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A fter graduating from the UC Berkeley School of 
Law, Alisa Nave-Worth had a job o�er from an 
international law firm in San Francisco. But the 

valley native was still drawn to Las Vegas.
“I figured out pretty quickly, if I was going to go 

to a place where I could make an impact I was going 
to do that here — far more than I would in San Fran-
cisco,” she said.

Today, in her role as senior policy advisor and counsel, 
she helps shape legislative strategies for corporate cli-
ents. She has helped expand her firm’s government af-
fairs practice to include gaming, homebuilding, financial 
institutions and other clients. Her desire to have a hand 
in shaping Nevada legislation started at a young age.

She interned with Sen. Harry Reid the summer 
after her high school graduation and also worked in 
Sen. Richard Bryan’s o�ce. Nave-Worth even served 
as Hilary Clinton’s Southern Nevada political director 
in the 2007 Nevada Political caucus, and she has also 
served as the executive director of the Nevada Sen-
ate Democratic Caucus. 

“It’s exciting working for the people that represent 
the people of Nevada in Washington. You get to un-
derstand the true value of political service,” she said. 

“It’s been an honor to work with wonderful people I 
deeply admire. … people that have the courage to 
stand by their convictions.”

Her involvement with the passing of civil unions 
legislation in the 2009 Nevada State Legislature is 
one of her proudest achievements. “It seems so small 
compared to the same-sex marriage rulings today. 
But it was so monumental at the time,” she said.

— Brian Sodoma

Alisa Nave-Worth
Senior Policy Advisor and Counsel
Brownstein Hyatt Farber Schreck 
■  Age: 35

G lendon Scott is a creative visionary with a pas-
sion for design and branding who has execut-
ed integrated marketing campaigns across 

all platforms for myriad industries since he made his 
professional foray into the advertising industry.

A native of Chicago who holds a B.A. in advertising 
from the University of Illinois, Scott moved to South-
ern Nevada 10 years ago, having been recruited by 
R&R Partners, where he served as senior art director 
for nearly four years. He went on to become associ-
ate creative director at Barkley prior to co-founding 
1010 Collective, a creative design and digital agency 
that grew to 10 employees.

Last year, he merged with BRAINtrust Market-
ing + Communications, and now leads a 15-member 
creative team of graphic designers, web developers, 
digital strategists, videographers/photographers and 
copywriters. Since the merger, Scott has overseen 
creative campaigns for the Regional Transportation 
Commission, Richard Petty Driving Experience and 
Grand Bazaar Shops. He is also currently working on 
a new project for the Mob Museum, and is developing 
new social media for Wolfgang Puck.

He is also committed to raising awareness of the 
local advertising industry through his a�liation with 
the American Advertising Federation, serving as 
president of the local chapter.

“I’m really proud of my work with the American 
Advertising Federation, and our e�orts to elevate the 
national perception of the local ad community,” Scott 
said. “We’re bringing the AAF National Conference to 
Las Vegas this year, which we hope will attract more 
attention for (Southern Nevada) agencies.”

Scott is a participant in Leadership Las Vegas, and 
a board member of OV Nation, Opportunity Village’s 
young professional’s board. He is also a former contrib-
utor to Nevada’s Big Give through pro bono advertising. 

— Danielle Birkin

Glendon Scott
Executive Creative Director
BRAINtrust Marketing + Communications  
■  Age: 35

M ichael McKiski attributes much of his early 
success to the attitude he developed as a 
result of his participation in athletics.

“When you’re playing sports you are often 
forced to do difficult, repetitive activities that you 
do not want to do in order to achieve success,” he 
said. “When a coach demands you participate in 
something to further your career — physically or 
academically — you learn at a young age that no 
amount of complaining or negotiating will reduce 
the amount of wind sprints, study hall hours, or 
practice time required to be great. As a business 
professional, this same attitude is what has helped 
me excel in the workplace.”

While at MGM Mirage (now MGM Resorts), McK-
iski was part of a team that helped launch the 
brands into social media. After joining Bally Tech-
nologies (recently acquired by Scientific Games), 
he began to affect change when he helped the 
business teams “go mobile” by using smartphone 
apps via iPods and iPads to become more effec-
tive at positioning the company’s products with 
customers. This not only created a cost savings 
for the company by eliminating paper printing/
shipping costs, but helped a gaming technology 
company embrace mainstream technology in a 
new way.

For the year ahead, McKiski looks forward to 
“the continued blending of the two great compa-
nies that came together in late 2014 — Scientific 
Games and Bally Technologies. As we in the In-
teractive division work to grow our overall prod-
uct library and footprint, I am looking forward to 
building a team to continue the great work we 
have started over the last four to five years in-
dividually, and over the last two to three months 
collectively.”

— Howard Riell

Michael McKiski
Head of Sales
North America Interactive:  
Scientific Games  ■  Age: 29

It’s been an honor to work with wonderful 
people I deeply admire. … people that have 
the courage to stand by their convictions.
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