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KEVIN
WIMSATT 
Owner/Principal
Bold Concepts Inc.

Kevin Wimsatt brings extensive 
strategic marketing experience 
and well-established relationships 
with Federal Government con-
tracting agencies, ensuring effec-
tive marketing of small, disadvan-
taged, and tribal 8(a) clients using 
a variety of contract vehicles and 
teaming arrangements.Kevin 
holds a Bachelor of Science de-
gree in Marketing from Northern 
Arizona University.

BUSINESS ADVICE:
Respect and empower those that 
work with you, be a team player, 
enjoy successes, learn from fail-
ures and have balance in your life.

QUOTE:
“Tell me and I'll forget. Show 
me, and I may not remember. 
Involve me, and I'll understand”

Gary Bailey's experience as 
a successful 8(a) owner and 
entrepreneur provides a real-world 
template for client success. He 
helps current and new clients 
leverage their personal and techni-
cal strengths to help meet business 
objectives and enjoy solid returns. 
Gary has a Bachelor of Arts 
degree in Business Management 
from Knoxville College.

BUSINESS ADVICE:
Having daily and weekly goals 
will keep you on the path to ac-
complish your business plans.

QUOTE:
“Taking the time to be prepared, 
gives you the tools to succeed with 
confi dence.”

Kerrie possesses over a decade of 
experience building and maintaining 
relationships with tribal communi-
ties. She manages a national majority 
Indian-owned and operated law fi rm 
with offi ces in MI, AZ, CA and DC.  
She supervises, reviews, coordi-
nates, and directs legal work product 
of more than 17 attorneys and 10 
support staff.

BUSINESS ADVICE:
 A process to vet business opportuni-
ties, corporate governance and a legal 
framework are essential elements of 
success.

QUOTE:
 "When opportunity doesn’t knock, 
Indian Country has the ability to 
build a door."

GARY 
BAILEY 
Director of Client Development
Bold Concepts Inc.

KARRIE 
WICHTMAN 
(Sault Ste. Marie Tribe of 
Chippewa Indians) 
Managing Partner, 
Rosette, LLP

 

 

 

 

 

 

 

 

Gary Bailey, Director of Client Development 
Bold Concepts Inc. 
 
As owner of one of Bold Concepts’ graduated 8(a) client companies, Gary Bailey's experience as a successful 8(a) 
owner and entrepreneur provides a real-world template for client success. He helps current and new clients 
leverage their personal and technical strengths, ensuring the proper investment of human, financial, and technical 
talent to meet business objectives and enjoy solid returns. Gary brings the benefits of 30 years in building, 
financing, and growing construction and commercial real estate businesses. Gary has a Bachelor of Arts degree in 
Business Management from Knoxville College. 

BUSINESS ADVICE: 

Having daily and weekly goals will keep you on the path to accomplish your business plans. 

QUOTE: 

“Taking the time to be prepared, gives you the tools to succeed with confidence.” 

 

ANDREW
METCALFE
President/CEO
Native Network

 
 
 
 
 
 
 
 
 
 
 

 
Kevin Wimsatt, Owner/Principal 
Bold Concepts Inc. 
 
Kevin Wimsatt brings extensive strategic marketing experience and well-established relationships with Federal 
Government contracting agencies, ensuring efficient and effective marketing of small, disadvantaged, and tribal 
8(a) clients using a variety of contract vehicles and teaming arrangements. Kevin overseas and implements the 
strategic direction of the organization to include creating, communicating, and implementing the organization’s 
vision, mission, and overall direction. 

Kevin holds a Bachelor of Science degree in Marketing from Northern Arizona University and has completed 
numerous industry-related certification courses from George Washington University. 

BUSINESS ADVICE: 

Be transparent, work hard, respect and empower those that work with you, be a team player, enjoy successes, 
learn from failures and have balance in your life. 

QUOTE:   

“Tell me and I'll forget. Show me, and I may not remember. Involve me, and I'll understand” 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Andrew currently serves as Pres-
ident/CEO of Native Network. 
He has 30+ years of experience 
as an engineer, entrepreneur, 
and visionary. Leveraging his 
experience, passion and Native 
American heritage, he’s formed 
Native Network exclusively for 
telecom & broadband projects in 
Indian Country.

BUSINESS ADVICE:
Access to the internet and adop-
tion of technology are the keys to 
maintaining tribal sovereignty.

QUOTE:
“Native Network was formed spe-
cifi cally to connect and empower 
tribes to improve their telecom 
infrastructure with the goal in 
mind of enhancing educational, 
healthcare and business opportu-
nities for their members."



www.tribalbusinessjournal.com   •   DECEMBER  2018   3

TABLE OF CONTENTS

12 Cover
 Story

DECEMBER 2018  • VOL.3 NO. 12

Historical 
milestone: the 
first Native 
American 
women head to 
congress

Upfront
4  Editor’s Letter

8  In the News

Features
11  Media
 Say no to regulating the freedom 

of  press act

16  Hospitality
 Tocabe finds recipe for success

18  Feature
 Casino controversy continues

21  Last Look

       Art on wheels

22  Banking 
 KeyBank unlocks opportunities

24  Retail
 The real deal in consumerism

27  Economic Development 
 The booming cannabis 

marketplace 

29  Communications
 Advertising, a needed 

economic force

30  Economic Development
 How NCAIED is helping tribes

32  Feature
 Phoenix Indian Center

34  Feature
 The Land on which we stand: 

Part three of  a four-part series

40  Gaming
 It’s all in the risk

Retailers fight 

knock-offs, 

see story 

Page 24, 

Photo  by 

Penny Singer



4   DECEMBER 2018  •   www.tribalbusinessjournal.com

F
rom healthcare to the protection of 
sacred lands, tribal leaders are worried 
about the Trump administration’s 
handling of American Indian affairs as 
2018 comes to an end. Among all of 

Indian Country’s concerns, the threat to tribal 
sovereignty is front and center among tribal 
leaders.

This concern became a common theme that 
emerged among tribal leaders at the National 
Congress of American Indians (NCAI) 75th 
Annual Convention & Marketplace in Denver 
in late October. In particular, at issue was the 
September 2018 letter of determination sent 
by the Assistant Secretary of the Interior – 
Indian Affairs Tara Katuk Mac Lean Sweeney 
to the Mashpee Wampanoag Tribe, saying 
that the tribe could not keep 321 acres of land 
taken into trust in 2015 during the Obama 
administration.

Mashpee Wampanoag Tribal Council 
Chairman Cedric Cromwell says the letter 
was the beginning of a new termination era 
where tribal sovereignty is in real jeopardy. 
The termination era was a period when the 
federal government sought to dissolve tribal 
governments and reservation lands were 
disestablished. The termination era lasted for 
two decades from approximately the mid-
1940s to the mid-1960s.

“We have been on this land for 12,000 
years and we are not going anywhere. This 
only underscores the urgency of passing the 
Mashpee Wampanoag Tribe Reservation 
Reaffirmation Act immediately. We implore 
Congress to act now,” says Cromwell. 

Cromwell was referring to a Congressional 
bill (HR 5244), known as the Mashpee 
Wampanoag Tribe Reservation Reaffirmation 
Act that would protect the tribe’s reservation, 
overruling any judge’s decision or 
determination by the Interior Department 
that was introduced by U.S. Representative 

William R. Keating in March 2018.
Lance Gumbs, vice president of the 

northeast region of NCAI, was vocal at the 
Denver convention saying he is concerned 
about the precedent set with the Interior 
Department’s decision to take the Mashpee 
tribe’s reservation out of trust. 

“If they can do it to one tribe, they can do 
it to any tribe,” says Gumbs.

The good news is, there appears to be bi-
partisan support for HR 5244. The bill lost 
momentum, as did other legislation, during 
the general election when Congress adjourns 
so lawmakers can go home to campaign. 
Given other items on the congressional 
agenda, it is doubtful this bill will advance 
before Congress adjourns before the holidays.

Further good news is the Nov. 6 general 
election produced the first American Indian 
congresswomen in the history of the United 
States. Newly elected were two Democrats: 
Deb Haaland was elected from New Mexico’s 
1st Con gressional District and Sharice Davids 
was elected from Kansas 3rd Congressional 
District. 

In a time of political uncertainty, the two 
Native women provide glimmers of hope. 
With their elections—two centuries in the 
making—Tribal Business Journal is pleased 
to feature both on this month’s cover. While 
representing the interests of the constituents 
in their respective districts, having the two 
women warriors in Congress fighting for 
Indian Country is encouraging as we look 
forward to 2019.

Editor-in-Chief Levi Rickert (Prairie Band Potawatomi Nation)

EDITOR’S LETTER

Tribal Leaders Fear New 
Termination Era Has Arrived
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CALENDAR

December
Dec. 11-13

INTERTRIBAL TRANSPORTATION ASSOCIATION ANNUAL MEETING
Tropicana Casino and Resort, Las Vegas, Nevada

www.tribaltransportation.org

January 
Jan. 24-25

2019 TRIBAL BORDER SUMMIT
Casino Del Sol Resort & Conference Center, Tucson, Arizona 

www.ncai.org/events

Jan. 31-Feb. 1
WIRING THE REZ

Wild Horse Pass Hotel & Casino, Chandler, Arizona 
http://events.asucollegeofl aw.com/ilp-wiringtherez/

February 
Feb. 10-14

2019 EXECUTIVE COUNCIL WINTER SESSION
Capital Hilton, Washington, DC

www.ncai.org/events

March
Mar 25-28

RES LAS VEGAS
Paris Las Vegas Hotel & Casino

https://res.ncaied.org

Tribal Business Journal compiles a monthly calendar of 
economic development events in Indian Country.  If you 

have an event you would like to have published, please send 
information eight weeks in advance of the event to Andrea 

Richard, associate editor, at arichard@SFBWmag.com.

 Na Pali coast of Kauai looking west over Ke’e Beach and 
Haena Point towads Hanalei Bay, story on page 34
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IN THE NEWS

HO-CHUNK CASINO 
MOVES FORWARD

Plans for a $405 
million Ho-Chunk Nation 
casino and resort in 
Beloit, Wisconsin, are 
moving forward after 
years of  planning.

The Bureau of Indian 
Affairs published a 
Notice of Availability of 
a Draft Environmental 
Impact Statement, 
which is part of  the final 
approval process.

The Ho-Chunk Nation, 
which has six casinos, 
has received strong 
support for the project 
from Rock County and 
the city that is about two 
hours from Chicago.

“The Ho-Chunk 
Nation has an excellent 
reputation for running 
high-quality properties, 
and we look forward 
to continuing our 

established an ad hoc 
committee to review 
how allegations of  staff  
misconduct have been 
addressed.

An article by High 
Country News said the 
executive director had 
kept multiple allegations 
of  sexual, racial and 
workplace harassment 
from the organization’s 
officers and board 
members. Nearly 20 
tribes had issued votes of  
“no confidence” in Pata’s 
leadership or called 
for her resignation, the 
article says.

CULTURAL 
INCUBATOR GETS 
MAJOR DONATION

The Shakopee 
Mdewakanton Sioux 
Community announced a 
$1.4 million donation to 
the Lower Sioux Indian 

relationship with the tribe 
throughout the duration 
of  this project,” says a 
statement on Facebook 
by the Beloit city council 
and city manager.

“We feel energized 
as this is the farthest 
this project has ever 
been. We look forward 
to working with our local 
partners through this 
approval process that 
creates thousands of  
construction jobs and 
1,500 fulltime jobs for 
Wisconsin,” said Ho-
Chunk Nation President 
Wilfrid Cleveland.

 
NCAI DIRECTOR
PUT ON LEAVE
National Congress 
of American Indians 
Executive Director 
Jacqueline Pata has been 
placed on administrative 
leave pending the 
completion of  a review 
by some of  the executive 
committee’s tribal 
leaders. 
The executive committee 

Community for the 
construction of  its new 
Intergenerational Cultural 
Incubator.

Set to open in 2020, 
the business incubator 
will provide classrooms, 
art studios, kitchens, and 
other gathering space for 
workforce development 
training. The project 
is expected to create 
138 new jobs and spur 
$1.6 million in private 
investment.

 The SMSC’s donation 
was used to leverage $4.4 
million in funding from 
the U.S. Department of 
Commerce’s Economic 
Development Authority. 
Lower Sioux is seeking 
$650,000 to complete 
the $6.5 million project.

ZINKE OPPOSES 
DRILLING SITE

U.S. Interior Secretary 
Ryan Zinke said he 
doesn’t want drilling in 
northwestern Montana’s 
Badger-Two Medicine 
area, saying it would 

 A look at Ho-Chunk Nation’s planned casino in Beloit, Wisconsin. Rendering by Cuningham Group Architecture.

IN THE NEWS
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be inappropriate on 
sacred tribal land, 
the Associated Press 
reported.

A 10-square-mile 
oil and gas lease was 
canceled by the Obama 
administration after 
objections by tribes, 
but a U.S. District judge 
reinstated it. The Trump 
administration will appeal 
the reinstatement.

The site borders the 
Blackfeet Reservation 
and Glacier National 
Park.

CHIEF JOINS FCC 
TASK FORCE

Saint Regis Mohawk 
Tribal Chief Michael 
Conners was appointed 
to the Federal 
Communications 
Commission’s Native 

Nations Communications 
Task Force. 

As reported in a recent 
TBJ story, The St. Regis 
Mohawk tribe built a 
68-mile fiber network 
on the Akwesasne 
Territory; serving 1,200 
homes and businesses, 
now managed by their 
broadband company 
Mohawk Networks LLC. 

“Representing 
Native Nations on this 
communications task 
force is indicative of  our 
local effort to impact 
tribal broadband access 
throughout the nation,” 
says Chief  Conners.

OUTSTANDING 
SCHOLARS

The National Center 
for American Indian 
Enterprise Development 
announced five winners 
of  its 2018 American 
Indian Business 
Scholarships. The 
scholarship recipients 
were honored at the 
10th Anniversary “40 
under 40” Celebration, 
which coincided with the 
Native Edge Institute 
at the River Spirit 
Casino Resort in Tulsa, 
Oklahoma.

The winners:  
Zachary Harris 

(Comanche) received 
a Lockheed Martin 
Scholarship and is 
majoring in Business 
Management and Tribal 
Governance at Northwest 
Indian College in 
Bellingham, Washington. 

Ryan Zinke

St. Regis Mohawk Tribal Chief Michael Conners Christopher Columbus statue removed in LA

RaeLynn King 
(Choctaw) received 
a Lockheed Martin 
Scholarship and is 
studying business 
administration at 
Haskell Indian Nations 
University. 

Jessica Mehta 
(Cherokee) received 
a Ongweoweh Native 
American Scholarship 
and is a doctoral 
candidate studying 
business, persuasive, and 
creative writing at the 
University of Exeter in 
England.

Alisha Murphy (Navajo) 
received a Ongweoweh 
Native American 
Scholarship and is a first-
year doctoral student 
at New Mexico State 
University, where she 
is focusing on Tribal 
Economic Development. 

Clinton Purtell 
(Choctaw) received a 
Ongweoweh Native 
American Scholarship 
and is a second year 
PhD student in Business 
and Entrepreneurship 
at Oklahoma State 
University.

SEVEN 
GENERATIONS 
MOVING

Seven Generations 
Architecture & 
Engineering, a tribally- 
owned architecture and 
engineering company, is 
moving its headquarters 
to The Foundry in East 
Kalamazoo, Michigan’s 
historic River’s Edge 
District. The relocation 
will accommodate Seven 
Generations A+E’s 
substantial expansion 
and will help to increase 
productivity, efficiency 
and client service, the 
company said. 

Seven Generations 
A+E was founded by 
Mno-Bmadsen, the 
independent non-gaming 
investment arm of  
the Pokagon Band of 
Potawatomi Indians. 

A ribbon-cutting 
ceremony was planned 
for December, 14.

BYE BYE, 
COLUMBUS

A bronze statue of  
Christopher Columbus 
has been removed from 
Grand Park in downtown 
Los Angeles, California.

The removal 
demonstrates the impact 
Native Americans are 
having in pointing out 
Columbus didn’t discover 
America since millions of  
indigenous people were 
already living in the land.

“Minimizing – or worse, 
ignoring – the pain of  
Los Angeles’ original 
inhabitants is a disservice 
to the truth,” said Hilda 
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L. Solis, the former U.S. 
Labor secretary who is 
now a Los Angeles County 
Supervisor. “The removal 
of  the Columbus statue 
in Grand Park is an act 
of  restorative justice that 
honors and embraces 
the resilient spirit of  
our County’s original 
inhabitants.”

HONORING 
FALLEN 
OFFICERS

Native American 
owned Moore Trosper 
Construction Company 
has been selected to 
complete site work 
for the Michigan Law 
Enforcement Officers 
Memorial Monument in 
downtown Lansing. 
The scope of  work for 
Moore Trosper, which is 
based in Holt, Michigan, 
includes all structural 
and concrete pavement 
work, electrical, pavers 
and landscaping.  “We 
realize the gravitas of  
this project,” said Ted 
Moore, president of  Moore 
Trosper. “We’re honored 
that our work will help 
honor the nearly 600 
officers who have made 
the ultimate sacrifice while 
making our communities 
safer.”

THE ULTIMATE 
TRAVELER’S GUIDE 
TO INDIAN COUNTRY
Experience the Indigenous 
world in nearly one text.
Yvonne Wakim Dennis, 
an award-winning author 
of  non-fiction books, and 
author of  more than 25 
books about Natives, 
and Arlene Hirschfelder, 
released their book Native 
American Landmarks and 
Festivals: A Traveler’s 
Guide to United States 

Moore Trosper to help honor fallen police

and Canadian Tribes this 
month. The extensive book 
consists of  information 
on where to find ancient 
rock drawings, historic 
sites, Indigenous sporting 
event and powwows, 
among other Native 
cultural offerings across 
North America. This 
traveler’s resource takes 
readers through a tour 
of  the rich heritage of  
Indigenous people, with 
thoughtful storytelling and 
background information 
of  what to see and do 
in Indian Country. The 
authors’ provided such 
robust details that 
Natives and non-Native 
travelers alike will be 
informed on numerous 
authentic adventures in 
Indian Country. Readers 
will discover where to 
hike along ancient routes 
in state parks, where to 
eat Native foods, and 
information on 729 
Indigenous landmarks, 
sites, festivals and 
activities.  Published by 
Visible Ink Press, Native 
American Landmarks 
and Festivals is available 
for $22.95 via www.
visibleinkpress.com.
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MEDIA

vskoke Media Manager Sterling Cosper has resigned after the Mus-
cogee (Creek) Nation National Council repealed its free press law.

The repeal vote generated negative comments on the Mvskoke 
Media Facebook page and was condemned by the Native American 
Journalists Association (NAJA) as a censorship move. Tribal leaders 
deny that the move is tantamount to censorship.

Mvskoke Media includes a bi-weekly newspaper, a radio show 
and TV broadcasts.

NAJA (Native American Journalists Association) issued a state-
ment asking Muscogee (Creek) citizens to support an independent 
press free of government infl uence and censorship. Some of the Face-
book comments indicated voters will consider the repeal when decid-
ing which council members to elect in the future. Some comments 
suggested a referendum could be used to restore the free press law.

The vote on the repeal measure was a narrow 7-6 and it was ap-
proved by Principal Chief James Floyd. Mvskoke Media will now 
be under the direction of the Secretary of the Nation and Commerce 
Elijah W. McIntosh. 

“This is a chilling attack on press freedom by the National Coun-
cil,” NAJA President Tristan Ahtone told the Tulsa World. “So what’s 
going on here with Mvskoke Media is it is funded by the Muscogee 
(Creek) Nation and the Muscogee (Creek) Nation is essentially trying 
to say that that outlet is actually a PR wing of 
the government and we will treat it as such 
so that things have to go through approval.” 

Cosper disputed assertions that Mvskoke 
Media’s coverage 
was fl awed. “I 
think it was always 
fair, and the questions 
were coming from a place of 
neutrality, not assertions,” he told 
Tulsa TV station KTUL.

NAJA Executive Director Rebecca 
Landsberry, a former Mvskoke Media 
editor, had been a member of the Mvskoke 
Media editorial board until the Nov. 8 coun-
cil vote dissolved it. She called the vote an 
effort to provide censorship.

A NAJA statement complained about the pro-
cess that led to the vote.

The text of the measure was not announced 
or made available to the public—including the 
Mvskoke Media staff and editorial board—until the 
morning of the meeting, the statement said. Neither the 
Mvskoke Media staff nor the editorial board was con-
sulted in the drafting process or even knew that the bill 
had been written.

During debate on the measure, elected offi cials cited a desire to see 
“more positive stories” in the newspaper, NAJA says. The organiza-
tion says it has learned that Mvskoke Media staff must now receive 
prior approval on all published material.

 “It is the opinion of NAJA that journalists should be bound by the 
ethical obligation to seek truth and report it,” NAJA says.

The tribe’s leadership is trying to counter some of NAJA’s as-
sertions.

“Nothing in [the legislation] disbands or restricts Muscogee Me-
dia’s ability to act as the Muscogee Nation’s media outlet despite at-
tempts to brand the legislation as restrictive of suppressive to freedom 
of speech,” says a Facebook post by Lucian Tiger III, speaker for the 
council.

However, reaction to the repeal gained widespread condemnation 
in comments on the Mvskoke Media Facebook page. Several of the 
commenters said they would seek to remove council members at the 
next election.

“You can put out all the memos you want but this should be a de-
ciding factor come election time,” says Erin Heck. “This is the same 
as taking away press passes at the White House. There is no way to 
spin this to make it not look like there is something to cover up in our 
government and in our nation. Such a sad deal.”

A survey of NAJA membership earlier this year found that two of 
the biggest threats to tribal media were a lack of fi nancial resources 

and editorial control, the organization says. Tribal jour-
nalists reported that their nation’s economies impact-

ed their tribal media’s ability to be fi nancially 
independent and that government offi cials 

and political interests often determined 
media content.

Indigenous journalism plays a 
critical role in supporting tribal 
sovereignty and self-determi-

nation, NAJA says. “From 
holding the powerful ac-

countable to disseminating 
stories of cultural signifi -

cance, a free and 
indepen -

dent In-
digenous 

press sup-
ports the goals of tribal nations 
by providing an open public 

forum for community voices. The 
Muscogee (Creek) National Coun-

cil’s actions undermine this role and 
demean this sacred responsibility.”♦

Repeal of Free Press Act
generates controversy

BY KEVIN GALE
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Shattering the Glass Ceiling
HAALAND,  DAVIDS DRAW BROAD SUPPORT 

TO WIN CONGRESSIONAL RACES

BY LEVI RICKERT

COVER STORY

t took over 200 year, so the celebration in 
Indian Country after the midterm elections 

was understandable when Deb Haaland 
and Sharice Davids became the fi rst 

two American Indian women 
elected to Congress. Haaland, 
a tribal citizen of the Pueblo of 
Laguna, was elected to represent 
New Mexico’s 1st Congressional 
District and Davids, a tribal citizen 
of the Ho-Chunk Nation, was 
elected in the 3rd Congressional 
District in Kansas. Both are 
Democrats.

The two Native women were part of 
the wave that elected over 100 women to 
Congress, a record in U.S. history.

The two women shattered the glass ceiling 
that has denied other Native women to serve 

in the House of Representatives. Notably, 
they were elected in congressional districts 
that have small American Indian 
populations. While Haaland’s 
New Mexico’s 1st 

DEB HAALAND

SHARICE DAVIDS

COVER STORY

DEB HAALAND
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Congressional District has two pueblos, 
the Pueblo of Laguna and the Sandia 
Pueblo, the district is mostly in 
Albuquerque, New Mexico, where the 
population of American Indians is only 3.5 
percent. The district in Kansas that Davids 
will represent has an even smaller base of 
Native voters with only 1.3 percent in the 
suburbs of Kansas City.

With those numbers, Haaland and Da-
vids understand they must represent a 
wide range of constituents.

“I want to tell everyone in this room, 
the single moms, the people drowning in 
student debt, and Blacks, and Hispanics, 
and Native Americans and Asian commu-
nities who have been under attack…who 
deserve never to be erased, I see you, I’m 
listening, I love you. We fi ght together, 
and I will bring that fi ght to Congress,” 
Haaland told supporters on election night 
in Albuquerque.

Haaland, who turns 58 on December 2, 
wanted her supporters to know they were 
part of history when they voted to make 
her one of the fi rst American Indian wom-
en elected to Congress.

“Seventy years ago, Native Americans 
right here in New Mexico could not vote. 
Can you believe that? Growing up in my 
mother’s house and as a 35th generation 
New Mexican, I never imagined a world 
to be represented by someone who looks 
just like me,” she says.

With American Indians on stage and the 
Ho-Chunk Nation fl ag being held proudly, 
Davids entered the ballroom of the Em-
bassy Suites in Olathe, Kansas one hour 
after major networks called the district 
in her favor to an electrifi ed crowd. The 
crowd was made of mostly non-Native 
people and a large group representing the 
LGBT community. In addition to being 
among the fi rst American Indian women 
in Congress, Davids will be the fi rst lesbi-
an to represent Kansas in Congress.

“My job is to now represent people of 
the 3rd district. I see every single person. 
It does not matter if you voted for me or 
my opponent. Everyone deserves to be 
represented,” said Davids, 38,  during her 
acceptance speech at Embassy Suites in 
Olathe, Kansas on election night.

While both women understand the im-
portance of representing the people who 
voted them into offi ce, they also under-
stand the signifi cance of being Native 
women elected to offi ce. They under-
stand, for the most part of history, Amer-
ican Indians have been underserved and 
have had few voices heard.

On January 3, 2019, Haaland and 
Davids will join Republicans U.S. Rep. 
Tom Cole (4th District-Oklahoma), a 
tribal citizen of the Chickasaw Nation, 
who has been in Congress since 2003, 
and U.S. Rep. Markwayne Mullin (2nd 
District-Oklahoma), who is a Cherokee 
Nation citizen, who will begin his fourth 
term when the 116th Congress convenes.

FROM THE PUEBLO TO CONGRESS
Born in Winslow, Arizona, Haaland 

was born into a military family, which 
moved around while she was young. 
Even so, she spent a lot of time of her 
childhood with relatives on the Pueblo of 
Laguna, where there was a lack of run-
ning water. It was there she learned the 
lesson about the value of water.

After high school, she spent a decade 
working in a bakery in Albuquerque, 
where she decorated cakes and ran the 
cash register. By 28, she decided she want-
ed to pursue a college degree. She went to 

the University of New Mexico where she 
graduated with an English degree.

As a single-mother, Haaland started a 
small business that sold salsa, where she 
gained a deep appreciation for the en-
trepreneurial spirit. She sold her salsa at 
state fairs and conventions.

She later obtained a law degree in 
American Indian law from the Universi-
ty of New Mexico. For almost two years, 
Haaland was the tribal administrator for 
the San Felipe Pueblo. During the 2012 
presidential campaign, she served as 
New Mexico’s vote director for Barack 
Obama’s reelection campaign. By 2014, 
she ran for lieutenant governor of New 
Mexico, with Gary King at the top of the 
gubernatorial ticket. They lost, but she 
became chairperson of the New Mexico 
Democratic Party.

Haaland decided to run for Congress in 
the 1st Congressional District when U.S. 
Rep. Michelle Grisham chose to run for 
governor of New Mexico. Haaland won 
the Democratic Party’s nomination in 
June among a fi eld of six.

Part of her candidate platform was her 
strong support for a national public infra-
structure bill that creates millions of jobs 
and rebuilds America’s crumbling roads, 
parks, bridges, energy, schools, and tech-
nology infrastructure. Haaland feels the 

SHARICE DAVIDS
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legislation for a national infrastructure 
should include massive investment in up-
dating America’s energy grid to prepare us 
for 100 percent renewable energy, and mil-
lions of good union jobs that include living 
wages, full benefi ts, and fair scheduling.

Haaland believes infrastructure im-
provements should be especially targeted 
towards poor, black, and brown communi-
ties who have been historically neglected 
by the federal government.

“I think that if we had a renewable-en-
ergy revolution, not only in New Mexi-
co’s District 1, but across the country, that 
would create thousands and thousands of 
good-paying, sustainable jobs. That’s, for 
me, the No. 1 issue,” Haaland commented 
in an interview with “The Nation” earlier 
this year.

Haaland also thinks it is time for Con-
gress to pass legislation that provides a 
federal job guarantee.

“A federal job guarantee needs to be 
explored and could open the door to other 
bold ideas like a national childcare pro-
gram to address our child care affordabil-
ity crisis, universal pre-k to address the 
education gap, and public art to make our 
cities more vibrant and livable. As auto-
mation increases and climate change shifts 
our landscape, we need to think about how 
to keep America working,” says Haaland.

FROM PUBLIC SCHOOLS TO 
CORNELL AND CONGRESS

On election night, the fi rst person Da-
vids thanked was her mother, Crystal 
Herriage. The single mother raised Da-
vids and her two brothers while she was 
in the military and then the postal service. 
Davids is the fi rst person in her family to 
attend college.

Davids told her supporters at her victo-
ry celebration that she is a product of pub-
lic education and would fi ght to protect 
public education to Congress.

Soon after winning the primary election 
in August, Davids’ opponent U.S. Rep. 
Kevin Yoder accused her of moving into the 
district so that she could run for Congress. 
He was quickly reminded that Davids grew 
up in the district where she attended Leav-
enworth High School. After high school, 
Davids attended Johnson Community Col-
lege, Haskell Indian Nations University, 
the University of Kansas and obtained her 
undergraduate degree from the University 
of Missouri – Kansas City.

“It is not uncommon to be raised by a 
single parent. It is not uncommon to be a 
fi rst-generation college student. It is not 
uncommon to work the entire time you go 
to college,” Davids told the crowd on elec-
tion night as she talked with passion about 
public education and working her way 

through college. “What is uncommon, un-
til now, is to have those voices truly elect-
ed to Congress.”

After obtaining her undergraduate de-
gree, Davids got a law degree from Cornell 
Law School. From there, she lived on the 
Pine Ridge Indian Reservation, where she 
helped develop economic opportunities, 
programs and initiatives at Thunder Valley 
Community Development Corporation.

Davids also spent time as an amateur 
and professional mixed martial arts fi ghter, 
from 2006 to 2014.

During the last year of the Obama ad-
ministration, Davids served as a White 
House fellow, working with the U.S. De-
partment of Housing and Urban Develop-
ment (HUD).

“We need qualifi ed and experienced 
people in the federal government. My ex-
perience makes me qualifi ed above others 
running,” Davids said during the primary 
to the Tribal Business Journal.

Among the primary opponents, Da-
vids felt her experience exceeded that of 
the others she ran against. Working at the 
White House provided her with a close-up 
view of policy matters that gave her an 
edge over her opponents, one of whom, 
Brent Welder, was endorsed by Bernie 
Sanders, who campaigned for him.

Davids believes small businesses are the 
lifeblood of America and need to be front of 
mind when creating economic policy.

Davids campaigned on maintaining a 
thriving economy. She is a strong propo-
nent of small businesses that she consid-
ers are the lifeblood of a strong American 
economy. 

“If the last couple of years taught us 
anything, we must remember the motto of 
the state of Kansas—the Latin phrase ad 
astra per aspera, which means “to the stars 
through diffi culties.” Let’s do this,” Da-
vids said at the conclusion of her victory 
speech on election night.

After that, she spent another 15 minutes 
exiting the packed ballroom as she greeted 
supporters as Cheryl Lynn’s song “To be 
Real” played providing the background 
music.

Both women are for real and will fi ght for 
American Indians in Congress. ♦

DEB HAALAND
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Ingredients
for Success

TOCABE’S AMERICAN INDIAN FOOD FARE AND 
BUSINESS LEAD TO EXPANSION

BY LEVI RICKERT

t takes more than simply having tasty ingredients to have a recipe for successful restaurants. 
The owners of Tocabe, an American Indian eatery in Denver, understood that concept as they 
made sure each registration bag handed out to attendees at the National Congress of American 
Indians 75th Annual Convention and Marketplace had a small pro-
motional card inside.

The card advertises the Tocabe restaurant, located four miles from 
the hotel, and informed attendees that Tocabe’s food truck would be 
outside the Hyatt Regency on Tuesday and Thursday during the con-
vention for those who could not venture out to the restaurant. 

On Tuesday, the Tocabe food truck was in the parking lot across the street from the Hyatt 
Regency. The aroma of frybread and natural seasonings provided a festive atmosphere for the 

Tocabe Braised Shredded Bison



www.tribalbusinessjournal.com   •   DECEMBER  2018   17

HOSPITALITY

conventioneers longing for American Indian food as they 
waited for their lunches. The food truck’s menu included 
Indian tacos with braised-shredded bison, ground beef or 
grilled chicken, lettuce, pinto beans or black beans, sweet 
corn salsa, mild or hot salsa and sour cream served on fry-
bread. Also, on the menu was a delicious green chili stew. 

Some attendees made their way out to the fl agship To-
cabe restaurant in Denver’s Berkley neighborhood on the 
city’s northwest side. They found its serving line to be 
like a Chipotle restaurant, which allows patrons to view 
the freshly made ingredients that can be added to their se-
lection. The menu offerings include braised shredded bi-
son, chicken, bison ribs, wild rice and frybread. Tocabe’s 
frybread is fl ash fried, which is a quick process to brown 
and fl uff the bread with less a tablespoon of cooking oil 
absorption.

Tocabe is one of  a few restaurants in the United States 
that feature American Indian fare. Opened in 2008, To-
cabe had its origins from Grayhorse : An American Indian 
Eatery, established in downtown Denver in 1989 by the 
Jacobs, an Osage family. Tocabe’s co-owner Ben Jacobs 
grew up in his family’s Grayhorse restaurant and decided 
to open his own, using some of the recipes to create a 
unique American Indian cuisine. Tocabe means blue in 
Osage. By 2011, Tocabe was featured on the Food Net-
work’s “Diners, Drive-ins & Dives.” After receiving  na-
tional exposure, Tocabe’s sales volume exploded. 

Hanging on the wall to the right of the counter at To-
cabe, where patrons order their food, is a large map that 
was produced by the Census Bureau showing where 
American Indian and Alaska Native tribes are located. 
Other items on the wall give subtle hints of the establish-
ment being an American Indian eatery, such as American 
Indian art that provides exposure to local Native artists.

“We have always attempted to be more than a restau-
rant, meaning we are designed as a community-driv-
en experience. Of course, we serve food, but we also 
serve our greater community. For example, we try to 
source food from Native food producers,” says Jacobs, 
who has incorporated the indigenous food movement’s 
concepts into his recipes served at Tocabe.

The restaurant is clean and barrier free, which also 
contributes to successful restaurants. 

The American Indian food fare offerings are well re-
ceived in Denver. Tocabe has a catering menu designed 
for everything from offi ce lunches to family meals. In 
addition, people can select from for higher-end meals for 
weddings, rehearsal dinners, and other special gatherings. 

In March 2015, Tocabe opened another location in 
Greenwood Village, near the Denver Tech Center. The 
food truck is utilized year-round at various locations, 
setting up shop at special events or catering to the down-
town crowd. The company employs 35 employees, many 
of whom are American Indians.

Successful recipes and business practices have turned 
Tocabe into a successful restaurant enterprise with a 
bright future. ♦

Owners Matt Chandra and Ben Jacobs

Tocabe food truck in Denver
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Mashpee Wampanoag struggle 
highlights broad concerns

BY KEVIN GALE

FEATURE

he Mashpee Wampanoag Tribe once gave land to the 
pilgrims to establish Plymouth Colony, but now the tribe 
is facing a daunting challenge to defend its right to 1/10th 
of 1 percent of its ancestral homeland. 

At stake is not only a $1 billion casino project, but 
growing concerns that more tribes will face challenges to 
their federal recognition status.

The Mashpee Wampanoag Tribe, also known as the 
People of the First Light, says it has inhabited present day 
Massachusetts for more than 12,000 years. The tribe was 
re-acknowledged as a federally recognized tribe in 2007. 
In 2015, the federal government declared 150 acres of 

land in Mashpee and 170 acres of land in Taunton as the 
tribe’s initial reservation.

In September, however, the federal Department of 
the Interior sent a letter to the tribe saying it could not 
keep 321 acres of land in trust despite agreeing to do so 
in 2015. 

The department said the tribe was not “under feder-
al jurisdiction” in 1934, and, therefore, the department 
didn’t have a basis for maintaining the tribe’s reservation 
in trust.

The tribe had argued that the state of Massachusetts 
had a history of exercising authority over the tribe, which 

A rendering of the First Light Casino and Resort planned by the Mashpee Wampanoag Tribe
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could act as a surrogate for federal authority. 
While the evidence “demonstrates a federal awareness 

of the Massachusetts Indians and the Commonwealth’s 
regulation of their affairs, it does not establish or refl ect 
any federal actions taken on behalf of, or for the bene-
fi t of, the Mashpee Tribe or its members as such,” said 
the letter written by Assistant Secretary of Indian Affairs 
Tara Sweeney.

The Mashpees are challenging the decision in feder-
al district court for the District of Columbia, saying the 
Department of the Interior’s failure to act to preserve and 
protect the tribe’s reservation is arbitrary, capricious, and 
contrary to the department’s administrative decisions and 
legal precedent. 

The tribe also has lost a round in federal court in a suit 
by Taunton land owners, who also contend the tribe was 
not under federal jurisdiction when the Indian Reorga-
nization Act was passed. U.S. District Judge William G. 
Young ruled that the Interior Department had erred when 
it approved the reservation. The Trump administration 
has elected not to support an appeal in the case, leaving 
the tribe to appeal on its own.

“We have been utterly abandoned by our federal trust-
ee,” says Mashpee Wampanoag Tribal Council Chair-
man Cedric Cromwell.

One remedy to protect the tribe’s reservation is the 
federal Mashpee Wampanoag Tribe Reservation Reaffi r-
mation Act, which would eliminate the need for a favor-
able judicial ruling.

As it stood recently, the Interior Department decision 
jeopardizes plans for the $1 billion First Light Resort and 
Casino, which halted construction as a result of the legal 
action. The casino would not only be an economic engine 
for the 2,700-member tribe, but also for its neighbors in 
the Taunton, Massachusetts area. 

In a previous TBJ cover story, Cromwell said a feder-
al lawsuit challenging the tribe’s status had 25 litigants 
and was funded by Neil Bluhm, the billionaire chairman 
of Rush Street Gaming, which has sought a casino in 
Brockton, Mass.

The Massachusetts Gaming Commission in 2016 had 
rejected the Brockton casino, partly because it was con-
cerned about over saturation in gaming with a Mashpee 
casino 20 miles away. 

A July 2018 article on Enterprisenews.com says 
Brockton Mayor Bill Carpenter wants another shot at 
getting a casino and said it would be unfair for Congress 
to circumvent the recent decisions by passing legislation 
that would help the Mashpees.

He called the bill a bailout for the Genting Group, 

FEATURE

which is funding the Mashpees’ efforts to build a casino.
The reaffi rmation bill has been read twice in the Sen-

ate and was referred to the Committee on Indian Af-
fairs. In the House, the legislation had 20 cosponsors 
as of Nov. 12 and had been referred to the Natural 
Resources Subcommittee on Indian, Insular and Alas-
ka Native Affairs

Facing off against Bluhm in Congress could be a 
challenge since OpenSecrets.org shows he is a prolif-
ic political donor. 

Congressman Joe Kennedy III (D-MA), a co-sponsor 
of the bill said at a Nov. 14 rally supporting the Mashpees 
that the bill will pass because it has bipartisan support, 
and added, “We will never, never, allow this injustice to 
stand.”

There also are other top political fi gures in the mix—
U.S. Sen Elizabeth Warren, (D-Massachusetts), and Pres-
ident Donald Trump.

The Senate bill was introduced by Sen. Edward Mar-
key, (D-Massachusetts), and the only cosponsor as of 
Nov. 12 was Warren. She has been a frequent target of 
ridicule by Trump, who offended many Native Ameri-
cans and people in general by calling her Pocahontas.

Moreover, Trump is a former casino owner who has 
stated that tribes may be getting an unfair economic ad-
vantage. His views were highlighted in 1993 Congressio-
nal testimony when he said some casino owners didn’t 
look like Indians to him.

It’s questionable as to whether Trump would sign the 
bill if it passes both the House and Senate. In doing so, 
he would be reversing a decision by his own Department 
of the Interior and signing off on a measure backed by 
Warren, who could be a presidential contender in 2020.

In October, Cromwell addressed the general as-
sembly of the National Congress of American Indians 
and asked members to stand with the tribe and sup-
port the legislation.

“Each and every one of you, as tribal leaders, truly 

A look at a casino area planned at First Light
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understands the challenges we are going through today,” 
Cromwell said. “The termination era has been re-intro-
duced. It’s a very horrifying situation that is happening 
with my Tribe.”

 “I’m asking that you stand with Mashpee,” Cromwell 
said to applause as the assembly stood in unison as a 
show of support. NCAI also formally voted to support 
the legislation as well.

Cromwell said because all federally-recognized 
tribes should be treated equally, “it’s a natural conclu-
sion that federally recognized tribes should have trust 
lands.”

In July a Congressional subcommittee heard testi-
mony about the bill from Cromwell and bill sponsor 
U.S. Rep. William Keating, (D-Massachusetts).

“This bill is critical for the rights and benefi ts of the 
Mashpee Wampanoag Tribe. It’s a Tribe known as The 
People of the First Light, who were an integral part of 
our country’s history, assisting the Pilgrims settling in 
Plymouth,” Keating told the U.S. House Natural Re-
sources subcommittee on Indian, Insular and Alaska 
Native Affairs.

“The status of their land has been called into ques-
tion, unfortunately, and we have serious concerns about 
the land being taken out of trust,” said Keating. “This 
would result in the Tribe no longer being eligible for 
many federal grants and assistance programs. It would 
also call into question inter-governmental agreements.”

Passage of the Mashpee Wampanoag Tribe Reserva-

tion Reaffi rmation Act, Keating testifi ed, would ensure 
the Mashpee Tribe’s federally-designated reservation 
land “remains fi rmly in place.”

The Nov. 14 event included a march from the Na-
tional Museum of the American Indian and a rally out-
side the U.S. Capitol.

“By doing this, you are coming after our kids. You 
are coming after our future generations,” Jessie Little 
Doe Baird, vice chairwoman of the Mashpee Tribe 
said. “They came for our children and took them to 
Carlisle because we were 'too Indian.’ Today, they tell 
us we are not Indian enough." 

Leaders from the Piikani Nation to the Ponca Tribe 
warned that removal of the Mashpee’s reservation 
would set the precedent for a new era of termination.

"We are a terminated tribe. We know how devastat-
ing it is to lose all of our land,” said Chairman Larry 
Wright, Jr. of the Ponca Tribe of Nebraska, which was 
among the last tribes to suffer termination and later re-
ceive restoration. “This administration wants to make 
us an ethnic statistic,” added Oglala Sioux President 
Troy Weston, “but we’re not going to let that happen.”

Aaron Payment, Chairman of the Sault Ste. Marie 
Tribe of Chippewa Indians and Vice President of the Na-
tional Congress of American Indians, said of the Trump 
Administration, “They are trying to get out of the trust 
and treaty relationship. This administration's policy is ter-
mination. We are now in a termination era.” ♦

Native News Online contributed to this report.
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Cedric Cromwell, chairman of the Mashpee Wampanoag Tribal Council, is fi ghting for continued tribal recognition
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Rolling Rez Arts Bus
HOW A RETROFITTED BUS BOOSTS A CREATIVE INDIGENOUS ECONOMY

BY ANDREA RICHARDOn the vast Pine Ridge Indian Reservation in South Dakota, 
the Native artist community is abundant with creative 
folks churning out handmade creations, but those living 
on the reservation have long struggled to turn their art 

into a viable business. The remote region and its distance make it 
a challenge, not only for the artists to fi nd customers, but for the 
overall tribe whose many members rely on homebased income. 

Lack of transportation and limited money are a real and serious 
struggle, for the Lakotas , but those barriers prompted a business 
idea that’s now providing success for a creative economy. In 2016, 
Rolling Rez Arts was born, following a market study done by First 
Peoples Funds, Artspace, Colorado State University, Investments 
in Creativity and Northwest Area Foundation. Rolling Rez Arts 
is colorful adorned bus that was retrofi tted into a mobile arts 

business, serving Native artists of all levels by offering a space to 
create, learn, deliver art, and connect with others

The project was founded by First Peoples Fund, in partnership 
with Artspace, Lakota Funds and Lakota Federal Credit Union. 
Rolling Rez Arts hosts artist workshops and buying art days, 
providing opportunities for Native artists to sell their pieces to a 
wider outreach. Other services feature mobile banking services, 
in partnership with the Lakota Federal Credit Union. This rolling 
marketplace of sorts on wheels also functions as a business training 
center for Native artists.

Funded in part by National Endowment of the Arts grants 
and other funding, the Rolling Rez Arts is a beacon of hope in 
a community rife with unemployment, rates are upward to 60 
percent on the Pine Ridge Indian Reservation. ♦

?
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natural resource management, 
including forestry.

Agriculture is a great inter-
section, because I also oversee 
that for KeyBank in general.  
Indian country has some phe-
nomenal assets. 

In one instance, we introduced 
a client looking for acreage near 
a port, so they could diversify 
their weather concentration risk 
and send products into Portland 
and Seattle. We introduced them 
to the leadership team at Navajo 
Pride. Now these folks farming 
alfalfa hay are exporting to the 
Pacifi c rim.

Key Bank had a notable 
deal earlier this year for 
workforce housing at the 
Northern Quest Resort & 
Casino. It was heralded as 
the first Freddie Mac de-
velopment on tribal land.

The casino had become a hub 
of econ activity with a four-star 
hotel, gas stations and more mo-
tels. People started moving into 
the area. The Tribe had an op-
portunity from a private sector 
developer to develop multi-use 
housing on tribal trust land with 
a long-term lease. Key helped 
fi nd interested investors. And 
our system helped explain how 
the integrity of leases on tribal 
land are as good as elsewhere.

Key Bank also seems 
to be  robust in helping 
tribes with commercial 
payments. Tell us about 
that.

That’s part of our treasury 
management platform. We re-
ally do a deep dive on the most 
effi cient way of tribes managing 
cash and getting a good rate of 
return. Our differentiator is we 
have an informed team on the 
nuances in doing business in 
Indian Country. They immerse 
themselves with customization. 
We’ve learned if you have done 
business with one tribe, that’s the 
extent of your knowledge. ♦

BANKING

Unlocking success 
BY KEVIN GALE

 eyBank has become a trusted fi nancial 
services partner with more than 70 Native 
American tribes and tribal enterprises as cli-
ents.

The bank’s history in doing business in 
Indian Country goes back 60 years and its 
Native American Financial Services unit was 
established in 2004, with offi ces in Bellevue, 
Washington, and Ann Arbor, Michigan.

The resulting business has a sizeable 
scope:

• More than $1.7 billion in total credit 
commitments to Native American Tribes

• More than $2 billion in assets under 
management for Native American Tribes

• More than $700 million in deposits for 
Native American clients

KeyBank’s roots go back 190 years and 
it is a subsidiary of KeyCorp., a regional 
bank based in Cleveland, Ohio. It’s among 
the nation’s biggest banks with $137.7 bil-
lion in assets.

Heading up the Native American Finan-
cial Services unit is Executive Vice President 
Mike Lettig, who spoke with TBJ in a tele-
phone interview.

Tell us about your background and 
how you became involved in work-
ing with Indian Country.

It started back in the early days of my 
banking career. I started in 1976 in eastern 
Washington in proximity to tribes.

In 2002, I attended advanced management 
school at Case Western University. The cri-
teria was to come up with an idea to change 
the face of the company. I wanted to start a 
Native American Financial Services Group 
with individuals who had fi nancial acumen. 
I wanted to provide cultural, government and 
client sensitivity. 

There was an initial focus on governments 
and infrastructure needs, including roads, 
water, sewer, health, education and welfare 
and looking at different tribal enterprises. 

How can Key Bank help tribes that 
are struggling to provide essential 
services?

An example is in the Navajo Nation. 
There was a need for governmental infra-
structure. Jails had fallen into disrepair.  The 
Navajo Nation had the fi nancial capacity 
based on its liquidity and had entered into 
very little indebtedness. 

They wanted their private sector ar-
rangements to recognize the Navajo court 
and law. The Nation has one of the most 
sophisticated judicial systems, including 
all of the 50 states. 

Our internal risk partners had one key 
question: If we have a dispute, do we get a 
fair shake?

There is case law where courts heard 
cases brought against the Nation and 
against tribal members; 24,000 cases were 
reviewed; and 51 percent were found in 
favor of non-Navajo plaintiffs. The con-
clusion is justice is blind.

The follow-on was taking the Nation to 
S&P and Moody’s and getting them rated. 
Then they had the capacity to issue munic-
ipal debt. Indian Country has the right to 
access those markets. With the rating they 
have, the Navajo Nation issued tax-exempt 
25- and 30-year money on terms that were 
more user friendly on amortization. 

What do you think are your key 
advantages—no pun intended—
against your competitors in provid-
ing services to Indian Country?

Matching the intersection of dispute res-
olution mechanisms and the inherent sov-
ereignty all tribes have. One of the major 
encroachments that tribes face 24/7 is their 
ability to self-govern and within that is the in-
herent right that tribes are sovereign and how 
sovereign inherent rights fi ts into contractual 
arrangements.

In the case of the Navajo Nation, they 
agreed to carve out immunity specifi c to the 
credit agreement that limits their sovereign 
waiver to that specifi c transaction. 

We have a comprehensive delivery model 
with enterprise team treasury management. 
They get underneath the hood of the engine 
of what tribes want from government facili-

ties. They do a clinical analysis of the most 
effi cient way to meet their needs and maxi-
mize returns on their capital. 

The idea is through a team dedicated to 
Indian Country to reach out to all those solu-
tions and verticals embedded in our compa-
ny. A tribe gives us its present situation and 
aspirations and we build customized solu-
tions with all the resources available in the 
company.

We do business with slightly more than 70 
tribes, weighted to gaming. In Indian Coun-
try, you can’t get land as collateral since it is 
a trust asset. You are basically deciding on 
cash fl ow: Is there enough cash fl ow in the 
credit facility to repay debt in a reasonable 
amount of time and still provide the distribu-
tion of the tribe to government services and 
other needs? If the answer is yes, you put to-
gether a credit facility. 

Key Bank also lists five other 
areas of financing solutions for 
tribes: Government infrastructure 
and administration; agriculture; 
natural resources and energy; 
economic development and retail 
development. What are some of 
the highlights of what’s going on in 
those sectors?

The Navajo Nation provided a base 
solution by providing access to capital for 
their oil and gas practice. It took them out 
from a stressful relationship with the ex-
isting provider and gave them breathing 
room. It allowed them to get a reasonable 
cost of capital for an operating credit fa-
cility. It allowed them to hedge the oil 
and gas, so they were building safety nets 
against future production.

There have been a number of opportu-
nities to take existing higher coupon debt 
on government departments and do some 
refi nancing to give tribes a lower cost of 
capital and cash fl ow relief by locking into 
longer terms matching life of the capital 
project.

We are looking at renewable energy and 
provide solutions for tribes for some other 
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natural resource management, 
including forestry.

Agriculture is a great inter-
section, because I also oversee 
that for KeyBank in general.  
Indian country has some phe-
nomenal assets. 

In one instance, we introduced 
a client looking for acreage near 
a port, so they could diversify 
their weather concentration risk 
and send products into Portland 
and Seattle. We introduced them 
to the leadership team at Navajo 
Pride. Now these folks farming 
alfalfa hay are exporting to the 
Pacifi c rim.

Key Bank had a notable 
deal earlier this year for 
workforce housing at the 
Northern Quest Resort & 
Casino. It was heralded as 
the first Freddie Mac de-
velopment on tribal land.

The casino had become a hub 
of econ activity with a four-star 
hotel, gas stations and more mo-
tels. People started moving into 
the area. The Tribe had an op-
portunity from a private sector 
developer to develop multi-use 
housing on tribal trust land with 
a long-term lease. Key helped 
fi nd interested investors. And 
our system helped explain how 
the integrity of leases on tribal 
land are as good as elsewhere.

Key Bank also seems 
to be  robust in helping 
tribes with commercial 
payments. Tell us about 
that.

That’s part of our treasury 
management platform. We re-
ally do a deep dive on the most 
effi cient way of tribes managing 
cash and getting a good rate of 
return. Our differentiator is we 
have an informed team on the 
nuances in doing business in 
Indian Country. They immerse 
themselves with customization. 
We’ve learned if you have done 
business with one tribe, that’s the 
extent of your knowledge. ♦

BANKING

Unlocking success 
BY KEVIN GALE

 eyBank has become a trusted fi nancial 
services partner with more than 70 Native 
American tribes and tribal enterprises as cli-
ents.

The bank’s history in doing business in 
Indian Country goes back 60 years and its 
Native American Financial Services unit was 
established in 2004, with offi ces in Bellevue, 
Washington, and Ann Arbor, Michigan.

The resulting business has a sizeable 
scope:

• More than $1.7 billion in total credit 
commitments to Native American Tribes

• More than $2 billion in assets under 
management for Native American Tribes

• More than $700 million in deposits for 
Native American clients

KeyBank’s roots go back 190 years and 
it is a subsidiary of KeyCorp., a regional 
bank based in Cleveland, Ohio. It’s among 
the nation’s biggest banks with $137.7 bil-
lion in assets.

Heading up the Native American Finan-
cial Services unit is Executive Vice President 
Mike Lettig, who spoke with TBJ in a tele-
phone interview.

Tell us about your background and 
how you became involved in work-
ing with Indian Country.

It started back in the early days of my 
banking career. I started in 1976 in eastern 
Washington in proximity to tribes.

In 2002, I attended advanced management 
school at Case Western University. The cri-
teria was to come up with an idea to change 
the face of the company. I wanted to start a 
Native American Financial Services Group 
with individuals who had fi nancial acumen. 
I wanted to provide cultural, government and 
client sensitivity. 

There was an initial focus on governments 
and infrastructure needs, including roads, 
water, sewer, health, education and welfare 
and looking at different tribal enterprises. 

How can Key Bank help tribes that 
are struggling to provide essential 
services?

An example is in the Navajo Nation. 
There was a need for governmental infra-
structure. Jails had fallen into disrepair.  The 
Navajo Nation had the fi nancial capacity 
based on its liquidity and had entered into 
very little indebtedness. 

They wanted their private sector ar-
rangements to recognize the Navajo court 
and law. The Nation has one of the most 
sophisticated judicial systems, including 
all of the 50 states. 

Our internal risk partners had one key 
question: If we have a dispute, do we get a 
fair shake?

There is case law where courts heard 
cases brought against the Nation and 
against tribal members; 24,000 cases were 
reviewed; and 51 percent were found in 
favor of non-Navajo plaintiffs. The con-
clusion is justice is blind.

The follow-on was taking the Nation to 
S&P and Moody’s and getting them rated. 
Then they had the capacity to issue munic-
ipal debt. Indian Country has the right to 
access those markets. With the rating they 
have, the Navajo Nation issued tax-exempt 
25- and 30-year money on terms that were 
more user friendly on amortization. 

What do you think are your key 
advantages—no pun intended—
against your competitors in provid-
ing services to Indian Country?

Matching the intersection of dispute res-
olution mechanisms and the inherent sov-
ereignty all tribes have. One of the major 
encroachments that tribes face 24/7 is their 
ability to self-govern and within that is the in-
herent right that tribes are sovereign and how 
sovereign inherent rights fi ts into contractual 
arrangements.

In the case of the Navajo Nation, they 
agreed to carve out immunity specifi c to the 
credit agreement that limits their sovereign 
waiver to that specifi c transaction. 

We have a comprehensive delivery model 
with enterprise team treasury management. 
They get underneath the hood of the engine 
of what tribes want from government facili-

ties. They do a clinical analysis of the most 
effi cient way to meet their needs and maxi-
mize returns on their capital. 

The idea is through a team dedicated to 
Indian Country to reach out to all those solu-
tions and verticals embedded in our compa-
ny. A tribe gives us its present situation and 
aspirations and we build customized solu-
tions with all the resources available in the 
company.

We do business with slightly more than 70 
tribes, weighted to gaming. In Indian Coun-
try, you can’t get land as collateral since it is 
a trust asset. You are basically deciding on 
cash fl ow: Is there enough cash fl ow in the 
credit facility to repay debt in a reasonable 
amount of time and still provide the distribu-
tion of the tribe to government services and 
other needs? If the answer is yes, you put to-
gether a credit facility. 

Key Bank also lists five other 
areas of financing solutions for 
tribes: Government infrastructure 
and administration; agriculture; 
natural resources and energy; 
economic development and retail 
development. What are some of 
the highlights of what’s going on in 
those sectors?

The Navajo Nation provided a base 
solution by providing access to capital for 
their oil and gas practice. It took them out 
from a stressful relationship with the ex-
isting provider and gave them breathing 
room. It allowed them to get a reasonable 
cost of capital for an operating credit fa-
cility. It allowed them to hedge the oil 
and gas, so they were building safety nets 
against future production.

There have been a number of opportu-
nities to take existing higher coupon debt 
on government departments and do some 
refi nancing to give tribes a lower cost of 
capital and cash fl ow relief by locking into 
longer terms matching life of the capital 
project.

We are looking at renewable energy and 
provide solutions for tribes for some other 
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Penny Singer features 
vibrant colors

RETAIL

The Real Deal
RETAILERS FIGHT KNOCK-OFFS, STRIVE FOR 

AUTHENTICITY, CONSUMER EDUCATION

BY SALLY-ANN O’DOWD | PHOTOS BY PENNY SINGER

rom individual fashion and 
jewelry designers to massive 
e-commerce operations, Native 
Americans have enjoyed an in-
crease in sales in the last fi ve 
years. Whether selling at an art 
market or striking partnerships 
with multinationals, businesses 
of every size share a core belief: 
Artists’ intellectual property must 
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be protected in a 
new age of cultural 
appropriation. 

“There is a fas-
cination with Native American culture and 
history. We understand that,” says Ira Wilson 
(Navajo), who was retail manager and lead 
buyer for 26 years at the Indian Pueblo Cul-
tural Center in Albuquerque, before joining 
the Southwestern Association for Indian Arts 
in Santa Fe last year. “However, as a person 
of my native community, I’d like to see less 
of the Coachella headdress wearing and 
more people come to Indian markets across 
the U.S. to understand why it’s so cool, why 
we are proud to wear our culture on our 
sleeves.” 

In the last fi ve or six years, Wilson has 
seen a slight, steady uptick in e-commerce 
sales for Native American goods. It is a wel-
come development after decades of sluggish-
ness caused by an onslaught of fakes from 
the Philippines in the 1990s, which reversed 
the previous decade’s gains. 

Many forces are driving the indigenous 
renaissance.  As e-commerce, search engine 
optimization (SEO), Facebook ads and Ins-
tagram expand the marketplace, artists like-
wise are diversifying the goods they produce 
and how they promote them.  Wilson points 
to artists covering leggings and basketballs 
with Northwest coastal designs, T-shirts 
emblazoned with the slogan “Phenomenally 
Indigenous,” and Adrian Wall, known for his 
alabaster sculptures and bronzes, who is now 
making glass earrings.

PUEBLO MARKETING 
RAISES AWARENESS

For their part, the 19 Pueblo nations 
behind the non-profi t cultural center, and 
for-profi t counterpart Indian Pueblo Mar-

keting Inc., have gone to extreme lengths 
to raise awareness of their brand. In 2015, 
adjacent to the center, they opened the 
country’s fi rst Native American-owned 
Starbucks.  To commemorate the special 
occasion, they asked fi ve artists from four 
tribes to make a Starbucks-style clay mug 
to serve as store decor. Six new designs 
debuted for Christmas 2017, and insulated 
ceramic travel mugs arrived soon after. A 
new series launched this fall. 

Taking a cue from the public’s fervent re-
action and desire for ownership, the Pueblo 
board invested in the overseas manufactur-
ing of ceramic versions bearing the original 
designs. So far, 30,000 mugs have been sold 
at the center’s dragonfl y-inspired Shuma-
kolowa Native Arts gift shop and on the Shu-
makolowa website, with prices ranging from 
$15 to $28. All of the participating artists re-
ceive royalties for each mug sold, with pro-
ceeds also supporting the center and pueblos. 

The tribes have maintained control of the 
project since inception, with artists maintain-
ing design rights. “We didn’t want to sell the 
designs outright to Starbucks so Shumaka-
lowa was the middle man,” says Alejandria 
Rodriguez, manager of the Shumakolowa 
Native Arts gift shop. “If an artist had sold, 
Starbucks would have owned it outright and 
used it on anything.”

While the mugs and other products—
such as clay pots ranging from $250 to 
$6,350—sell year-round, December 2017 
accounted for 50 percent of all the center’s 
sales.  About 60 percent of customers visit 
the center while the remaining 40 percent 
buy directly online. 

“Collectors want to know a Native Ameri-
can made this item,” Rodriguez says. “We’ve 
built a reputation for being a reliable source 
for authentic pieces.”

NAVAJO FASHION DESIGNER
For Penny Singer, a self-taught Navajo 

fashion designer who sews all her clothing 
by hand, a personal brand is worth the hu-
manity you put into it. 

When she started designing full time in 
2005, few Native Americans in that category 
were participating in art markets, the chan-
nel she chose for building her reputation and 
clientele. But six years ago, designer Patricia 
Michaels changed the dynamic as the fi rst 
Native American to be featured on Project 
Runway, the Emmy award-winning TV pro-
gram on Lifetime. She won the fi rst runner 
up title.

“Patricia was very successful and got the 
attention of [young consumers],” Singer 
says. “Now you see a lot of young Native 
designers in their mid-20s.”

Although her website (pennysinger.com) 
features fashions in vibrant hues worn by 
Native American models, Singer does not 
sell online. As a one-person operation, she 
wouldn’t be able to meet the demand. 

Instead, each month, she attends an Indi-
an art market such as those held by SWAIA 
in Santa Fe, the Heard Museum in Phoenix, 
Hard Rock Hotel & Casino Tulsa, and the 
Eiteljorg Museum of American Indians and 
Western Art in Indianapolis. The November 
marketplace held by the Autry Museum of 
the American West, in Los Angeles, was the 
beginning of her holiday push.

Her grandmother, a weaver and farmer 
who tended to sheep in the Carrizo Moun-
tains, inspires many of her designs. “It’s 
wearable art. I tell stories in my art.”

AVOIDING ‘DESIGN IMPERIALISM’
But Keri Ataumbi, a member of the Kiowa 

tribe living in Santa Fe, shies away from shar-
ing ancestral traditions because of “design 
imperialism.” For sale on her website (ata-
umbi.com) were 18 different bracelets, neck-
laces, earrings and rings. The most expensive 
items, ranging from a $1,600 pair of earrings 
made of white, yellow gold and diamonds to 
a $3,250 horse intaglio ring, were sold out. 

“Be very mindful of what you share. His-
tory shows us that everything about us, in-
cluding our aesthetic, is repeatedly stolen and 
misinterpreted,” Ataumbi says. “‘Made by’ is 
made by. ‘Inspired by’ is a non-native using 
our designs and unfortunately they can use 
them in inappropriate ways.  Keep asking 
questions and educating people on why it’s 
important to buy Native made.  Why should 
non-Natives continue to use our culture for 
their profi t in 2018?” ♦

RETAIL

Penny Singer seeks to tell 
stories with her fashion
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ECONOMIC DEVELOPMENT

HOW TRIBES SHOULD CONSIDER 
OPPORTUNITIES IN CANNABIS, HEMP

BY ANDREA RICHARD

t is estimated that the U.S. legal cannabis industry will be worth 
nearly $47.3 billion by 2027, according to Arcview Market Research 
and BDS Analytics. The industry was valued at around $9.2 billion 
as of 2017. 

 As laws are passed allowing for more and more states to adminis-
ter medical and recreational cannabis in North America, where most 
of the world’s market share exists, the demand and growth for can-
nabis products is a business worth taking a look at. Cannabis Sativa 
is a plant family, consisting of hemp and marijuana. While marijuana 

is still classifi ed as a federal Schedule 1 drug, making entering the 
industry complicated as First Nations are subjected to federal U.S. 
laws, there are still considerable business opportunities available that 
are unique to Native American tribes. 

The National Indian Cannabis Coalition, Executive Director Jeff 
Doctor who recently spoke to TBJ for an interview, emphasized en-
tering the cannabis space has to be done the right way and tribal 
councils need to consider what’s best for their communities. 

Such is the case with the Blackfeet Nation and the Cherokee 
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Nation, both taking different stances on 
the issue. Recently, the Blackfeet Nation 
decriminalized medical cannabis on its 
Montana reservation, following the state’s 
revised law that was passed for its med-
ical marijuana program. However, earlier 
this year, the Cherokee Nation decided to 
ban medical cannabis usage on its Oklaho-
ma-based tribal properties despite the state 
passing it. 

Cultivating hemp is one viable option for 
economic development, according to Jeff 
Doctor. Hemp does not contain any psycho-
active properties that make users “high” like 
marijuana does, and hemp has numerous 
industrial uses.

“We can take the land we already have 
and turn it into an economic force—into an 
agricultural product,” Jeff Doctor says. “We 
have the resources. We have to retool it.”

In addition, if the 2018 Farm Bill passes 
and legalizes hemp nationally, Native Amer-
ican Tribes could substantially capitalize on 
this growing agricultural industry. 

The following transcript has been edited 
for brevity and clarity.

DOES THE 2018 U.S. FARM BILL HAVE ANY 
IMPACT FOR TRIBES LOOKING TO ENTER THE 
CANNABIS INDUSTRY?

It does for hemp. For those wanting to 
enter this space, it gives it more legitimacy 
because you would have the backing of the 
federal government

SO, CURRENTLY IN THE UNITED STATES, 
THE FEDERAL LAW IS THAT MARIJUANA IS A 
SCHEDULE ONE DRUG. HOW IS THAT A CHAL-
LENGE FOR TRIBES TO ENTER THE CANNABIS 
SPACE?

Tribes have to think about their federal 
funding, and because it’s a schedule one 
drug, this could affect their funding for 
housing, policing, education and health care. 
That’s where the fi ne line is for federally rec-
ognized tribes. You have to consider what’s 
best for your community. That’s why we al-
ways recommend referendums. Pick a com-
mittee and give your community the option 
to vote and make your decision as a council 
from that.

TALK ABOUT THE PROCESS IN ENSURING 
THAT THINGS ARE DONE THE RIGHT WAY.

One of the fi rst processes needs to be con-
sultation with the United States Attorney in 
your jurisdiction. That was always recom-
mended by the memos that were put out in 
2014 by the Department of Justice. It’s eight 
bullet points, so that’s where it really needs 
to start, if your tribe is considering going 
down that road. Then also, you always want 
to have tribal involvement, tribal inclusion, 
making sure your membership is on board 
as well. And then taking the proper steps and 
protecting the needs of your community by 
looking at what is best for them so some of 
the programs are not affected in a negative 
way.

Make sure that you’re vetting and work-
ing with the right people, too. Look at some 
of the incidents that have happened since 
2015 when this announcement was made, 
there has been some shady people and shady 
organizations trying to take advantage of the 
tribal loophole and marketing with different 
tribal councils. 

IN YOUR EXPERIENCE, WHEN YOU SPEAK TO 
TRIBES ABOUT ENTERING THE CANNABIS 
BUSINESS SPACE ARE YOU OBSERVING ANY 
HESITANCY, OR ARE THEY MORE INCLINED TO 
EMBRACE IT?

I think it’s a mixed bag of 50/50. Some 
tribes who are a little more progressive and 
have a better understanding of the issue, 
because they are more informed on it, they 

really see it as a true business opportunity. 
They have done some of their homework 
and those that are they really are looking 
more for legislative guidance, not business 
guidance. And I have some tribes who have 
asked us to come in and inform them on the 
basics about what is cannabis. For some, 
they want to know the differences between 
medical, recreational and what hemp is. So 
we start there in explaining the basics and 
educating them to help the tribes get on a 
level where they feel comfortable making 
good decisions.

 WHAT ARE THE POSSIBILITIES WITH HEMP? 
There are multiple, multiple uses. Hemp 

is a very big worldwide market now. The 
number of products that hemp are going 
into. You have major companies like BMW 
using hemp fi bers in their door products.  
Hemp is well known for making rope, but 
it has multiple uses. In housing, they can use 
“hemp-crete” instead of concrete. It lasts, is 
better for the environment and retains heat 
and coolness. 

One of reason the reasons why I think 
it’s especially a great opportunity for Indi-
an Country is because, say, with something 
like gaming to be successful it’s all about 
the location, location, location, right. You 
have to have a good demographic, but for 
what we as tribes and tribal communities 
and reservations have a lot of are land and 
unemployment. What can hemp be? Two 
simple things. Hemp, because it’s a non-hal-
lucinogen product. It really is growing it, 
harvesting it like wheat, corn, anything else. 
And what is it doing, secondly? Economic 
development and job creation. At the end of 
the day, hemp is that simple.  

We have so much land available and so 
many people out of work. Put the two togeth-
er. And it doesn’t take a lot to grow hemp 
because it grows outdoors so you don’t have 
to have a lot of infrastructure. Maybe some 
of the tribes that already have different kinds 
of agricultural equipment could retrofi t it, 
instead of going out and buying new ma-
chinery. There are a number of ways tribes 
can get involved and fi nd another way for 
self-sustainability and sovereignty. ♦

Jeff  Doctor

COMMUNICATIONS

This is a very credible business but unfortu-
nately, they struggle with spreading the word 
and creating demand. Their public relations 
targets the supplement marketplace, but let’s 
be honest here, they are preaching to the 
choir. Folks in this genre are all competing 
for a piece of the same small business audi-
ence. Because of this, success is going to be 
limited. 

So what can be done to improve the tribe’s 
investment in this business and get the profi ts 
rolling?

The fi rst idea for promotion should be to 
identify a target market that will be open to 
trying and buying your services. Then, focus 
your efforts on that market. Seems simple, 
but this is too often ignored in the hopes of 
getting larger and larger market shares out of 
the gate. We used to call this “rifl e market-
ing.”

One way to maximize this approach effec-
tively begins with adequate market analysis. 
Identify the specifi c target market but keep in 
mind any ancillary markets that you discov-
er and that you can expand to after you have 
gone after the fi rst group. Product and brand 
extension are done this way.

One answer for many is to fi nd a good 
spokesperson that can reach your target mar-
ket. If you look at a cross-section of the busi-
ness world, you see this everywhere from a 
former Mouseketeer pushing diet programs 
to a former Marine pushing home loans to 
veterans. The media, especially television, 
is blanketed by some person with supposed 
“creds” pushing something. 

Here’s an example of how it works. Look 
at our Mouseketeer and her diet plans. First 
you aim for the most susceptible group—the 
ones who really stress about their weight 

while munching on Twinkies. Then start 
extending your marketing to smaller groups 
with the same goal, but remember to play 
upon the successes of the fi rst group. 

This way you can maintain the original 
market share by reinforcing their decision to 
buy from you in the fi rst place. They will start 
sharing their stories of success and motivat-
ing others to join them in successful weight 
loss with your product!

Like with everything, this approach only 
works with very specifi c marketing objec-
tions and within a limited time frame. It can 
work but must be managed very carefully.

So, back to our tribal cherry juice extract. 
First, you must answer some simple ques-
tions. What good does it do and for whom 
does it deliver the most benefi ts? Honest as-
sessment of the answers will help you to iden-
tify your market and it can provide you with 
the theme of your product for promotion.

Hypothetically, if your cherry juice is de-
monstrably good at curing acne, ask yourself, 
who is plagued by acne? Young, prepubes-
cent teenagers. They hate pimples and blem-
ishes, Therefore, you have to go after this 
group and promise them a pim-
ple-free existence. Do the before 
and after shots of some attractive 
young spokesperson and high-
light their testimonial for cherry 
juice. You’ll sell a lot of it. 

Skip doing too much of the 
scientist-speak about the chemi-
cal reactions, which cause pim-
ples and focus on the clear, beau-
tiful skin of a successful user.

It is impossible to teach a 
full marketing/public relations/
advertising course in one article,  
but it is necessary for you to un-
derstand the relationship of your 
product and/or service with the 
folks who might buy it. Effec-
tively tell the story to a realistic 
target market. That should be 
your goal. ♦

GLENN C. ZARING 

(CHEROKEE) IS THE 

FORMER PUBLIC AFFAIRS 

DIRECTOR OF THE LITTLE 

RIVER BAND OF OTTAWA 

INDIANS, BASED IN 

MANISTEE, MICHIGAN, AND 

OWNER OF TRIBAL PUBLIC 

AFFAIRS ADVISOR (TPA2). 

HE MAY BE REACHED AT 

PUBLICAFFAIRSADVISOR@

GMAIL.COM.

The Necessary ‘Evils’
for Tribal Business

An often-overlooked element is 

tribal business is a public relations 

and advertising campaign driven 

by an effective marketing strategy. 

These are the signifi cant tools that 

will bring you customers.

H
owever, we realize that it is a 
tough sale, convincing people 
about the need for this planning 
and action. Most folks do not 
value marketing or advertising 
and consider it an expensive an-
noyance.

You know the ones I mean...they say: 
“Why should we waste money on marketing 
and advertising? We have a great product.” 
We all know those types and truthfully, they 
speak from lack of education or training. Do 
not let them guide you on how you do your 
business—not if you want to succeed.

Every business has and is a story that 
should never be forgotten or ignored. Why? 
Because if potential customers, stakeholders 
or infl uencers do not know the story about 
what you are doing, they cannot lend support 
to it. They also cannot recommend what you 
are doing to others within their circle. They 
need to know your story. Just look at how 
Mike sells, “My Pillow!” Is there anyone 
who doesn’t know that story or jingle?

Let’s look at an example; a tribally-owned 
business in nutraceuticals. Up north, we 
grow cherries—a lot of cherries. Here there 
is a business that produces products from tart 
cherries, which have certain health claims. 



www.tribalbusinessjournal.com   •   DECEMBER  2018   29

COMMUNICATIONS
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nately, they struggle with spreading the word 
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targets the supplement marketplace, but let’s 
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choir. Folks in this genre are all competing 
for a piece of the same small business audi-
ence. Because of this, success is going to be 
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So what can be done to improve the tribe’s 
investment in this business and get the profi ts 
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The fi rst idea for promotion should be to 
identify a target market that will be open to 
trying and buying your services. Then, focus 
your efforts on that market. Seems simple, 
but this is too often ignored in the hopes of 
getting larger and larger market shares out of 
the gate. We used to call this “rifl e market-
ing.”

One way to maximize this approach effec-
tively begins with adequate market analysis. 
Identify the specifi c target market but keep in 
mind any ancillary markets that you discov-
er and that you can expand to after you have 
gone after the fi rst group. Product and brand 
extension are done this way.

One answer for many is to fi nd a good 
spokesperson that can reach your target mar-
ket. If you look at a cross-section of the busi-
ness world, you see this everywhere from a 
former Mouseketeer pushing diet programs 
to a former Marine pushing home loans to 
veterans. The media, especially television, 
is blanketed by some person with supposed 
“creds” pushing something. 

Here’s an example of how it works. Look 
at our Mouseketeer and her diet plans. First 
you aim for the most susceptible group—the 
ones who really stress about their weight 

while munching on Twinkies. Then start 
extending your marketing to smaller groups 
with the same goal, but remember to play 
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The Necessary ‘Evils’
for Tribal Business

An often-overlooked element is 

tribal business is a public relations 

and advertising campaign driven 

by an effective marketing strategy. 

These are the signifi cant tools that 

will bring you customers.

H
owever, we realize that it is a 
tough sale, convincing people 
about the need for this planning 
and action. Most folks do not 
value marketing or advertising 
and consider it an expensive an-
noyance.

You know the ones I mean...they say: 
“Why should we waste money on marketing 
and advertising? We have a great product.” 
We all know those types and truthfully, they 
speak from lack of education or training. Do 
not let them guide you on how you do your 
business—not if you want to succeed.

Every business has and is a story that 
should never be forgotten or ignored. Why? 
Because if potential customers, stakeholders 
or infl uencers do not know the story about 
what you are doing, they cannot lend support 
to it. They also cannot recommend what you 
are doing to others within their circle. They 
need to know your story. Just look at how 
Mike sells, “My Pillow!” Is there anyone 
who doesn’t know that story or jingle?

Let’s look at an example; a tribally-owned 
business in nutraceuticals. Up north, we 
grow cherries—a lot of cherries. Here there 
is a business that produces products from tart 
cherries, which have certain health claims. 
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ECONOMIC DEVELOPEMENT

They’ve created a tourist destination revolving around a lot of 
retail options," James says.

Among those options promoted by the Wild Horse Pass Devel-
opment Authority are a 500-room resort and spa, with a 242-room 
hotel and casino, and a journey back in time at Rawhide, a replica 
of an 1880s Frontier town.  Once visit ors are drawn to the area, 
there is a 36-hole championship golf course, an award-winning 
Kai restaurant, a native-inspired Aji Spa, and equestrian center for 
desert horseback rides and even a boat cruise along the re-created 
man-made Gila River.

“Another good example of a community that has really taken off 
with their retail and small business development is the Cheyenne 
River Sioux Reservation in South Dakota," James says. "Through 
their tribal and economic/business development arms, they’ve been 
able to create a lot of entrepreneurship, small businesses with a 
lot of energy to meet demand with most of that success coming 
through the Four Bands Community Fund and the Native Commu-
nity Development Financial Institutions Network.”

Tanya Fiddler (Cheyenne Sioux) has been an executive offi -
cer with both organizations.  In an address to a Senate Banking 
Committee, she told federal politicians: “The majority of Native 
communities, 86 percent, lack a single fi nancial institution within 
their borders to access affordable fi nancial products and services 
(so) CDFI’s are key organizations working to create innovative 
solutions to overcome those barriers.  They enter markets normal-

ly considered high-risk and have been responsible for an astound-
ing transformation—creating businesses, jobs, and serving as the 
catalyst for developing local economies.”

That kind of development ($12 million in loans deployed and 
800 jobs created) has been necessary in the remote and impover-
ished area home to the Cheyenne River Sioux where the 8,000+ 
residents frequently have to travel 50 miles or more over poor-
ly-maintained roads to access basic services and employment.

“Over the past decade or so, I’ve seen an increase in retail mar-
kets on reservations,” says James.  “Young entrepreneurs with 
an ability to innovate are thinking outside the box. Young people 
with access to technology are creative thinkers who are working 
on ways to become independently successful.

“My message to someone wanting to start retail on a reserva-
tion would center around two keys—look at existing resources 
that might already be found within your community and look to 
learn from existing samples of success like those found in train-
ing sessions and at conferences like the Reservation Economic 
Summit where attendees walk away with industry contacts and 
actual skills to take their businesses to the next level.”

The 2019 Reservation Economic Summit, the largest and lon-
gest-running national American Indian Business event in the na-
tion, is scheduled for March 25-28 at the Paris Las Vegas Hotel 
with a theme of “Fostering Collaboration, Partnership, and Busi-
ness for Indian Country.” ♦

ECONOMIC DEVELOPEMENT

s the largest national Indian-specifi c business organization in 
the nation, the National Center for American Indian Enterprise 
Development (NCAIED) has been helping tribes and entrepre-
neurs since its inception half a century ago.

“We’ve worked with over 25,000 Indian enterprises, about 80 
percent of all tribal and Alaskan native communities, and over the 
last 15 years or so have helped clients obtain $4.5 billion in con-
tracts and fi nancing,” says CEO Chris James (Cherokee).  “We 
mean business for Indian Country.”

Focusing primarily on consulting services and technical assis-
tance for both tribes and small individual businesses, NCAIED 
helps 200 to300 clients annual to receive some $300 million in 
federal government project contracts.  

“Not only is there a benefi t in the actual procurement contract, 
each contract also creates jobs, so those businesses we assist, we 
help create wealth and employment in Native communities,” says 
James.  “The dollars brought in by tribally-owned businesses, that 
income goes back into the community for additional economic 
development.  Tribes use the money to help perpetuate the base 
of businesses while individuals make their dollars to grow their 

company and create additional jobs.”
It’s a fairly-well-accepted fact that starting a business on a res-

ervation comes with unique diffi culties.  “Some of the problems 
revolve around reservation location, frequently rural and remote.  
Commerce isn’t as quick as if you lived downtown in an urban 
market.  But a lot of business can now be conducted electron-
ically with the Internet and social media, so entrepreneurs can 
overcome that remoteness by turning on a computer (if they have 
broadband service).

“Access to capital is still an issue.  A lot of times when a busi-
ness gets started in a reservation community, owners may not 
have any credit.  They don’t own a house to use for capital and 
their parents, friends, and relatives may not be able to help them 
fi nancially.  So they have to rely on self-fi nancing if they can’t 
get access to a bank loan.  That non-access to capital leads to 
underfunding and hinders growth.”

There are success stories that are encouraging, however, such 
as Wild Horse Pass in Arizona, an endeavor of the Gila River 
Maricopa tribe.  “What they did was successfully develop, not 
only retail shopping, but also entertainment beyond just gaming.  

We mean business for Indian country
BY LEE ALLEN

The Sheraton Grande at Wildhorse Pass is near Rawhide, a replica of an 1880s frontier town 
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al members around to fi ve federally-designated reloca-
tion cities and Phoenix was one of them,” says Phoenix 
Indian Center CEO Patti Hibbeler (Salish Kootnai ).

In the mid-1950s, the center incorporated with the 
State of Arizona as a non-profi t entity, funded in part 
by the U.S. Department of Labor and the Valley of the 
Sun United Way.  Today, the Phoenix Indian Center 
is the primary resource of education, employment, 
cultural enrichment, and community engagement for 
urban Indians residing in Maricopa County.

“Today’s metro Phoenix is a heck of a lot different 
than in the 1940s,” says Hibbeler.  “It’s changed dras-
tically, but we still very much provide those same ser-
vices with our core being helping people fi nd a job.  We 
do a lot of workforce training and placement as well as 
cultural enrichment training for employers in the Val-
ley.  We help Natives navigate to things like human 
services and rental assistance and other direct needs.

“When you live on a reservation and look for as-
sistance, you generally know where to fi nd it, usually 
around tribal offi ces. But in the Phoenix Valley, that 
route is much more complex for our Native popu-
lation of upwards of 150,000.  And while two other 
urban areas (Los Angeles and New York City) have 
larger Native populations, per capita, we are the larg-
est and fastest-growing American Indian urban popu-
lation in the country.”

Estimating that they have reached one out of ev-
ery fi ve members of the target market, Hibbeler says: 
“Just about every family has a member who has used 
our services at one time or another over our exis-
tence.”  The budget of right around $4 million annu-
ally comes from multiple funding sources, including 

federal grants and contracts, foundation dollars, tribal 
funding and individual donations.

“Our most popular, our largest signature program, 
evolves around getting and maintaining a job—but 
we also specialize in drug (illicit and prescription) 
and alcohol prevention with a focus of delaying in-
volvement with drugs or alcohol by concentrating on 
youth. Suicide prevention is a part of that focus.  We 
deal with serious issues important to our community 
as we try to facilitate changes for the future.”

Plans for 2019 include expansion of service provi-
sion to not only Maricopa County, but into Coconi-
no County and the Indian population residing in the 
Flagstaff area.  “We’ve done it before with services in 
Winslow and Prescott as contracts arose, so we look 
forward to helping others in Arizona’s high country.  
One of our core values is integrity. We step into every 
experience with integrity, and we’ll do so as we begin 
service provision in Flagstaff,” Hibbeler says

Also new next year will be the addition of a sum-
mer internship program for high school students.  
We’ll be matching them with mentors in the students’ 
areas of interest, so they understand more about those 
job categories and gain hands-on experiences in sub-
jects they’re curious about.”

Hibbeler looks at the recent mid-term elections and 
anticipating another ballot box exercise looming in 
2020.

“We’re moving forward with voter engagement, 
not only to register our population to vote, but to get 
them to the polls so they can exercise their voice,” 
she says.  “And we’ll do the same thing around the 
upcoming census, building up trust with our clientele 
and getting American Indians to participate in that.”

The center has an average client age of 38 and a 
majority of those in need are households headed by 
women with three children.

 “The beauty of our efforts is we can wrap every-
thing together with all our complimentary services 
that ultimately affect a family unit of whatever de-
scription,” Hibbeler says. “We help people to help 
themselves. Like many other non-profi ts, we wear 
many hats with our dedicated staff spending their day 
helping those who need it. We’re here because we 
know the good work we do for the community, work 
that is truly changing lives on a daily basis.”

Phoenix Indian Center, https://phxindcenter.
com, (602) 264 6768. ♦

FEATURE

“Many Native Americans arrived 
on our streets without a job or a place 
to live with the government believing 

they would just naturally assimilate and 
become a part of the fabric of this urban 

environment. 

 In truth, they needed some help in the 
form of a place to come together as a 

native community as well as assistance 
in fi nding employment and 

places to live.”

Phoenix Indian Center
AN URBAN CENTER SUCCESS MODEL

BY LEE ALLEN

FEATURE

hen you’ve been around for nearly three quarters of 
a century, you learn a thing or two—as helpful today, 
perhaps even more so in the 21st century, than when 
things began in 1947.

Phoenix Indian Center is an eyes-on-the-prize, 
goal-oriented help agency that for 71 years has en-
riched the lives of indigenous people as the fi rst Ur-
ban Indian Center in the Nation of its kind—one of the 
earliest non-profi ts aimed at serving as a home-away-

from-home for the urban indigenous community.
Established initially to serve the needs of rural In-

dian peoples who came to downtown Phoenix to sell 
their arts and crafts, the out-of-their-comfort-zone 
vendors needed a place to receive messages, socialize 
with other Indians, and in some cases, assistance in 
fi nding a job.  

“We were formed during the historical period when 
the federal government’s relocation policy moved trib-

CEO Patricia Hibbeler says the Phoenix Indian Center plays a key role in workforce training and placement
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estimated 700,000-800,000 to approx-
imately 24,000 in 1900. This loss of life 
and culture followed the same trajectory 
as that of Native Americans. While many 
Native tribes were completely eradicated, 
Native Hawaiians have struggled mightily 
to retain their language. Today, Native Ha-
waiians and people of mixed race, includ-
ing Native Hawaiian, make up 6 percent 
and 21 percent, respectively, of Hawaii’s 
population.

King Kamehameha III was the fi rst of the 
Hawaiian monarchy to lease land on Kauai 
for sugarcane cultivation. This, along with 
the massive decline in the Native Hawaiian 
population, was a signifi cant factor in the 
rise of American infl uence in the gover-
nance of the Islands. In an ironic refl ection 
of the current tariff wars, the United States 
imposed tariffs on imported Hawaiian sug-
arcane. Plantation owners, along with the 
Christian missionaries who infi ltrated the 
Islands beginning in the 1820s, sought to 

FEATURE

gain control of the Islands. 
In addition to the wealth of the land, 

Pearl Harbor was desired for its military 
potential. In the past, Pearl Harbor was 
the home to millions of pearls, long gone 
due to water pollution. Pearl Harbor being 
bombed by the Japanese on December 7, 
1941, marked the United States’ entrance 
into World War II. Pearl Harbor remains a 
valuable military installation for the Unit-
ed States.

There have been many waves of immi-
gration into Hawaii, corresponding to in-
creased European/American control over 
the land and agricultural development, 
primarily sugar cane and pineapple culti-
vation. Filipino, Japanese, and Portuguese 
workers came to work in the fi elds. Af-
ter decades, these immigrants purchased 
land, displacing the remaining Native Ha-
waiian population. In the 1980s, the Japa-
nese purchased a great deal of land, driv-
ing up property values, which often forced 

Above left; Queen Liliuokalani circa 1870 
from the 1892 book, A Trip to Hawaii. Above 
right; Polynesian Cultural Centre Fiji Temple 
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n the fi ght for indigenous rights across 
the United States, the original inhabitants 
of Hawaii, Maui, Lanai, Oahu, Kauai and 
Niihau are far too often overlooked. 

In fact, it is doubtful that even 1 percent 
of Americans actually know of the occu-
pation, overthrow, and theft of the Hawai-
ian lands or the story of the beautiful and 
cultured people of all of Polynesia.

 The story echoes experiences of other 
indigenous peoples of America: land grabs, 
destruction of natural resources and water, 
industrialization and commercialization, 
loss of land, language, and children. 

My own personal love affair with the 
Hawaiian Islands, its culture and people 
began in 1971. I came to study at one of 
the colleges on Oahu, but my limited re-
sources allowed me to stay for only one 
semester. For years, after I returned to Cal-
ifornia and then to Washington to complete 
my studies before beginning my career, 
I dreamed of Hawaii’s colors and birds, 
ocean and mountains. In 1980, I stood on 
the Hanalei overlook and promised myself 
that, someday, I would have a home on the 
North Shore, where Puff the Magic Dragon 
lived and where millions before me, and 
after me, made the same promise—invad-
ers drawn to a land not ours but one whose 
beauty was unforgettable.

I achieved that goal in 1998 and 20 
years later, I come to my place of peace 
and renewal to watch and listen to the 
waves and to spy on the whales, spinner 
dolphins, and turtles. This year has been 
very wet, with the road to the far north 
beaches of Haena and Ke’e washed out 
and inaccessible to tourists. And, I am 
told by many of the actual Natives, not the 
white land owners but the Native Hawai-
ians, that they like it this way. And, when 
I drive south to my own ancestral lands, 
past strip malls, tacky housing develop-
ments, fewer and fewer tress, I under-
stand. And, in all honesty, it is not without 
a fair amount of guilt, that I understand 
that I have displaced a Native Hawaiian 
with my presence, as I am displaced on 
my own land.

Land, not private property, but land, 
is precious to indigenous people. For on 

the land and from the land, springs our con-
nection to the ancestors and to the plants and 
animals and water that give us life. But, as 
I have known all of my life, not everyone 
views land as many indigenous people do. 

This article is the third in a series of four. 
It will discuss the relationship between the 
land and current indigenous issues facing the 
Polynesian people of Hawaii. 

Hawaii is an archipelago and the north-
ernmost tip of Polynesia. It is estimated that 
the islands have been occupied since approx-
imately the year of 124. Over the course of 
the next 18 millennium, the Hawaiian peo-
ple spread across the main islands of Niihau, 
Oahu, Kauai, Maui, Lanai, Molokai, and 
the Big Island of Hawaii. Hawaiian culture, 
laws, social structure, religious beliefs and 
practices, trade among the islands, and agri-
culture were well established. 

European contact began in 1778 with Cap-
tain James Cook, when he and his crew made 
landfall. From that time forward, indigenous 
Hawaiians have experienced the loss of land, 
population, the monarchy, language, culture, 
and the forced imposition of Christianity. A 
signifi cant portion of the Hawaiian people 
died of European diseases. By the end of the 
19th century, the 
Native Hawaiian 
population had 
declined from an 

“This is not 
America. This is 
Polynesia. Our 

country was stolen.”
Haunani Kay Trask, Hawaiian 

nationalist, educator and political scientist

Captain James Cook statue, 
Waimea Kauai, Hawaii
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estimated 700,000-800,000 to approx-
imately 24,000 in 1900. This loss of life 
and culture followed the same trajectory 
as that of Native Americans. While many 
Native tribes were completely eradicated, 
Native Hawaiians have struggled mightily 
to retain their language. Today, Native Ha-
waiians and people of mixed race, includ-
ing Native Hawaiian, make up 6 percent 
and 21 percent, respectively, of Hawaii’s 
population.
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population, was a signifi cant factor in the 
rise of American infl uence in the gover-
nance of the Islands. In an ironic refl ection 
of the current tariff wars, the United States 
imposed tariffs on imported Hawaiian sug-
arcane. Plantation owners, along with the 
Christian missionaries who infi ltrated the 
Islands beginning in the 1820s, sought to 
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gain control of the Islands. 
In addition to the wealth of the land, 

Pearl Harbor was desired for its military 
potential. In the past, Pearl Harbor was 
the home to millions of pearls, long gone 
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workers came to work in the fi elds. Af-
ter decades, these immigrants purchased 
land, displacing the remaining Native Ha-
waiian population. In the 1980s, the Japa-
nese purchased a great deal of land, driv-
ing up property values, which often forced 
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On my most recent trip to Kauai, I had 
the pleasure of meeting a young man in 
his early 40’s, who was in the Starbucks at 
Kapaa, speaking in Hawaiian to his 8-year-
old son. We struck up a conversation about 
his determination that his son would know 
the history of his people, his language, his 
culture and the true spirit of aloha. He spoke 
of the private immersion school his son at-
tended and how hard he and his relatives and 
friends were working to reclaim their land 
and their culture.

When I asked him what obstacles were 
present to impede his and others’ efforts. He 
thought for a moment and said, “The greed 
of people like Zuckerberg, who do not know 
that we, as Hawaiians, still exist. The land 

grab that has always gone on since Cook 
landed is a problem. But, most of all, it is the 
lack of interest in what Hawaii truly was and 
is. Until people, like the rich ones that come 
to Hawaii, fall in love, and then want to pos-
sess a piece of it, realize that we are here and 
we have rights, the problem will continue.” 

As with Native American and First Na-
tions, it is the land and its resources that h ave 
driven acquisition and colonization and the 
destruction of Native people in Hawaii. But, 
it is also the determination of indigenous 
peoples to protect land, air and water that, 
hopefully, will become stronger, allowing a 
way of life, a way of living on the land, and 
a connection to the spiritual value of the land 
to continue.♦

“Now that I understand 
the issues better, it’s clear 
we made a mistake.”
Mark Zuckerburg upon being informed 
that he should not be trying to take 
kuleana lands on Kauai through 
the process of quiet title lawsuits

Native Hawaiians off their lands. There is 
a new land rush in the Islands, once again 
driving the prices so high that indigenous 
Hawaiians are often unable to remain on 
their land.

Over the course of the fi rst 200 years 
of occupation, much of the traditional ag-
riculture of the indigenous people of the 
islands either disappeared, or was taken 
over by large corporations run by Ameri-
cans. This was to remain the status of agri-
culture on the islands until recently. It was 
the political force of these corporations 
and their owners that led to the military in-
vasion of the islands in 1893, with the re-
sultant overthrow of Queen Liliuokalani. 

The Queen ascended to the Hawai-
ian throne in 1891, after the death of her 
brother, David Kalakaua. She attempted to 
reassert the power of the throne, install a 
new constitution, and restore voting rights 

for the disenfranchised Native 
Hawaiians. U.S. Marines in-
vaded the islands and Hawaiian 
rule ended.

Similar to what had occurred 
in Alaska and in the continental 
United States, oil interests, land 

acquisition by large agriculture companies 
and the descendants of Christian missionar-
ies, the near erasure of the Hawaiian people 
was almost complete.

FEATURE

However, in the past 30 to 40 years, a 
determination to reclaim what was lost, sto-
len, and destroyed has arisen among Native 
Hawaiians. There is a push to reclaim lands 
and language and culture. As with the First 
Nations, Native Americans, Maori, and Ab-
original peoples, the Hawaiian people were 
forbidden to prac-
tice their culture 
and spiritual prac-
tices. As with many 
indigenous peoples 
around the world, their language was nearly 
gone. The push for indigenous rights in Ha-
waii is getting stronger, and the voices are 
getting louder.

In 2017, it became public knowledge 
that Facebook CEO Mark Zuckerberg had 
purchased 700 acres on Kauai. He built a 
wall around the property, which reported-
ly blocked off access to Kauapea or Secret 
Beach (all beaches in Hawaii are public) 
and access to plots owned by Native Ha-
waiians. He fi led hundreds of “quiet titles” 
to force Native Hawaiians to sell their 
lands, often for a few pennies on the dollar 
worth of value.

“This (Zuckerberg) is the face of neo-
colonialism,” said Kapua Sproat, a law 
professor at the University of Hawaii who 
is originally from Kauai. “Even though a 
forced sale may not physically displace 
people, it’s the last nail in the coffi n of 
separating us from the land. For us, as 
Native Hawaiians, the land is an ancestor. 
It’s a grandparent. You just don’t sell your 
grandmother.”

Due to committed attorneys, determined 
indigenous Hawaiians and, interestingly 
enough a social media fi restorm, including 
on his own Facebook, Zuckerberg, report-
edly backed down. He said he did not know 
of the value of  
culture and spiritu-
ality of the land to 
Native Hawaiians. 
While this is un-
doubtedly true, it is 
in the same spirit of arrogance and entitle-
ment that led to Hawaii being colonized, in-
vaded, and made a territory, and eventually, 
a state of the United States.

A painting of King Kamehameha III at 
the Bishop Museum

A sugar cane train in Hawaii 
between 1910 and 1920 
(Library of  Congress)

Haena Kauai, Photo: 
Travis Thurston

“Aloha Aina; Aloha Kai”
(Love of land; love of sea)
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the industry reached the highest GGR on record. The 
future of Indian gaming is not yet written, but policy 
makers would do well to build on the self-determina-
tion principles that have powered Indian gaming suc-
cess over the past three decades.  These insights will 
continue to shape dialogue among policy makers and 
industry stakeholders as they navigate the challenges 
and opportunities presented by new technologies and 
evolving forms of gaming.”

NIGC’s initiatives will help this cause as by pro-
tecting against gamesmanship on the backs of tribes, 
Chaudhuri said.  “Our mission is to stay ahead of the 
technology curve, increase rural outreach, and maintain 
a strong workforce within NIGC and its tribal partners 
who regulate over 500 gaming establishments operated 
by 246 tribes across 29 states.”

At the 2018 Global Gaming Expo in Las Vegas, the 
importance of the Indian gaming industry was empha-
sized by Chairman Mark Macarro (Pechanga Band of 
Luiseño Indians) who said: “The Indian Gaming Regu-
latory Act is fundamentally important to everything we 
do.  It’s the pillar and foundation. “

According to Indian Country Today: “In 2017, 242 
tribal governments operated 494 gaming facilities in 29 
states, helping Indian gaming bring in $32.4 billion in 
direct revenue and $4.8 billion in ancillary revenues for 
a total of $37.3 billion.  Indian gaming delivered over 
745,000 American jobs in 2017.”

Ernie Stevens Jr. (Oneida), chairman of the Nation-
al Indian Gaming Association, one of speakers at the 
aforementioned expo noted: “The Indian gaming act 
was a compromise, not a product of tribal leadership. 

Nonetheless, our tribal governments have made it work 
and that’s why Indian Gaming is the success it is today.  
When IGRA came along, tribes worked with it as best 
they could.  Indian gaming in that era was not supposed 
to be as successful as it has turned out to be in our lives.  
Gaming leaders from Indian Country had the foresight 
to make regulation, professionalism, and hard work a 
priority and that’s why we are so good at what we do.  
From our standpoint, the challenge is still in front of us.”

Stevens, now in his 9th two-year term as NIGA’s lead-
er, told Tribal Business Journal: “With a few weeks still 
left to 2018, it continues to be a good year and should 
end up a bit higher than last year’s $32 billion—not a 
leaps-and-bounds type of year, but a good one.  

“It’s too hard to predict the year-end result in exact 
numbers, but we continue to do great things for Indian 
communities and others around them.  Jobs are life and 
the Indian gaming industry has created opportunity for 
over 700,000 people, more than 300,000 in direct gam-
ing jobs with another 400,000 indirect jobs.

“If you look at gaming as an industry, Indian Coun-
try overtook the mainstream American gaming world by 
about a percentage point to become the No. 1 gaming in-
dustry in the country.  In 2019, we’ll work even harder to 
help folks understand the importance of what we do.  As 
chairman and chief spokesperson for a non-profi t trade 
association, I’m non-partisan and work both sides of the 
aisle for the betterment of Indian Country and our high-
est priority right now is continuing to educate this ad-
ministration and help them appreciate tribal sovereignty.

“That said, we’re going to continue to grow and the 
future is bright for gaming in Indian Country.” ♦

NIGC Chairman Jonodev Chaudhuri

GAMING

 his is the time of year when tradition dictates 
we look back at what has just transpired and look for-
ward to what lies ahead. So amidst a sip or two of holiday 
eggnog, here’s a look at Indian gaming, how it fared in 
2018 and what the crystal ball shows for next year.

Early indications came in October when the National 
Indian Gaming Commission hosted the conference, Re-
fl ecting on 30 Years of the Indian Gaming Regulatory 
Act.  “The future of Indian gaming is not yet written, 
and policy-makers would do well to build on the self-de-
termination principles that have powered the successes 
since IGRA was enacted in October 1988,” said NIGC 
Chairman Jonodev Chaudhuri (Muscogee Creek).

“In evaluating the gains made over the last three 
decades, as regulators at NIGC, we have seen the in-
arguable benefi t of supporting tribal decision-making 
wherever possible so the primary regulators of Indi-

an gaming—the Tribes themselves—can 
pursue effective economic development 
tailored to their unique histories and land 
bases,” he said.

He emphasized that the creation of the 
National Indian Gaming Commission as part of the reg-
ulatory act ensures  the integrity of the growing $32.4 
billion Indian gaming industry, which has been chang-
ing rapidly and will continue to do so. 

That impressive fi gure represents a 3.9 percent 
growth in 2017, the seventh straight annual increase.  
“This outpaces infl ation and real GDP growth,” he said.  
“Over the past fi ve years, the gross gaming revenue 
has continuously grown year-over-year ranging from 
growth rates of 2 to 5 percent annually, but this year 
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A MERIND Risk
Debuts

Tribal Auto Program

AMERIND announced the debut of 
AMERIND’s Tribal Auto Program. 

Effective July 1, 2018, AMERIND Risk is joining 
forces with longtime partner, Berkley Risk, to 
bring commercial automobile insurance to 
Indian Country. 

“This new Tribal Auto Program will be an 
admitted, A.M. Best A+ rated solution for your 
commercial automobile liability and physical 
damage coverages,” said Valdo (Pueblo of 
Acoma). 

Members of AMERIND’s Tribal Workers’ 
Compensation coverage will recognize the 
Berkley Risk name as AMERIND’s third-party 
claims administrator. 

“By teaming up with Berkley Risk on the 
new Tribal Auto Program, AMERIND is able to 
leverage the signifi cant capacity and resources 
of the W. R.  Berkley Corporation to bring you 
a robust and competitive product. With the 
addition of the Tribal Auto Program, AMERIND 
now has a complete product offering that can 
handle all of your Tribe’s insurance needs,” Valdo 

added.  
Please contact Tina Duncan, our Business Development Manager, for 

additional information, or visit www.AMERINDRisk.org. 
About AMERIND Risk: AMERIND Risk’s purpose is to create affordable 

and sustainable insurance products and services for Indian Country. 
AMERIND Risk was founded 32 years ago in response to the lack of services 
in rural Tribal communities. AMERIND Risk is the only 100% Tribally owned 
and operated insurance provider committed to Indian Country. AMERIND 
provides property, general liability, and workers’ compensation insurance 
for Tribes, Tribal governments, Tribal businesses, as well as individual 
property coverage and employee benefi t. AMERIND has now added a 
solution for commercial automobile and cyber liability coverage to its 
product offerings. 

For more information, visit www.AMERINDRisk.org.

Commercial auto insurance strengthens 
AMERIND’s robust portfolio of

insurance products

SPONSORED INDUSTRY CONTENT: INSURANCE

DEREK VALDO, CEO
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(According to the U.S. Travel 
Association, on average, 7.7 jobs 
are supported by every $1 million 
dollars in travel spending.)

Of all the international visitors 
to the U.S., nearly half (38 million) 
originated from Canada and 
Mexico, with another 38.9 million 
originating from overseas markets. 
These overseas travelers are 
particularly attractive to tourism 
marketers as they are estimated to 
spend $4,360 per trip and spend 
an average of 18 nights per trip. 

While these fi gures are certainly 
impressive on a large scale, it can 
be diffi cult to interpret just what 
they mean for Indian Country.

Research from the National Travel 
and Tourism Offi ce. Department 
of Commerce indicates that of the 
37.6 million overseas visitors to 
the United States in 2016, nearly 
two million reported visiting a 
Native American site or destination. 
Those visitors injected $9 billion 

in tourism dollars into the U.S. 
economy. 

The growth in total overseas 
visitation to Native American 
destinations, which has nearly 
tripled since AIANTA began its 
overseas marketing efforts in 
2007, proves there’s an increased 
appetite for Native American travel 
experiences.

While growing interest is always 
good news, that interest must 
be nurtured as competition for 
overseas visitors is fi erce. From 
small, rural destinations to massive 
mega destinations, all tourism 
marketers understand the value of 
the overseas traveler and they are 
doing whatever they can to reach 
this lucrative market.

AIANTA itself has developed 
a comprehensive International 
Marketing Program, which includes 
inviting Tribes to showcase their 
tourism products at a number 
of the top international travel 

tradeshows around the world, 
including World Travel Market in 
London, Showcase USA – Italy, ITB 
in Berlin and IPW, the U.S. Travel 
Association’s major annual show.

To better help Tribes hone 
their own international marketing 
skills, AIANTA is also rolling out 
the third annual Go International 
training seminar in Albuquerque, 
January 28-29, 2019. The two-day 
program provides an overview 
of the international market, 
including expert lectures on how to 
successfully build, promote and sell 
tourism products to international 
media and tour operators. 

The 2019 seminar will also 
feature a fi rst-look at overseas 
arrival fi gures to Indian Country, 
which have recently been released 
by the Department of Commerce.

For more information on 
participating in Go International, 
visit www.AIANTA.org/Go-
International.

SPONSORED INDUSTRY CONTENT: TOURISMSPONSORED INDUSTRY CONTENT: TOURISM

The importance of tourism to the global 
economy is undeniable. 

In fact, one in ten jobs around the world 
are tourism jobs, according to the World 
Travel & Tourism Council (WTTC). Not only 
does the industry support a whopping 313 
million jobs globally, it is also growing at 
a faster pace than the global economy. 
In 2017, the travel and tourism industry 
experienced a 4.6 percent growth, nearly 
50 percent higher than the global economic 
growth rate. 

Moreover, one out of every fi ve new 
jobs created last year were tourism jobs. 

Certainly, the United States is no stranger 
to the economic benefi ts of tourism. Some 
76.9 million international travelers visited 
the U.S. last year, spending $156 billion 
across the country. That spending directly 
supported 1.2 million American jobs. 

 JOB CREATION 
THROUGH 
TOURISM
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SPONSORED INDUSTRY CONTENT: TELECOM

Refl ecting on a time in the early nineties.  
As a young Oklahoma native, I was sent to 
work in Arizona as part of a communication 
crew to the desert Southwest south of 
Phoenix Arizona. We were assisting a tribal 
communications company with newly 
deployed infrastructure.  

We traveled to remote locations for turn up 
and testing of seven (7) end offi ces. August 
temperatures were some of the hottest in this 
dry desert. Our tribal escort pointed to the south, 
as we traveled further into the Arizona desert, 
stating, “that’s where our resort and casino will be, 
over there is the industrial park next to our future 
outlet malls”. 

Continuing, he remarked, “the golf courses are 
beyond those wild horses.” He thinks there will be 
two. Recognizing his ideas for the future seemed 
to me a little “touched by the sun.” At the time it 
seemed hard to imagine how attracting tourism 
to a place known for dust devils, diamondbacks, 
hot temperatures and wild horses was ever going 
to happen!

However, in today’s world, our tribal escort 
understood his visions very well. He was half right 
with what has been accomplished as existing 
now, are two (2) 5-star resorts, four (4) casinos, 
an industrial park with many tenants, not 2 but 
3 championship golf courses thusly painting 
the transformed desert landscape with emerald 
green fairways and fl owing water features. 
Telecommunications had helped pave the way. 

Now applauding the leadership of the 
Southwest Tribes, having had the vision to 
promote the economic development and self- 

determination for positive impact for their people 
and lands. In accordance with IGRA (Indian 
Gaming Act of 1988), 75% of all tribes devote 
their revenues to tribal government services, 
economic and community development, 
charitable donations and contributions to the 
local government that support tribal services. 

Well thought out business agreements where 
collaboration with the local business and tribes 
create value and jobs for the local economies, 
sharing information and revenue. It seems to 
me a “win/win”, situation promoting goodwill, 
harmony, and friendship. Infrastructure work 
has been completed, from strategic planning 
and placement to theme parks and amenities. 
Future goals will now be met and exceed original 
visions. Guests can get away from work enjoy 
leisure time activities within budget and low-cost 
activities promoting good value.

Tourism is one of the fastest growing 
industries today playing a vital role in Indian 
country.   With much competition, providing 
customer service, creating relationships must 
aim the focus on the customer.  Meeting and 
exceeding customer needs and expectations. 
Target markets attract the young and old 
including international tourists with offers of 
fun-fi lled vacation packages, entertainment 
and leisure time activities. Management must 
keep current with customer interests and 
provide a taste of cultural eco-tourism with 
today’s consumer. Continuously measure guest 
satisfaction and act on positive results.  I was 
taken back as I walked through a casino fl oor 
some time ago when an international couple 

asked me” where are the cowboys and Indians?” 
Then directing the couple to the information desk 
where I knew they could fi nd a great answer.  True 
story!  

It’s always a pleasure to take my family on a 
business trip. Seeing them enjoy the recreation 
while I attend to the business at hand. At the end 
of the day we can all sit down for exceptional 
dining to discuss today’s activities and tomorrows 
plans.  Considering the attractions such as 
shopping, social events, and Vegas-style 
swimming pools, my “favorite attraction” is the 
displayed art and culture of the host tribe.

Always respectful, appreciating 
the host tribe for allowing me 
to visit their lands, sharing their 
history. Admiring the pictures and 
artifacts of past and present tells a 
unique story of who the people are.  
Storytelling is a large part of native 
culture, passing along our way of 
life and visions to each other.  It 
has become apparent to me how 
communication was a vision our 
elders had for all of us thousands of 
years ago.  

The way it is done in today’s 
world has changed but the theme 
remains the same. 

Keep our children aware of 
the visions of the ancient, keep 
communication as a way of 
life. Surviving in today’s world 
depends on the visions of our 
ancestors. 

JOSE WHITESHIRT 

MATANANE (CHEYENNE 

& ARAPAHO TRIBE) 

IS V.P. BUSINESS 

DEVELOPMENT, INDIAN 

COUNTRY. WITH 30 PLUS 

YEARS IN THE FIELD, HE 

HAS EXTENSIVE & VAST 

KNOWLEDGE OF THE 

TELECOMMUNICATIONS 

& MANAGEMENT 

INDUSTRY IN INDIAN 

COUNTRY AND BEYOND.

SPONSORED INDUSTRY CONTENT: TELECOM

The world has changed
but the theme remains the same
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SPONSORED INDUSTRY CONTENT: ACCOUNTING

Assurance, tax, and consulting offered through Moss Adams LLP. Investment advisory services offered 
through Moss Adams Wealth Advisors LLC. Investment banking offered through Moss Adams Capital LLC.

P R O S P E R I T Y 
R I S E S  I N 
T H E  W E S T

M
OSSADAM

S.COM
/TRIBES

Your tribe’s culture and sovereignty are important. We’re committed to helping 
you protect that while growing your government programs and enterprises 
with industry-smart accounting, consulting, and wealth management services. 
Discover how Moss Adams is helping tribes thrive.

RISE WITH THE WEST.

A L B U Q U E R Q U E , 
N M

7 : 0 6  A M
M S T

Images from Native American culture have long been 
used to brand and market non-native businesses and 
products. But what if tribes turned the tables and used 
aspects of their history and culture to brand their own 
businesses and products? One of our clients did exactly 
that, and we’re tapping their experience to share the value 
and importance of branding. 

Marine View Ventures (MVV), a business enterprise 
incorporated by the Puyallup Tribe of Indians, used Mount 
Rainier (Tahoma to the Puyallups) to successfully brand its 
Tahoma Market convenience stores and other branded 
products within. We talked with MVV CEO Chad Wright and 
COO Jamey Balousek to learn more.    

MA: MVV was incorporated in 1989 and now operates seven 
convenience store/fuel stations, a marina, a golf course and 
other businesses. How did you decide on the Tahoma Market 
brand?

MVV: In our native language, Mount Tahoma means mother 
mountain. We knew that most people in the region could 
associate the name Tahoma with our tribe. We wanted to have 
a clear presence in our market to differentiate us from our 
competitors, most of whom are associated with national brands. 

MA: Please share some of the benefi ts of branding for your 
tribe.

MVV: First, it has allowed us to customize and standardize our 

product. When customers shop at our stores, they see the same 
layout, displays, lighting, etc. We’re now united under one brand 
when previously we had a few brands because of arrangements 
with our fuel suppliers. Secondly, it allowed us to standardize 
training and give our employees and tribal members a sense of 
pride, in that they can associate our success with our brand and 
what it stands for. 

MA: Besides fuel, what other products have you been able 
to brand?

MVV: It’s important to scale the product so that it makes 
economic sense for suppliers to partner with us. There must 
be the right balance between product quality and product 
demand for it to work. So far we’ve had success with motor oil, 
bottled water, beef jerky, and a few others. Other products are 
under consideration. 

MA: Please tell us about your trade organization, TCSA-
Tribal Convenience Store Association. Is branding a hot topic of 
discussion in TCSA?

MVV: It was founded in 2009 and MVV was one of the fi ve 
original members. It currently has over 30 member tribes across 
four states. The mission of TCSA is to promote best practices 
and provide networking/training opportunities to its members. 
Branding is a hot topic. We discuss the benefi ts of branding 
and several of our members have successfully branded and 
trademarked their names and products. 

 BRANDING IN INDIAN COUNTRY

How branding 
can enhance your tribe’s 

business success and reputation
BY: ROY CUPLER, PARTNER AND LAUREN SUREK, 

MANAGER, TRIBAL & GAMING PRACTICE, MOSS ADAMS LLP
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SPONSORED INDUSTRY CONTENT: TRADE SHOWS

Baby, It’s Cold Outside
Welcome Winter. ‘Tis the season to bundle up and look good while you are out braving the 

elements.  The promotional industry has expanded it’s collection of brands and imprint capabil-
ities for outerwear. Gone are the days of the one style of jacket fi ts all mentality. No longer does 
everyone need to look the same.  Mix media and combined decoration techniques are the new 
norm. Let’s take a walk in the winter wonderland of outerwear and explore your options.

VOSHTE DEMMERT-GUSTAFSON  IS THE 

PRESIDENT  OF COLOR GRAPHICS A FAMILY 

AND NATIVE OWNED OPERATION THAT 

SPECIALIZES IN PROMOTIONAL PRODUCTS, 

TRADE SHOW DISPLAYS, APPAREL AND 

AWARDS.  PLEASE VISIT US AT WWW.

COLORGRAPHICSWA.COM OR GIVE US 

A CALL AT 1.800.456.8288.  WE LOOK 

FORWARD TO WORKING WITH YOU SOON!

SPONSORED INDUSTRY CONTENT: TRADE SHOWS

A Pacific Northwest Family and Native Owned Company

This year there has been a dramatic change in the of-
fering of brand name jackets in the promotional world.  

Many of your favorites to include: Eddie Bauer, The 
North Face, Under Armour, Marmot, and Columbia are 
just a few options that are now available to add your 
company’s logo.  These options combined with the 
tried and true, Port Authority, Stormtech and Cutter & 
Buck allow for an array of choices.  

Not only are the brand offerings expanding but the 
styles and color combinations are mirroring what is cur-
rently trending. As with most of my advice, quality is a 
must when selecting outerwear.  Choose something 
your team would want to wear. As we have seen “out-
erwear is an investment—it more than likely will be worn 
for multiple years…”   “ and outerwear is good expo-
sure, people think highly of companies that take care of 
their employees by providing outerwear” says Hannah 
Abrams from Promo marketing.  

With this addition of retail brand name jackets, the op-
tions to outfi t everyone’s style and budget are spot on! 

Once you’ve selected your outerwear pieces, it’s time 
to determine the application and locations to place 
your logo.  The ability to add mixed media and the new 

decoration techniques have expanded past the stan-
dard left chest logo. Some of these new applications 
are laser imprint, debossing, tonal ink, or PVC patch-
es. Imprint capabilities have also expanded to allow 
for larger or unique imprint options.  If you’re unsure 
of what placement or location would look best for your 
logo, don’t hesitate to ask for 
mock up ideas.  This way you 
can virtually try before you buy.  
Please keep in mind not all op-
tions work on all fabrics. 

Jackets are not the only way 
to bundle up this winter.  De-
pending on budgets, scarves, 
hats, beanies, and gloves are 
other great options.  Now you 
can outfi t your team with trendy 
pieces that they want to wear. 
Layering is in so pile it on! 

Please contact us at 
Color Graphics to check out 
these new styles. 
www.colorgraphicswa.com

Baby, It’s Cold Outside
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“Anyone can sell 
you a policy. But 
CKP invests the 
time to understand 
your individual 
needs and develop 
a strategy that will 
produce the best 
coverage results.”

Contact your CKP Trusted Risk Advisor today.

Protect Your PRF
(Pasture, Rangeland, Forage) 

Our trusted risk advisors are 
trained to help you understand 
and analyze complicated insurance 
data so you can make the most 
informed decision for your tribe. 
Our goal is to ensure you never 
purchase unnecessary coverage 
and pay more than you need. 
Protect your land and livelihood 
against potential losses during 
times of drought. 

Why now?
•  Very affordable –
Government subsidized

•  Premiums are not 
due until October 1 

•  No adjusters needed
•  No record-keeping
•  Protects your cash fl ow

The USDA Risk 
Management Agency 

helps protect your 
Pasture, Rangeland, 

and Forage (PRF) from 
the elements.

SIGN UP BEFORE THE 
NOV. 15TH DEADLINE

CKP INSURANCE MANAGES RISKS... SO YOU CAN 
MANAGE EVERYTHING ELSE.

Protecting the 
Sustainability of 

YOUR Sovereign Nation




