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“The crossroads of the world, that’s what they used to call Times Square
in New York City.

“It used to be said if one stood on Broadway in Times Square long
enough he would meet a friend or neighbor from back home. That's
probably still true, but in my recent travels I discovered so many people
have connections, friends or experience in Las Vegas that our city at
least qualifies for the title of "cross-trail of the world."
… Hank Greenspun, founder, editor and publisher of the Las Vegas Sun. He
warred against Hitler in the trenches with Patton, battled for Israel when enemies
tried to strangle it at birth,  and always … always fought for his beloved Las
Vegas,  fought for the sun-blasted village that he more than anyone else helped
transform in to a true wonder of the modern world.

RIP, Hank, neither this town nor anywhere else will see your like again.

Many, many things about Las Vegas are right – perfect even – just the way they
are. It’s still the live entertainment capital of the world. It’s the convention capital
of the United States, it draws more than 40 million visitors a year, is home to a
great and growing university and has managed, over the past two decades, to use
its tax structure and geographical advantages to attract a robust non-
casino/resort-related base composed primarily of non-polluting, “green” light
manufacturing, warehousing and technology companies.

There are many other good things we could mention about Las Vegas. The Vegas
of right here, right now. But we’re going to skip calling them out because a.) You
already know what they are and b.) What’s “right” has little to do with Eurasia.

Our project, the Eurasia project, is not about re-inventing any wheels or trying to
�x this, that or some other thing that isn’t broken.  No. The Eurasia model is very
di�erent. It’s based upon �nding what is broken and deploying visionary business
models, creative �nancing solutions and advanced technology to �x them.

To put it another way, we search out high-growth business opportunities other
developers may have missed and reanimate those parts of the enterprise that
have quit working altogether or are performing at less than optimal levels.

Sadly, there are number of critical areas in which, to steal a cliché from the
Japanese, Las Vegas, Inc., is performing far from optimally. Key areas in its
economy where it has, in fact, slipped badly, a slippage which began, in many
cases, years before the 2008 �nancial meltdown.

In Part One,  we’ll discuss some of the issues facing Las Vegas as it heads farther
into the 21st Century world of global resort competition and a never-ending
explosion of non-traditional entertainment options. We will also brie�y discuss
our projected solutions for these issues.

In Part Two, we’ll reveal our casino/resort convention, sports, theme park, gol�ng
wonders of the world and other attractions discuss our plans and their �nancial
implications and opportunities in more detail. And, in Part Three, we’ll talk about
our company, our unprecedented billion-dollar TV, Internet and live marketing
blitz and some of our key people.

INTRODUCTION: Reestablishing Las Vegas
As The Cross-Trail Of The World
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PART ONE: Issues And Opportunities

Chapter 1: Being a Casino Resort Vacation Destination Hot Spot
is No Longer Enough, Shopping, Like Size & Shows, Really Matters
There are casino resort destinations all over the world from Macaw to Marrakech, lots of them.

What is far less common are destination shopping resorts. Retail complexes so extraordinary in their size and scope, in their variety of exclusive fashion, jewelry, furniture and other unique
merchandise from all the countries of the world, in their alternate reality ambiance and entertainment spectaculars, that people will travel from all over the world to shop and spend two,
three, for or more nights there.

The Eurasia Project brings Las Vega the most compelling, must go and see and shop experience in the world.

Twenty-three times the size of Forum Shops, seven times as big as the Fashion Show Mall, with more than the double the leasable
space  of the New South China Mall, currently the world’s largest mall, Eurasia’s two historically themed retail complexes –

the Alexandra Mall and the Las Vegas Dream Mall will total more than 15,000,000 square and include the world’s �rst
underwater “shop-through” aquarium, and scores of ethnic restaurants conceived and sta�ed by native people’s

brought to Las Vegas to work in the 101 Eurasia hotels, pavilions and casinos dedicated to the architecture
and culture of a speci�c Euro-Asian nation.

Other people magnets integrated into the shopping malls will be themed museums with ancient
Egyptian and other artifacts loaned to Alexandra by top-rank government museums and galleries

from around the world, numerous state of the art theaters featuring everything from world premiers of
the latest most technologically advanced giant screen 3D fully immersive features to performances of

the history’s most revered symphonies, ballets and operas by top touring companies.

The Alexandra Mall and the Las Vegas Dream Mall will also feature continuous live entertainment of far
greater scope than has ever before been presented in any retail shopping complex. From the danger and

speed of chariot racing to the beauty and grace of the newest Olympic sport, rhythmic gymnastics,
Eurasia’s malls will have something for everyone. Especially, globe and nation-hopping shoppers interested

in the best, most exclusive, products from the top designers and manufacturers.

The trendiest fashions from top Paris, Turin and New York designers, a truly formidable array of diamonds
and other precious gems – raw stones direct from the mines of African and priceless antiquities in timeless

mounts from empires long gone, shoes straight o� the pages of Vogue, Elle and the other trend setting
magazines, private-label hand-rolled cigars unavailable anywhere else in America, watches that reveal the

wearer’s substantial net worth as well as the time, and every major upscale department and specialty store in
the world.

They’ll all be there. The Retail Royalty of the world will all be here. Be here because it would be politically and
strategically incorrect not to be here … high-rolling customers quickly notice when a top boutique is conspicuous by its

absence.

They’ll be here because of the millions of dollars of media exposure they’ll get from news of Alexandra and Las Vegas Dream events and shows and the even more millions of dollars in free
advertising they will get from onscreen appearances in the background of numerous TV shows and features produced onsite at Eurasia’s Fantazmus Studios.

They’ll be here because of the billions of Internet end user impressions they’ll receive through their strategic relationship with our search-engine subsidiary, NeuroMama.com, the world’s only
neural-technology powered search engine and the only search engine with a true end user loyalty program.

They’ll be here because our mall space will be designed, developed, leased and managed by a syndicate of some of the most respected and trusted �rms in the commercial real estate
industry, companies like Simon Property Group and Prudential.

Most of all, retailers will be �ghting to lease space in Eurasia’s retail complexes because the combination of reasonable square foot rates (roughly half that of the Forum Shops) and massive
tra�c (an estimated 75 million annually to Forum Shops approximately 25 million annually) is, to use a cliché often associated with the early days of the Strip, a deal they can't simply can’t
a�ord to refuse.



CLAIMING THE FUTURE WITH LAS VEGAS EURASIA
5

According to a 2011 Convention and Visitors Bureau study, both the growth in annual visitors to Las Vegas and, perhaps worse, the amount spent per visitor has been relatively �at for
some years.

Even more concerning, only 19 percent of those annual tourists are new visitors, people coming to Las Vegas for the �rst time.  But wait, the statistics get worse. Eighty-one percent of
the annual visitors are repeat customers and their ranks are graying.  And of those 81 percent, the number who return to LV multiple times per year is dropping and the number who
return only once every one or two years is rising.

You don’t have to be a PhD in Math to read those numbers on the wall. Unless something is done soon, very soon, the percentage of new visitors who later become regular visitors
won’t be large enough to o�set the number of current repeat visitors
who drop out. The inevitable result: Sharp decreases in total visitor
counts and revenues.

The Eurasia Project, with its multifaceted initiatives to make Las Vegas a
vacation,  commercial and convention destination for elite jetset
shoppers, sports fans of all types, movie, TV and recording stars and
their fans and support sta�, entertainment and attraction-loving
middle-class tourists, and, of course, international-class big time
professional gamblers and regional recreational players will bring ,
when fully realized, 60 million … 60 million additional visitors to Las
Vegas every year …. 60 million … year, after year, after year.

Even more important than the increase in bulk number of visitors,
however, is the e�ect the Eurasia development will have on visitor
vacationing and spending behavior. Instead of the two-to-three day
average Las Vegas stay currently the norm, Eurasia’s giant theme parks,
championship golf courses, 15 million square feet of elite shops,
department stores and boutiques and its 100-plus nations-of-the-world
pavilions and attractions will result in the average stay expanding to
four to �ve nights.

Based solely on Las Vegas’ current annual guest count of 40 million,
visitor days spent in Las Vegas will expand from roughly 100 million to
approximately 180 million, an increase of 80 percent in time  and money
spent in Las Vegas. Double those numbers by adding in the tens of
thousands of new annual visitors drawn to Las Vegas by Eurasia and you
begin to see how the Eurasia Project will lead the entire Las Vegas

hospitality industry – old-line established casinos, resorts and shopping complexes as well as brand new ones – to record levels of hotel occupancy, casino play, retail sales, food and
beverage revenue and overall income and pro�t.

If there is ever to be a tide that will cause all Las Vegas boats to rise, it will be the massive tidal wave of new small, medium and very heavy spenders blowing into Las Vegas on the
trade winds of Eurasia.

PART ONE: Issues And Opportunities

Chapter 2: Long-Term Slowdown in Acquisition of Unique
and Frequently Returning Visitors
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