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Give Me a Sign!
By Todd Breland
 When one stage of a great project ar-
rives, is it ever complete? Never. With the wel-
coming of an Interstate system, signs of progress 
have appeared. New highways, new overpasses 
and extended frontage roads all mark the fu-
ture.  We have only seen a glimpse of the ho-
rizon that awaits us. This 21-year team project 
has now been fully launched. 
 Our highway connections to the rest 
of the state have vastly improved and will get 
even better. Interstate highways will help fun-
nel new jobs, more commercial development, 
additional residential subdivisions and much 
more to us, but we must capture the moment. 
With an abundance of land comes an abun-
dance of opportunity. 
 We are thankful to the men and 
women who, in the early 1990s, conceived 
the game-changing plan we now call I-69 and 
I-2.  Countless hours of planning, meeting and 
working out the details have progressed into 
something our children, our grandchildren and 
our great-grandchildren will be reaping rewards 
from, and we can be proud. WE DID IT! 
 So, what do we do now? To paraphrase 
a cliché - when opportunity knocks, open the 

door wide! We must challenge 
ourselves to think way beyond the 
borders of the box, envision new 
hotels, new retail, new restaurants, 
new homes and countless other 
new businesses.  Never-before-to-
the-Valley entertainment must be 
explored.  Increased manufacturing 
facilities, additional professional of-
fices and medical expansions will 
all play a part of the “new” region. 
Any industry you can fathom is 
welcome up and down and across 
the Expressway. I mean Interstate.  
 We are all sales people of 
South Texas with a brand new tool 
in our toolbox. Every day, we talk to 
people who can bring new commerce to our region. 
This newly-unveiled Interstate system gives added ac-
cess to our affluent neighbors in Mexico and opens 
the floodgates throughout Texas, to the rest of the 
country and beyond ... yep, even Canada! It’s time to 
bring true economic development to our four coun-
ties.  
 We are truly a blessed part of the country with 
a low tax base, the lowest cost of living in the United 
States and acres of additional advantages. South Tex-

as has a lot to offer but most of this 
country does not know we exist. Mar-
keting our region is necessary to bring 
more pieces of pie home. Some may 
say “bring home the bacon,” but I like 
pie. 
 It’s a fact. Texas is the number 
one exporter in the U.S. According to 
U.S. Congressman Henry Cuellar, our 
state’s exporting should increase as we 
now have a more accessible system of 
delivering Rio Grande Valley products 
and services throughout the country 
and abroad. And when you have more 
than a handful of higher education 
options to better equip tomorrow’s 
workforce, the stakes get even higher.  

 With the merger of two great univer-
sities into one and adding a medical school 
within a few years, thousands more jobs, stu-
dents and dollars will be pumped into our local 
economy. Our region is on the brink of great-
ness. Friends, South Texas is now on the map, 
and now is our time to connect the dots.  If 
you can’t see the writing on the wall and along-
side our former expressways, it’s time for an eye 
exam. 
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Stay updated all month long with news from around the Valley.  Sign 
up for our weekly e-mail e-Brief at www.valleybusinessreport.com.
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Destination: South Padre Island Weddings
By Eileen Mattei
 As waves splash onto the beach behind 
them, the bride and groom hold hands and ex-
change wedding vows. The romantic backdrop 
of South Padre Island -- promising moonlit 
beach walks and carefree fun - draws hundreds 
of wedding parties each year.   Although Valley 
couples see the Island as a close-to-home wed-
ding venue, most everyone else views South Pa-
dre as a dreamy tropical wedding destination 
that doesn’t require a passport. Businesses spe-
cializing in beach and Island weddings – event 
coordinators, hotels, photographers, caterers 
and officiants – provide services that increase 
the perfection and reduce the stress of the mo-
mentous occasion.
 A Beach Affair owner Judith Beat, 
who had managed destination weddings on St. 
Thomas in the Virgin Islands, saw the potential 
to develop South Padre Island as a destination 
for wedding parties in 1995.  Starting small, 
Beat has built her business catering to a niche 
market for intimate weddings (less than 50 
guests) of out-of-Valley residents.  “I was very 
fortunate that somebody believed in me and 
wrote me a check to start the business,” Beat 
recalled.  The funding enabled her to buy chairs 
and champagne glasses and to advertise.  
 Beat said 95% of her clients are from 
Texas, Louisiana, Oklahoma or Mexico. Others 
come from Canada, Australia, and fresh from 
deployment in Afghanistan.  Everything is 
done via A Beach Affair‘s Web site, texting and 
phone calls. Clients select the wedding package 
based on the number of guests and the decora-
tion and services they want.  Beat introduced 
the sand ceremony, in lieu of unity candles, and 
offers a selection of vows.   “All you have to 
do is show up,” she said. “We can arrange for 
your cake, flowers, decoration, photographer, 
music.”  
 Beat is in her element doing small 
weddings, making sure everything is delivered, 
dealing with the caterers.  “I don’t leave any-
thing to chance.  I want it to be perfect. I’m 
also adamant that you stay on the Island.”  A 
licensed officiant, she presided at almost all the 
93 weddings she coordinated in 2012, a boom 
year for Island weddings. “I think it was be-
cause the economy is getting better.”  And 2013 
is even stronger: Beat performed 17 weddings 
in July.  
 For summer weddings, favored by the 
youngest brides, Beat strongly recommends 
morning weddings:  smaller beach crowds, 
easier parking, less wind.  A Beach Affair cer-
emonies frequently are held near Beach Access 
#14, which has a wide walkway, making it easy 

to setup and for guests to find.  
 Beat’s island connections open doors for her 
clients’ small wedding receptions. “I’m very blessed 
that Bob (Friedman) at Sea Ranch will open for a pri-
vate lunch for me.”  She works with local vendors,  in-
cluding her daughter, photographer Teresa Raymond 

and wedding cake baker Deborah Parkins.  

Sunset Vows
 Janelle Allen got married at sunset on “a 
private island,” a floating platform, in the mid-
dle of the Laguna Madre.  “That is what piqued 

Casa Mariposa gives brides a dramatic backdrop for their wedding photographs.  (Courtesy of Anahi Na-
varro)



my interest.  It got me wanting 
to emphasize sunsets on the Bay.  
I love weddings, wedding plan-
ning, and travel to unique places.”  
Allen’s self-described OCD ap-
proach to wedding planning and 
coordination blossomed into her 
company South Padre Sands Des-
tination Weddings.  Her husband 
Bryan is the operations director, 
Web master and officiant. 
 Allen said that 80% of her 
events are South Padre destina-
tion weddings and half of those 
are Texas residents.  “We have 
to get to know them, to make it 
their dream wedding here, with-
out them having to be here them-
selves ahead of time.” People used 
to think that the Island was for 
last-minute weddings, but now it 
rivals other venues for elegance, 
Allen noted.  “We can bridge the 
gap between their ideas at home 
and what the Island can provide 
with higher end accessories.”
 Allen, director of the Island’s 
NAMAR Event Center where nu-
merous weddings and receptions 
are held, also works with the Pearl 

(where she 
coordinated the June wed-
ding of a National Hockey 
League pro and his bride) 
and Schlitterbahn’s rooftop 
Sea4ever, where she coordi-
nated the first wedding held 
there. South Padre Sands 
refers clients to Valley ven-
dors such as photographers 
David Pezzat, Anahi Na-
varro and Jay Caballero.  
 April, May and Oc-
tober are the most popular 
months for beach wed-
dings, although destination 
weddings run through the 
summer. “We want them to 
stay on the Island and make 
it a fun, family fun trip. We 
help them get accommoda-
tions for beach house wed-
dings.” Allen explained.  
“They can have the ceremo-
ny on the beach, and then 
the party shifts to the house 
for catering.  With destina-
tion weddings, it’s common 
to have smaller parties, but 
they should have the same 
amount of amenities.  Ev-

6   Valley Business Report     August 2013

eryone appreciates the all-in-one wedding co-
ordinator.” 
 For 2014, South Padre Sands projects 
increasing local resident weddings, on and off 
the Island.  “You can’t beat our sunsets,” Allen 
added, with a smile. 

Seclusion
 Casa Mariposa is a private, hacienda-
style guest house and wedding venue on South 
Padre owned by Sherrie Gomez.  “People fall 
in love with the atmosphere and the building.  
We’re all inclusive:  we do all the catering, the 
photographer and flowers, so they don’t have to 
worry about anything,” she said. 
 Gomez will arrange beach ceremonies, 
but brides often choose Casa Mariposa’s court-
yard which can accommodate either intimate 
wedding parties or up to 225 guests.  “It de-
pends on their budgets and needs. Most of my 
clients are from out of town.”  But Casa Mari-
posa’s four guest rooms and bridal suite pack-
age appeal to Valley folks, too.  Gomez recently 
hired an assistant to keep up with the growing 
demand. 

Hotel Weddings
 Couples getting married at the Pearl 
are not obligated to stay at the Island hotel, 
according to Marissa Castillo, director of Sales 

Inside the NAMAR Event Center, wedding coordinator Janelle Allen holds 
David Pezzat’s photo of a bride at South Padre’s Whaling Wall.  (VBR)

5801 N 10th, Ste. 300      2600 E. Grif�in Pkwy.
McAllen, TX 78504           Mission, TX 78572
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www.shepins.com

shepard@shepins.com
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Couples from across Texas and around the nation see South Padre Is-
land as the perfect place for a wedding.  (Courtesy of Teresa Raymond)



and Marketing there.   
“But discounted rooms 
are part of a great pack-
age for destination wed-
dings. If brides want 
something basic, it’s 
stress-free.  They don’t 
need to have a wedding 
coordinator.”  Brides 
can book one of the 
three wedding venues 
at the hotel and choose 
reception food from the 
hotel’s menus.  “But we 
work well with profes-
sionals like Janelle Allen 
and Maury Collections 
for décor, too.”  
 Most weddings 
at the Pearl involve cou-
ples from San Antonio, 
Austin and Dallas whose 
families have vacationed 
on the Island, although 
Valley couples often 
choose it for summer 
weddings, Castillo said.   
Families are starting to 
see the Island as an af-
fordable and accessible 
alternative to Cancun, 
without the hassle of passports.  

Destination Driven
 For the last eight years, McAllen-based 
David Pezzat has concentrated on wedding pho-
tography, particularly destination weddings. He 
sees South Padre Island is coming into its own 
as a destination wedding site.  “As a whole, the 
wedding business is growing.  That’s great for 
all the island businesses and hotels.  Wedding 
guests come and enjoy a mini-vacation.”   
  Valley residents have their own con-
nections to the Island and associate it with good 
times, Pezzat pointed out.  “It’s a great place 
to have a wedding not that far away.”   More 
northern Mexico clients are choosing Island 
weddings, too, because it means they won’t 
have to worry about security, he added.
 The newlywed bride and groom kiss 
passionately under the flower-draped canopy 
at the edge of the Gulf of Mexico.  In this ro-
mantic, memorable and relaxing setting, their 
marriage has begun.

For more information, see ABeachAffair.com; 
southpadresands.com; casamariposaspi.com; 
pearlsouthpadre.com; Davidpezzat.com; ana-
hiphotoart.com;  jaycaballero.com.

August 2013     Valley Business Report   7

The tropical setting of Casa Mariposa and the nearby white sands convince brides that the island is where they will wed.  (Courtesy 
of Anahi Navarro)
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TAX SOLUTIONS 
HALES BRADFORD

By Eileen Mattei
 In 2013, VAMOS scholar-
ships were given to 49 new graduates 
of Valley high schools.  The renewable 
awards cover all their unmet financial 
obligations at a four–year college or 
university.
 The scholarships are a criti-
cal element in improving educational 
opportunities for Hispanic students 
of Starr, Hidalgo and Cameron 
counties who rank in the top 25% of 
their class. Yet individual mentoring 
is a less visible but equally important 
mission of VAMOS, the Valley Alli-
ance of Mentors for Opportunities 
and Scholarships.    
 Enrique Leal has made time 
to be a VAMOS mentor although 
his company, Rio Bravo Pictures, is 
growing. “If you have nothing else, 
education is what you need to suc-
ceed,” he said. “I wanted to help out 
somehow and get other kids through 
college.”  

Giving Back: VAMOS Mentors

 The first in his family to go to college, Leal grew up on both sides of the border and gradu-
ated from high school in Brownsville in the mid -90s.  
“We had to push ourselves.  My parents couldn’t 

tell me what it would be like (in college).  Many 
students aren’t prepared mentally to pursue their 
dreams.  It takes more than good grades to get to the 
next level.” 
 In retrospect, Leal believes it would have 
helped to have VAMOS back then.  “It would have 
been easier with a little help, beyond our counselors 
and teachers,” Leal said.  “The reality is that people 
there did not have the experience or the know-how.  
Now, we have this organization that is well estab-
lished and has lots of mentors to support students 
coming out of high schools and going through four 
years of college.”
 “Everybody deserves the opportunity to go 
to college. I know the students can handle it, and 
they can do it better when they have the support sys-
tem to live out their dreams,” said the Cornell Uni-
versity graduate.  He admitted it’s not easy for first 
generation students to go to Ivy League schools and 
succeed.  Yet, he encourages the students, who are 
among the best and brightest, to experience some-

thing totally different when they are young, to 
go far away out of their comfort zone.  
 Now in his third year with VAMOS, 

Leal is mentoring two students, one at Texas 
A&M and one at UTPA.  “A mentor comes 
into play because I know what it’s like to be 
where they are.” For the engineering student, 
Leal reached out to a friend in the field for ad-
vice.   “Even if we don’t get matched up (by 
field of interest), I try to find people I know 
to help.  I found out what my friend did to 
advance himself and his shortcuts.”
 Leal tries to meet with is mentees 
whenever possible, but the students always have 
access to him by phone and digitally.  “Really, 
it comes down to how much effort you want to 
put in connecting with them.” 
 Leal is eager to have mentees pursuing 
film degrees.  “Our line of business, the film 
industry, is basically unheard of down here.  We 
can help you.  You can intern with us. We can 
give you advice as a business professional who 
has gone through it.  That is priceless.”  
 The film maker brings a passion for 

“Everybody deserves the opportunity to go to college.  I know 
the students can handle it, and they can do it better when 
they have the support system to live out their dreams.” 

--Enrique Leal

Kristi De la Garza, a cousnelor at Robert Vela High School, will be mentoring Ashley Torres as the 2013 VAMOS scholar-
ship recipient works toward her college degree.  (Courtesy)
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education and a desire 
to help the next gen-
eration to his VAMOS 
mentorship.  His pro-
duction company cre-
ates public service an-
nouncements for them 
and has done a market-
ing video seeking VA-
MOS sponsors.  
 Nora Vasquez, 
who attended the Uni-
versity of Texas-Austin 
on a VAMOS scholar-
ship, is completing the 
circle by mentoring two 
VAMOS scholarship 
recipients. “I enjoy it 
because we all have the 
same background.  We 
grew up in the same 
environment.  I have 
lived what they are go-
ing through.” 
 Vasquez men-
tors a UTPA chemistry 
major and a UT com-
munications major, 
finding time outside 
her job as community 
relations coordinator at Lone Star National 
Bank to talk to them about problems they are 
encountering in college.  After meeting the stu-
dents and their parents, she stays in touch via 
emails, phone calls and occasional lunches.   
 Mentoring is not new to Vasquez.  Af-
ter graduating from UT, she spent two years 
with Advise Texas, a non-profit that advises 
low-income and first generation high school 
students about their college opportunities.  She 
now serves on VAMOS’ public relations and 
scholarship committees.

For more information, see vamosscholars.org.

The 2013 VAMOS Scholarship Recipients are the students who will be mentored throughout the following year as they embark on their 
collegiate journey.  (Courtesy of KD&F Studios)

“I enjoy it, because we 
all have the same back-
ground.  We grew up in the 
same environment.  I have 
lived what they are going 
through.” 

--Nora Vasquez
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By Ellen Lambert 
 Every little girl dreams of being Cin-
derella, but not many dream of becoming the 
Fairy Godmother. Yet that’s what happened to 
Esmeralda Valle.  How she came to be one is 
the stuff fairy tales are made of.
 Five years ago, Valle was an ordinary 
mortal, helping her husband manage their 
trucking company while raising six children.  
Then she received an unexpected proposal from 
a long-time friend to take over her business.  
With more heart than head, Valle agreed and 
purchased the 30-year-old wedding and formal 
wear shop, Glitz and Glamour.  
 Easy enough, except Valle had no retail 
experience, no fashion experience, no bridal/
formal/gala experience.  What she did have was 
a lot of pluck and a huge, fearless heart.  She 
plunged in, learning all about the business the 
hard way – feet first, but not in cowboy boots 
any longer.  She slipped on stilettos and never 
looked back.
 What Valle lacked in formal wear back-
ground she made up for in logistics experience 
and the horse sense of how to run a profitable 
business.  She brought all that to bear to not 

only maintain Glitz and Glamour, but 
to send it soaring to new heights.
 First, Valle dismantled the brid-
al operations to focus entirely on evening 
wear. Next, she threw herself into meet-
ing designers and forging relationships 
with them.  She took risks, leveraging 
her personal taste and her knowledge 
of the Valley with what she imagined 
would go over best in this market.  She 
began carrying more sizes and styles, 
more beadwork, shorter skirts and con-
temporary ball gowns for quinceañeras. 
She also invested in higher end inven-
tory, a gamble that has worked.
 Soon Glitz and Glamour had 
attracted a more diverse clientele, from 
tiara-wearers in beauty pageants to first 
ladies of foreign governments, women 
heading to weddings and to formal 
nights on cruise ships. Valle’s designers 
and customers recognized she has quite 
the eye for glamour. The average gown 
is in Valle’s showroom less than 90 days. 
Her cadre of 15 international designers 
trusts her judgment and comes to her 
for advice on new lines.  

 Glitz and Glamour has an in-
ventory of 4,000 formals in approxi-
mately 5,000 square feet, but Valle has been scout-
ing for a larger space. She needs room to display 
dreamy creations of gossamer fabrics with stunning 
details in a rainbow array of colors, ranging from a 
size 0 to 30.  
 Valle also needs more room for her three 
seamstresses, who might be better described as ma-
gicians.  They’ve trans-
formed size 6 gowns to 
size 16 and pared some 
from a size 18 down to 
a 4.   They can create 
a bolero, add a sleeve 
or move a waistband.  
When one client tore 
the skirt of her dress, 
the genies fashioned a 
brand-new one.  That’s 
one reason Valle always 
orders extra fabric from 
the designers.  The sew-
ing wizards are gifted 
and fast, completing 
most alternations in 24 
hours.
       Attention to 
detail and world-class 
customer service keep 
Glitz and Glamour’s 

regulars returning.  Valle’s reputation and gen-
erosity of spirit bring new clients in every day.  
Valle remembered a plus-sized teen coming 
into her shop in tears. “She was looking for a 
prom dress and other places had told her they 
didn’t carry pretty or sexy dresses in her size. We 
treated her elegantly, and she found a dress she 
loved and looked beautiful in it.  She left beam-

Making a Splash with Glitz and Glamour  

A Glitz & Glamour alteration genie working her magic on a gown.  (VBR)

Glitz & Glamour offers style and elegance.  (VBR)

Monday - Friday 8 AM - 5 PM
2913 S. 77 Sunshine Strip      Harlingen

956-412-4060      Fax 956-421-4961
For Emergencies Only: 956-245-5401

Email: rcr2913@att.net

LONE  STAR
GLASS & MIRROR, L.L.C.

Commercial & Residential 
Glass Replacement

Auto

Windshield Repairs

Mirrors

Shower Doors



Owner Esmeralda Valle has an eye for color.  (VBR)
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ing.  All of her sisters have been back to shop with us.”
 Valle oversees a complex computer program that 
catalogs customer tastes and sizes, while ensuring there’s no 
replication of design at an event. She believes each dress is 
an advertisement and every woman should leave satisfied.  
Clients find everything to pull off the perfect ensemble: 
shoes, foundations, jewelry and accessories. 
 Clients don’t always recognize Valle as the owner.  
She likes to do her “Undercover Boss” impression, dis-
guised in the black uniform of her staff to hear the buzz 
from customers first hand.  
 Glamour is a year-round industry.  Prom season 
runs from January to June in the U.S., July and August in 
Mexico. Blend in weddings, fall dances, Christmas parties 
and posadas.  In between, Valle finds time to meet with her 
designers, juggling invitations from New York, Las Vegas, 
Paris and Milan.  
 Once a year, Valle hosts a Glitz and Glamour pag-
eant benefiting the Angels of Love charity. She spotlights 
local models for the runway show, as she does when ad-
vertising her fashions in “Maxwell” magazine.  “I believe 
our girls in the Valley are some of the most beautiful in the 
world.  I want them to get the exposure and opportunities 
models in New York and Dallas receive.”
 With a little glitz and a lot of glamour, a real-life 
Fairy Godmother is making dreams come true.

For more information see glitzandglamouronline.com or call 
630-4948.



By Eileen Mattei
  How many people does it take to 
change a 10-foot-tall tire on a giant bulldozer?  
One man and a specially equipped Bridgestone 
truck, according to Greg Dozier, manager of 
the GCR Truck Tire Center, newly relocated 
to Weslaco.  The Valley’s Bridgestone/Firestone 
truck and tractor tire supplier caters to con-
struction and trucking company fleets as well as 
businesses with off-the-road equipment such as 
tractors, highway maintainers, bulldozers and 
cranes.
 The consolidation of the Pharr and 
Harlingen GCR Truck Tire stores began two 
years ago, Dozier said, as the leased buildings 
began showing their age.  “We wanted to step 
up to the times. The Valley is growing. We 
could feed the whole Valley from Weslaco.”
 Weslaco’s centralized location mat-
tered because about 75% of GCR Bridgestone’s 
transactions are outside service calls to truckers 
with tire problems anywhere between Browns-
ville, Falfurrias and Rio Grande City, approxi-
mately a 100-mile radius.  
 Ground was broken for the 
16,000-square-foot leased facility in January, 
and GCR began operating from there on July 1 
with 23 experienced employees. Because of the 
huge inventory of valuable truck and tractor 
tires, the center has tight security with a sur-
veillance system that includes 18 cameras.  
 Dozier said the company focuses on 
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Tire Center offers retreading, which costs about 
half of the new tire price.
 GCR provides DOT inspections and 
brake work for big rigs.  The built-to-suit fa-
cility is designed so that 18-wheelers can pull 
inside, right over a deep, special-purpose me-
chanic’s pit that Dozier is proud of. “Now we 
have the best alignment pit in the Valley for big 
trucks.”  
 Dozier said a trucker had just come in 
after getting a ticket for low tire pressure. He 
noted that a leak is the same as a flat.  “It’s all 
about friction,” both in commercial and pas-
senger vehicles. “When people let them get low 
and they get hot, the tire will blow out.  Many 
bad wrecks are caused by a blowout.”  He said 
the new dashboard sensors for tire pressure are 
a good safety measure. And, as you may have 
assumed, the new rougher surface highways are 
very tough on your tires, rather like caliche.
 Old tires are being recycled in many 
ways:  in landscaping and as playground sur-
faces, in roads and as an energy source by some 
concrete plants. Dozier said new, green tires are 
designed to be more fuel efficient and last lon-
ger.  Currently, the industry is experimenting 
with tires that contain less oil and natural rub-
ber.

For more information, call 968-8138.

customer service and works to build 
trust.  They have seven service trucks 
and answer calls round the clock, ev-
ery day of the year. “It’s not unusual 
on Christmas Day to see us out on 
the Expressway on a call.  The owner 
of a company knows if he calls, we 
can put our truck on its way.” 
 Bridgestone has more 
than 300 stores nationwide, which 
strengthens the Valley’s store use-
fulness to its customers.  “I’ve had 
(Valley) truckers call me from the 
middle of nowhere in the middle 
of the night asking, ‘What am I go-
ing to do?’ For anybody who’s got 
a problem, if we can’t fix it, we can 
find somebody (in the network) 
who can,” Dozier said.
  The Tire Center, which does 
not operate under contracts with its 
customers, does more than respond 
to on-the-road emergencies. “We 
like to go out and look at their fleets 
and do inspections. We’re kind of 
like their preventive maintenance 
crew,” said Dozier, an Army veteran. 
“We have a computer program that gives them status 
reports.”  For example, a report would note that truck 
A is going to need new tires in in four months or that 
truck B needs two tires replaced.  The status reports 
help customers budget their expenses. 

 Off-the-road tires 
for road maintainers 
and scrapers are anoth-
er specialty. “There are 
not many people in the 
Valley who can do off-
the-road,” Dozier said.  
Tires for farm tractors 
are another niche.  In all 
these situations, a single 
technician using the 
claw-hand on the truck 
changes the tire. 
A GCR Bridgestone ser-
vice truck is often found 
at construction sites, too.  
“Your biggest problem is 
construction accidents 
where tires run over stuff.  
Wear and tear is hard on 
them,” Dozier explained. 
The miles an off-the-
road tire accumulates are 
less important than what 
they are doing and where 
they are working.  The 

GCR Tire Center Consolidates
Greg Dozier, GCR Bridgestone manager, tracks an inventory of huge 
tires for trucks, tractors and trailers at its new Weslaco site.  (VBR)

It takes only one GCR Bridgestone technician and his truck to change a large tire.  
(VBR)
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By Eileen Mattei
 Karen Lozano, Ph.D., 
the Julia Beecherl Endowed 
Professor of mechanical en-
gineering at the University of 
Texas-Pan Am, was invited to 
the White House in June.  She 
was one of 10 people chosen 
to showcase immigrants’ con-
tributions to the economy. 
 A recently released 
Congressional Budget Office 
analysis concluded that immi-
gration reform would promote 
economic growth and reduce 
the deficit.  From 1995 to 2005, 25% percent 
of new high-tech companies had at least one 
immigrant founder.  Born in Monterrey, Nue-
vo Leon, Lozano holds 23 patents or patents 
pending, including those for nanofibers created 
by her the ForceSpinning® ™ technology.  Now 
an American citizen, she is the founder and 
Chief Technology Officer of the multimillion 
dollar company, FibeRio Technology Corp., 
which is based in McAllen. 
 Last year Lozano was featured in the 
bipartisan Partnership for a New American 
Economy’s report, “Patent Pending: How 
Immigrants Are Reinventing the American 
Economy.” It pointed out that immigrants are 
creating jobs by spurring innovation. “Highly 
educated immigrants obtain patents at double 
the rate of highly educated U.S. natives.”  

Q  How did you get to UTPA after getting your 
master’s and doctoral degrees in mechanical en-
gineering from Rice University?

A  My passion is research, so that was important 
in my choice.  By chance, I stopped at UTPA 
on the way to Monterrey with my husband, son 
and mother and bumped into the head of the 
engineering department and we talked.  Soon 
after, I was offered a job and support for my 
research. I started in January 2000. 

Q  You received the prestigious National Science 
Foundation Career Award, which is given to 
new tenure track professors who show potential 
as leaders in their field.  The $350,000 award 
was used to fund your research, right? 

A  We set up a research group at UTPA and 
hired engineering students to carry out the re-
search and generate data.   It takes a team, a lot 
of people working really hard.  My philosophy 
has always been based on hard work and strong 
faith.

Q & A: Economy and Immigration Reform 
Q  After your F-1 Student visa, 
you obtained an OPT visa, given 
to those with a science, technol-
ogy engineering or math degree and 
pursuing practical work experience.  
What came next?

A  After I got an H1-B work visa, 
I positioned myself for permanent 
residency.  Five years later, I became 
an American citizen.  When I hire 
foreign students, I know all the 
regulations and requirements that 
apply to them because I’ve been 
through it.   

Q  How did the Immigration Reform forum come 
about?

A  I was told that President Obama wanted to hear 
our stories, how immigrants who had either started 
companies or now led them had gotten to where they 
were.

Q  Were you surprised?

A  Somehow, I thought there would be about 1,000 
people being recognized.  I’d never imagined how 
special it was and that only nine others would be 
with me. I felt it was an important recognition of 
everything that has been done by the people who 
have worked with me here in the Valley.  

Q  Were the people who appeared with you all job 
creators?

A  Yes, they were mainly CEOs and entrepreneurs 
… the CEO of Chobani (the Greek yogurt), a res-
taurant owner from Los Angeles, the president of 
Ethan Allen Interiors,  a man whose business does 
voiceovers for videos. 

Q  President Obama remarked that “these business 
leaders came to this country to build a better life 
and are now helping us build a stronger economy 
by creating American jobs.” How long did the fo-
rum last?  

A  We spent one hour telling our stories to the 
President.  Then we held a press conference outside 
the West Wing.  Then we recorded a video now on 
the Web site, whitehouse.gov. 

Q  FibeRio now has more than 40 employees.  Do 
you expect the company to grow and hire more?

A  That’s the plan, to add more.  Some employ-
ees had been students who worked in my labs and 

graduated from UTPA.   

Q  Are you still doing research?

A  My students ask me to come to the lab often.  
I wish I could be there more, researching.  But 
I need to bring in the money (from research 
grants) to keep the whole thing going.   

Q  It has been pointed that as our population 
ages and national growth slows, we need more 
high-skilled visas, more guest worker programs, 
more young workers.  As an immigrant who 
has been spotlighted as a national role model of 
what can be accomplished, what is your view of 
immigration reform? 

A  It’s a very hard question.  On one side is 
emotion and on the other is reality.  I want to 
see immigration reform that is good for every-
body from a Christian viewpoint and good for 
the economy.  You have to read the bill. But 
I know that every time you get something for 
free, it cuts your wings to fly.  It takes away the 
need, the purpose, the achievement.
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By Lori Vermass
 “Most physicians don’t know what a 
physiatrist [fi-zee-AT-trist] does,” said Dr. Cyn-
thia A. Garcia, whose Harlingen practice, Rio 
Physical Medicine Center, has been in opera-
tion for the past 13 years. “But boy, you want 
to know one.” 
 An interdisciplinary medical special-
ist that originated in response to the polio 
outbreak in the 1930s, a physiatrist is a nerve, 
muscle and bone expert who treats injuries 
and illnesses that affect mobility. With people 
living longer and with more of us exercising, 
injuries or other conditions affecting mobility 
are becoming an everyday fact of life. As a re-
sult, physical rehabilitation has become a major 
medical industry, one that continues to expand. 
Indeed, projections are quite rosy: a 5% annual 
growth rate for the U.S. outpatient rehabilita-
tion market. The Bureau of Labor Statistics re-
cently identified it as one of the fastest-growing 
employment sectors, with a 39% increase in 
physical therapists projected between 2010 and 
2020.
 But physiatrists aren’t physical thera-
pists, though they do treat patients with basic 
sports injuries. They are adept diagnosticians, 
full-fledged doctors who study the way a pa-
tient’s body functions and consult and work 
with caretaking teams, emphasizing nonsurgi-
cal solutions. With four years of medical school 
and two residencies under her belt, Garcia said 
about 20% of her cases involve treating those 
with truly disabling conditions. These are “very 

ing my leg back and forth, and I’m thinking, 
‘What the heck is this?’ But, man, it made me 
really sore.” Garcia smiled, explaining that of 
course he was sore, because the simple treat-
ment involved stretching his nerves, a delicate 
but highly specialized therapy.
 A perceptive holistic problem-solver 
and healer, Garcia knows of the huge challenges 
on the horizon for all physicians. Co-pays are 
on the rise, which “is going to hurt the industry 
a lot. That’s going to make a lot of people not 
go to therapy.” And Obama Care, though well 
intentioned, will not stop the trend, she said. 
“To insure somebody doesn’t mean you’ve made 
health care affordable. What it comes down to 
is how much money do you have to take out of 
your wallet to walk through a doctor’s door?”
 Even more worrisome is the ironic fact 
we are living longer. “The baby boomers are 
aging and need more help,” Garcia said, while 
older generations are living longer, into their 
80s and 90s.  
 Can the industry keep up? “It didn’t 
use to be that way. I’d see a lot of 60-year-olds. 
Now the average age of my patients is 80 on a 
given day,” Garcia added, reflecting on the co-
nundrum.  “I’ve never been busier, but we’re in 
trouble in this country.”

For more information, call 412-2200. 

difficult, all-encompassing patients, with multiple is-
sues,” stroke survivors, children with cerebral palsy 
and those with other brain injuries, for example. “It’s 
very complex, we take care of the whole person,” help-
ing the most challenged patients to “reintegrate back 
... into society.”
 These kinds of cases require Garcia to engage 
with various professionals, including occupational 
therapists, speech therapists, neuropsychologists, so-
cial workers and a case manager, to collaborate on a 
patient’s care plan. “It’s always in that team environ-
ment where things come together. That’s how we’re 
trained. I got into the specialty because I just like that 
whole interaction.”
 Physiatry is an under-the-radar specialty, with 
about four other practitioners active in the Valley; 
there are roughly 8,000 nationwide. Despite the disci-
pline’s quasi-invisibility, Garcia said her 4,500-square-
foot clinic is incredibly busy. New patients wait be-
tween two and three months before they can see her. 
 “I’m real fortunate,” said the Baylor College 
of Medicine graduate.  A South Texas native, she re-
turned to the area because of her devotion to Spanish-
speaking communities. Indeed, essentially all doctors 
are her competition. “Think about it. Who takes care 
of back pain? Your family doctor, a chiropractor, or an 
internist. But I’ve been here long enough that most 
people know me.”
 Garcia sees about 13-15 patients a day, 
“which sounds like a lot, but really isn’t, given that 
some see 50 or 60.” Each session lasts 45-60 minutes, 
a one-on-one interaction between practitioner and 
patient to adjust for the best treatment and to instruct 
about long-term self-care. “That’s how we practice in 

my office. I can’t say that’s 
how everybody else practic-
es.” Noting that most physi-
cal therapy clinics offer more 
generic approaches, with 
randomly assigned physical 
therapists (often within a 
single session), Garcia said, 
“we’re not passive here.”
  Garcia incorpo-
rates more targeted rem-
edies, therapies so subtle 
yet so effective, they often 
totally surprise her patients. 
One man, suffering from 
ruptured disks, was skeptical 
after Rio Physical Medicine 
therapists spent a whole ses-
sion methodically stretching 
out his leg. Days later, he re-
turned feeling much better. 
He admitted her techniques 
were definitely different. 
“The therapist was just pull-

Going Mobile: Dr. Cynthia Garcia 
Dr. Cynthia Garcia.  (Courtesy)

Dr. Cynthia Garcia demonstrates an ultrasound exam that can reveal anom-
alies of muscle tissue and bone.  (Courtesy)
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By John Jett 
 Being an entrepreneur, in business for 
yourself, is never easy.  Cash flow to a busi-
ness is much like blood through veins.  Cash 
flow acts as a pulse indicating the potential for 
a company’s survival and how well it achieves 
the balancing act of a healthy profit margin. To 
monitor the vital signs that stem from finan-
cial sustainability, we must perform meaningful 
measurements and make adjustments.  Busi-
ness owners and management use financial per-
formance measures for planning, operating and 
evaluating. Nevertheless, every business holds 
true to a natural cycle that may or may not 
match with other variations in the economy.  
Evaluating Profitability
 In corporate finance, the statement of 
cash flow reveals the health of a company and 
how the money is spent.  Liquidity and profit-
ability are important to an investor and creditor.  
They are closely linked because the earnings of 
a business ultimately produce cash flow. Some 
basic profitability ratios that an entrepreneur 
should be familiar with are the following: re-
turn on equity, return on assets, asset turnover 
and profit margin.  Two factors in evaluating 
profitability are profit margin and asset turn-
over.  Profit margin, which is net-income divid-
ed by net sales, measures how well a company 
can manage its costs per dollar of sales.  Asset 
turnover, which is net sales divided by average 
total assets, measures how efficiently assets of 
the company are used to produce net revenues 
or sales.    
  Cash flow adequacy is defined as gen-
erating sufficient cash through operating, in-
vesting and financing activities. When looking 
at capital margin through cash flow, consider 
some of the facts of fixed and variable costs: 
commodities fluctuate in pricing, raw material 
transportation may abruptly change, shipping 
price points vary, and fees for services change. 
The correlation of expenses to the owners’ fi-
nancial success and the expected operating cash 
flow becomes a challenge.  
 Most small business owners understand 
the need for higher sales or services to increase 
cash flow and performance.  However, what use 
is it to generate $2 million of cash flow in order 
to net $100,000 at the end of the fiscal year?  
The situation means it took a business owner 
95 cents on the dollar to make five cents of the 
dollar, not adjusted for inflation.  
  It’s important to understand the inflow 
and outflow of capital.  Where is your money 
going and at what percentage to the cost of 
sales?  Could your return on investment (ROI) 
increase from 5-10% with a simple change in 

controlling costs?  How can profit-
ability be improved towards a de-
sired net income with technology 
and managing the company assets?  
Perhaps shrinkage is high, or man-
agement is spending in a wasteful 
manner, or bad habits in personal 
spending are damaging long-term 
solvency.  Vendor contracts may 
need renegotiation, or wages and 
salaries may need to be more close-
ly linked to performance.  
  Many small South Texas 
businesses are cash-flow rich and 
net-return poor.  This is not the 
definition of progress.  This is not 
a favorable position for expansion 
or for a sell-off.  In many cases, the 
business will be sold for a retire-
ment nest egg or alternatively, as a 
source of income in retirement.  
 In the process of buying 
your business, a venture capitalist 
will perform due diligence and may 
not see a major benefit in acquiring 
a company that is cash-flow rich 
with a poor return on investment.  
No investor wants to buy a dog 
with fleas at a premium that could possibly require 
retrenchment or divestiture.  Demanding the usual 
three to five times earnings in a sell-off would be 
unwarranted, especially when cash flow to earnings 
are unfavorable.  To view your small business valua-
tion, take five to seven years of the balance sheet and 
income statements, along with a statement of cash 
flows.  Input the line items in an Excel spreadsheet, 
then view the trend lines. 
 Managers or the entrepreneur must always 
strive for finding efficiency through cash flows.  The 
disparity between gross and net returns could make 
all the difference between staying in business longer. 
A financially stronger company in the right position 
during economic turmoil may hold a stable position 
by simply minimizing waste and controlling costs 
of goods sold. In fact, holding a large sum of capi-
tal from money saved could pose an opportunity in 
buying out your local competitor or its inventory at 
a discount, if poor financial decisions were made.  
In this zero sum game, your competitor’s loss would 
be your gain.  

John M. Jett, MBA, CMFC, AAMS is a financial ad-
visor with Jett Financial Group, LLC.  For more infor-
mation, contact jettfinancialgroup@gmail.com.

Can You Go With Your Cash Flow?
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thanks to the relationships they had with their 
Corpus cousins. Keep that in mind when trying 
to entice Chinese companies to the Valley. 
 Personal space is the fourth dimension, 
an observable difference in how close citizens 
of a foreign country stand to you.   While Ar-
gentinians are known to be extremely “in your 
face,” by American standards, Chinese also have 
a foreshortened personal distance.
 The final dimension relates to time. 
Americans are monochronic, meaning they go 
by the clock from a technical standpoint.  Chi-
nese and Mexican cultures are polychronic or 
non-linear, where observation of time is not 
linked to a clock as much as to hierarchy, mood 
and situation. The way a culture manages time is 
the way it manages process and conversations.
 When working with Chinese, Garcia-
Jurado suggested an emphasis on politeness, 
indirect communication, flexible time man-
agement, relationship building,  learning key 
Chinese phrases and hiring an advisor. Other 
points:  Recognize that contracts are not bind-
ing. Expect endless delays designed to wear you 
down.  Don’t show your hunger for a deal.  Al-
ways begin from a respectful position and ac-
knowledge the other’s status.
 Remember, when doing business in an-
other culture, when looking for opportunities to 
sell to China’s huge new middle class, the goal 
is not to convert them to your cultural modes 
or to bestow judgments about their ingrained 
behavior.  Use strategy to get in, get the desired 
result and then leave.

For more information, see www.cicollaboration.
com or call 210-892-1997. 

C.
 In some cultures, 
what is being said is not 
what is meant.  Those cul-
tures say no without actu-
ally saying the word “no.” 
They use intermediaries to 
avoid offense, conflict and 
loss of face.   For many 
American business people, 
who are used to direct, 
straight-from-the shoul-
der responses, it is hard 
to digest the challenge of 
context.   Yet, the Chi-
nese, like the Mexicans, 
culturally avoid creating 
conflict.  Knowing this 
aspect of their cultural be-
havior and learning to ready non-verbal signs is criti-
cal for grasping what is actually being conveyed.   
  An acknowledged specialist in managing 
strategic relationships within a company and with-
out, Garcia-Jurado described five cultural dimension 
or behavior approaches and the contrasts between the 
American ideal and the Chinese and Mexican ideal of 
each.  Power distance, the first dimension, is the   ac-
ceptance of unequal distribution.  Cultures that place 
a premium on hierarchy and respect for rank have 
a high power distance.  Americans value hierarchy 
much less than the Chinese and view the current hi-
erarchy as impermanent. 
   The second dimension is the culture of 
avoiding uncertainty and maintaining the status quo.  
Americans typically have a low avoidance culture; 
they more readily accept that change will occur and 
will be positive.  
 The third dimension, Garcia-Jurado ex-
plained, deals with collectivism versus individual-
ism. Mexican and Chinese cultures support valida-
tion through loyalty and ties to a group.  Americans, 
LinkedIn notwithstanding, value autonomy and in-
dependence.  A maverick or a strong individualist can 
be lauded.  On the other hand, group mentality is the 
norm for China and exemplified by the term guanxi, 
which refers to a network of loyalties.  Business in 
China is done through guanxi.  He recommends 
Americans trying to establish a business in China seek 
agents with links to relevant networks.  
 This dimension is one where Americans 
have the capability of easily adapting their behavior 
to bridge the cultural difference. Garcia-Jurado de-
scribed why a Chinese corporation recently decided 
to invest $1 billion in Corpus Christi despite being 
wooed by other cities.  The leaders of the Corpus Chi-
nese community were deeply involved in welcoming 
the visitors/prospects.   The investors said they chose 
the south Texas port because they felt more at home, 

By Eileen Mattei
 If you have been doing business with 
Mexican companies, you have an inkling of 
what doing business in China will be like. The 
countries have similar business cultures, most 
of which are diametrically opposite of Ameri-
can customs and culture, said Alberto Garcia-
Jurado, CEO of Cultural Intelligence based in 
Mexico City and San Antonio.
 Garcia-Jurado spoke on “When East 
meets West: negotiating with the Chinese” at a 
presentation hosted by the Small Business De-
velopment Center. He drew parallels between 
the Mexican and Chinese cultures, which re-
vere relationships or “being” behaviors, in con-
trast to the American culture which rewards 
task-oriented or “doing” behaviors.    Universal 
values are not, in fact, so universal. 
 Intercultural intelligence is know-
ing yourself and your opponent, counseled 
Garcia-Jurado.  “Learn the steps to the dance 
your partner is doing” if you want to be suc-
cessful.  He strongly recommended reading 
the 2,000-year-old tome “The Art of War” by 
Sun Tzu for insights on strategy. Yet, no strat-
egy survives first contact with enemy/opposite, 
which is why you must have a Plan B and Plan 
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By Marco Garza
   Do you have 
concerns with an employ-
ee’s work performance?  
You can take steps for ap-
plying progressive disci-
pline in the workplace.
  Even if you’re a 
manager in a Fortune 500 
company, you may find 
yourself without company 
guidelines when you’re 
thinking of disciplining 
or discharging an em-
ployee for violating com-
pany rules.   Of course, 
no one wants to hear his 
or her performance is less 
than expected. But, if after 
counseling and coaching 
from a manager yield no 
improvement, written disciplinary action must 
begin -- to protect the company’s interests -- 
and to protect the interests of the employee.
 Progressive discipline is a process for 
dealing with job-related behavior that does not 
meet expected and communicated performance 
standards. The primary purpose for progressive 
discipline is to assist the employee to under-
stand a performance problem or opportunity 
for improvement exists. An effective, commu-
nicative disciplinary action process should keep 
the employee informed and accountable every 
step of the way. 
 Progressive discipline involves increas-
ingly serious conversations and warnings with 
employee performing below standards.  
It ensures ample, documented feed-
back to employees, which allows for 
improvement opportunities.
 Emphasis should always be on 
teaching and developing employees, 
not punishing them.
 From a company perspective, a 
verbal written warning (employee rep-
rimand) demonstrates that the compa-
ny was working with the employee to 
help him or her improve. At the same 
time, the company documented its in-
creasing unhappiness with the employ-
ee’s performance. The verbal written 
warning shows the employee was also 
informed of the performance problems 
and consequence(s) if they remained 
uncorrected.
  Following the letter of repri-
mand, depending on the company’s 
disciplinary action policies, additional 

Employee Progressive Discipline
steps can include subsequent 
formal written warning with 
accompanying penalties such 
as days off from work.
       If the supervisor has 
faith the employee can im-
prove his or her performance 
at any time during the disci-
plinary action proceedings, 
and preferably before the first 
letter of reprimand, the su-
pervisor can introduce a per-
formance improvement plan 
(PIP). The PIP, a more formal, 
detailed document with goals, 
expectations and timelines, is 
the supervisor’s opportunity 
to communicate clear job and 
performance expectations to 
the non-performing employ-
ee.

 When a reprimanded employee heeds the 
message, there can be a win-win situation. If the em-
ployee does not, the company and the manager have 
effectively protected their interests and the interests of 
the employee who is performing unsatisfactorily. The 
goal is to prevent a negative impact on performing 
employees whose morale is affected by the employee 
who is not doing his or her job.

Issues to Consider 
 As a communication tool with employees, an 
employee reprimand must be fair. Employers need to 
make certain that they are using the tool appropriately 
and that certain conditions exist for its effective and 
successful use.

 Employee job descriptions must spell 
out the required area of performance for which 
the employee is receiving the reprimand. If the 
problem performance is occurring in a non-
essential job function, this needs consideration 
or a rewritten job description.
 The employee reprimand must align 
with the disciplinary action process described in 
the employee handbook. Well-written employ-
ee handbooks suggest potential disciplinary ac-
tions, but allow the employer latitude depend-
ing upon the circumstances of the employee’s 
actions or performance. In this handbook, the 
standards by which employee is judged should 
be clearly provided and periodically reviewed 
with employees well before performance prob-
lems arise. 
 Company past practices, in similar 
situations with other employees, must be con-
sistent with the current employee reprimand. 
Inconsistency is potential grounds for charges 
of discrimination, if employees in a protected 
group are over-represented in disciplinary ac-
tion cases. If you discover this is so, look again 
at your hiring practices, policies and any other 
employment practice that may be a red flag for 
discriminatory treatment. 
 An employee reprimand, used appro-
priately, as part of a series of disciplinary ac-
tions, can help an employee improve his or her 
performance and rejoin the ranks of perform-
ing employees. 

Marco Garza is the regional director of UniqueHR, 
a Professional Employer Organization. He can be 
reached at 240-4544.	  
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Oysters Rockefeller, which have been favored by 
the clientele and recommended by several pub-
lications, are still found on the menu.  Scampi’s 
Restaurant and Bar was recognized as the Best 
Waterfront Atmosphere in a Travel Channel ar-
ticle on South Padre Island written by Kate Ew-
ing in 2005.  She mentioned the Peanut Butter 
Shrimp as the most popular dish.  
 Renovated after severe damage from 
Hurricane Dolly in 2008, Scampi’s dining 
room looks fresh and spacious with its white 
and turquoise chairs and tropical decor. The 
upstairs bar, a favorite of many because of the 
view and balcony, is back, offering a wide selec-
tion of wine and spirits, including the Cucum-
ber Martini, which continues to be the number 
one choice of customers.   Scampi’s bar also fea-
tures live music.  Hanson said local musicians 
will continue to entertain the clientele every 
night.  As soon as the restaurant’s Web site is 
redesigned and updated, customers will be able 
to access Scampi’s menu and live music sched-
ule online. 
 The landmark restaurant, located at 
206 W. Aries Drive, is open for business from 
Wednesday through Sunday from 4-10 p.m. 
Scampi’s, long recognized among the top res-
taurants for private weddings and rehearsal 
dinners because of its magnificent view of the 
Laguna Madre and postcard sunsets, is an ideal 
setting for timeless photographs. Jerry and Kar-
en Hanson assist couples and wedding organiz-
ers with their planning needs. 
 “It’s a good place, South Padre Island,” 
concluded Jerry Hanson. 

For more information, call 761-1755.

By Nydia O. Tapia-Gonzales  
 If any of you ever wished the savory 
seafood entrees once prepared at Scampi’s Res-
taurant were available again, your wish was 
granted in May.  
  Scampi’s Restaurant & Bar first opened 
its doors in 1984 and soon became one of the 
most popular restaurants on the island. Valley 
residents would not hesitate to drive to the is-
land to delight in bayside dining overlooking 
the Laguna Madre.  Scampi’s was listed as a 
“must stop” for visitors to the island.  
 In 1994, Michigan natives Tom and 
Jerry Hanson bought the restaurant from the 
original owner.  In 2000, Jerry Hanson left 
Scampi’s to operate a California lakeside resort.  
Tom Hanson continued to run the restaurant 
until October 2010 when health issues pre-
vented him from continuing the Scampi’s tra-
dition. During 2011 and 2012, the restaurant 
was leased to another party, but that proved to 
be a short-lived venture. 
 Meanwhile, Jerry Hanson was doing 
well with his resort business when he heard that 
friends and previous customers were hoping 
Scampi’s would reopen.  They yearned for tan-
talizing, fresh seafood like coconut shrimp and 
pecan redfish.  In 2013, Jerry Hanson sold his 
resort and turned his talents to the restaurant 
with one goal in mind: bringing back Scampi’s 

Bringing Back the Gusto
Chef Oddie Troncoso works with the freshest seafood.  (VBR)distinctive food served in a beauti-

ful tropical environment with su-
perb customer service. “I believe a 
good restaurant should be open, 
especially when its customer base 
demands it,” he said.
 Jerry and Karen Hanson 
returned to the island, reenergized 
and committed to bringing back 
the food that made Scampi’s one 
of the finest restaurants in the 
area.  Chef Oddie Troncoso had 
been Scampi’s chef from 1984 un-
til its closing in 2010.  He traveled 
in the northeast for several years 
until he received a call from Jerry 
Hanson.  “He called me saying he 
was planning to reopen the place. 
He asked if I would be interested 
in coming back. I said yes,” said 
Troncoso.  
 With Troncoso and Hanson back at Scam-
pi’s, so are all of those enticing menu items, along 
with new ones, such as Bronzed Scallops with Roasted 
Pepper Pesto and Hanson’s creation, the Lobster Filo 
Burrito.  “Right now, we are focused on bringing back 
Scampi’s classic dishes because that’s what customers 
expect,” said Troncoso. 
 Appetizers are gaining in popularity because 
of their strong flavors and smaller portions.  Scampi’s 

Scampi’s offers a serene Laguna Madre view.  (VBR)
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By Bridgett McAdams
 Is there any part of 
your life you would like to 
improve?  Most of us would 
enjoy an upswing in our re-
lationships, with our spouse, 
children, employees  or with 
customers.  What about in 
your physical or financial 
health?  We often think of 
losing weight, fantasizing 
about the dream car or home 
we have always wanted, or 
perhaps simply lowering our 
blood pressure or paying off 
some debt.  
 Whatever it may be, 
most of us have some room 
for improvement.  If I learned anything in my 
week in Guatemala helping to train 24,000 
leaders to go forth and transform a nation, I 
learned La Transformación Esta En Mi! (Trans-
formation Begins with Me).
 My second day of training in Guate-
mala, I had some time with my translator be-
fore our training session.  She explained how 
simply being taught she is responsible for the 
results that she is getting in her life was life 
changing for her.  She had a lot of anger to-
wards her father and was always blaming him 
or her ex-fiancé or the president for the chal-
lenges in her life.  When she realized she is in 
control of her thoughts and she can choose her 
attitude and how she reacts to circumstances, 
everything in her life changed and she is now in 
control of her future.
 I remember when I had this realization 
in my own life.  The forgiveness and freedom 
that come with this awareness are surpassed 
by few things.  All too often I have wanted my 
outward circumstances to change without being 
willing to change myself.  Why?  Change takes 
effort and can be painful!  I have since learned 
from the great Jim Rohn, “We all must suffer 
from one of two pains, the pain of discipline or 
the pain of regret. The difference is discipline 
weighs ounces and regret weighs tons.”  
 Many times I looked at others who had 
what I wanted and thought somehow it was 
given to them or if I had their circumstances, 
sure, I would be successful, too.  The fact is, it 
is our thoughts, beliefs and actions that give us 
our results. Not liking my results had more to 
do with the reflection in the mirror than any-
thing else.
 Once I realized that changing me 
would change my results, I came across an ob-
stacle, perhaps one you have faced as well.  I was 

Changing Your Life
pumped up and wanted to 
change everything, all at 
once, and by the end of 
next week, of course.  Most 
endeavors started with this 
mindset end within about 
five days in my world.  
One of the concepts we 
discussed in Guatemala is 
a 30-week training pro-
gram.  It works on The 15 
Invaluable Laws of Personal 
Growth by John Maxwell 
as well as 15 Values, such 
as the one discussed in 
June on listening.  
 We left Guatemala’s 
leaders equipped to discuss 

one law or value a week and to have one small action 
to report on the following week.  With this concept, 
we are simply looking for 1% change per week.  The 
power of this is consistency.  Over 30 weeks, these 
teams have improved their personal, leadership and 
team work skills by 30%, and no one felt like they had 
to massively change their life to do it. 
 My challenge to you the reader, will you 

choose to be 4% better in one month?  Only 
1% per week in any area of your life will start 
to transform you and the people around you.  
For example, if you are not currently exercis-
ing, walk 30 minutes this week (three days x 10 
minutes) and bump it up by 10 minutes over 
the next four weeks to 60 minutes per week by 
next month.
 If you aren’t spending enough time 
with your children or on a work project or read-
ing for personal growth, use the same concept. 
Ten minutes a day can change your life.
 One life changed, as we are proving in 
Guatemala, can transform a family, a company, 
an education system, a government and eventu-
ally a country.  Be the change you want to see 
in others.  I’d love to hear of your transforma-
tion.

Bridgett McAdams is an executive coach, speaker 
and leadership development trainer with The John 
Maxwell Team.  For more information on bring-
ing leadership transformation to your organiza-
tion go to www.johncmaxwellgroup.com/bridgett-
mcadams.
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assistant can also help set up accounts, track 
effectiveness, and present you with new strate-
gies and tactics to improve your reach. Start by 
looking at your own social network, searching 
on LinkedIn, or checking out the Global Social 
Media Managers Association.

Respond to everything. 
 Regardless of what type of comments 
you receive on your social media pages - whether 
they’re positive or negative - be sure to respond. 
Remember, potential customers are going to 
be viewing your pages and deciding whether 
or not they want to be associated with you. A 
complaint is never helpful, but if you follow up 
quickly and correct the issue, that negative can 
turn into an overwhelming positive and can 
help draw new customers in.  Make sure you 
thank posters for their positive comments as 
well. Anything that reinforces the notion that 
there’s a human being behind the pixels is going 
to help your overall cause.

Information from http://www.clickz.com/clickz/
column/2275172/6-social-media-marketing-tips-
for-firsttime-entrepreneurs

Social Media Marketing for Entrepreneurs
Special to VBR
 First-time entrepreneurs have a lot on 
their minds. When you’re building your brand, 
hiring your staff, coordinating operations, and 
managing your business down to the smallest 
detail, it can be easy to let marketing take a 
backseat.
 There was a time when you may have 
had to contract a marketing or public relations 
firm to help expand your reach, but with the 
remarkable boom in social media, even the 
smallest businesses now have access to the same 
platform blue-chip corporations use to market 
themselves. Social media offers a cost-effective, 
user-friendly way to build your brand, expand 
your Internet presence, and ultimately increase 
business. You just have to know how to make 
the most of it. Follow these six tips to get go-
ing:

Get customers to your social media pages. 
 Your first challenge is to get your cus-
tomer to notice you. Start by inserting Facebook 
and Twitter links on your blog or Web site. Also 
include links on all marketing materials you 
send out, from business cards to flyers to email 
blasts. Be prepared to talk up your Facebook 
page and Twitter handle whenever you’re press-
ing palms and networking. And don’t just let 
your social media accounts lay dormant waiting 
for people to find them. Spend some time seek-
ing out second- and third-degree friends and 
suggesting that they “like” or “follow” you.

Expand beyond the norm. 
 Facebook and Twitter may be the Holy 
Grails of social media, but there are plenty of 
other outlets waiting to be seized by first-time 
entrepreneurs. Pinterest and Instagram are ideal 
platforms for visually-oriented businesses. Digg 
and Reddit are powerful user-oriented, trend-
focused Web sites that are growing in popular-
ity.  When you sow your seeds in the fields of 
social media, just be sure you tend to them. 
Don’t let any of your pages wither, and always 
track the effectiveness of your efforts with pro-
grams like HootSuite or Sprout Social, and use 
whatever information you find to inform your 
overall strategy.

Make the experience interactive for your cus-
tomers. 
 Once you’ve established a presence on 
Facebook, Twitter, and the many other plat-
forms available, it’s time to reel your custom-
ers in.  Conduct weekly TweetChats - virtual 
meetings in which participants discuss a topic 
of your choice that you moderate by interspers-

ing questions or comments - and post giveaways on 
Facebook to generate buzz. If you have a blog, make 
sure you write intelligent, incisive content to develop 
your readership and encourage commenting and re-
posting in the hopes that something goes viral.

Avoid automation. 
 Automating your social media efforts can save 
you a ton of time, but it presents far too many risks 
to make it a viable option for your small business.  
You run the risk of alienating your followers with 
pre-packaged content and timed posts. Instead, tai-
lor your content to each of your social media streams. 
Reserve your shorter content for Twitter, longer posts 
for Facebook, and photographs about your business 
for Pinterest. Make all content as inviting as you can, 
and always post manually. Remember, customers are 
real people, not just numbers.

Assign someone to monitor social media accounts. 
 If you don’t feel you have the time or exper-
tise to effectively handle your social media marketing 
strategy, it may be worth bringing on some outside 
help.  A social media expert can help reach out to 
build your networks, respond to comments on your 
pages, and in some cases, craft effective content. An 
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In the Spot light

Above:  On July 15, local, state, regional and federal officials along with TXDOT 
officials joined Valley business and community leaders in welcoming the Valley’s new 
Interstate system (I-69C, I-69E & I-2).  Events took place in Harlingen, Pharr & 
Mercedes.  This development was in the works for 20 years and provides freeways con-
necting the Valley to the rest of Texas, the entire United States and Mexico. The I-69 
system will certainly boost economic development for south Texas.  (VBR)

Below:  Julian Alvarez (CEO of Valley Partnershi), U.S. Congressman Henry Cuel-
lar and Ray Prewett (President of Texas Citrus Mutual) at the I-69 welcoming event.  
(VBR)

Above:  Rio Bank opened a new Banking Center in Harlingen. The new 
Banking Center is located at 601 South Stuart Place Road at the Intersec-
tion of Highway 83.  (VBR)

Left:  The Town of Combes welcomed E.J’s Ice Cream & Fruit Shop into 
the community July 10 with a ribbon cutting and celebration. The ice 
cream parlor is located at 102 Templeton Street.  (VBR)

The Greater Mis-
sion Chamber of 
Commerce, in 
partnership with 
Desperado Harley-
Davidson, held the 
Inaugural “All-In 
for Education” 
Poker Tournament 
on July 19th.  The 
winner of the tour-
nament poses with 
his prize, a 2013 
Harley-Davidson Sportster® Iron 883™.  This event helped raise funds for 
three $1,000 scholarships for local seniors.  One recipient will be awarded 
at each of Mission’s high schools - Sharyland High School, Mission Veter-
ans High School and Mission High School.   (Courtesy)






