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A degree, 
a job, and 
now a car–
you’re like a
curve-killer
in real life.

 

 

 

956.686.0555
701 W Bus 83  McAllen, TX
www.clarkknapphonda.com

* For well-qualifi ed customers who qualify under Honda Graduate Program criteria, subject to approval by Honda Financial Services. ©2012 Honda Financial Services is a DBA of American Honda Finance Corporation
and both are service marks of Honda Motor Co., Ltd. Honda and the H-mark symbol are trademarks of Honda Motor Co., Ltd.

The Honda Graduate Program
You’ve worked hard to graduate, and even harder to get that fi rst job. Now 

Honda Financial ServicesSM wants to make it a little bit easier to get a car. We can

provide fl exible, competitive fi nancing for a lease or purchase on any New or

Certifi ed Used Honda.* It’s a good way to build your credit while getting a head

start on car ownership, and we know that if you start off in a Honda, chances 

are you’ll want to keep driving one the next time you need a new car.



Official Rules for the Lone Star National Bank Vegas Giveaway: No purchase necessary to register to win in the Lone 
Star National Bank Vegas Giveaway. Open only to individuals 18 or older as of date of entry. One entry per individual. 
The Lone Star National Bank Vegas Giveaway begins 5/14/12 and ends 7/31/12. Entries must be received by 4 p.m. on 
7/31/12. Winners of the Lone Star National Bank Vegas Giveaway will be announced 8/2/12. First place winner receives 
a Las Vegas trip for two. Second place winner receives an iPad 3. Register for a chance to win in the Lone Star National 
Bank Vegas Giveaway at any Lone Star National Bank location. Employees, their immediate families or agents of Lone 
Star National Bank are ineligible to enter. First place winner receives a Las Vegas trip for two. Trip includes: Roundtrip 
airfare for two individuals 18 or older. Accommodations at the Bellagio® Resort in Las Vegas, Nevada, for three days, 
two nights. Additional nights would be at winner’s expense. Upon arriving, limo transportation will be available from 
airport to hotel. Transportation from hotel to airport for returning flight would be at winner’s expense. A Lone Star National 
Bank Visa® Gift Card in the amount of $100 will be included. First place prize valued at $1500.00. Trip valid before 
1/2/13. Second place winner receives an iPad 3 valued at $499. No cash value. Odds of winning will be dependent 
upon total number of entries.  Winner responsible for applicable taxes and will receive an IRS 1099 Form.

1st
2nd

Place Wins a Las Vegas Trip for Two!

Place Winner Receives an iPad 3!

1-800-580-0322 
www.lonestarnationalbank.com

Open any new checking and savings 
account and receive a Free Cowboy Cash 
doll. Plus, register for a chance to win a Las 
Vegas trip or iPad 3.

We are placing our bets you’ll be happy to visit any 
Lone Star National Bank.

Come See Why Everyone is
Heading to Lone Star National
Bank this Summer.

July 2012     Valley Business Report   3

Help Before the Storm
Many of us have experienced a hurricane’s 
wrath and know that time is of the essence.  
Waiting in lines for essentials or, even worse, 
finding no supplies available is the real disaster 
of a hurricane.  It’s time for us to be proactive 
and not reactive. With the Rio Grande Valley’s 
help, PSR: ProActive Storm Relief will help our 
neighbors across the Gulf Coast region. If you 
would like to donate items or would like more 
information, please email us at PSR@valley-
businessreport.com.  

Some could call it pre-paying it forward.  At 
VBR, we call it ProActive Storm Relief.
  

Todd Breland
General Manager

Valley Business Report
VBR e-Brief

956 310 8953
todd@valleybusinessreport.com
www.valleybusinessreport.com

“Connecting You To Local Pro-Business News”

Hurricanes can strike anywhere at any time. 
And when they do strike, help is not needed to-
morrow, but today. Today is the time for PSR: 
ProActive Storm Relief.

What is PSR? 
It’s Valley Business Report’s local proactive ini-
tiative in collecting essentials for the Gulf Coast 

region, to be used for victims of hurricanes as they 
may occur. This pre-disaster effort will include collec-
tion of necessities and transportation of these much-
needed supplies to a Gulf Coast region as soon as re-
covery efforts begin.  

How you can help with the PSR initiative.
Valley Business Report is asking local companies and 
organizations to be pro-active partners and donate 
post-hurricane essentials such as clothing, bottled 
water, non-perishables, flashlights, batteries, first aid 
kits, etc.  We are thankful to the Weslaco Chamber of 
Commerce and Weslaco EDC for stepping up to the 
plate with a storage room that will serve as the PSR 
mid-Valley collection point.  We are currently look-
ing for an upper Valley and lower Valley collection 
point.  Please let us know if your organization or one 
you know has a facility or room that is available for 
housing supplies.   Also, we are looking for a truck-
ing company that can assist with the transportation 
of supplies into the devastated area. Our goal is to 
deliver the supplies into the region as soon as local 
authorities allow entry. PSR is a way to get what is 
needed when it is needed, which is the first days im-
mediately following a hurricane.  

PSR
ProActive Storm Relief
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Visit www.ValleyBusinessReport.com to view more informa-
tion about PSR, sign up for VBR e-Brief, and stay updated on 
the RGV’s pro-business news all month. 



Taking Care of It

956.631.4622
www.diligen.com        info@diligen.com

200 South 10th Street, Suite 500  McAllen, TX

We are the one stop shop 
for your technology needs!

  

Reliable High Speed Internet (T1/DS1)
Fully Managed Onsite/Remote Technology Support

24/7 Network Monitoring
Managed Virus Protection
Data Backup and Recovery

HIPAA Certified
Technology Consulting  

Call to Order Now!
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Letting Go – Liquidating Assets
By Eileen Mattei
  When David Morris downsized to a 
condo half the size of his house, he took friends’ 
advice and hired Estate Sales & Liquidations by 
Jessica to sell his excess holdings.  “My friends 
said you don’t want to be there to watch your 
personal stuff leave,” Morris explained. The 
professionalism of Jessica Kuykendall and her 
team impressed him… and left Morris with an 
almost empty house following a pre-sale and 
the two-day estate sale.  “The pre-sale was huge. 
You have to witness her following,” he added.  
 The business of liquidating assets, 
whether personal or commercial, keeps a 
handful of Valley auction houses and estate 
sales companies busy. Their websites are well-
stocked with photos of the items in upcom-
ing sales. Email alerts invite loyal customers to 
limited-entry pre-sales. Whether it’s antiques 
and kitchen implements or massage chairs and 
surplus vehicles, selling off unwanted assets has 
never been easier.   
Heirlooms and hard work
 Jessica Kuykendall, who shopped at es-
tate sales with her mother-in-law, decided 15 
years ago to go into the business herself and ar-
ranged several estate sales annually until three 
years ago.  “Once I got my website, the busi-
ness mushroomed.  I spent a lot of money on 
the website because I knew it would pay off in 
the end,” she said.  It certainly has.  Kuyken-
dall now averages three estate sales per month 
in cities across the Valley and is booked several 
months in advance.  
 Most estate sales occur after a person 
has moved into assisted living or has passed 
away, and the family doesn’t know what to do 
with everything in their house, according to 
Kuykendall. “I make wonderful discoveries of 
things I think the family should have.  Some 
things break my heart.”  She has found cash 
stashed away and called the clients, who often 
say they knew their mother would hide mon-
ey.  
 The pre-sale is the most beneficial to 
the client, according to Kuykendall who has 
had up to 250 people show up for the night-
before event.  Nothing is discounted then, but 
the customers get to skim the cream of the 
collection.  Kuykendall enjoys her work but 
it is time-consuming. “People don’t realize the 
time it takes to organize and price a houseful.”  
Nevertheless, Donna Bowling, Kuykendall’s as-
sistant, worked on estate sales for free, for the 
fun of it, until Kuykendall insisted she accept a 
wage.
 One estate sale shopper leaving with a 
‘new’ fur stole, joked, “If we keep buying from 

her, when we move, she’ll have to do our estate sale.”  
It’s no joke, really, because Kuykendall’s customers 
and their families have become cli-
ents often enough. 
Two-ring circus
 “We’re in a different neigh-
borhood every time. It’s like we’re 
the circus come to town,” said Ru-
ben Balboa at the Betty Cashin es-
tate sale he organized in San Benito.  
Long lines had formed outside the 
house before he opened the doors 
at 8 a.m., admitting small groups 
in an orderly fashion. Balboa, a li-
censed auctioneer who runs Balboa 
Auctions, offers clients his turnkey 
service.  “After the client has cho-
sen the heirlooms to keep, we take 
over and try to relieve them of the stress of liquidating 
the estate.  We pay for all the estate sales details: sig-
nage, permits, advertising and taking dozens of pho-
tographs for the website.”
 For that service, Balboa charges 35 percent 
of the gross sales. He considers that percentage his 
budget.  If an estate sale is not going to bring at least 
$3,000, it’s not worth the effort for anyone involved, 

More than glorified garage sales, estate sales work 
to sell the entire contents of a house.  (VBR)

said Balboa who has grossed up to $45,000 on 
larger estates. “We don’t price to go half price. 
We try to price reasonably.” 
 Greg Garcia, who has attended enough 
estate sales to know the best prices on some vin-
tage items, discovered an old-fashioned waffle 
iron priced at $10.  “This is priced perfectly. 
This is following me home.”



chant mesmerizes his audience at a Saturday 
morning auction held at TSTC to dispose of 
surplus vehicles and equipment.   Bond & Bond 
Auctioneers, in business since 1976, specializes 
in city surplus and school surplus auctions with 
business liquidations and farm machinery sales 
rounding out their top clients for 50 to 70 auc-
tions held annually. Depending on the contract, 
Bond & Bond usually receives between ten and 
30 percent of the gross. 
 “One of our big attractions is that we 
do every avenue of advertising:  website, flyers, 
Craig’s List, phone calls, newspaper ads,” said 
Joe Galindo, who has auctioned off everything 
from confiscated parrots to police cars for the 
San Juan-based business.  “We’re the only com-
pany that does online live auctions selling to 
all parts of world. That lets local customers buy 
from the world, too.” 
 In the TSTC warehouse filled with long 
rows of surplus filing cabinets, desks, calcula-
tors and a desk topped with 16 microscopes, 
Terri Zamora, TSTC executive vice president 
of finance and administration, explained the 
reason for the auction. “It’s the quickest way 
to get rid of everything at once.”  The items 
had already been offered to sister colleges and 
local school districts.  “This may be our  final 
in-person auction,” she added.  “Our future is 
going to be online auctions.”
 Before the auction started, electri-
cian Javier de la O looked over tools bundled 
on display tables.  While he has gotten some 
good deals at past auctions, this one doesn’t 
have anything he needs.  On the other hand, 
Hector Zamora checked out the lots of rolling 
chair lots, seeking swivel chairs suitable for his 
hunting blind, and is ready to bid when the lot 
number comes up. 
 By helping one person’s treasures find 
a second life or a new home, estate sales busi-
nesses and auctioneers have become an unher-
alded segment of the recycling industry. 
 For more information see the websites:  
estatesalesbyjessica.com, balboaauctions.com 
and  bondauctioneers.com.
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  “We’re friends with the museums, 
and when something deserves to go there, we 
call them,” Balboa said. “It’s very interesting, 
this whole business.” Hunting non-historic 
mementos and bargains, estate sale customers 
packed the Cashin house, opening bathroom 
cabinets to spot nail polish dotted with price 
stickers and poking through kitchen cabinets 
filled with vintage porcelain tureens and well-
used pots and pans.  Yes, there is a hint of voy-
eurism at estate sales. 
 Balboa primarily holds estate sales, 

ending the largest ones with an auction to clean out 
the house.  His goal is to use the methods that give 
his clients the most proceeds. The Cashin sale attract-
ed buyers from New Braunfels and Corpus Christi. 
Balboa and Kuykendall coordinate their calendars to 
avoid both having major estate sales the same week-
end. 
   Balboa, also, has a bevy of loyal customers 
and clients. “In some situations, our company name 
has been put in the will. Others have told me, ‘When 
I die, you’re going do my estate sale.’  People like to 
have the comfort of that closure.  Their cherished 
items will be treated with respect and get a fair value 
put on them.   It’s a big responsibility to liquidate a 
family’s assets.”
 Amid the teapots, silverware, keepsake boxes, 
beaded evening bags, and articulated toys are pieces 
that remain puzzles.  Overheard conversations:  “I 
don’t know what it is?  Do you?”  “ I have one but 
I don’t know what it is either.”  Overall, the most 
sought-after pieces are 14 carat gold jewelry and vin-
tage kitchen items. On the last day of an estate sale, 
prices drop to 50 percent on most items.  The client 
normally donates the leftovers to a charity.  Both Bal-
boa and Kuykendall decline to store things that didn’t 
sell.
 
Going Once
 The rhythm of the auctioneer’s relentless 

www.TexasNational.com
4908 S. Jackson, Edinburg (956) 217-7100

201 S. Texas, Mercedes (956) 565-2485

Ask Us Today

HOT
Rates

sizzlin’

Jessica Kuykendall confirms that items are half 
price on the estate sale’s final day.  (VBR)

Surplus microscopes and lab equipment went on 
the auction block at TSTC.  (VBR)
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Polibrid Extends Global Reach
By Eileen Mattei
 Three times an international conglom-
erate tried to buy George Ramirez’ company, 
Polibrid.  And three times Ramirez had refused 
to sell his Brownsville-based industrial coatings 
business.  Over a 30 year period, Ramirez had 
developed his ‘starter formula’ purchase into 
successful proprietary formula for solventless 
protective coatings and made Polibrid an in-
dustry leader.  
 “I’m an entrepreneur.  If I was a real 
chemist, I wouldn’t have started Polibrid,” said 
Ramirez, describing his product as a grassroots 
approach to a problem.  While crewing a yacht 
from Acapulco to his home in Los Angeles, he 
simultaneously got an immersion course in the 
business opportunities for protective coatings, 
the resins which complied with new EPA re-
strictions on solvents.   
 Formula in hand, Ramirez set up his 
low-profile company in Brownville where his 
cousin-investor lived. “Polibrid was regulatory 
driven. We were always the most compliant of 
coating systems,” he said. Little by little, Ramir-
ez fine-tuned the product, producing small 
quantities of the unique coating which excelled 

Polibrid owner George Ramirez relies on general 
manager Klaus Meyer  to keep the Brownsville 
manufacturer on track. (VBR)

in rugged and hazardous environments:  lining water 
and wastewater treatment systems, on ships’ hulls, in 
brewery waste vats, on bridges. Don Crow of Delta 
Machine introduced Ramirez to Valley water systems 
engineers who gave Polibrid its first jobs. Ramirez re-
called being so broke in the early days that he survived 
on food his employees brought him. 
 Within 10 years, Polibrid had 
customers in San Antonio and contin-
ued to grow.  “Everything is based on 
case histories, where have you applied 
it and how long it has lasted,” Ramirez 
said. Polibrid was more expensive than 
other products, but it had proved to be 
cost effective because it lasted longer, was 
a flexible coating and had no shrinkage. 
Ramirez also had to overcome resistance 
to the expensive custom equipment re-
quired to spray Polibrid onto metal and 
concrete surfaces. But as buyers became 
convinced it was cost-effective technol-
ogy, Polibrid earned a reputation as the 
top of the line product for water and 
wastewater systems in the U.S.  In Australia and Af-
rica, the demand for Polibrid came from mining ap-
plications, and in Brazil, breweries bought it to handle 

waste products. 
 “I remember the time when I knew ev-
ery project going. Now it’s an accepted technol-
ogy with record credibility in so many indus-
tries and environment,” said Ramirez. Polibrid 
manufactured its coating for the U.S. market in 



1902 N. Loop 499 • 956.364.4606
www.harlingen.tstc.edu/corporate

Equal opportunity shall be afforded within theTexas
StateTechnical College System to all employees and
applicants for admission or employment regardless of
race, color, gender, religion, national origin, age or
disability.TSTC will make reasonable accommodations
for students with disabilities.

Continuing Education Courses

&Upgrade
skillsyour

Learn

new.
something

Computer Literacy $150 • 1.6 CEUs
This course will introduce students to the basic operations of a
computer. Book may be required.
T/Th • 6 p.m. - 9:15 p.m
ITSC 1012.20DB • 7/17/12 - 7/31/12

Microsoft Excel 2010 - Basic $150 • 1.6 CEUs
This course will cover an introduction to basic electronic
spreadsheets skills. Book may be required.
T/Th • 6 p.m. - 9:15 p.m.
ITSW 1022.20DA • 8/7/12 - 8/21/12

EMT - Basic $1,500 • 24.0 CEUs
Students perform the skills and use the equipment commonly
used in emergency medical services.
M/W/F • 9 a.m. - 1 p.m.
EMSP 1001.20DE • 8/6/12 - 12/21/12

Conversational Sign Language II $120 • 3.2 CEUs
This course will introduce students to sign language, finger
spelling and numbers.
Th • 6 p.m. - 9 p.m.
SLNG 1002.20DA • 8/2/12 - 10/4/12

Food Manager Certification $100 • 1.6 CEUs
This course is a certification program for owners and operators
of establishments.
S/Su • 8 p.m. - 5 p.m.
RSTO 1041.20DB • 7/21/12 - 7/22/12
RSTO 1041.20DC • 8/18/12 - 8/19/12
RSTO 1041.20AA • 9/8/12 - 9/9/12

Basic Motorcycle Course $195 • 2.0 CEUs
This weekend course is for beginning motorcycle riders.
F • 6 p.m. - 10 p.m. & S/Su • 8 a.m. - 5 p.m.
XMISC 1001.20DD • 7/27/12 - 7/29/12
XMISC 1001.20DE • 8/3/12 - 8/5/12
XMISC 1001.20DF • 8/17/12 - 8/19/12
XMISC 1001.20AA • 9/7/12 - 9/9/12

CPR/FirstAid $85 • 0.8 CEUs
This course covers lifesaving skills of respiratory (choking and
near-drowning) and cardiac emergencies.
F • 6 p.m. - 9 p.m.
EMSP 1026.20DB • 7/20/12
EMSP 1026.20DC • 8/8/12 (Wednesday)
EMSP 1026.20AA • 9/21/12

Forklift Operator Certification $150 • 0.8 CEUs
Information and training for forklift operators.
S • 8 a.m. - 6 p.m.
CNSE 1003.20AA • 9/15/12

OSHA 10 Construction $150 • 1.4 CEUs
Information and training for OSHA 10 Construction.
S • 8 a.m. - 4 p.m.
TOSHT 1007.20AA • 9/22/12 - 9/29/12
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Using a proprietary formula, George Ramirez has 
made Polibrid into an internationally recognized 
solventless coating.  (VBR)

Brownsville, cooking the resins in giant stain-
less steel vats and selling the product in 55 
gallon drums that weigh almost 600 pounds.  
Licensees manufactured the product in Brazil, 
Thailand and Europe and established distribu-
tion networks. Polibrid sales had to be made at 
engineering level, during project specification 

which sometimes is years before the transaction actu-
ally takes place.  
 “My proudest accomplishment was when I 
could pay for 100 percent of my employees’ health 
insurance,” said Ramirez.  A few years ago, he was 
drifting into semi-retirement, spoiled, he said by his 
14 employees, who work without a time clock.  He 
gives much credit to his right-hand man Klaus Meyer, 
general manager and head of international sales. “He’s 
one of those guys who, no matter what you give him 
to do, he does and he looks ahead,” Ramirez noted. 
 In 2010, after the third buy-out offer from 
International Paint, which is owned by AkzoNobel, 
the world’s largest painting and coating company, 
Ramirez came up with a counter-offer:  International 
Paint could become Polibrid’s exclusive distributor.  
The Dutch multinational company accepted Ramir-
ez’s proposal.
  Instead of getting just a royalty on sales, Po-
librid now receives the majority of the sales price. 
“We’ve tripled our production capacity at this plant 
in the last few years. Globalization is wonderful in our 
case. We are represented by a global company, and 
Polibrid is standardized and applied the same every-
where.” Being distributed by International Paint adds 
to Polibrid’s credibility, too.
 Ramirez, who recently returned from train-
ing International Paint’s technical sales directors in 
Brazil and Europe, is scheduled to do more sales force 

training in Dubai and Thailand. “It’s obvious 
it’s going to be important part of their product 
line,” he said.
 In the last 30 years, when George 
Ramirez was not busy with Polibrid, he found-
ed the Brownsville Latin Jazz Festival and has 
served as the president of the Brownsville Per-
forming Arts Society for 12 years.  He and 
Polibrid are among the major benefactors of 
the University of Texas- Brownsville’s Music 
Department, from scholarships to widespread 
program support.
 “Organizing the Jazz Festival is com-
plicated, but compared to what I really do, the 
logistics and complications of a real business, 
it’s not that hard,” said Ramirez.  He is also 
deeply involved in the revitalization and resto-
ration of downtown Brownsville, co-chairing 
the Imagine Brownsville committee. He pur-
chased the historic Hideyard building on Ad-
ams Street and is engaged in converting the 
1880s structure into a talent incubator and live 
music venue:  the Crescent Moon Club, which 
now features live jazz weekly, and the future 
Half Moon Club. 
 Polibrid still maintains a low profile 
so few Valley people realize that a Brownville 
product has achieved a top position in the 
global market. 
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How a CPA Dealt with Disaster
By Eileen Mattei
 On March 29, with less than three 
weeks to go until April 15, Certified Public Ac-
countant Rachel Coronado was working late in 
her Water Tower Centre office when she heard 
thunder.  The electricity went off, huge hail-
stones pelted the building and ceiling tiles be-
gan dropping.  “I heard a cracking sound and 
the roof gave way.  A curtain of rain came pour-
ing down into the hallway,” Coronado said. 
 Aided by her cellphone’s flashlight 
app, Coronado covered stacks of tax docu-
ments with plastic garbage bags and in des-
peration sheltered computers under splayed 
phone books. She hefted boxes of cardboard 
boxes filled with clients’ documents out of the 
ankle-deep water on the floor, with the help of 
another woman marooned by the storm that 
battered McAllen.  
  Coronado called home for help and 
learned the storm had blown in the windows 
there. Once the rain eased, Coronado got a 
pickup truck and started moving out electron-
ics.  “The next thing I knew it was 2 o’clock in 
the morning, and I was driving home.”
 The accountant called Cantu Con-
struction, the property owner, at 7 a.m. on 
March 30.  “I told them there was not a single 
room that was without damage.”  Then she, her 
family and her assistant spent four days mov-
ing everything out of the office:  filing cabinets, 
desks, boxes of documents, paintings, refrigera-
tor, supplies.  Coronado, one of the first ten-
ants to move into the office plaza in 1997, had 
15 years’ worth of accumulated items. 
 “I fortunately had a building I could 
move into,” Coronado said. Her husband’s 
plumbing company in Pharr had a building 
with unused office space.  By Thursday, exactly 
one week after the storm, the accounting office 
was back in operation, preparing tax returns.  
“I had no damage to the computers. Comput-
ers are my life. Being here when the storm hit 
I think had a lot to do with all the equipment 
being saved,” she said.  Although the firm had 
renters’ insurance, it didn’t file a claim because 
there was no loss.
A forced relocation brings out numerous details.  
“I got a lot of cooperation from the U.S. Postal 
Service.  They let me install a temporary lock 
box at door.  I forwarded my primary phone 
line to Pharr.  There were some problems be-
cause not all the calls were going through,” she 
recalled.  A map posted outside the destroyed 
office helped clients find the new location. 
 Only two files sustained water dam-
age, and that was minor. “Most of my clients 
were very understanding,” said Coronado, who 

had to apply for filing extensions for a number of her 
clients.
 The disruption of losing a week’s worth of 
time kept Coronado so busy she never returned to the 
Nolana office until she came to choose the paint col-
ors and carpeting for the restored building. 
 Two months after the disaster, the updated 
Water Tower office was ready to be re-occupied.  Rath-
er than move in over Memorial Day weekend, Coro-
nado took time off and went fishing. Equipment, fur-
niture and files were moved in the first week of June, 
but she estimated getting settled in with pictures back 
on the walls and boxes off the floor will continue into 
July.  Signage, covered by property insurance because 
it was attached to the building, is being reinstalled.  
 Coronado had no emergency plan last 
March, but she has one now. “I’ve stated planning 
ahead. In the future I will make sure I always have 
a place to relocate. If I hadn’t had the Pharr space, I 
don’t know what I could have done. My business is 
not small enough to run out of my house,” she said.  
For her first line of defense, Coronado has decided 
on an old-fashioned approach to hurricane and storm 
protection: tarps.  “In case something like this hap-
pens again, I can cover my equipment and my work 
with tarps.” She would also move everything out of 
her private office, which is north-facing with a large 

curved window.
 The storm prompted Coronado to 
modify procedures to safeguard clients’ docu-
ments. “I’m eliminating cardboard document 
boxes and going to plastic bins.  I’m also start-
ing to make copies of clients’ documents and 
give them back right away.”  In an ideal world, 
receipts would arrive scanned and categorized 
in an Excel spread sheet. 
 As Coronado describes her experience 
to other ac-
coun t an t s , 
she is prob-
ably serving 
as the poster 
child for di-
saster plan-
ning. “You 
know they 
are think-
ing, ‘What 
would I have 
done?’” 

Back in her office after two months, CPA Rachel 
Coronado is moving documents from cardboard 
boxes to waterproof plastic boxes.  (VBR)
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Teaching from Real World Experiences
By Eileen Mattei
 LaJoya High School teacher Jovanna 
Hernandez got a summer job in McAllen that 
her Business Information Management stu-
dents are going to hear all about in the fall. 
Hernandez worked with the tax attorney firm 
of Perdue, Brandon, Fielder, Collins & Mott 
LLP as part of the Tech Prep ALA Extern pro-
gram. ALA places high school teachers with 
Valley businesses and organizations where they 
see the skills students must have to be employ-
able.  The teachers then work their first-hand 
experience into at least three lesson plans. The 
ALA enables teachers to explain the relevancy 
of the course work as well as what businesses 
expect from employees.   
  Hernandez, a firm believer in getting 
students educated for the workforce, began her 
first week by job shadowing, going from litiga-
tion and tax sales to the call center and reception 
desk. The law firm specializes in delinquent tax 
collection, including getting tax money owed 
to school districts, cities and counties. 
 “It is so much more complicated than 
you could imagine,” Hernandez said. “Even in 
the call center, you have to have professional-

ism. When you are calling to collect, people get up-
set or rude.” She was allowed to listen to both parties 
discuss tax payments and penalties.  She intends to 
work those real-life conversations into her Dollars and 
Sense course, covering the impact of credit reports, 
budgeting, and legal obligations.
 Hernandez plans to connect the real world to 
her students through other lessons on customer ser-
vice skills, primarily being able to talk with people 
and help solve their problems, and on professional-
ism, which includes dressing for success.  Her Excel 
class will soon learn how spreadsheets are used in tax 
sales. 
 Romeo Cantu, Hernandez’ liaison at Perdue 
Brandon, said Hernandez was the third ALA extern 
the firm has hosted.  “We love working with teachers 
because it helps them teach students about a subject 
that most people don’t want to hear about –taxes.” If 
Cantu were to lecture a class on property taxes and 
delinquencies, he knows they would tune him out.  
 The extern program has remained a two-
way street. “We’ve learned that Jovanna knows a lot 
more about Excel than we do,” Cantu admitted. “She 
showed us ways to simplify reports by using mac-
ros.  Because of her, we are becoming more efficient. 
Next summer, we may double our externs. I think the 

teachers like the program because it keeps their 
minds sharp.” 
Looking up
 Airplanes provided the backdrop for 
Harlingen High South math teacher Larry 
Kruse’s externship at Gulf Aviation. His stu-
dents had complained that math was not rel-
evant, but two days into his externship, Kruse 
had numerous examples of how essential math 
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Math teacher Larry Kruse worked with Santos 
Martinez at Gulf Aviation learning the numerous 
ways that math is used by employees.  (VBR)
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is to a skilled workforce. He had talked with an 
aviation maintenance specialist and observed 
him using ratios to check a plane’s airworthi-
ness. He worked with an aviation fuel handler 
who calculated the volume of a cylinder to de-
termine the amount of fuel on hand. “Now I 
have a story to tell.  This program will help me 
convey to kids why you need to understand 
mathematical concepts and have the skills.”
 “An employer’s expectations have 
changed. It’s all about productivity and learn-
ing how to learn. When you go to work some-
place, you need to have the foundations to learn 
the job,” Kruse said. “Ultimately life is about 
numbers, the bottom line. In math you have 
to learn how to do things sequentially, step by 
step. At one level or another, you have to have 
mathematical skills.”
  While flying requires much math, 
Kruse, a Navy veteran, said students should 
understand the math used for scheduling, sales, 
accounting and logistics.  Kruse also saw first-
hand the importance of soft skills.  “At school 
we try to convey how to look someone in the 
eye and talk to them,” he said. “You can see 
why Gulf Aviation is a success. They know their 
business and do it well, with a smile on their 
face.”
 David Garza, Gulf ’s president, said 
ALA externs and school tours awaken the inter-
est of teens in the aviation industry. “We like to 
participate in the education of tomorrow’s avia-
tors.  But more importantly, we are very inter-
ested in helping the younger generation see that 
their education is relevant, that there is value 
in what they are studying.” Gulf Aviation also 
takes part in the ALA program because job ap-
plicants arrive without the basic skills the busi-
ness needs:  math, mechanical, computer and 
customer service.  
 Kruse is planning a Gulf Aviation tour 
for his students interested in customer service, 
aviation and technology.  “They can come out 
and see that it’s not always about flying.  The 
people on the ground make sure that every-
thing happens when it is supposed to.”

Teacher Jovanna Hernandez and her summer boss 
Romeo Cantu review files at a McAllen tax attor-
neys’ office.  (VBR)
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Gabii’s Friendly Perseverance
By Nydia Tapia Gonzalez
 “Hearing people gasp as they come in 
the door is what makes my day,” said Graciela 
Garcia, of  Gabii’s in Progreso, Texas.  Those 
gasps are not surprising since Gabii’s original 
merchandise not only sparkles, but is beauti-
fully displayed. 
 Even though Gabii’s is a family busi-
ness --the 25,000 square  foot store is owned by 
Graciela and her three sons: Fernando, Octavio 
and Ruben,  it is Graciela and Fernando Garcia 
who are responsible for the entire operation.  
Gabii’s began in the late 1950’s with the open-
ing of the first store in Matamoros, Mexico. 
This first venture lasted a couple of years. Later, 
in 1970, a new Gabii’s flourished in Reynosa. 
In 1995, Graciela Garcia opened a women’s 
boutique in McAllen.  Then the family decided 
to go back to the basics. 
 “Let’s stick to what we know,” Fernan-
do Garcia recalled telling his family. And since 
he knows Mexican folk art well, the result is 
visible in Gabii’s top quality merchandise. 
  “I grew up surrounded by all this,” said 
Fernando Garcia, indicating the Mexican arti-
san work at Gabii’s. “My grandfather was my 
hero, and I looked up to him.”  The grandson 

was encouraged to reach for higher goals and to be 
fair to everybody.  The patriarch, a successful mer-
chant, did not extend special privileges to his family 
members.   “Anytime my mother worked for him, she 
was treated like one of the staff,” said Fernando. “My 
grandfather had a win-win mentality.  He was also an 
honest and shrewd businessman.”
 In 2002, businesses were booming in Nuevo 
Progreso, Mexico:  1.8 million visitors came to the 
Mexican border town that year. Then why open a 
store on the United States side? Fernando Garcia said 
he, his mother, and his brothers knew they needed to 
team up in order to compete with the enormous curio 
shops on the Mexican side.  “We conducted a market 
study where all the variables were considered: con-
struction, traffic, overhead, everything was reviewed. 
After looking at all this, we decided to open our new 
Gabii’s store in the United States.” 
 One reason for their decision was property 
value. “At that time, a 5,000 square foot property on 
the main street of Nuevo Progreso was worth nine 
million dollars. Real estate there was known to be 
higher than even in Manhattan,” Garcia said.   
 In 2003, after investing $1.5 million and re-
connecting with master artisans from all over Mexico, 
Gabii’s opened its doors just north of the internation-
al bridge in Progreso. Their mission is to exceed all 

customer expectations, to listen to their needs, 
and know what they like.
  In the December 2008 issue, Texas 
Highways magazine designated Gabii’s as a 
must-stop for mid-valley shopping. The recog-
nition was well deserved because Gabii’s is the 
largest Mexican folk art shop in the Rio Grande 
Valley selling a whopping 75 tons of pottery 
each year. Mexico has several modern masters, 
according to Mexico’s National Bank BANA-
MEX, and Gabii’s is the only place in South 
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Texas where people can find their art work. 
 Today, Gabii’s has evolved into an 
international shopper’s paradise. Graciela and 
Fernando Garcia have introduced beautiful 
jewelry, clothing and unique products from 
Indonesia, Russia, India, Thailand, and Italy. A 
collection of Tibetan hand-crafted jewelry and 
handbags is also available. Most of the apparel 
is for women, but Gabii’s has a good selection 
of traditional Mexican guayaberas for men. 
Best of all, Gabii’s has a lenient return policy. 
 Circumstances in Mexico have 
changed since 2003 which has affected area 
sales and visitor numbers. Yet, Gabii’s contin-
ues on its course, thanks to a loyal, local clien-
tele. In addition, Winter Texans help increase 
sales, as do summer visitors from all over the 
state. Gabii’s sales are 17 percent higher than 
last year, but still lower than in the early days. 
 Fernando Garcia learned from his 
grandfather that even in hard economic con-
ditions people will buy high quality products.   
“Our customers seldom leave without paying 
us a compliment.  Some days, we have no sales 
but plenty of praises,” he said jokingly. The 
Garcias smile because they know people will 
keep coming back. “We may not be the cheap-
est, but we are certainly the best,” Graciela 
Garcia said. 
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Beyond the Job Description
By Susan LeMiles Holmes
 “A Human Resources person should be 
able to change a diaper, plan an invasion, bal-
ance accounts, sail a ship, analyze new problems, 
take orders, give orders, cooperate, act alone, 
program a computer, fight efficiently, and die 
gallantly…..specialization is for insects.”
 I offer my apologies to science fic-
tion writer Robert Heinlein and his character 
Lazarus Long for the adlib regarding human 
resources.  I think this job description fits the 
realities of most HR employees, but you won’t 
find anything this accurate in your company’s 
Personnel Department file drawers.       
  The Society of Human Resources Man-
agement (SHRM) reports that even though hir-
ing is down, 4.4 percent in manufacturing and 
15.4 percent in the service sector, filling jobs is 
almost three times more difficult in manufac-
turing and about six times more difficult in the 
service sector.  How does that make sense?  It 
seems if there are fewer jobs and more people 
applying for them, hiring should be easier.  
 I believe that one of the culprits is the 
job description itself.  Regulation, centraliza-
tion and litigation regarding the hiring process 

have forced creation of job descriptions that are rigid, 
boring, ivory tower legal documents.  
 Yes, job descriptions are no longer just part 
of a company’s efforts to clarify responsibilities and 
divide labor.  They are legal tools designed to support 
the burden of proof that rests on the accused regard-
ing fair employment practices.  They must stand up 
to scrutiny in every phase of human resources work, 
in advertising, interviewing, testing, hiring, training, 
performance appraisal, promotion, and termination.  
In some cases, deviation from the document is per-
ceived as such a risk that hiring paralysis is accepted.
 Yet a well-designed job description will help 
you attract the best candidates, weed out the “wan-
nabes,” promote career paths, clarify performance ex-
pectations, manage retention and identify leaders as 
well as communicate company culture and vision.  It 
takes a team to accomplish a task as important as this. 
When human resources managers and hiring manag-
ers work together, conflict disappears and effective job 
descriptions result.  
 I highly recommend the best practices out-
lined in a white paper published by Corporate Execu-
tive Board.  Their research shows that performance-
based job descriptions vastly outperform skill-based 
job descriptions in reducing turnover by allowing 

prospective candidates to accurately align their 
interests and willingness to perform certain 
tasks with the job responsibilities.  Here is an 
example of the two types.  
Skills Based

•	 College	degree
•	 Industry	background	required
•	 Strong	interpersonal	skills
•	 Two	years	of	sales	experience

Performance Based
•	 Receive	100	inbound	calls	daily
•	 Achieve	quota	within	90	days
•	 Obtain	20%	customer	renewals
•	 Effectively	resolve	customer	issues

 If you believe you have accurate, en-
gaging job descriptions and are still having dif-
ficulty hiring, you could be encountering that 
“supply and demand” thing.  Try asking your-
self the following questions and answering as 
objectively as you can.

•	 Is	my	 job	description	flexible	 enough	
to allow a hiring decision based on the 
best available candidate?  
•	 Am	 I	 communicating	 a	 compelling	
company vision or just the fact I need 
someone?
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•	 Have	I	emphasized	the	opportunities	
offered or just listed the skills require-
ments?
•	 Am	I	substituting	a	bland	job	descrip-
tion for advertising?

 If your company has no formal job 
descriptions or the ones you have need an 
overhaul, check out http://folyo.me/guides/
how_to_write_a_good_job_description for a 
helpful and humorous viewpoint based on a 
fictional cat food company.  
 For a more traditional approach, Ma-
rio Torres, Coordinator Employer Relations at 
University of Texas Brownsville, recommends 
O*net.  This free site has templates, basic job 
descriptions and tools you can use to create 
and tailor position descriptions for your com-
pany.  Don’t expect anything as colorful and 
close to reality as Heinlein’s passage, though.  
Responsibility for identifying and disclosing 
the real truth is up to you.

Susan LeMiles Holmes is Director of Career 
Services at Texas State Technical College and a 
published novelist.  You can inquire about hir-
ing TSTC graduates by emailing susan.holmes@
harlingen.tstc.edu or learn about Susan’s novel set 
in The Valley, Touch the Mayan Moon at www.
susanlemiles.com .
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Looking for Angels Among Us
By Eileen Mattei
 Start-up companies that need capital 
for production or marketing can seek fund-
ing from angel investors, also known as seed 
investors.  After due diligence and reviewing a 
company’s valuation, these outside investors are 
willing to hand over significant sums for a per-
centage of the company.   But how does anyone 
put a value on a business that is pre-revenue or 
has only minimal sales and no cash flow?
 “Valuing a start-up company is like 
a kaleidoscope: you turn and turn, looking at 
many variables until it all comes together.  Val-
uation is part science but mostly art, made up 
of hunches and guesses,” said Jim Troxel of De-
velopment Capital Networks. Troxel led a Seed 
Investing seminar, organized by TMAC and 
the McAllen Chamber of Commerce, that was 
attended by entrepreneurs ready to shift their 
businesses into a higher gear. 
 Troxel explained that angel investors 
seek young companies which have not fully es-
tablished commercial operations. Angels typi-
cally represent the second round of financing, 
after the first round of capital infusion from 
friends and family.  According to Troxel, angel 

investments accounted for $17.6 billion nationally in 
2009, which is approximately the amount invested by 
professional venture capital funds.
 While angel investors often make decisions 
based more on instincts than on due diligence, they 
nevertheless are going to ask how the value of the 
start-up is justified. “Projections are never conserva-
tive enough for investors,” Troxel said. Investors re-
view all the risks involved in their participation: the 
technical risk (will the product work?), the market 
risk (will customers buy it?), the financial risk (will 
it make enough money to cover expenses?) and the 
management risk (is the team going to be able to ex-
ecute the plan?). 
 Different valuation methods are used by en-
trepreneurs and examined by investors.  The complex 
formulas include the Venture Capital Method and the 
First Chicago, based on projected earnings times mul-
tiples which are compared to the multiples of same-
industry public and private companies, 15 and 10 re-
spectively.  The Berkus method uses a scorecard based 
more on the perceived value of strategic relationships, 
management capability and existence of a prototype. 
The pre-money value of a company includes the en-
trepreneurs’ contributions to date:  concept, funds 
and management. 

 
 Whatever the method, investors re-
ceive either convertible preferred stock, com-
mon stock or convertible notes for their money.  
Investors are interested in the return on their 
investment, when it will be realized, plus how 
much of the company will they get for their 
investment in the start-up C corp. Because of 
the inherently high risk of start-ups, they ask 
for a high return on their investment.  Some 
expect a 66 percent ROI with a five year exit 
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plan in place, according to Troxel.  Neverthe-
less, investors don’t want to reduce the manage-
ment team’s ownership to less than 50 percent.  
Below that threshold,  entrepreneurs may feel 
less committed.  
 Angels, who tend to invest locally and 
share an interest in sparking the local economy, 
focus primarily on the competence and charac-
ter of the firm’s management and its capabili-
ties.  While angels inject capital, they also bring 
contact data bases, experience and wisdom. In-
vestors know their money needs to last for the 
long run and enable them to ride the tide. 
 Seminar participant Dalinda Alcan-
tar has developed an education-based app to 
increase family engagement through mobile 
devices.  Alcantar, who developed the Jucomm 
app through an innovation grant from the 
McAllen Chamber, has a licensing agreement 
in place. Her app is in the pilot stage at various 
school districts. “A lot of people have asked me 
‘What is your business valued at?’ But I didn’t 
know how to get those numbers.  I found this 
seminar really useful, almost like a college class, 
with so much new information,” she said.    
 Non-disclosure agreements are rare 
with angel investors in start-ups, Troxel noted.  
If you hold out for one, you may never find 
angels although they are among us.  
 An active angel - a high net worth in-
dividual - might invest between $75,000 and 
$100,000 in a year.  Potential angel investors 
make up one percent of a region’s population, 
Troxel said.  “Some of them don’t know about 
the deals available.” Entrepreneurs should talk 
to accountants, lawyers and bankers about in-
vestment opportunities.  Other opportunities 
may arise by going to the places frequented 
by  potential angels. Crowd sourcing could be 
game changer, Troxel acknowledged. 
 At the other end of the spectrum are 
Angel Funds and Angel Networks where inves-
tors pool their money to examine and invest as 
a group or individually. Troxel recommended 
the websites angelcapital and WBTangels. 
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forecasting to keep everyone focused, but also 
has relevance at other levels of the company. 
 Planning and scheduling are two differ-
ent events separated by time. The plan is differ-
ent than the schedule, as the schedule is the exe-
cution of the plan.  For example, the production 
plan is different from the production schedule. 
The production plan originates at the executive 
levels of the decision-making process, and the 
production schedule is the executable portion of 
the plan used to guide the daily activities of the 
operations and manufacturing.
 The planning process is a form of busi-
ness communications.  A second level of com-
munication occurs when a plan has current pro-
cess status incorporated into the baseline plan. 
Current operations status can provide detailed 
information about your processes:  if they are 
started, how much has been accomplished or if 
it is completed. Current status can also show if a 
process is on, behind or ahead of schedule. The 
current activity coupled with the time remain-
ing can then provide dates when a process will 
be completed and its overall impact on the proj-
ect’s completion date. Not understanding the 
current status of the plan is the primary cause of 
crisis management.  That’s why improved plan-
ning and control will help your firm.

Forecasting and Planning 
 Every business can benefit from more 
accurate and complete forecasts and plans. Man-
agement of these elements is a combination of 
art and science requiring a skilled person to keep 
things straight. The most sophisticated forecast-
ing and planning system is called the Collabora-
tive Planning, Forecasting and Replenishment 
system (CPFR). It is extremely powerful and, in 
essence, connects the specific demands of a cus-
tomer directly to the supplier through the entire 
supply chain system to keep the customer satis-
fied, which is the overall goal of all businesses.
 Improving your forecasting and plan-
ning system is the only way out of crisis man-
agement. It might mean learning more about 
available planning tools, but it is well worth the 
cost and effort. It is the only way to gain control 
of your firm. Happy planning!

Dr. Ken Romano is the Director of Academic Af-
fairs at University of Phoenix McAllen Campus. 
He also teaches management courses at University 
of Phoenix and Embry Riddle Aeronautical Uni-
versity; is a Six Sigma Black Belt, is certified in 
Production and Inventory Control and has more 
than 30 years of business operations management 
experience. Contact him at Ken.Romano@Phoe-
nix.edu or 956-519-5802.

End the Crisis Management Syndrome
resource planning, learning what your resources can 
really produce. It is always less than you think. Your 
business plan should then be used to plan the level of 
labor, tools, equipment, facilities, cash-flow and ma-
terials needed to support that business plan, keeping 
in mind that these are all limited resources. This step 
helps to reduce the crisis caused by not having the 
right skills, material, cash, tools and equipment in the 
right place in the right quantity to support the cus-
tomer’s demand. Planning and forecasting is the only 
way out of crisis management.
  Experience has told me that very few really 
understand the depths of planning and forecasting, 
especially capacity planning and resource manage-
ment. Planning is a form of future communication, 
sort of a back to the future concept. Planning is the 
ability to make decisions in the present period that 
effect future events. Planning can describe events that 

are expected to occur at a specific 
point in time, how long those events 
will take to accomplish and when 
they will complete. Planning and 
forecasting are powerful logistics 
and operations tools that should be 
used at the highest echelons of the 
company for strategic planning and 

By Dr. Ken Romano, CFPIM
 Most business people I speak with 
bemoan the fact that they are stuck in a crisis 
management syndrome. Whether having to fix 
the same problems over and over, or the daily 
round of confusing fire-fighting, the only way 
out of crisis management is to plan your way 
out.  Business and operations planning are the 
tools to move from reactive crisis to proactive 
productive management. It will also move your 
firm from fire-fighting to continuous improve-
ment. The problem stems from trying to do 
too much with too little. You feel your sales are 
doing well, but you find that you cannot de-
liver on time, and you do not know where the 
breakdown occurs. Here is how it works.
 You all have business and financial 
plans which include projected sales.  The next 
step is to break your business 
plan down into a forecast of 
families of products or ser-
vices and then match the 
business resources required 
to support that specific cus-
tomer demand. This is the 
beginning of capacity and 
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stay available, place your phone on a shelf or in 
a nearby room with the volume set loud enough 
for you to not miss any important calls.
 Airplane mode on the ground.  If your 
phone is also your morning alarm clock, turn 
on Airplane Mode before you go to sleep. This 
will turn off your data connection and mobile 
phone signal, preventing late night social media 
notifications and wrongly dialed number calls. 
If you must be available to take phone calls after 
business hours, turn off just your mobile data 
connection and your Wi-Fi. If you are having a 
day off and still want internet access, just turn 
off the connection to your work email account, 
so you’re not tempted to check that new mes-
sage beep.     
 Of course, you could always remove the 
social media applications from your phone and 
only check Facebook from a computer.

Talk to Edward Lugo at your local Computer 
Troubleshooters about the connection settings and 
application settings on your phone or for any of 
your technology needs.

Unplugging Yourself, Step by Step
ule.  
 Leave it behind.  It may be too difficult to go 
one entire day without your phone, especially a work-
ing day, but do you really need it in your hand ev-
ery minute? When you have a mental break and step 
away from your computer, leave your phone at your 
desk too. Tell your colleagues that you’ll be back in 
ten minutes and go for a walk without your electronic 
device. Calls can all be returned when you’re back at 
your desk.
 The amnesty box. Create an amnesty box in 
each meeting room for phones & tablets to be de-
posited into at the start of a meeting.  Talk to one 
another and write any main points or action items on 
a whiteboard. At the end of the meeting, you can grab 
your phone and enter any new tasks or take a photo 
of the entire whiteboard. This prevents people from 
becoming distracted by social media and applications. 
Adopt this box at home too and include everyone’s 
iPods/MP3 players when some technology-free time 
is needed, especially at mealtimes.
 Time out.  Set some time schedules for ignor-
ing the internet. This could include “no technology 
before 8 AM or after 8 PM” or “no phones for one 
hour after getting home.” Resist the temptation to 
check work emails before going to bed. If you need to 

By Edward Lugo
  Today’s tablets and smartphones al-
low you to take your work anywhere and ev-
erywhere, including your daily commute or to 
the weekend sports field sidelines.  This ability 
to be permanently connected to the rest of the 
world has led to an “always available” mental-
ity. How often do you stop something to check 
a message on your phone? Is your phone within 
reach during mealtimes and when you watch 
television? Is it the last thing you look at before 
sleeping and the first thing you check in the 
morning? Here are our top five tips for taking 
a break from your electronic world and most 
likely your work!
 Start your day, then your phone.  
Does your morning routine consist of waking 
up, checking your phone and then getting out 
of bed?  Start your day before you start your 
phone. Enjoy some time to yourself before 
opening your brain to the interruptions of the 
outside world. This is especially important if 
you have breakfast with other family members. 
Checking your email can help you to plan your 
day, but see if you can fit in a shower and a cof-
fee before switching to thoughts of your sched-
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Government Contracts Grow Your Business
3. Dept. of Justice $753,382,251
4. HHS $592,067,807
5. D e p t .  o f  H o m e l a n d  S e c u r i t y  
$513,503,892
6. Dept. of Agriculture $493,310,608
7. U.S. Postal Service $237,633,403
8. Dept. of Transportation $203,823,357
9. Dept. of Commerce $167,776,743
10. Dept. of State $103,711,837

Total Micro-Purchases for FY ‘10:  $18,815,430,171
 Informal solicitations have a different process.   
Informal solicitations, for purchases from $3,000.01 
to $24,999.99, require a government contracting of-
ficer to secure at least three informal, documented 
bids based on specific requirements.  It is not re-
quired, however, that the contracting officer advertise 
the opportunity to the public at this dollar amount. 
The award given to a business may be based on lowest 
price or best value.
 Purchases $25,000 and greater, also called 
Formal Solicitations, require a formalized process. The 
contracting officer must advertise the opportunity to 
the public and to post it on the Federal Business Op-
portunity website (FBO.gov). Businesses may register 
at www.fbo.gov to set up a profile, which searches for 
solicitations based on a query set by the user.

 Government purchases between 
$3,000 and $150,000 typically target small 
business. In those cases, the specific purchase 
requirement may also include a targeted small 
business category, such as HUB Zone, 8(a), 
Women-Owned Small Business (WOSB), 
Economically Disadvantaged Women-Owned 
Small Business (EDWOSBs), Veteran-Owned 
Small Business (VOSB), Service Disabled Vet-
eran-Owned Small Business (SDVOSB), or 
Small Disadvantaged Business (SDB). Any of 
these qualify as potential vendors for “set-aside” 
government purchases, or dollar-amount quo-
tas that agencies must meet on purchases from 
small businesses.
 For example, a VOSB must be 51 per-
cent or more veteran-owned. A SDVOSB must 
be at least 51 percent owned by a veteran or 
group of veterans who have a disability rating 
of at least zero percent (which covers PTSD.) 
Veterans can also register with VetBiz to do 
business with Veterans Affairs (VA). VetBiz.gov 
contains the Vendor Information Pages, a da-
tabase of veteran and service-disabled veteran-
owned, small businesses who have registered 
with the VA.

By Rey Soto
 The federal government spends over 
$3 trillion a year on goods and services. Many 
businesses believe that pursuing business growth 
opportunities with government entities is a te-
dious, convoluted process. However, many 
transaction opportunities are made simply by 
a Procurement Card purchase, also referred to 
as a micro-purchase, based on a dollar-amount 
criteria.
 A micro-purchase is just one of a va-
riety of contracting methods that the U.S. 
Government uses when considering a purchase 
from a vendor. The process chosen is contin-
gent upon the dollar value of the purchase and 
can be categorized as follows: 

•	 $.01	-	$3,000	–	“Micro	-purchase”
•	 $3,000.01	 -	 $24,999.99	 –	 “Informal	
Solicitation”
•	 $25,000	 and	 up	 –	 “Formal	 Solicita-
tion”

Micro-purchases alone totaled over $18 billion 
in 2010.   Here is a breakdown of Procurement 
Card purchases for the top ten agencies:

1. DOD $7,740,964,374
2. VA $7,128,587,058
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 When working with government 
agencies, it is important to know the processes 
which are utilized for procurement, and to fol-
low them accordingly in an effort to meet the 
selection criteria. 
 To do business with government agen-
cies, businesses need to register on the Central 
Contractor Registration (CCR) and Online 
Representation and Certification Application 
(ORCA). If the solicitation is a “set-aside”, 
then vendors are required to take the extra step 
of becoming certified for the specific category 
sought by the agency. 
 A successful business should always be 
looking for additional revenue streams. Gov-
ernment contracting is one opportunity for a 
business to grow and maintain its success in to-
day’s economic environment. 

Rey Soto is a Procurement Specialist with the Rio 
South Texas Regional Procurement Technical As-
sistance Center (PTAC).  The PTAC is a compo-
nent of the UTPA BDI Group and provides tech-
nical guidance for business owners who desire to 
do business with the government.   Contact the 
UTPA PTAC at (956) 665-8931 for addition-
al information on their business counseling and 
training or visit them online at www.utpa.edu/
ptac.   



Laurie Simmons has found that Valley business 
people are eager to help technology companies get 
started.  (VBR)
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Bright Ideas Have a New Pipeline
By Eileen Mattei
 While Valley EDCs work on luring 
new businesses to the region, the new Tropi-
cal Texas Regional Center for Innovation and 
Commercialization (RCIC) concentrates on 
developing homegrown technology-based 
companies.  Backed by the Texas Emerging 
Technology Fund (ETF), the RCIC is designed 
to help small emerging technology businesses 
commercialize their bright ideas. It provides 
consulting, mentoring and assistance as the en-
trepreneurs apply for ETF grants to help their 
businesses grow to the next stage. 
 “We’ve got many really good ideas 
down here, but people don’t know what to 
do with them,” said Laurie Simmons, execu-
tive director of the Tropical Trail RCIC. The 
RCIC’s goal is to expedite commercialization 
of advanced technologies, because technology-
based ventures have the potential to create high 
quality job and benefit Texas economically. Fi-
beRio in McAllen was the first Valley company 
awarded ETF monies.  
 The emerging technology must be in 
the fields of biotechnology, energy, information 
and computers, petroleum, nanotechnology, 
medicine and similar industries.  Each proj-

ect must meet five criteria: the commercialization of 
emerging technology; collaboration with a Texas uni-
versity or college; a demonstrable economic impact 
on Texas; a reasonable business plan; and a high likeli-
hood of obtaining additional funding.
 Securing an EFT grant from the $50 million 
statewide pool is not for the unorganized or the weak 
of heart. The preparation for the RCIC-EFT due dili-
gence process has been compared to the gamut faced 
by a company asking for venture funding. 
 “The RCIC is for small businesses.  We act 
as a resource to help them move forward,” Simmons 
said.  The companies can be start-ups or in mid-stage 
and generating revenue. ETF grants can be used for 
salaries, research, capital equipment, workforce train-
ing, whatever is needed.  
 RCIC’s clients start with a screening ques-
tionnaire, which examines the idea behind the busi-
ness, the need for capital, the potential market, and 
company resources, such as the management team.   
The firms which meet the five criteria then work with 
Simmons on the first step of the grant which is a pre-
sentation to the Tropical Texas RCIC board.
 Tropical Texas RCIC has a 15-member board 
chaired by Dr. Carlos Marin of Ambiotec. Among 
the other members are Jacquelyn Michel, director of 
UTPA’s office of Innovation and Intellectual Property, 

Paul Curtin of Hunt Valley Development, and 
a spectrum of academics and business people 
from Corpus Christi and Kingsville south.  The 
board consults with a scientific advisory pool of 
experts when reviewing the technology applica-
tions. 
 To date, the board has heard presenta-
tions from four companies.  Two of those, deal-
ing with biomedical and biofuels, have moved 
to the next level, pitching their plans to the 
ETF board in Austin. 
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Simmons explained why the state is willing to 
front money to tech companies. “With com-
mercialization, the state owns equity in the 
company.  Part of each business plan is the exit 
strategy (selling the equity) because the state 
doesn’t want to own companies for the long 
term,” she said. 
  Besides coaching companies, Simmons 
intends to develop other business support ser-
vices.  “Our RCIC tries to help other compa-
nies as well, ones that may not qualify for ETF.” 
She hopes to establish Pitch Days, where com-
panies which have secured an ETF grant can 
pitch their businesses to local investors.  
 “People here want to see new business 
succeed and are willing to help make this hap-
pen,” Simmons said. “Many people have vol-
unteered their expertise to help new businesses 
get off to a good start.”  She collaborates with 
UTB, UTPA, TAMU-Kingsville and TSTC- 
Harlingen.  The RCIC office, funded by the 
state, must secure matching funds from local 
entities, such as EDCs and business organiza-
tions. In addition to commercialization awards, 
the ETF also administers research grant match-
ing awards and research superiority talent ac-
quisition awards.  
 The RCIC office is located at Univer-
sity Center on the TSTC campus. Call them at 
956-364-4503.



Known as “the Refuge to the Valley”, the City of 
Alamo is a GREAT place to shop, live, play and 

establish your business.  We encourage you to visit 
our growing city and experience the sights, sounds, 

tastes and hospitality we have to offer.

USDA
Rural Development Revolving Loan Fund Program established 

to Promote Economic Development in the City of Alamo.  

Contact AEDC for more information.

1631 East Price Road
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Schlitterbahn Expands 
By Eileen Mattei
 On July 15, Schlitterbahn Beach Re-
sort will open its beachfront hotel and year-
round indoor waterpark next to the popular 
South Padre Island water park.  With the hotel 
and mini-water park, Schlitterbahn expects to 
extend the busy season for both the resort and 
the island as whole.  The sprawling water park, 
which attracts up to 5,000 on the hottest days, 
is already the island’s largest employer. The hotel 
and indoor park with its 200 employees should 
almost double the company’s island workforce.   
 When Schlitterbahn owner Jeff Henry 
learned the former Holiday Inn Sunspree Re-
sort was up for sale, the opportunity for creat-
ing a year-round, beach-side water resort with 
retractable roof and walls was irresistible.  “The 
timing was right. With the location of the hotel 
so close to water park, it all just fit together,” 
said Rene Valdez, resort manager. 
 Construction began last November.  
The guest rooms in the two buildings were gut-
ted, the balconies removed, and then the 221 
rooms were enlarged.  New Braunfels-based 
Schlitterbahn brought down its in-house car-
penters to craft the room’s bureaus, mirror 
frames, bed frames and wall decor.  The goal was 

quality, with no particle board or plywood being used. 
Yet old-fashioned skills have paired with high tech-
nology.  Entry to guest rooms, elevators and activities 
is accomplished with a wristband that has embedded 
RFID (Radio Frequency 
Identification) chip tech-
nology and is worn by 
every guest. 
 The carpenters’ 
handiwork is visible 
throughout the wood-
accented hotel, begin-
ning at the pecan front 
desk in the reception area 
and continuing to cedar 
posts and black walnut 
accents.  The children’s 
roofed play area features 
paneling of loblolly pine 
rescued from Bastrop 
and shows char marks 
from last year’s wildfire.  
Giant, shaped tree trunks 
anchor the Grand Carou-
sel space nearby a three-
story adventure area for 
kids. The transporting of 

Rene Valdez, Schlitterbahn Resort manager, is re-
sponsible for new beachfront hotel and its year-
round water park which is connected to the origi-
nal Schilitterbahn’s by a tunnel.   (VBR)
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Island in those situations. park has proposed enclosing the entire water park and 
has asked the town of South Padre Island for incentive 
support.  Transitioning to a year-round park would re-
quire time to build attendance, 
but it would result in a long-
term benefit.   “We believe 
we are an engine that creates 
income for the whole island,” 
Hawkins said.  “The council 
has agreed unanimously to 
help us.”   
 Hawkins pointed out 
that Schlitterbahn already has 
had a big impact on the Island. 
“Go talk to the Stripes store. 
They can tell by their sales 
when the water park is open.  
Our employees fill up their gas 
tanks there.  Schlitterbahn cus-
tomers stop by for last minute 
things and get ice.”
 With an enclosed 
park, visitation is projected 
to grow and bring in Schlit-
terbahn fans whose local parks 
close in the winter.  Protected 
from bad weather and adverse marine life such as Red 
Tide and jellyfish swarms, guests year-round will stay 
instead of cutting their vacations short and leaving the 

some park elements, like the frog and dragon, 
to South Padre Island was filmed for the televi-
sion show, “Shipping Wars.”
 Convertible roofs (like those used at 
ball stadiums) are being  installed over some sec-
tions of the mini-park to provide water-based 
family fun year round.  The blue-tiled Torrent 
Tantrum river, complete with machine-generat-
ed waves, meanders through the new property. 
Three-story water slides and two sand beaches 
complement the children’s playground, which 
together form part of the ‘indoor’ area.  The 
island created by the new river offers little kids 
a fish-shaped slide to crawl through and a goofy 
pirate boat to climb over.  Adults will discover 
the Watering Hole, a swim-up bar shaded by a 
generous palapa. The hotel addition is connect-
ed to the main water park by a marine-themed 
tunnel.  
 While Schlitterbahn in New Braunfels 
also has an enclosed park, it has a river focus.  
The island resort definitely looks to the beach.  
A new, 11-foot wide walkway runs down to the 
beach.  The resort created a fifth floor open-air 
restaurant overlooking the beach and the Gulf.  
Here again, the carpenters used reclaimed logs 
to put the accent on outdoors. 
 Jimmy Hawkins, manager of the 
Schlitterbahn park and resort, said the theme 

Still under construction in early June, the Wa-
tering Hole, a swim-up bar, offers the shade of 
a palapa next to the new Schilitterbahn hotel.   
(VBR)
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In the Spot light

Exceptional  Wines of McAllen hosted a launch party for Tequila 
Dos Armadillos.  California mixologist Zach Pattterson demon-
strated tequila drinks.  (Courtesy)

The emphasis was on Regional as the Regional Academic Health Center cel-
ebrated its 10th anniversary.Since 2002,  groups of medical students at the 
University of Texas Health Science Center San Antonio  have chosen to spend 
their third and fourth years in the Valley and receive their hands-on training 
from approximately 200 practicing physicians.   The future UT South Texas 
Medical  School, with education, public health and research divisions, is 
expected to significantly boost the entire area’s economy.  (VBR)



(956) 580-3030
4206 San Gabriel 

Mission, TX 78572
www.MySanPedroApt.com

a t   S h a r y l a n d   P l a n t a t i o n

PSR
ProActive Storm Relief

It’s a Matter of

  
a devastating hurricane hits.  

Mid Valley Collection Point: Weslaco Chamber of Commerce & Weslaco EDC
  

Still Need:  Upper & Lower Valley Collection Points & Trucking Company 

What is PSR? 
It's Valley Business Report's proactive initiative of collecting and distributing 
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