industry, 
especially in Southern Nevada, has 
long been known as a “relationship 

business.” It’s more about who you know 
than what you know when it comes to se-
curing a bid for a new project or closing a 
deal. Face-to-face meetings and network-

ing events that 
encourage these 
types of relation-
ships are still an 
important tac-
tic in your com-
pany’s outreach 
efforts. Also, the 
use of the Internet 
is becoming more 
significant as the 
computer gen-
eration takes over 

as leaders in the business world. These 
leaders expect to find information more 
quickly and easily than ever before. 

More importantly for business, we’ve 
experienced a shift in the communica-
tions world, from talking to your cus-
tomers to talking with your customers. 
Your audience not only wants to know 
about your company; it wants to be part 
of the discussion about your firm and its 
services. You should be using your Web 
site and other online tactics to build rela-
tionships and become part of your audi-
ence’s everyday lives.

These changes have put added emphasis 
on your company’s Web site and its use of 
social media tools to reach customers and 
build and maintain relationships as we 
move into a new era of communications. 

As a communications professional, I’ve 
met with many companies that are hesi-
tant to adapt to this new way of communi-
cation. Many say it’s generational; others 
argue that their customers would rather 
hear from them by phone. While this may 
be true, research shows another side of the 
story that proves Web 2.0, Web develop-
ment and  design that facilitates interac-
tive information sharing, interoperability, 
user-centered design and collaboration 
on the World Wide Web, is gaining ground 
and taking hold. In fact, there have been 
numerous reports and statistics released 

about the Internet’s increasing role in our 
everyday lives including: 

• A recently released survey by Gallup 
found that Americans’ frequent use of 
the Internet has almost doubled during 
the past five years.

• 76 percent of Americans older than 
50 use the Internet.

• 93 percent of online users believe a 
company should have a presence on so-
cial networking sites.

• Men are more likely to interact with a 
company via social networks than women.

• The 30-plus age group is the fastest-
growing group on Facebook.

The Internet has several advantages 
that traditional marketing methods do not 
have. In the current economy, the most im-
portant is, it’s amazingly affordable. Set-
ting up and maintaining your company’s 

Web site can cost less than running one 
advertisement in some publications. 

More important than throwing money at 
a Web site is putting strategic thought be-
hind it and making it work for your busi-
ness. The challenge of Web site design is 
to think about the users and provide them 
with the content they want and need. 

Many companies make the mistake 
of treating the Web as an electronic bro-
chure. Your company’s Web site should 
serve as an anchor for all communica-
tion with your customers. This means us-
ing your Web site as a tool to distribute 
new information about your firm by con-
sistently posting news articles, transac-
tions, commentary about industry news, 
blogs and press releases. 

One example of a local company’s Web 
site that is utilizing these new communi-
cation tools is Colliers International – Las 
Vegas. The brokerage firm’s Web site now 
includes an RSS feed for market reports, 
property listings, availabilities, press re-
ports, transactions and general company 

news. RSS feeds from individual brokers 
also are available with specific listing and 
transaction information, Google Maps for 
the listings of each office, as well as indi-
vidual maps for the listings of each broker. 
Google Maps listings pull up a photo of the 
property and create on-the-fly “E-Flyers” 
containing multiple property photos and 
information. It also can have multiple PDF 
flyers and YouTube videos; podcasts of its 
market reports for subscribers; and fea-
tured property Web sites with more exten-
sive information about a property. 

All of these new tools make the site more 
dynamic and provide information to poten-
tial clients. In addition, the company can 
monitor traffic and determine the most vis-
ited pages through the use of Google Ana-
lytics, a widely used measurement tool that 
allows the company to see who is coming 
to the site, where they are going and how 
long they stay on each page. A simple piece 

of code added to the back end of your site 
can provide a detailed analysis of your site 
and its effectiveness with your viewers. 

In addition to changes to your Web 
site, the shift in communications also 
has been the catalyst to the emergence of 
social media including networking sites, 
such as Facebook, Twitter and Linked-In. 
Social media has been described by many 
experts as a “social trend in which people 
use technologies to get things from each 
other rather than traditional institution, 
such as corporations or the media.” So-
cial media supports the human need for 
social interaction, using the Internet and 
Web-based technologies. 

These online outlets are actually very 
similar to the networking you would find 
at an industry mixer. Consider this: even 
though you may be at an event with 400 
people, you will notice small groups of peo-
ple with similar interests banding together 
to discuss a particular topic. Similarly, on a 
Facebook post, “friends” and “fans” comment 
on a topic and engage in conversation. 

While some still believe that social me-
dia is for personal use and not for pro-
fessional networking, it’s simply not true. 
Companies across the country are using 
social media to have ongoing conversa-
tions with their customers. Many more 
are using these outlets as a way to reach 
potential customers and generate new 
business. While some people argue that it 
won’t work for their type of business, the 
following statistics prove otherwise. 

• Forrester Research recently noted 
that 75 percent of online consumers now 
engage in some form of social media.

• 93 percent of online users believe a 
company should have a presence on so-
cial networking sites.

• Men are more likely to interact with a 
company via social networks than women.

• Newsweek recently reported that 
more than 1 million people per week are 
joining Facebook.

• Facebook and MySpace combined 
have more registered users worldwide 
than the entire U.S. population.

• Twitter recently passed The New York 
Times Web site in its number of visitors. 

With millions of people flocking to so-
cial networking sites, it is an important 
medium for your company to consider. 
Territory Inc., a Las Vegas-based retail 
developer, is utilizing these sites to help 
lease space in its centers. The developer 
recently launched its Facebook fan page 
offering commercial real estate industry 
professionals access to Web-exclusive 
content, including market insights, leas-
ing opportunities and industry event in-
formation, photos, data and project status 
updates. Those who sign up to become 
fans of the page also are invited to par-
ticipate in the page’s online market forum 
to share knowledge and opinions. 

In this new world of communications, 
it’s normal to feel overwhelmed by the 
amount of channels and options you have 
available to reach potential customers. 
However, if your company is up to date 
on the new marketing methods that the 
Internet offers, you could be leaving the 
door open for your competitors to clench 
market share and your clients. <

Kassi Belz, Director of Client Services, MassMedia Corporate Communications

realtY checK n n n

Building and strengthening 
relationships online 

The Internet has several advantages that traditional 
marketing methods do not have. In the current econo-
my, the most important is, it’s amazingly affordable. 
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Many in the local construction commu-
nity either know Frank Martin from 
personal experience or know of him as 

a force in the local contracting world. To some, 
he’s one of the few faces of longevity in the Las 
Vegas building market; and with the many an-
ecdotes he’s always willing to share from the 
many business relationships he’s built through 
the years, the straight-forward, down-to-earth 
founder of Martin-Harris Construction could 
probably write a history book on the growth 
of the local contracting industry. As this year’s 
Associated General Contractors Las Vegas Con-
tractor of the Year award recipient, Martin adds 
another distinction to what many view as a hall-
of-fame contracting career.  

The contractor of the year award acknowledg-
es an industry veteran’s service to AGC through 
marketing, advocacy, political involvement and 
support of the association’s events and pro-
grams. The winner also exhibits a com-
mitment to the community, sound 
business dealings, longevity and 
a commitment to Skill, Integrity 
and Responsibility (SIR).

A community and 
industry voice

    For Martin, bettering his 
industry and the Las Vegas 
community is a daily priority. Dur-
ing his tenure as AGC president, Martin 
initiated the Desert Cleanup program 
in which AGC contractors get together 
and clean up construction debris or 
trash from county or city land par-
cels. In his usual unabashed style, 
Martin said the program allows 
“civic-minded construction com-
panies to pick up the slack for 
the dregs of the industry.”

Martin regularly encour-
ages his employees to take 
AGC educational courses 
and get involved with AGC 
committees. He is also a 
lifetime director of AGC, 
has served on many of its 
committees, and recent-
ly donated a company 
vehicle to the industry 
group so that its active 
liaisons could get around 

in Northern Nevada dur-
ing the legislative sessions.
“It was just something 

that needed to be done to be 
as efficient as we could be 

legislatively,” Martin said.
Every year, Martin and his 

wife, Bonnie, host the Miss 
Kitty’s Jeans to Jewels fund-
raiser for Opportunity Village. 

This past year, the event raised 
more than $330,000. He and his 
employees also support the UNLV 

Foundation, Boy Scouts of Amer-
ica, Muscular Dystrophy Associa-

tion and other trade groups and non-
profits serving the community’s needs.

Navigating growth and economic cycles
Starting his company in 1977 with Frank Harris, 

who is now with LF Harris and Company, Martin, 
a trained carpenter, had a few pickup trucks and 
a lot of ambition. He and Harris took on all sorts 
of work, and with time, the projects grew in so-

phistication and size. Today, condominium com-
plexes, Boca Raton, Streamline Towers, the Tahiti 
Village timeshare complex, more than 100 Clark 
County School District schools and the recently 
completed Vegas PBS building (a LEED Gold-
certified communications building) can claim 
Martin-Harris as their builder.

Through the years, Martin also overcame 
more than a few obstacles — dealing with a 
near-brush with bankruptcy in the late ’80s, and, 
more recently, seeing many of the boom-day 
projects not going much further than the plan-
ning stage; some being shelved completely, and 
others put on hold indefinitely. 

“People have issues, projects have issues, and 
if you can’t handle that in construction, you’re 
probably in the wrong field,” Martin said. “Dis-
appointments are there. You get very good highs, 
and you also get some lows that are tough to 

deal with. … It’s business.”
Through it all, Martin is still able to 
staff more than 300 employees and bill 

in the “midnine figures” today.

Leadership, a family focus …
Martin is known to some in the in-

dustry as a mentor. He has seen former 
employees start their own companies 

and others move to other firms in search 
of leadership positions. For Martin, being 

called a mentor is the ultimate compliment. He 
earns the trust of his employees and former em-
ployees by having an open-door policy and what 
he calls a family-first approach when it comes 
to company culture. He can cite many occasions 
when employees willingly gave up sick days for 
a colleague who was ill or had a family member 
battling illness. The combination of professional 
commitment to being a great building group and 
having a keen understanding for personal needs 
has made the company a unique employer. In ad-
dition to numerous industry awards for his com-
pany’s construction work, Martin also has won 
the Lloyd George Family Values Award from the 
Las Vegas International Scouting Museum.

Every year at the Martin-Harris company pic-
nic, which Martin and Bonnie hold at their private 
ranch, employees are not just encouraged to bring 
family members; some are threatened with being 
sent home, if they don’t bring spouses or children 
to the affair, Martin said. The event has hosted 
nearly 1,000 people in past years. 

“We want to make sure the family comes first 
with our associates, because that was a lesson I 
didn’t learn too well myself,” the ever-candid Mar-
tin said. “I pretty much always had my head down 
building my company when my kids were young. 
And I don’t want people to have that kind of atti-
tude working for my company.”

Future plans … 
Today, Martin-Harris also has offices in Phoenix 

and Austin, Texas. The company also is doing some 
federal projects through partnerships in Southern 
California, Martin added. With the likelihood of 
future growth into other markets, Martin has no 
plans for slowing down anytime soon.

“I still love what I do. I’m 62, and the only 
thing that’s really changed is that three to five 
times a week, I go to the gym,” Martin said. “If I 
take care of my body and mind, I can continue 
to be at the leading edge of my company.”

And the industry. <

By Brian Sodoma
Special Publications writer 
brian.sodoma@gmgvegas.com

Martin-Harris rides 
industry’s highs and lows
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A financially and operationally 
sound subcontractor can some-
times be difficult to find in today’s 

building environment. For Westcor Cos., 
which owns one of the state’s largest fram-
ing enterprises, early success and pitfalls 
have proven to be valuable learning 
experiences that have al-
lowed the subcontractor to 
thrive in tough times.

Westcor began as a 
framing company in 1989, 
when CEO Mike Coro-
nado decided to venture 
out on his own after sev-
eral years as an estimator 
for a framing company with 
offices in Phoenix and Las Vegas. 
In the beginning, work was plentiful as 
the Southwest’s ’80s housing boom still 
had legs. But with a slowdown in 1992 
and 1993, or “minirecession” as Chief 
Financial Officer Kevin Booth called it, 
Westcor, this year’s Specialty Contractor 
of the Year honoree, had to learn how to 
adjust to the market quickly.

“Having experienced that (downturn) 
early on, we learned that you have to 
build your company for expansion and 
contraction,” Booth added. “I told people 
when we were preparing for the current 
downturn, ‘We’re about to enter a time 
warp. We’re going back to 1992.’ ”

Today, Westcor, which has three compa-
nies under its business umbrella including 
Coronado Concrete & Masonry, Westcor 
Construction and Southwest Glazing, has 
made adjustments that some of its now-
out-of-business competitors may have 
overlooked. A few years ago, the sub-

contractor stopped purchas-
ing new trucks and instead 
moved to open-ended leases 
that allow the company to turn 
vehicles into its leasing com-
pany, if they’re not needed. 
Building its headquarters near 
Stephanie and Russell roads in 
1999, Westcor initially outgrew 

space and bought nearby buildings, 
but all of its space is designed to be easily 
converted into lease space, if needed.

“These were all things we hoped we’d 
never need to use, but they’ve helped 
quite a bit,” Booth added.

Growing niches, safety … 
Through the years, Westcor grew as a 

framing enterprise, then added concrete 
and glazing to the mix. Coronado, who 
has been the company’s chief executive 
officer since its inception, said he need-
ed to surround himself with the best and 
brightest to grow to the 600-person level 
Westcor enjoys today.

“I really owe a lot of my success to 

the quality of my employees,” Corona-
do admitted.

Booth added that Westcor enjoys many 
longtime employees.

“Turnover is a real killer, and we’ve been 
fortunate to not have much of it,” he said.

The addition of concrete to the framing 
business was a natural progression for the 
company, according to Booth. The chief fi-
nancial officer said he has seen too many 
framing companies through the years try 
to take on too many trades and fail.

“There’s a natural integration between 
concrete and framing. You pour slabs 
and have to imbed bolts to connect to the 
frame. When those trades work together, 
we can work issues out easier,” Booth 
said. “Overall, we’ve been able to keep it 
simple and stick with what we do best, 
and that’s framing, concrete and glazing.”

Much of Southwest’s glazing work has 
been commercial in nature, while framing 
and concrete have been primarily residen-
tial, company principals say. Some notable 
projects include The Westin Casuarina, the 
new Freeman Cos.’ southwest valley ware-
house, the new Veterans Administration 
Hospital in North Las Vegas and numer-
ous jobs at Creech Air Force Base.

Even with rapid growth through the 
years, Westcor still has been able to 
make safety a priority. The company 
won awards in 2007 and 2008 at the In-

ternational Home Builders Show for its 
safety program.

AGC, community involvement …
In addition to recognizing great service 

to general contractors, the Associated 
General Contractors also acknowledges 
Specialty Contractor Award honorees 
for political, regulatory, educational, 
community and industry advancement 
efforts, along with support of the asso-
ciation’s events and programs and com-
munity improvement.

Westcor has leadership on the board 
of AGC’s Framing Contractors Associa-
tion, which offers numerous training and 
safety courses to its members, as well as 
affiliate participation opportunities in 
AGC committees, such as government 
affairs, marketing, safety and jobsite se-
curity, among others.

Each year, Westcor hosts a mixer 
through AGC and is involved with AGC’s 
holiday dinner dance. In addition, West-
cor also supports Candlelighters Child-
hood Cancer Foundation, Nevada Can-
cer Institute, Opportunity Village and 
other local charities through financial 
contributions and volunteer efforts. <

By Brian Sodoma
Special Publications writer 
brian.sodoma@gmgvegas.com

Subcontractor enjoys flexible growth, sticking to niche fields

CONTRACTOR

AWARD
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AWARD 
SPECIALTY CONTRACTOR

2009 SIR AWARDS
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Gary Siroky has prospered in the 
Southwest’s commercial con-
tracting field for more than two 

decades. During that time, he not only 
has seen explosive growth in Arizona 
and Nevada but also the evolution of 
new building technologies, most recent-
ly an onslaught of “green” build-
ing initiatives. The CORE Con-
struction president knows he 
needs committed employees 
to navigate his industry’s 
changes. And while Siroky 
enjoys a strong 60-person 
team today, he asserts that 
a positive attitude is the pri-
mary drive behind his hires. 
As for professional and skill 
development, he’ll gladly shoulder 
some of that responsibility himself.

With his CORE employees, Siroky makes 
it a point to encourage education, personal 
and professional growth, community giv-
ing, as well as immersion into the evolving 
and expanding world of green building 
and living. It’s for these efforts that he and 
CORE are being honored for this year’s 
SIR Corporate Citizen Award. The catego-
ry recognizes an employer’s commitment 
to creating a nurturing, employee-focused 
work environment, including innovative 

benefits and incentive programs, while 
also exhibiting support for clients and the 
community through charitable works, fair 
dealings, environmental stewardship and 
community involvement.

After opening its Las Vegas office in 1999, 
CORE has specialized in building local 

educational and medical facilities. 
The contractor has completed 

numerous valley schools, 
including Arbor View and 
Legacy high schools, 
Nevada State College’s 
Academic and Student 
Services building and oth-

ers. CORE is currently con-
structing Wallin Elementary 

School in Henderson’s Madeira 
Canyon community.

From the building out …
CORE’s local headquarters is very much 

an exercise in putting the company’s 
money where its mouth is. Moving into 
its new Las Vegas office in 2008, CORE 
decided to pursue a LEED Gold rating for 
its new 12,000-square-foot home. The site 
uses rooftop photovoltaics on parking 
canopies to generate some of the facil-
ity’s power, which is coupled with natural 
daylight to help offset energy costs by 15 

to 25 percent each month. Recycled ma-
terials are used in the landscaping, floor-
ing and wall insulation, and water usage 
is reduced with low-flow toilets. The site 
also recharges water that makes its way 
through pervious concrete in CORE’s em-
ployee parking lot. But Siroky says the 
intangible benefits have been the biggest 
surprises with the new building.

“I can’t even describe how positive 
that’s been. I don’t know if it’s the day-
lighting, the cleanliness of the air, but 
employee absences have gone down, 
productivity is up,”  Siroky said. 

Education
Siroky compares his building team’s 

members to doctors and lawyers, who al-
ways need to be brushing up on their estab-
lished skill set. That’s why Siroky has im-
plemented a program in which employees 
must have 40 hours of continuing educa-
tion under their belts each year. Classes can 

range from seminars on a pertinent skill set 
required for everyday work, to leadership 
development and other training programs. 
Siroky highlights the fact that nearly every 
one of his employees has gone through 
training from the Dale Carnegie Institute.

Community outreach
Five years ago, CORE started the 

Christmas in July program in coopera-
tion with Catholic Charities of Southern 
Nevada. And this year, CORE estab-
lished, with the help of 14 different com-
munity partners, 20 different drop-off 
points that helped to generate more than 
8,000 food items. 

CORE also hosts a quarterly blood drive 
and runs its own United Way campaign. <

By Brian Sodoma
Special Publications writer 
brian.sodoma@gmgvegas.com

Employees, community at the 
‘CORE’ of contractor’s work
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We recognize your hard work and success, as well as salute you on achieving the SIR award. With CenturyLink as your partner, our state-of-the-art voice 
and data, Internet, wireless and entertainment services can help you lay a solid foundation for success. Whether you’re starting from the ground up or 
updating an existing structure, CenturyLink is what you build on.

Clare O’Brien    702-244-6607
Krystina Colandone    702-244-6203

© 2009 CenturyTel, Inc. All Rights Reserved. The name CenturyLink, the name EMBARQ and the jet logo are trademarks of CenturyTel, Inc.

EMBARQ and CenturyTel are teaming up  
to form a dynamic new company called CenturyLink.

HERE’S TO SUCCESSFULLY BREAKING NEW GROUND.

Congratulations SIR Award Winners.

2009 SIR AWARDS
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Contractor makes case for 
women in building field

Linda Harris doesn’t mind keep-
ing the company books. But she’d 
rather be out in the field when it 

comes to running her nearly 20-year-old 
construction firm, LF Harris and Compa-
ny. This year’s J.A. Tiberti Pioneer Spirit 
award winner has not only set her com-
pany apart in a male-dominated field, 
but, perhaps more importantly, she has 
made mentoring other women in the 
contracting world a life passion.

“There was a day when the 
bookkeeper and the recep-
tionist were the women in 
the organizations. Now 
there are a lot more women 
who are part of the field op-
erations,” Harris said. “And 
I’m seeing a lot more (women) 
owners, mostly on the subcon-
tractor side.”

That shift is, on some level, attributable 
to Harris who now teaches an introduc-
tion to construction class through the 
National Association of Women in Con-
struction, a group she has been a mem-
ber of for more than 30 years. By teach-
ing the introductory class, she is able to 
pass along her many years of experience 
to women who may hold accounting or 
other office positions in the industry. 

“It’s pretty fun to open up that world to 

those people,” she added.
The Pioneer Spirit award highlights 

an individual’s innovative approaches to 
project delivery, business mentoring, val-
ue-added services and customer support. 
But when it comes to business mentor-
ing, Harris has many others beat.

Harris was born and raised in Ontario, 
Canada, where she was educated as a secre-

tary and worked for a large contrac-
tor in Ottawa. When she came 

to Las Vegas in the 1970s, she 
joined Martin-Harris Con-
struction, a firm her future 
husband, Frank Harris, 
helped found with Frank 
Martin, this year’s Contrac-

tor of the Year award recipi-
ent. After working in many 

different areas of the company, 
Harris’ husband convinced her to 

start her own general contracting firm, and 
LF Harris was born in 1991. Since that time, 
the company has grown to 22 employees 
and about $15 million in annual revenue.

Today, Harris admits to working “twice 
as hard for a lot less money” due to the cur-
rent recession. But she continues to further 
establish herself as a pioneering force for 
women in the construction industry. Har-
ris was the first woman contractor board 
member for the Las Vegas chapter of the 

Associated General Contractors of Amer-
ica; she later became the first woman to 
hold the title of president for the chapter 
as well. Harris also helps women business 
owners become Women’s Business Enter-
prise National Council certified.

“It (the certification) is quite an extensive 
package you have to put together in order 
to prove a couple things,” she said when 
discussing going through the process her-
self. “It isn’t a ‘gimme’ at all. … (helping) is 
one of the ways I give back.”

While she has won numerous industry 
awards through the years, Harris said 
the Pioneer Spirit award holds a special 
place in her heart, as she spent many 
years working side by side with J.A. Tib-
erti at AGC’s boardroom table. Harris is 
also a life director for AGC, a distinction 
Tiberti himself held.

“This one is very special to me,” she said. 
“He (J.A.Tiberti) was the epitome of what 
a general contractor really wants to be. … 
He mentored a lot of people and set the 
level pretty high as far as integrity and do-
ing things the right way. He comes from 
that era where it (business) was done on a 
handshake. … He was the kind of guy you 
liked to deal with and liked to be around.”

While cherishing her AGC life director 
role, Harris said seeing women whom 
she mentored move into higher positions 

in the industry or start their own compa-
nies is one of her greatest joys.

“When a receptionist becomes a project 
manager and really likes what she’s doing 
and feels good about herself, there is real 
emotional gratitude I get out of that,” she 
said. “I know, as contractors, we can drive 
by a building and say, ‘I put that there.’ But if 
I can help with the evolution of good people 
who have strong integrity and good skills, 
then I can say, ‘I’ve made my mark.’ ”  <

By Brian Sodoma
Special Publications writer 
brian.sodoma@gmgvegas.com

CONTRACTOR

AWARD
PIONEER SPIRIT

CONTRACTOR

AWARD
PIONEER SPIRIT

2009 SIR AWARDS
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Thomas Schoeman, the chief execu-
tive officer of JMA Nevada, one 
of the more distinguished archi-

tecture studios in the country, knows his 
firm has a lot to be proud of. But as far 
as the construction industry is concerned, 
Schoeman and his group of design 
professionals at JMA may be 
best known for a role in influ-
encing how many projects in 
Nevada are delivered, both 
today and in the future.

With offices in Las Vegas, 
San Diego and Sacramento, 
Calif., and local projects like 
the recently completed Vegas 
PBS building, which earned a 
Leadership in Energy and Environ-
mental Design Gold certification from the 
U.S. Green Building Council; One Queen-
sridge Place; Centennial Library; and 
numerous valley schools under its belt, 
JMA’s presence in the local development 
community is widely felt from a design 
standpoint alone. 

The firm has emphasized working in pri-
marily design-build, design-assist or Con-
struction Manager at Risk formats with its 
clients. In contrast to traditional design-bid-
build formats, the aforementioned process-
es have contractors and architects working 
together from the design phase through to 

the end of a project. And while these ap-
proaches are largely accepted in private 
sector work, today’s public sector market 
is starting to embrace them as well.

The Association of General Contractors’ 
Cornerstone Award recognizes the ef-

forts of an industry partner that has 
helped with streamlining bid-

ding, code adoption, contract 
administration and other 
processes, and for fostering 
the industry’s participation 
in these processes to en-
gender a closer working 

relationship between con-
tractors and their partners.
Because of the collaborative 

nature of design-build and CMAR for-
mats, problems and design changes during 
the course of building tend to be addressed 
earlier, according to many contractors and 
architects engaging in these types of proj-
ect delivery models. 

But sometimes, with the lowest cost 
being a primary driver in public work, 
design-bid-build still may carry the day. 
While JMA doesn’t rule out design-bid-
build projects entirely, Schoeman is well 
aware of the drawbacks and potential 
conflicts associated with designing a proj-
ect ahead of time and then dealing with 
changes after a contractor has bid out the 

work, as in the design-bid-build format.
“I try to stay away from situations that 

put us (architects) in adversarial posi-
tions (with contractors) in the process. 
That may not be common for the design 
industry,” Schoeman added.

Green building leadership …
While green building has captured the 

attention of everyone in the development 
industry, JMA brings with it plenty of ex-
perience and knowledge when it comes to 
the topic. The firm has 17 LEED accredited 
professionals and is regularly voted one 
of the nation’s top 100 green architecture 
firms by Architectural Record. JMA was 
the first architecture firm in Nevada to 
join the U.S. Green Building Council, and 
Schoeman is called upon to speak on green 
building issues from time to time.

In the future, Schoeman sees a strong 
push for zero-energy commercial build-
ings. The goal can be accomplished, he 
said, through building more photovoltaic 
power plants, using building-integrated 
photovoltaics in commercial building and 
residential construction, all coupled with 
the recent increase in weatherization and 
building energy efficiency efforts.

Excellence and the community ...
Schoeman and his firm have no short-

age of awards for design excellence. Rec-
ognitions include the UNLV Fine Arts 
Sidney Award, American Institute of Ar-
chitects Nevada Silver Medal Award, Ne-
vada Society of Architects Award of Merit 
for excellence in architecture and more 
than 45 other industry awards.  

The principal’s community outreach ef-
forts include roles as a foundation trust-
ee for the College of Southern Nevada, a 
director seat for the Clark County Pub-
lic Education Foundation and a spot on 
the UNLV School of Architecture Advi-
sory Board. He is also a past chairman of  
Opportunity Village. < 

By Brian Sodoma
Special Publications writer 
brian.sodoma@gmgvegas.com

Architect, firm, work to bring design-
build method to all project types

AWARDCORNERSTONE

2009 SIR AWARDS

Thomas Schoeman
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John Maksimik, Broker, Orgill/Singer & Associates 
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The majority of commercial insurance clients have 
good claim histories. I wanted to provide some ideas 
to review with your insurance broker on ways to 

look for savings in most insurance plans for buildings or 
automobile fleets.

1. Your Deductible Limit for 
   Physical Damage on Your 
   Structures or Buildings

If you’re like most clients, you 
have few or no claims. You may 
find savings in raising your stan-
dard $500 per occurrence deduct-
ible to $2500 or higher. Request 
that your agent provide a tiered 
renewal quote with your old de-
ductible and two other higher de-
ductibles limits to review.

2. Look into Obtaining  a Deductible for General 
    Liability Coverage

Many insureds have few or no liability claims. You can 
ask your agent to bring your renewal quote back to you 

with optional 
general liability 
deductibles. The 
savings may be 
small, looking 
at just one year, 
but from five to 
10 years, you may 
save serious dollars.

3. Replacement Cost Limits on 
    Your Building

Ask to have your replacement cost calcu-
lated and provided to you. Some companies 
have compounded a hefty inflation amount 
year after year, and you may have paid for an 
overinflated limit without a serious look. You 
might be overinsured, which gives you no benefit 
to your budget.

Please remember that the cost to rebuild a 
building may be as much as 30 percent higher than 
from fresh dirt buildup. There are industry-accepted 
cost calculators that produce very comprehensible 

Eight great ways to reduce business 
insurance costs at renewal

BUILDING LAS VEGAS  

TOGETHER
Congratulations SIR Award Winners. 
Continuing to raise the bar of building excellence  
in Southern Nevada.

www.mccarthy.com/LV

(702) 990-6707
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reports, and as the policy owner, you 
are entitled to have a copy.

4. Rating Credits
Ask about credits for central station-

reporting burglary alarm, camera 
surveillance, fire sprinkler system, steel 
or brick structure versus a wooden 
frame structure. Is part of your building 
considered “green” or LEED certified? 
If you have completed any major 
renovations to the electrical system, 
plumbing system, roof or insulation, let 
your broker know about it.

There are some discretionary credits 
that a company underwriter can give, 
if you are investing back into your 
property for capital improvements.

5. Policy Duplication of Coverage
Check your policy for duplication 

of coverage on business personal 
property. For example, some insurance 
companies include $20,000 in computer 
hardware. This is an extension limit 
in addition to your basic contents 
declared limit. So, deduct up to $20,000 
in contents values if you have computer 
equipment in your contents declared 
limit. If you have more than $20,000 in 
computer hardware, ask your broker to 
increase the Computer Hardware limit, 
which may be less expensive than just 
raising the general business personal 
property limit by the same amount.  
There may be other classes of business 
personal property in your extension 
endorsement. Read it, question the 
limits and save.

6. Multipolicy Discounts
Many insurance companies apply 

premium discounts for clients that 
have Cross Line accounts. Even when 
your other policies have different 
LLCs as named insureds for limited 
cross-entry liability, if you can show 
the underwriting department the same 
person or corporation controls many 
policies, there are discounts to be had.

7. Reducing the Financial Impact of  
   Prior Claims 

If you have a claim history, you’re most 
likely paying some additional premium 
for the prior losses. It is a wise risk 
management practice to review the prior 
losses and set forth operational policies 
to avoid or minimize the likelihood of 
repeating the same loss. Certified Risk 
Managers can be hired as consultants 
for specific areas and reports. Some 

insurance carriers will also provide risk 
management services free or nominal 
charges may apply. A fee schedule 
should be requested upfront.

If you can show your insurance 
company a sound loss prevention 
program, many carriers can then justify 
renewal credits. This is especially true 
with clients that have taken corrective 
measures in Fleet Automobile Loss 
Prevention. Such practices are driver-
awareness training; Motor Vehicle 
Driving Record Reports at least once 
a year on all drivers; GPS trackers in 
vehicles that report speeding to the 
home office; and vehicle identification 
stickers with phone numbers to report 
reckless drivers. Vehicle inspection  
with scheduled preventative mainten-
ance programs also can help your 
insurance rates.

8. Shop the Renewal
Now that you have taken all of the 

above steps and advice, you now need 
to do three more important tasks:

Step One:  Have your broker provide 
the renewal application filled out and 
completed. You, the client and policy 
owner, should carefully read your 
renewal application and check it for 
errors or slanted information that may 
not be 100 percent accurate. Make all 
corrections before your broker sends 
the application to market.

Step Two:  Request at least three 
quotes from your broker along with 
an A.M. Best rating report on the three 
insurance companies.

Step Three:  Have a serious deadline 
for the renewal to be in your hands. 
Give your broker enough time to do 
the job and give yourself enough time 
to digest renewal alternatives and ask 
questions.

9. Partner with Your Broker
You have been given eight great 

concepts in managing your renewal 
insurance costs.  The next step is to 
foster a caring and trusting relationship 
with your insurance professional. 
Discuss your ideas, future growth, 
products and processes with your 
broker. Get your broker onboard as if 
he were on the Board. The more your 
insurance professional is included and 
excited, the better value will come to 
your company. <

If you can show your insurance com-

pany a sound loss prevention program, 

many carriers can then justify renewal 

credits. This is especially true with clients 

that have taken corrective measures in 

Fleet Automobile Loss Prevention.
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terri sturm, ceo, territory inc.

As the economic downturn presses 
on, it is forcing businesses across 
the board to adapt their strat-

egies to survive; in no industry is this 
truer than commercial real estate. And 
perhaps the most outwardly visible sign 
of this is the retail shopping center in all 
of its manifestations. 

From regional 
malls to commu-
nity centers and 
neighborhood 
centers to strip 
malls — “For  
Lease” signs 
are everywhere. 
And we all have 
experienced the 
disappointment 
of pulling into 
one of our fa-

vorite stores only to see the store-closing 
banner hoisted high.

A variety of retailers have gone out of 
business during this recession, such as 
Linens ’n Things and Circuit City, due to 
high debt burdens. Others have simply 
vanished due to unsustainable opera-
tions and poor locations. The vast major-
ity of businesses are surviving, however, 
and many that cater to what today’s con-
sumers demand are even thriving.

The retail market, like other seg-
ments, has shifted in favor of the  ten-
ant. Abundant available space has 
allowed existing tenants and new busi-
nesses more room to negotiate rents 
and terms, and it is a given that land-
lords have responded accordingly, con-
sidering supply and demand.

The valley’s current excess supply can 

be traced directly back to the boom years, 
when Las Vegas saw one unanchored, 
midblock strip mall after another built 
based on speculative demand. Today, 
many of these retail centers are largely 
vacant because their predicted demand 
fell through, and they have a poor loca-
tion, traffic and tenant mix. 

On the other hand, a lot of quality an-
chored retail space also was built during 
the same period, based on strong science 
and at the hands of more experienced de-
velopers with a keen eye for good loca-
tions and the relationships that bring in 
top-performing tenants.

Many retailers that are on top of their 
game will take advantage of the current 
scenario and upgrade their locations in 
what is being termed a “flight to quality.” 
Why stay in a second-rate underperform-
ing location when rare space is now avail-
able in some of the top traffic-generating 
shopping centers around?

But in spite of the logical sense that 
this makes, today, a frightening trend has 
emerged out of this excess vacant supply 
and the property owners desperate to fill 
it. We are seeing some tenants make the 
shortsighted mistake of focusing solely 
on the bottom line when selecting their 
site or relocating and overlooking overall 
value for short-term cashflow.

For example, an independent retailer 
vacates its current space in an estab-
lished anchored shopping center to set 
up shop in an underperforming strip mall 
nearby, where they are offered a reduced 
rent and other incentives.

While preserving cash certainly is un-
derstandable for any business right now, 
lease rate is but one factor of many to 

Las Vegas businesses must adapt  
to survive in current economy

Affordable Concepts, Inc.
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consider when selecting a site or relocat-
ing from your current site. In fact, many 
tenants like the above example may find 
it detrimental to their long-term viabil-
ity to chase rock-bottom rent. Locating 
your business in an anchored shopping 
center offers several other advantages: 
location and traffic counts, exposure 
alongside better-known retailers and 
overall security. 

It’s a simple concept: A traditional an-
chor with a tremendous following, such 
as a Wal-Mart, is the main interest that 
draws consumers to a shopping center, 
which allows smaller, independent re-
tailers to feed off that exposure and the 
traffic that is generated. 

The presence of major nationally 
known retailers is also a testament to 
the location and the inherent consumer 
demand in the surrounding area. Retail-

ers, such as Wal-Mart, Target and Smith’s, 
perform extensive research when choos-
ing a location, and wise tenants may 
want to bear in mind that the inherent 
foot traffic these stores provide is a po-
tential customer base. Grocery stores are 
also highly coveted anchors, especially in 
a down economy, because they generate 
regular and frequent return visits.

There are many established retailers, 
such as Best Buy and Kohl’s, that contin-
ue to prosper despite the downturn. Some 
even are increasing the number of new 
stores they plan to develop in the coming 
years because of their strong outlooks. 
Shoppers remain loyal to these compa-
nies because of overall value and trust in 
the fact that these retailers will continue 
to stand behind their products.

Shopping centers containing mul-
tiple anchor retailers, along with other 
“brand-name” businesses, offer some 
of the strongest locations in the valley. 
These generally will be found at high-
traffic intersections and along highway 
interchanges, where visibility and acces-
sibility provide convenience for the con-
sumer. Reasonable, but not rock-bottom, 
rents and incentives are readily avail-
able in these high-quality centers, par-
ticularly for proven retail concepts. 

Tenant mix is also key to a successful 
shopping center location. Retailers per-
form best when they are located near 
other businesses that provide for “cross-
shopping” and complement their use, 
rather than cannibalizing it. For exam-
ple, shoe stores do better when they are 
near clothing stores; an ice cream store 
profits from customers exiting nearby 
restaurants; a company that sells home 
accessories benefits from having a ma-

jor home improvement store behind it; 
and the list goes on.

That being said, the independent store 
is many times better off relying on traffic 
from a Kohl’s or grocery store rather than 
a mom-and-pop clothing retailer down 
the street — rent rate notwithstanding.

While the lease rates offered by a des-
perate property owner seem like a great 
deal, the landlord may not have your best 
interest in mind. For the independent 
retailer, how can it be sure, in a land-
lord’s desperate efforts to fill space, that 
he won’t allow a direct competitor next 
door or that he will maintain the center 
to the retailer’s satisfaction or provide 
needed security? Where will its custom-
ers come from? Is its sign enough to pull 
them in off the street? Or, perhaps, will 
customers visit the store simply because 
they already were intending to visit the 

major retailer next door?
And more retail space is on the way, 

so the market is going to get even more 
challenging for anchor retail owners and 
strip mall operators. According to Re-
strepo Consulting Group, an additional 
1.9 million square feet of anchored re-
tail space is projected to come online in 
Southern Nevada in 2010. That’s exclud-
ing unanchored space, which the inde-
pendent research firm does not track.

Combine this planned anchored space, 
which is currently about 9 percent, with 
current vacancies in the valley, and we 
have about 3.5 years supply of anchored 
space based on the valley’s average 
quarterly absorption, according to Re-
strepo Consulting.

With so much space potentially coming 
online in addition to current space, the de-
mand does not exist yet to guarantee that 
even a majority of centers will perform 
profitably. Established centers in mature 
neighborhoods — and those with strong 
tenant mixes that include top-performing 
retailers — offer synergy and security.

As a retailer in this economy adapting 
to tighter consumer spending, reducing 
your rent is one of the quickest ways to 
reduce overhead. But cheap rent doesn’t 
guarantee your location’s performance. 

There’s always a reason behind land-
lords offering a certain lease rate and 
incentives, whether it be vacancy from 
defunct retailers, lack of consumer 
demand in the surrounding neighbor-
hoods or other reasons. And who could 
blame them?

But locating in an underperforming 
location could actually doom your busi-
ness in the long term, as traffic dwindles 
and the weeds grow. <

SUMMERGATE 
CORPORATE CENTER
1,602 TO 11,860 SQ. FT. OF PRIME OFFICE SPACE.
7670-7674 WEST LAKE MEAD BLVD. AT BUFFALO DR.

IMMEDIATE OCCUPANCY

Exclusive Leasing & Management By

COMMERCIAL SPECIALISTS  |  702.364.0909
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Commercial real estate demands 
high performance, minimal 
downtime and the flexibility to 

use mobile technology. Outdated busi-
ness manage-
ment systems 
prevent compa-
nies from deliv-
ering the speedy 
service that cli-
ents want. In to-
day’s high-speed 
world, informa-
tion technology 
can help com-
mercial real es-
tate profession-

als to communicate better, work faster 
and stay connected 24/7. But trying to 
understand all the pieces of information 
technology can take the commercial 
real estate professional away from his 
or her daily business routines. Because 
of this, many commercial real estate 
companies have begun to outsource IT 
services, creating solutions that free up 
employees’ time so they can focus on 
their business. 

It’s true that some commercial real 
estate companies think they’re too 
small to outsource IT. However, no 
company can afford to dissatisfy cli-
ents with issues such as e-mail ser-
vice interruptions, computer virus in-
fections and unreliable access to key 
business support systems.

IT service companies reduce the bur-
den by putting technology in its proper 
place. As an important business con-
sultant, IT firms can evaluate the com-
mercial real estate company’s technol-
ogy needs and recommend the lowest 
cost solution for moving IT support 
outside the company. Most IT service 
companies will manage every aspect 

of a business’ technology, including 
servers, computers, laptops, voice over 
Internet protocol, or VoIP, Internet con-
nectivity, e-mail and personal digital 
assistant servers, remote access and 
business applications, as well as make 
recommendations for future business 
growth. IT service companies ensure 
your technology is aligned with your 
business initiatives. 

How can your commercial real estate 
company turn technology into a strate-
gic advantage, allowing your employees 
to focus on generating client business? 
A comprehensive IT assessment can 
uncover several key issues hindering a 
company’s business efficiency. 

Most commercial real estate compa-
nies have a dedicated IT staff person 
or a single-person IT company, but this 
is rarely enough support. During these 
times of constant change and uncer-
tainty, a company’s infrastructure can 
break down regularly if it’s not properly 
designed or maintained, creating e-mail 
outages, or even worse, complete work 
stoppages. Additionally, staff may not 
be able to access critical property man-
agement, contract tracking and account-
ing software that runs on the company’s 
servers. In such cases, it’s imperative 
that a company’s management realize 
that it needs an IT assessment to deter-
mine how to improve their systems. 

Capital Consultants Management 
Corp. is a large property and commu-
nity management company based in 
Arizona. It manages a handful of com-
munities in Southern Nevada, includ-
ing the Siena community in Summerlin, 
Inspirada Community and Providence. 
From e-mail and electronic document 
management, to computers for the resi-
dents, CCMC relies heavily on tech-
nology throughout these communities. 

IT outsourcing for your business
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Jeff grace, President, neteffect
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While each community has different 
needs, they outsource the management 
of technology and its implementation 
to NetEffect.

According to Donna Zanetti of 
CCMC, “Outsourcing our IT function in 
Southern Nevada simply makes sense. 
As a true strategic partner, NetEffect 
translates our business needs into the 
proper technology, so we can focus on 
managing our communities.”  

Outdated, inefficient technology is 
a real liability for commercial real es-
tate companies. Their needs must be 
regularly reassessed and updated, so 
employees can expect better results 
from their phones, computers and in-
house applications. If network archi-
tecture is slow and does not support 
further growth, new network equip-
ment should be added to allow for in-

creased speed and future expansion. 
When a company’s e-mail servers 
are frequently inaccessible, improved 
server architecture is a necessary ad-
dition to increase e-mail reliability to 
100 percent. 

As more and more business is done 
outside of the office, commercial real es-
tate companies are adding mobile tech-
nology capabilities. Installing a Black-
Berry server and Microsoft Exchange 
Server are additional capabilities that 
increase business efficiency. Updating 
employees’ laptops and workstations 
with more powerful, reliable hardware 
and standardized software are also nec-
essary changes. This helps to lower on-
going maintenance costs and allow for 
more remote monitoring and support. 
IT consultants make the process run 
smoothly by ordering and installing all 
of the necessary equipment. 

Outsourcing a commercial real estate 
company’s entire employee desktop 

and help-desk support to an IT man-
agement and consulting firm allows 
employees with hardware or software 
problems to call directly and have is-
sues resolved immediately. Outsourced 
IT provides a much higher level of ex-
pertise and a much broader skill set at 
a fraction of the cost. 

Another aspect of IT outsourcing is 
increasing the capacity, reliability and 
fault tolerance of a company’s serv-
ers and IT infrastructure. This gives a 
commercial real estate company the 
ability to leverage new technologi-
cal advances more quickly than its 
competition. The latest major trend 
in technology is virtualization, which 
allows for reduced technology costs, 
greater flexibility in how services 
are provided to end users and much 
greater fault tolerance, which is the 

ability of a system 
to respond grace-
fully to an unex-
pected hardware 
or software fail-
ure. Virtualization 
is an old idea that 
has finally come 
to fruition. Like all 
companies today, 
commercial real 
estate companies 
must look care-
fully at the ben-
efits that can be 
achieved by utiliz-
ing virtualization. 

Doing deals in 
commercial real 
estate often results 
in the accumula-
tion of a large vol-
ume of data. Be-
cause of this, many 
companies need to 
carefully plan for 
their growing vol-
ume of data, and 
they must find a 
cost-effective way 
to back it up in 
the event of a di-
saster. Documents 
in a commercial 

real estate company also often con-
tain information that can be stolen and 
used for the purposes of identity theft. 
Therefore, network security is always 
a concern. 

More and more commercial real es-
tate companies are utilizing IT man-
agement and consulting firms as their 
virtual chief information officer to gain 
better direction with regard to their 
technology investments. IT firms also 
perform third party vendor manage-
ment, which includes their telecommu-
nications providers, Internet service 
providers, phone vendors and cabling 
providers, as well as orchestrating the 
physical move of servers and hardware 
when needed. 

Outsourcing IT responsibilities gives 
the commercial real estate industry a 
better product with better service lev-
els and enables employees to focus on 
daily business activities rather than 
struggling with technology issues. <

IT outsourcing for your business

realtY checK  n n n

Jeff grace, President, neteffect

Nevada License #0053810 · #0073392 · #0073455 - Arizona License #ROC232191 K-11 - Utah License #7314771-5501 

Congratulations to all the 
SIR Award Nominees and Award Winners

Member AGC Since 1995

Commercial • Residential • Industrial

Solar, Wind Turbines and Financing
120V Installations • Outlets & Switches • Telephone/Computer Cabling

Meter & Service Upgrades • Ceiling Fans • Indoor/Outdoor LightingMeter & Service Upgrades • Ceiling Fans • Indoor/Outdoor Lighting
Pools & Spas • Dryer & Range Outlets • Circuit Breakers & Panels

Home Theater

24/7 Service
Specializing in After Hours Service Work

5:00pm - 8:00am Monday - Friday • All Day Saturday and Sunday
(702) 697-8247

Helix Electric
Industry Leading Constructors And Engineers • Design Build

Nevada • California • Hawaii • Arizona • Guam
helixelectric.com
(702) 732-1188



22A

realtY checK  n n n

Jeffrey gitomer, President, buy gitomer

Every time someone speaks to me 
about the real estate economy, 
whether it’s commercial or resi-

dential, industrial or development, a 
commercial contractor or a homebuilder, 
they all use the same word — “after.” 

After I clear things up with the bank; 
after I finish this job; after the market 
shows some glimmer of hope; after the 
values begin to go back up; after mort-
gages are easier to obtain; after the bank 

loosens up its 
credit; and ev-
ery other “after” 
you can possibly 
imagine.

The single big-
gest word that 
they don’t use is 
“now!” What is 
the real estate in-
dustry — no mat-
ter what hat you 
wear — going to 

do “now” in order to ensure that you’re 
here “after?” 

Even though I own a lot of real estate 
of considerable value, I’m not a real es-
tate person, per se. Rather, I’m an ob-
server of the marketplace with a high 
degree of expertise. 

One of the things that I have observed 

is a lack of customer responsibility on 
the part of the commercial real estate 
industry during the past 20 years of the 
biggest economic boom in the history 
of mankind. 

What I mean by that is: As the deals 
came faster and faster, and as the profit 
rose higher and higher, and as real es-
tate values jumped literally month by 
month, the customer (your customer) 
was dealt with on a transaction-by-
transaction basis, on a deal-by-deal ba-
sis, and then largely left alone until the 
next deal happened. 

Sale of land; sale of building; sale of of-
fice condominium; or rental of property 
was completed and then on to the next, 
with little or no regard for the longevity 
of the relationship after that transaction 
or after that deal was completed. 

Oh, you thanked the customer profuse-
ly, maybe had a champagne dinner to 
celebrate the deal, and then cashed their 
check. Then on to the next deal, without 
regard for the customer’s well-being. 

Yes, there are exceptions. But before 
you think that you’re not one of the “no 
relationship gang,” I’m going to make a 
couple of requests:

1. Raise your hand if you’ve completed 
more than 100 transactions.

2. Keep your hand up if you stay in 
touch with all of those customers with a 
weekly value message.

My guess is you raised your hand for No. 
1, and for No. 2, you did not. (Good guess?)

Understand that your customers (you 
may refer to them as a client) are not just 
interested in buying land, buying a build-
ing or renting a space. They’re interested 
in succeeding, and they’re interested in 
making a profit. They’re also interested 
in buying another piece of land, another 
building or renting more space. And they 
know other people who would be inter-
ested in buying property, buying a build-
ing or renting office space. 

NOTE WELL: Had you stayed in 
touch with every one of your customers 
with a message about maintenance, cost 
of utilities, ideas for building equity, or 
anything having to do with their invest-
ment or their business, you would have 
built a relationship, and you would have 
earned referrals.

If you find yourself struggling in this 
marketplace, there are two reasons:

1. There’s less volume. Less deals be-
ing done. Less property being sold. And 
less offices being rented. This means you 
have to fight for your fair share. 

2. Had you maintained value-driven 
relationships (rather than commission-
driven relationships), you may have been 
the recipient of a few more deals and a 
few more referrals that, in these times, 

can make the difference between mak-
ing it and struggling. 

A value message, a weekly value mes-
sage, is one element in building a solid 
foundation for your reputation to grow 
and prosper. 

Yes, it’s important to get the deal done. 
Yes, it’s important to maintain high ethi-
cal standards. Yes, it’s important to main-
tain community involvement. But the 
next deal depends on word of mouth — 
and your reputation. 

And I maintain that the word “val-
ue” will determine that reputation far 
greater than any one-time deal you can 
make. Especially if that value is con-
sistently provided to others during this 
time of need. 

And oh, by the way, you’re not just 
limited to your customers in providing 
a value message. Every person on your 
contact list should be the recipient. Ev-
ery major player in your marketplace 
also should be the recipient. 

HOPE: It’s not too late. Now is the 
time to begin communicating. Now is the 
time to bond together as a group. Now 
is the time to look at market assets and 
see whom you can help, and who needs 
answers. Now is the time to see the op-
portunity and take advantage of it by 
providing value to your customers and 
your marketplace. <

Wake up and smell the value!

The New-Com Inc. family of companies is built on 

dedication, integrity, and grit. We are a dynamic, well-oiled 

machine that constantly improves upon performance and 

efficiency through safe practices, innovative technology, 

and superior employees. Company values and personal 

attention coupled with resources and skills has allowed 

the New-Com family to succeed through the decades in a 

diverse and ever changing marketplace.  

Understand that your customers (you may refer to 
them as a client) are not just interested in buying land, 
buying a building or renting a space. They’re interested 
in succeeding, and they’re interested in making a profit.



23A10 | 09

realtY checK  n n n

Jeffrey gitomer, President, buy gitomer

getting to KnoW  n n n

intervieWed bY brian sodoma

Steve Holloway Executive Vice President, 
Associated General Contractors

Steve Holloway refers to himself 
as a “recovering lawyer,” having 
left the legal field many years ago 

for human resources management and 
other executive roles, ultimately mov-
ing into political advocacy for the con-
struction industry. Holloway has lived in 
Nevada since 1996, when he came here 
to take AGC’s executive vice president 
post for which he oversees government 
affairs and represents the construction 
industry on a variety of issues during 
Nevada’s legislative sessions. Born and 
raised in Montana, Holloway worked in 
the utilities, mining and natural resourc-
es industries prior to joining AGC.

 

 describe your role with agc. 

As the chief of staff, I manage the day-
to-day operations of the association and 
am predominantly involved in the politi-
cal actions and initiatives instituted on 
behalf of the construction industry. 

 What were some of the wins 
and losses for the industry coming 
out of the last legislative session?

The wins for the industry during the 
past legislative session were minor. In 
terms of the number of bills we supported 
and opposed, we did very well. (The AGC 
supported 24 bills and amended seven 
that became law. It also killed 28 bills con-
sidered detrimental to the construction 
industry.) None of the bills we initiated 
were passed, however (23 AGC-support-
ed bills died). The losses were major. In 
addition to increased taxes, the industry 
suffered significant losses in capital im-
provement and transportation funding. 

 What will be some of the key is-
sues in the next legislative session?

I anticipate that the key issues in the 
next legislative session will all be related 
to the need for additional tax revenues 
to continue to fund the state and local 
government bureaucracies. I would 
hope any additional monies would be 
used to stimulate the economy, and one 
way you’re going to do that is to get it 
out into the economy. 

 When do you anticipate a re-
covery for the construction industry?

I do not anticipate a significant recov-
ery for the construction industry until 
we begin to construct a high-speed train 
between Las Vegas and Anaheim, (Calif.), 
and a second airport. However, there may 
be some recovery in a year, if financial in-
stitutions free up enough money for some 
of the commercial projects that have been 
mothballed and provide additional fund-

ing for residential construction.

 What are some of the key 
things that need to happen to initiate 
a recovery? 

Our whole economy is based on tour-
ism. ... We can’t get more than 54 to 56 
million air passengers a year. This third 
terminal takes us to that. We’re not going 
to bring in any more people on the exist-
ing highway system between here and 

California. The only way we’re going to 
bring in more tourism dollars is to do the 
high-speed train and the second airport.

 how will the industry be differ-
ent once the economy starts to move 
in a positive direction?

We will see a construction industry 
that will be more dependent, for many 
years, upon public works rather than 
privately funded projects. <
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