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Are You on Deadline?
By Todd Breland
 The race is on!  We blink and 2013 will 
be gone.  The mad scramble to finish out the 
year, evaluate our organization’s successes and 
failures, and planning for 2014 is in full gear.  
 Some of us have October – September 
years, some are on a calendar year. Nonetheless, 
all of us have a full agenda of pending projects 
to complete before the week of Nov. 25.  Yep, 
Thanksgiving week is quickly approaching, and 
we all know what happens that week – most of 
the world shuts down for six weeks.  Decem-
ber’s count of actual production days is so small 
that stress levels are certain to climb at a panic 
level if we’re not prepared.   
 The year has flashed by in a twinkle.  A 
blink is fast, but a twinkle is super quick. No 
matter how hard we try to slow down time, our 
attempts are futile.  During our efforts to avoid 
the inevitable, we lose even more valuable time.  
That’s why I say there is no such thing as time 
management.  You can’t manage time; 24 hours 
will always be 24 hours.  You can only manage 
what you do within time.   
 So for the next several weeks, our To-
Do list has to be precise, no room for error and 
very targeted to maximum efficiency.  Where 

does the list start and how many agenda items are 
enough but not too many?  We ask ourselves, what 
HAS to get done 
and by when, and 
we set a schedule 
of time-sensitive 
points of impor-
tance.  Assess-
ing current year’s 
production, rev-
enues and expenses 
should probably 
top the list.  De-
termining which 
projects/products/
services should be tweaked, repeated or deleted for 
next year is another high priority item.  Budgeting 
expenses and projecting 2014’s revenues may round 
out your top three on the must-finish-by-Nov. 27 list. 
Assessing departments, staffers and contract labor, 
along with company health and benefit packages, play 
a huge part of end-of-year agenda priorities. 
 If you are one of the companies and organiza-
tions that have completed their 2014 plans, congratu-
lations! For many others, it’s crunch time.  It’s time to 
get down to the nitty gritty before the holiday season 
takes over our minds, activities and checkbooks.  At 

some point in our careers, we have all arrived 
at Thanksgiving week and kicked ourselves 

for not completing 
what we needed to 
accomplish.  Most 
administrative deci-
sion-making during 
the last six weeks of 
the year is minimal, 
at best. So the time 
is now – don’t hesi-
tate!  Plan your work 
and work your plan.  
 Don’t let un-

finished business in-
terfere with enjoying all that the holidays offer.  
Quality, relaxed time with the family around 
the dining room table and after is more impor-
tant than worrying about the office.  Success 
by some is measured not by how we leave the 
office but by the way say goodnight to those in 
our home.  
 From the Valley Business Report fam-
ily to yours, we wish you a blessed holiday sea-
son of health and happiness.  Like a mentor 
told me years ago, health is wealth. 
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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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Suitably Dressed for Success
By Eileen Mattei
 The rigid businessman’s dress code of 
50 years ago -- dark suits, hats, cuff links, long 
socks -- has faded away.    Today business cloth-
ing for men and women seeks to convey taste-
ful, effortless style. The goal still is to look pro-
fessional, confident and worthy of clients’ trust. 
Business attire is trending to natural shoulders, 
flexible collars and comfort, with greater leeway 
accepted in the creative fields and on Casual 
Fridays.  The border climate adds its own dose 
of reality in wearable silks and natural fibers.  
Beyond department stores and national cloth-
ing chains, dozens of Valley retail stores and 
boutiques devote themselves to making busi-
nessmen and businesswomen look good. 
 Contemporary but not trendy, the at-
mosphere of The Man Shop belies its heritage: 
founded in 1926 in downtown McAllen by 

Adolf Westerman. Relocated opposite La Plaza Mall 
in 2007, the family business radiates style and service, 
from the suits by Michael Kors and Hart Shaffner and 
Marx to the top brands of dress shirts and shoes.  Not 
to mention those luscious suede jackets.  
 The move six years ago was a great success, 
tapping into a customer preference, according to Neil 
Westerman, grandson of the founder. “Male custom-
ers like to park in front of the store for easy access in 
and out. But where we separate from other stores is 
service. We believe we have better tailors than anyone 
else. We can make an off-the-rack suit look custom 
tailored.” The South 10th Street shop provides free 
alterations on suits, shirts, jackets and pants, thanks 
to four tailors on staff.  “People want their alterations 
very fast. It’s important to get them out in a hurry.” 
 Professionals today are wearing clothes that 
are a little dressier, a little sharper, than previously, 
Westerman said. “To stand out to, be more profes-

sional, I think bankers and attorneys are dress-
ing up more than a few years ago when  they 
were going more casual.”
 Suits are very important, and the sil-
houette is getting slimmer, Westerman said.  
But otherwise, appropriate suit styles include 
double-breasted and two- and three-button 
jackets. 
 Men shop differently than women do, 
Westerman observed, with fewer men than 
women viewing clothes shopping as entertain-
ment. Nevertheless, men do care about looking 
good. “When men find something they like, 
they buy multiples such as five shirts. We stock 
a lot because we are aware of that.”  Some shop 
every month, buying up to six suits a year, while 
others come only once or twice a year. “We’re 
appreciative of both.” 
  An important part of service 

is an experienced sales force, said The 
Man Shop manager, Pete Lozano, 
clad in a long-sleeved, black shirt and 
tan slacks. “You need to love what 
you do and want to grow with the 
company,” he said. “If you’re success-
ful, you have customers who walk in 
and ask for you.” 
 Westerman, who hadn’t 
planned on going into the family 
business after graduating from the 
University of Texas, was talked into 
it by his father David. “In a small 
business everything is important, so 
we have a big store,” he said. That 
includes guayaberas which constitute 
a summer uniform for some Valley 
businessmen.  

The Feminine Professional
  “Ninety-nine percent of my 
customers are businesswomen -- law-
yers, doctors, managers, supervisors,” 
said Nancy Algrim, owner of Black 
Iris boutique.  The predominant 
brand at her Mission shop is Eileen 
Fisher, known for elegant simplic-
ity. Algrim mentioned a recent “New 
Yorker” article on Eileen Fisher that 
profiled brand fans as women “who 
find that hiding their vanity is a ne-
cessity.” 
 Algrim began carrying the la-
bel famous for its easy-to-layer tops, 
pants and jackets in 1984.  “Eileen 
Fisher is clean and simple and uses 
only solid colors and natural fibers. 
It is more important than ever to 
wear solid colors. They last forever, Nancy Algrim drapes a scarf on Eileen Fisher separates at Black Iris in Mission. (VBR)



go everywhere, 
and all you have 
to do is acces-
sorize,” she said.  
“You don’t need a 
lot of clothes; just 
put them together 
well. What you do 
with the accesso-
ries is what makes 
it unique to you.”   
  CPA Anne 
Cragg with Hart 
Silva and Com-
pany gravitated to 
Eileen Fisher 25 
years ago for its 
classic, un-fussy 
image and con-
siders Nancy Al-
grim her personal 
shopper. “I am 
well-organized, 
but I do not like 
to shop.  Nancy 
knows what looks 
best on me, co-
ordinates with 
pieces that I have 
purchased previ-

ously, and alters to 
fit.  She helps make me look good and feel good in 
my clothes. I always feel appropriately dressed day 
through evening.” 

Uniforms
 Professional uniforms go beyond the button-
down shirts or polo shirts with 
embroidered logos seen at banks, 
insurance agencies and service 
firms. Letty Torres started Imagin 
Scrubs Healthcare Apparel with 
an innovative approach to reach 
her customers. Her business 
model has her devoting mornings 
to setting up temporary, mobile 
stores by invitation at dental and 
medical practices and vocational 
schools.  After a short presenta-
tion, Torres displays Imagin’s 
lines of unisex and women’s fitted 
scrubs: Barco, Maevn, New Bal-
ance and Dickies.  Some clinics 
specify different colors for each 
department.  Several medical of-
fices pay for their employees’ uni-
forms, she said. 
 Afternoons and Saturdays, 
Torres opens the Imagin down-
town Harlingen store to let cus-
tomers find styles they like. 
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 Formerly a personal banker, Torres 
said incorporating what she learned in that ca-
reer has helped make Imagin a success.  “To me, 
customer satisfaction is key. The customers help 
me determine what to order next. The scrubs I 
carry are up with the latest trends, combining 
comfort and functionality, like good pockets.”  

Clothing Care  
 “We have a casual society, much more 
than it used to be,” said Bill Stocker, who op-
erates three Palace Cleaners with his son. He’s 
noticed that customers are having fewer items 
cleaned and more laundered. 
  “If you like the clothes you wear, they 
benefit from dry cleaning. Well-maintained 
clothing looks good, no matter its age,” said 
Stocker, after a customer gave him five sports 
coats to be cleaned.  “Many professionals who 
wear suits daily, rotate them and let the fibers 
relax and breathe. Their clothes last longer 
and look better.”  Even rotated suits should be 
cleaned every few months.
 Stocker is preparing to remodel the 
main plant and create a changing room to ac-
commodate the increasing number of custom-
ers who request alterations: hems, waistlines, 
sleeve length. “The trend is to do that, and I can 
still find artisans who can do alterations.” The 
tailors used to be in-house, but now they are on 
contract.  Other changes have occurred:  tradi-
tional colored garment hang tags disappeared 
as Palace Cleaners switched to computer gener-
ated tags.
 Given expert guidance on the purchase 
of shirts, suits, shoes and skirts, Valley profes-
sionals can count on their clothing to reinforce 

Bill Stocker of Palace Cleaners displays dry-cleaned jackets at his north 
store.  (VBR)

Neil Westerman represents the third generation running The Man Shop, a top choice 
for classic and contemporary clothing for the professional man.  (VBR)

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

432-0888686-3888
www.shepins.com

shepard@shepins.com

Your Trusted Choice

Auto
Home

Business

Let Our 
Professional 
Agency Be



McAllen
(956) 668-0555

Harlingen
(956) 428-3770

Brownsville
(956) 350-5200

Business
to

Business
FREE DELIVERY!

Weslaco
(956) 447-3533

Visit us online at:  www.EdibleArrangements.com

MEMORANDUM
 
TO:    
FROM: 
RE:         
DATE:    
Attention All Business Owners:
Edible Arrangements, with four locations Valley wide, is offering a holiday season 
service for all RGV businesses: FREE DELIVERY!  Just send to us your list of         
businesses you wish to send holiday fruit baskets to, and we'll take care of the rest.  
Tell us who is to receive a gift, where it should be delivered and we'll have it there the 
day you want it. It's simple as that. 
Edible Arrangements with locations in McAllen, Weslaco, Harlingen and Brownsville is 
ready to deliver goodness to your co-workers, clients and others in the form of healthy, 
delicious, beautiful fruit arrangements during the holiday season.  Just email 
(FREEDELIVERYea@outlook.com) the list of persons at businesses to receive an 
Edible Arrangements gift basket, and leave the rest to us. 
Thank You,
Edible            
Arrangements
*This offer not to be used with  any other promotion.

 
RGV Businesses
Edible Arrangements
FREE DELIVERY
November 1, 2013

the message and image presented to their clients: You made the right 
decision in doing business with me. 

The Man Shop at 686-1777 or themanshop.com; Palace Cleaners at 
686-8325 or palacecleaners; Imagin Scrubs at 428-2212 or on Face-
book; Black Iris at 519-3190 or iristex.com.
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Letty Torres started Imagin Scrubs to supply healthcare staff with professional clothing.  
(VBR)

CPA Anne Cragg feels professionally dressed and comfortable in Eileen 
Fisher clothing.  (VBR)



 The commercial featured Meggison, 
selected employees and Genco trucks pulling 
onto an oil drilling site and circling like a wag-
on train.  It first ran two years ago during major 
sporting events, and the impact was immediate. 
“We started getting phone calls. Wherever we 
would go – North Dakota, Wyoming, Texas – 
and say ‘Genco Energy Services,’ people said, 
‘You’re the guys with the commercial.’”
 It was an incredibly good experience, 
said Meggison, who had Genco hats made for 
all the filming crew.   
 Now Genco has approximately 1,500 
GPS units installed with more going on every 
day.  
 Canadian-born Meggison got into the 
oil field business in 1980 and started Genco 
when he realized no one was offering consoli-
dated oil field service in deep South Texas.  “It’s 
grown by leaps and bounds,” said the company 
president.  Almost three years ago, he sold part 
of his company to local investors, retaining ma-
jority ownership. That funding allowed Genco 
to grow to meet the needs of the Eagle Ford 
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By Eileen Mattei
 When a Genco Energy Services sales-
man realized a generator belonging to the oil-
field-service company had disappeared over-
night from a site near Encino, he notified the 
main office in McAllen.  President Murray 
Meggison, who started Genco in 1996, called 
Equipment Depot in Donna which had leased 
him the generator.  Equipped with a GPS unit, 
the missing generator was easily tracked to a Hi-
dalgo warehouse and found that day at a freight 
forwarder, loaded on a stolen trailer with other 
stolen equipment.  
 “We’re getting GPS on everything,” 
Meggison decided then. “We were having too 
much equipment lost.  We had a good system, 
but when you start talking about thousands of 
pieces of equipment …” Genco’s portable light 
towers, generators, cooling stations, man-lifts, 
portable water and sewer systems, and mobile 
homes, along with countless smaller items 
spread over Eagle Ford Shale sites  and beyond, 
were vulnerable to theft and being overlooked.   
 So Meggison installed the first 250 
GPS units coupled with an AT&T system that 

Genco Stars in National Ad
enabled Genco to track each asset wherever it was. 
The system recorded how long an asset was at a loca-
tion and left a “bread crumb trail” when it was moved 
outside a “geo fence” created for a particular site. 
  “We are a logisitics company, tracking and 
moving equipment constantly,” Meggison said. “It’s 
saved us hundreds of thousands of dollars, because we 
can move equipment from location to location,” well 
to well, instead of using a marshaling yard at an office.  
The utilization rate for Genco assets rose to 27 days 
per month.
  GPS tracking also simplified and verified 
billing. Rented equipment no longer got left behind; 
everything on a site was billed, with the customer hav-
ing proof of its location.  Banks and insurers appreci-
ated GPS’ asset tracking capabilities. Kent Shepard at 
Shepard Insurance Agency reduced Genco’s rates.
 Then Meggison and Genco were asked to ap-
pear in a national AT&T commercial. “The AT&T 
commercial was phenomenal,” he said.  “I was a little 
apprehensive when they told me what it would entail. 
It took them six months to set up. They brought in 
helicopters and 90 people. The camera rolling time 
was 21.5 hours to get a 60-second commercial.”

After installing a GPS tracking system, Murray Meggison spends less time looking for lost equipment and 
more time finding new oil field customers for Genco Energy Services.  (VBR)

We’ll review your situation and 
recommend programs that will 

settle your tax debts.

Our Certi�ed Public Accountants 
and Enrolled Agents will deal directly 

with the IRS to make sure that your 
case is resolved with the most 

favorable outcome for you.

If you owe back taxes 
we can help you resolve your 

problems with the IRS.  

...providing solutions to problems

Contact Mike Webb
mikew@halesbradford.com

(956) 542-9196
www.halesbradford.com

TAX SOLUTIONS 
HALES BRADFORD



Genco supplies oil field companies with portable light towers, generator com-
bos and cooling units, having to keep track of thousands of long-term rental 
items.  (VBR)
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co’s busiest offices. “I think 
Midland is going to be 
strong. If I had the men and 
equipment, I could open up 
another four or five offices,” 
Meggison said. Hobbes, 
New Mexico and Denver 
will open after the Op-
penheimer funding comes 
through.  
 “I’ve been through 
a lot of boom and busts,” 
Meggison said. “I really 
enjoy what we are doing 
now. My dad taught me 
to treat people like I want 
to be treated. We maintain 
a family-oriented business 
and that will never change 
as long as I’m here. All my 
office managers have grown 
up working with us, go-
ing as far back as 1980,” 
he added.”  Genco’s major 
problem is finding more 
good people.  
 
For more information, see 
genco.us or call 380-3710.

Shale and other oil patch developments. The 
company zoomed from 50 employees to 220.  
 Currently Meggison is engaged in a 
round of financing talks with Oppenheimer 
Funds, expecting to secure $115 million from 
them to take up Genco up another level, mov-
ing into new markets.  Genco earlier purchased 
80% of Cobra Downhole Motors, a Houston 
drilling motor company, and launched Gen-
com, a division that provides satellite commu-
nications to oil field sites.  
 Genco operates a fleet of maintenance 
vehicles that daily service equipment, change 
oil and filters in generators that run 24 hours a 
day, and fill diesel tanks on equipment.  “That 
is one of the best things I’ve ever done. It keeps 
the equipment in prime condition,” Meggison 
said. With Genco personnel checking operat-
ing units religiously, they also get face time with 
the clients’ employees.
 Customer satisfaction plays a big part 
in Genco’s success.  Some oil company em-
ployees have been in Genco mobile homes at 
multiple sites since 1996.  Meggison has cus-
tomized trailers with bigger kitchens to suit his 
long-term tenants.  “We’ll do pretty much what 
they want, even if it is outside the scope of what 
we normally do.” 
 Carrizo Springs and Dilley are Gen-



on a 21-acre 
site half a 
mile from 
the Port of 
Brownsville. 
Keeping up 
with demand 
and markets, 
they added 
paper and 
a l u m i n u m 
cans and 
then plastics 
and electron-
ics.
 
Brownsville 
Scrap Paper 
receives ma-
terials from 
individuals 
and corpo-
rate accounts. 
Many ped-
dlers are re-
peat customers who have learned what products the company buys and the condition which brings 
the best money. The company sorts, shreds, bales and prepares materials for pick up in quantities and 

conditions to suit its clients.
 “We work with the most readily available 
waste material, because that is what is lucrative, ev-
eryday materials that are in abundance and would 
go directly to a landfill,” said Ruben Guerrero Jr.  
“The paper market has different grades of paper. 
We always try to upgrade our materials because it 
makes the product more valuable for the end user.” 
White paper is more valuable than mixed because 
the less bleach required in the recycling process, the 
more the client is likely to pay for the goods. Mixed 
paper is a combination of paper with color and a 
variety of weights and textures such as file folders. It 
brings less income but is in big demand. 
 “Paper is an endless resource for recycling 

Brownsville Scrap Paper’s granulator reduces commercial plastic totes (seen in the background) 
to plastic granules.  (VBR)
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By Anita Westervelt
 The bottom line is not the only mea-
sure of a successful business. Keeping more 
than 13 million pounds of waste annually out 
of a landfill means success to Ruben Guerrero 
Jr., plant manager of his family-owned business, 
Brownsville Scrap Paper, Inc. The dynamics are 
two-fold, no matter how you say it – reuse, re-
purpose, recycle, upcycle.  Trash comes in; trash 
goes out. The lucrative business has plenty of 
markets in Mexico and the U.S. that depend 
on bulk transfer of trash to make, well, more 
potential trash.
 Ruben V. Guerrero Sr. began the busi-
ness in 1980 after the peso devaluation forced 
him to close a business dependent on custom-
ers from Mexico. So Guerrero began collecting 
and processing cardboard to sell to recycling 
markets in Mexico. Through faith and determi-
nation, Guerrero Sr. won a corporate contract 
with Wal-Mart to process their heavy load of 
cardboard waste. 
 Cardboard was the main product until 
about 15 years ago. As the company’s bottom line 
became stronger, they invested in equipment to 
recycle different materials. In 1997, the com-
pany moved to a 20,000-square-foot building 

Brownsville Scrap Finds Cash in Trash   

www.FCBWEB.net                                                                                              24 HR.  TELEBANK 956.361.3661Member FDIC

San Benito
399.3331

Los Fresnos
399.3331

Harlingen
 428.4100

Brownsville
547.5100

Raymondville
699-4000

Our commitment to
lending has never been
stronger than it is today.

Small businesses are important to their owners, their employees and
communities here in the Valley.  At First Community Bank we know

their success benefits us all. That’s why we work hard to provide them
the credit they need to help achieve their goals.

If you know where you want to go come see us...
we’ll help you get there.

VBR October2013_Layout 1  9/11/13  4:08 PM  Page 1

Each thousand pound bale of plastics contains 8,000-
9,000 bottles.  (VBR)
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Ruben Guerrero Jr. stands with paper bales that a client will soon pick up.  (VBR)

and making products such as toilet paper end 
rolls, napkins, paper plates, notebook paper, 
even the outside layer of sheetrock,” Guerrero 
said.  Generally, recycled material goes to make 
more of what it was: cardboard for cardboard, 
plastic bottles for more plastic bottles. Precious 
metals are captured from the electronics.
  “Plastic is a different animal all together 
because there are so many grades – 3,000 differ-
ent grades,” Guerrero said. “We keep it simple 
by taking only drinking bottles and milk and 
detergent bottles.”
 The company operates with 14 em-
ployees, nine of whom work on the materials, 
sorting, scraping labels when required, operat-
ing the massive machinery, driving forklifts, 
whatever task is needed. “All our employees are 
jack-of-all-trades,” said Guerrero.
 Although Guerrero, Sr., isn’t much in 
the plant now, his business acumen prevails 
in the management, operations and decision-
making. As plant manager, Guerrero, the old-
est son, oversees employees, public relations 
and marketing; works with customers and cli-
ents; and  manages services and programs. His 
brother, Rolando Guerrero, is warehouse man-
ager and has charge of the flow of materials in 
and out, the high-tech machines and operators, 
and plant logistics. 
 Both sons know the business inside 
and out, having grown up with it. Guerrero 
readily attributes his business savvy to his fa-
ther. “Dad’s greatest influence is that we make 
our business deals with the morals and ethics we 
were brought up with. Other principles keeping 
this a successful venture are honest pricing, be-
ing transparent, being reliable, customer service 
and taking care of employees,” he said. “Eighty 
percent of our employees have been with the 
company 17-plus years. The employees feel like 
family.”
 The younger Guerreros have helped 
expand the product line, applying what their 
father taught them to new technology, new 
marketing venues and additional services. 
Guerrero’s enthusiasm for the environment 
parallels his enthusiasm for running an efficient 
business and the goal of being a one-stop shop 
for recyclables
 The company has implemented com-
munity services such as supplying containers 
and tailoring programs to schools that wish 
to participate in recycling, and offering secure 
document destruction for individuals and com-
panies. 
 “Recycling is important, and it is im-
portant to educate consumers on smart recy-
cling,” Guerrero said. They educate via their 
projects, their Web site and social media. Click-
ing “Like” on the Web site Facebook icon lets 
visitors view creative ideas for upcycling com-

mercial wooden pallets – another service the company 
offers: free pallets for the taking.

See www.brownsvillescrappaper.com.



Q It has been said the stars were perfectly aligned to 
pave the way for a Valley interstate. What factors came 
into play?  

A  A lot of help from a lot of people.  Our relationship 
with Mexico was very important in getting this done. 
Mexican officials said trade to the U.S. was going to 
explode. NAFTA  increased the traffic over new and 
existing international bridges. The IH69 Alliance has 
done a tremendous job. We hired a lobbyist. We had 
Laredo’s support.  In 1994, I said it would take 20 
years to get this done.  It took 19.

Q  Piece by piece, the Valley has brought highway seg-
ments up to interstate standards including limited ac-

 David Allex has never been known for 
thinking small or short-termed … or for keep-
ing his opinions to himself.  The retired Harlin-
gen chamber executive and current Cameron 
County Regional Mobility chairman reflected 
on the 19-year effort to bring Interstate 69 in 
the Valley and what that success means for the 
economy.

Q Legislation passed in 1994 would have 
brought a new I-69 interstate to Laredo, bypass-
ing RGV even though Valley bridges had more 
traffic.  Why did you, Mike Allen of the McAl-
len EDC and Alan Johnson, the chair of Texas 
Turnpike Authority and a Harlingen banker, 
decide to fight that?

A  Wherever you have a transportation corri-
dor, you have economic growth. We began say-
ing I-69 would start at the Rio Grande and run 
north from the southern border on to Victoria, 
Houston and Canada. We thought the inter-
state could be built a section at a time. Because 
that didn’t fit the Federal Highway Administra-
tion model, we had to get them to agree to that.  
It was difficult.   
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 Q & A: Our Interstate  Highways                                                                                         
cess.  Build it and they will come with the Inter-
state shields?   The cliché seems to apply.

A  Because the cliché is true.  Look at truck-
ers. Anytime you can have an increase in speed 
limit, truckers will find it overnight, like north 
of Raymondville where it is 75mph.  The in-
terstate designation is like a magnet.  In July, 
U.S. interstate signs were officially installed on 
Valley highways.  

You know how I-35 splits at Waco to go to Dal-
las and Fort Worth.  The same logic was ap-
plied here. The Valley segments of I-69E are 
complete on Highway 77 up to Raymondville, 
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other than a Lyford section under construction. 
The I-69C shields are up on 281 and moving 
right ahead.  In a few months that will be done 
out to 490.  Most significantly, the Expressway 
is now designated as Interstate-2.  It parallels 
Mexico’s new super highway, Autopista 2, be-
tween Matamoros and Mazatlan that will open 
in October and make it a 12-hour trip. 

Q  What remains to be done? 

A   Only four of the original 12 projects remain 
to be completed and only two of those require 
a lot of construction.  We already have a vari-
ance on the King Ranch which will allow turn-
arounds like you see on 1-10 west.  About half 
of the turnarounds between Kingsville and Ray-
mondville will be taken out, but we have taken 
care of the ranchers.   On Highway 77, almost 
all the missing pieces are under construction -- 
Ricardo and Bishop.  We’re in the process of 
acquiring rights of way for bypasses at Riviera 
and Driscoll, and those should be under con-
struction within the year. On 281, most of the 
ROWs in Premont and Three Rivers have been 
acquired. What’s really important is we have to 
push to get I-69 thru Odom and Refugio. 

Q  You are well-known for focusing Valley develop-
ment within a border oval - 65 miles long and 60 
miles deep, which includes northern Mexico.

A  My point being that 
this oval is the fastest 
growing metro area in the 
U.S. In 2012, the popu-
lation was approximately 
3.5 million.  By 2050, 
the population is pro-
jected to be nine million. 
I’m not going to be here, 
so I go to school boards 
and water boards, every-
where I can, to make pre-
sentations and tell them:  
“You should be planning 
on buying land for your 
next 40 years.” They bet-
ter start doing it now, or 
they are really going to be 
in bad shape. 
Too many of our leaders 
can’t think beyond Elec-
tion Day. Population 
growth is predicated on 

transportation coming into the area. Are we 
prepared to have that vision? Do we have peo-
ple ready to accept that challenge?

Q  What’s the overall 
outlook?

A    With interstate 
highways, things that 
heretofore have nev-
er been done can be 
done here.  The SH 
550 Toll Road from 
the Port of Browns-
ville to I-69E is 
nearing completion 
and already generat-
ing revenue. We are 
going to see some 
unique growth in 
Willacy County.  We 
need to think about 
a north bypass, a toll 
road on 490.  We 
need those arteries 
to keep up with the 
traffic.
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www.weslacoedc.com

All of the Amenities 
None of the Congestion

can easily get “lost in translation.”
 Returning soldiers who held the most critical 
jobs, the most dangerous jobs, the jobs that required 
the most sacrifice, also have the most difficult “transla-
tions.” These 
are the sol-
diers who 
e n g a g e d , 
fought, and 
defeated the 
enemy in 
direct com-
bat, usually 
to take and 
occupy ter-
rain. And 
during that 
occupation, 
these men 
and women 
served as cultural ambassadors of the United States.  
 What makes American soldiers special in war 
also makes them special in work. Although the capa-
bility of the American military to train and graduate 
these soldiers is considered sensitive information, the 
cost, time constraints, and emphasis on competency 
is genuinely respected throughout the world.       

 Most of the civilian public do not pay much 
attention to the development of the individual who 
enters our armed forces.  It is not obvious to outsid-
ers that military doctrine and training is designed to 
foster exceptional self discipline, self reliance, initia-
tive and creative thinking. Above all, these soldiers 
learn exactly what it means to execute a job in the 
pursuit of a unit’s (think 
your company’s) objec-
tives and goals.  If that is 
not proven teamwork, I 
don’t know what is.
 The veteran who 
returns from the service 
without a technical spe-
cialty or college degree 
still possesses a multitude 
of soft skills and charac-
teristics that employers 
are screaming for. They have leadership training, life 
experience, critical thinking skills, integrity, respect, 
loyalty and accountability.  
 The U.S. Department of Education reports 
that an estimated one million returning veterans 
will enter the job market in the next five years. The 
people of the Rio Grande Valley have always had 
strong, patriotic sympathies and when many of 
these veterans return home, they will come here.     
 During a recent meeting with veterans, I 
posed the question, “If there was one message you 
would want employers to hear, what would it be?”  

By Susan LeMiles Holmes   
  Every Human Resources Department 
writes employment ads that paint the same 
dream candidate.  In one way or another, every 
job posting looks and sounds like this. 

GREAT EMPLOYEE WANTED
 “Top company is looking for a person who 
wants to work!  Someone who understands 
workplace values, like showing up on time, re-
spect for authority and meeting deadlines.  We 
expect our employees to dress appropriately, be 
goal oriented and follow through on assign-
ments.  The right candidate will be a safety con-
scious team player who is detail oriented and 
eager to learn.  This position requires ability to 
multitask, availability for overtime, good com-
munications skills, and leadership qualities.”  

 Veterans of our United States Armed 
Forces fulfill these dream requirements in ev-
ery way. Many of our servicemen and women 
come back to the workforce with high demand 
technical skills in areas that are easily recogniz-
able and translatable into the civilian world. 
However, the skill sets of combat arms veterans 

Lost in Translation
The unanimous answer was, “Actions speak 
louder than words.  It is great that a company 
declares itself ‘Veteran Friendly.’ But hire me!  I 
want to work.”  

 If you are a veteran who needs help 
translating your skills to civilian tasks, there 
are Web sites designed to assist you. You can 
actually enter your MOS, MOSC, Rating and 
Designator, along with your subspecialties and 
training, to produce a list of available jobs with 
suggested business language that will commu-
nicate what you can do to a non-military inter-
viewer. I like both of these sites:  ONETonline.
org and military.com/veteran-jobs/skills-trans-
lator.  
  If you are an employer or recruiter, 
you can check the same sites to explore trans-
lating what you see on a resume or application 

to the tasks and skill 
requirements of your 
openings. When you 
are able to evaluate 
potential contribu-
tions through a differ-
ent lens, your reward 
may be employees 
who are accustomed 
to belonging to a 
closely knit band of 
brothers who will do 

anything for each other. That’s what veterans 
say they miss most in the civilian world, be-
ing part of a team; it can get pretty lonely out 
there. 

Susan LeMiles Holmes is director of Career Ser-
vices 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.

“Actions speak louder than 
words.  It is great that a com-
pany declares itself ‘Veteran 
Friendly.’ But hire me!  I want 
to work.” 

--Veterans
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on telecommunications technology.  As technology 
changes, so do the specification for the telecommu-
nications infrastruc-
ture. “We used to say 
a system would work 
for ten years.  Now we 
have to upgrade every 
two years to protect the 
investment. Changes 
in the industry are 
happening every day. 
I don’t profess to know 
everything. But I have the resources to find out.”
  “We believe you have to customize a system 
for what the client needs. That’s a big deal to me,” 
Prettyman explained. “Putting in a customized system 
gives the client the ability to control their own destiny 
instead of them waiting for AT&T or someone else to 
come in and fix a problem.”   The RFPs require secu-
rity built into a system along with disaster recovery.
 Prettyman’s 32 years of telecom experience 
helps keep the client’s clients happy, too.  “People 
don’t like automated systems. We avoid sending cus-
tomers to voice mail jail.”  She makes sure to keep the 
client’s employees content as well, by requiring local, 
well-trained tech support from the telecom vendor.  
 

By Eileen Mattei
  Say you need to upgrade your tele-
communications system, but have no idea of 
the standards to include in the Request For 
Proposal. How do you determine the best con-
figuration to support your landlines, mobile 
phones, VOIP, high speed internet, messaging 
and paging now and 12 months from now?  
 As a third party telecommunications 
consultant, Lanelle Prettyman, president/CEO 
of Prettyman & Associates, is not a vendor of 
telecom equipment or services.  Her clients 
-- primarily hospitals, major law firms, large 
medical clinics, hotels, a manufacturer and mu-
nicipalities -- typically have monthly telecom 
bills of more than  $10,000.   Prettyman is only 
paid by her clients after they receive the sav-
ings or refunds from their upgraded system or 
audited telecom bills. In the past two years, the 
company’s clients have realized a total of $13 
million in refunds and savings, which translates 
into returns on their investment in Prettyman 
greater than 300%. 
 Prettyman launched her telecom con-
sulting, design, and management company in 
1986 in Dallas and the Rio Grande Valley.  She 
and her staff provide a menu of services rang-
ing from audits of current systems to custom 
designing new or upgraded PBX-based systems 
for RFPs.  They negotiate and evaluate vendors; 
provide project management, implementation 
and training; and provide telephonic expenses 
management.  
  For audits and needs analyses for up-
grades, Prettyman and her staff are on site and 
hands on.  “That’s a way we are different from 
others:  we physically come to your location,” 
she said, between interviewing department 
heads at a South Padre Island hotel about their 
needs.  “You’re always going to see me on prem-
ise; sitting in my office drives me nuts.  We test 
to see if lines are there and which ones are still 
working.  Most people don’t know exactly what 
they have, and their phone company can’t tell 
them.  We look at their contracts to see if they 
are getting the best rates.”  If not, Prettyman 
negotiates with the vendor for better rates and 
to get refunds for overbilling. 
 “The ROI gives clients the ability to 
buy the technology they need, the software 
and the digital systems,” Prettyman said.  “The 
thing with us is there is no money up front.  
That sounds crazy, but we don’t get paid un-
til they get their refund check or their credit.”  
Prettyman takes a negotiated percentage of the 
savings. 
 Clients turn to Prettyman because they 
rarely have the resources to do due diligence 

Getting the Right Telecom System and Bill
The border region shares the problem of scar-
city of quality telecom services with west Texas, 

according to Prettyman, who 
has long-term ties to the Val-
ley.  “As a businesswoman, I 
know there is opportunity 
here.”  The company also 
offers telephonic expenses 
management on a monthly 
basis. 
 Prettyman, who gets 
much of her new business 

from client referrals, serves as an advisor on 
Cisco’s consultant council.  “We (independent 
consultants) end up accounting for about 30% 
of their revenue because we place their equip-
ment.”
 A trend has emerged in Texas metro-
politan areas known as BYOD or bring your 
own device to work, Prettyman said. “It’s be-
coming more common. Technology is chang-
ing so fast.  Businesses want employees to use 
laptops, PCs, and mobile devices they are com-
fortable with.” 

See prettymaninc.com or call 214-559-7159.
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 ArtSea Gallery and Gifts has been on 
the square for six years and recommends visitors 

Museums at Port Isabel.  
 The merchant group started 
as a subcommittee of the Port Isabel 
Chamber of Commerce and grew into a 
stand-alone organization, Stafford said.  
“Port Isabel is business friendly. It helps 
make a nice community. When we get 
together as a group, we throw out ideas. 
Some of them stick, some don’t.”  Pirate 
Days brought out a good crowd and will 
be repeated, she added.  The merchants’ 
next events include a series of progressive 
wine tastings. The first of the free events 
is scheduled for late November. 
 Stafford, who has been a retailer 
at Lighthouse Square for 15 years, re-
cently closed Designer Consigner, which 
dealt in furniture and home décor. She 
began stocking her new Lighthouse 
Square store Déjà Vu with upscale con-
signment clothing and accessories, pre-
paring for a November opening behind 
Coastal Winds.  Stafford’s previous store 
space immediately found a new tenant, 
when neighboring shop Tesori shifted into the larger 
space.

By Eileen Mattei   
 Port Isabel not only has Texas’ sole 
lighthouse open to the public, it has Light-
house Square, a retail therapy mecca for South 
Padre Island visitors and Valley residents.
  “Every time something becomes avail-
able on the square, it is rented immediately,” 
said Glenda Stafford, who heads the 25-mem-
ber Lighthouse Square Merchants Association.  
“We’re all independent business owners.  We 
are diversified with our own ways of market-
ing. We’re also very cooperative.  We try not to 
carry each other’s merchandise. That makes it 
easier to refer a customer to another store on 
the square.”
 The mix of gift, décor and clothing 
boutiques added to the restaurants and enter-
tainment around Lighthouse Square creates 
a magnet with a strong pull for recreational 
shoppers.  “Because we are a square, it’s con-
venient to park and visit so many places. You 
can’t get lost and there is so much to see and 
do.” Lighthouse Square is anchored by Pirate’s 
Landing restaurant, which hosts the popular 
Black Dragon pirate ship and Texas’ longest 
fishing pier.  The lighthouse itself is part of the 

Boutiques With Mystique

Texas-carved pelicans greet passersby at Coastal Winds on Highway 100.(Courtesy) 

On a bench outside ArtSea Gallery, a shopper inspect her pur-
chases on Lighthouse Square.  (Courtesy) 

A cruise is a great place to have a 
sales/marketing meeting plus a bonus vacation. 

A place to train people in a 
wonderful environment.

The ships have meeting space and all the tools 
you would need to have e�ective meetings. 

Cruises o�er great prices starting at around     
$100 a day for food, lodging and entertainment.

This winter season we have a ship doing 
4 and 5 day cruises, plus 3 ships doing 

seven day itineraries. 

Cruise lines sailing out of Texas are                       
Carnival, Royal Caribbean and Princess.

3827 N 10th St Suite 203
McAllen, TX  78501

956-664-2916
800-568-9890

www.chuckolsontours.com
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“embrace your beach life.”  Carolyn Hauschildt 
runs the store with her daughters, Wendy, an 
oil painter, and Jodi Eberhardt, a potter. “The 
store has a relaxed beachy theme, from jewelry 
and home décor to soaps and candles, all qual-
ity products at a reasonable price.  We carry 
what appeals to us and find our customers like 
it, too.” 
 In the roofed open air market known 
as Mercado Faro, vendors spread out geodes 
and fossil shark teeth along with trinkets.  In-
side My Little Secrets shop, the owner crafts 
organic soaps and lotions from scratch, using 
old recipes. The Laguna Madre Art Gallery is 
a co-op, showcasing 22 artists. Will & Jack’s 
Burger Shack and Marcello’s Italian restaurant 
are among the dining options.
 Pelicans hewn by a chainsaw artists 
and wind chimes from Bali catch visitors’ eyes 
as they approach Coastal Winds, opposite the 
historic lighthouse on Highway 100.  Paul 
Wentzel left behind a career in manufacturing 
to open the home décor and gift shop with his 
wife Karen in 2002.  “This was our great adven-
ture.  We love it; we really do. We enjoy meet-
ing everybody. They’ve been kind to us.” 
 The Wentzels travel to Bali, Central 
and South America and the Caribbean to find 
the jewelry, wood carvings and objects that 
entrance visitors. “I stuff as much as I can in 
this store,” said Karen Wentzel, proud that 
they carry no knock-offs. The overflowing shop 
includes large birdhouses made in Texas of re-
cycled door knobs, tiles and found items.  Be-
cause the Wentzels are birders, birding books 
and nature décor are part of the mix.  The shop 
recently added casual clothing. 
 Paul Wentzel said although a good por-
tion of Lighthouse Square clientele are island 
visitors, the merchants rely heavily on Valley 
residents who frequent the shops. “We couldn’t 
make it without them.”
 Scott Friedman, whose property in-
cludes Pirate’s Landing and the Fishing Pier, 
said the merchants association is good at put-
ting on events and making things happen to at-
tract visitors. “They come to shop and then get 
something to eat and sightsee.”  
 A Port Isabel Event Center is under 
construction behind the Museums of Port Isa-
bel.  “It’s going to be a big deal and will be part 
of Lighthouse Square’s attractions,” Stafford 
said.  

Coastal Winds at 943-1989; Déjà Vu at 433-
9675; Pirate’s Landing at 943-3663 or pirate-
slandingrestaurant.com; ArtSea Gallery and Gifts 
at artseagoods.com or 943-3200. 

Karen and Paul Wentzel travel the world to find inventory for Coastal Winds on Lighthouse Square.  
(Courtesy) 



for financial literacy, Garza said.  “People still 
make uninformed decisions that hurt them. 
They don’t realize there are grave consequences” 
from using finance companies for loans, from 
not budgeting.  Talking with someone knowl-
edgeable about their financial condition is an 
important first step.  “There are many organiza-
tions that can guide you. IBC doing it alone is 
not the goal,” she said.  “The goal is everybody 
working together to make this community bet-
ter.”
  “Bertha makes a difference in our com-
munity daily and we are proud that American 
Banker has recognized her with this national 
‘Community Impact’ Award,” IBC Bank-
Brownsville President & CEO Fred Rusteberg 
said. “We are thankful for her 15 years of ser-
vice to IBC and her ‘We Do More’ attitude.”
 “I’m really honored to be recognized 
for something I’m so passionate about, but I 
wouldn’t have been able to accomplish it with-
out the team at IBC,” Garza said. 
 The Community Impact Award also 
recognized Garza’s other motivating goal:  em-
powering women.  She established Women, 
Money and Power, a forum for women’s devel-
opment.  She is active on community cultural 
boards as well. “I’ve learned from every group 
that I’ve worked with.  It gives me great satis-
faction to help them succeed. I do my best and 
ask everyone to do their best, and we put it in 
God’s hands.”

For more information, see IBC.com. 

By Eileen Mattei
 “Everybody loves money.  The topic 
keeps students’ interest, from second graders 
through high school,” said Bertha Garza, first 
vice president of  IBC Bank-Brownsville.  Garza 
is the inaugural and sole recipient of the Com-
munity Impact Award presented by American 
Banker in October in New York.  The award 
recognizes Garza’s contribution to financial lit-
eracy for all ages and her leadership develop-
ment efforts. 
  Financial education has been Garza’s 
passion for almost nine years.   “Everybody 
needs to learn how to manage money,” said 
Garza, who gravitates to innovative yet practi-
cal programs that help people understand how 
to handle money, regardless of age and profes-
sion.  Garza introduced FDIC’s Money Smart 
program into Brownsville public and charter 
schools. She brought the Federal Reserve Bank’s 
Building Wealth program to the Valley and 
has been deeply involved in IBC’s proprietary 
Money Buzz program.
 “When I go to the class room, the kids 
energize me. Nobody has talked to them about 
how to save money or that you have to admin-

Garza Spearheads Financial Literacy
Bertha Garza, first vice president of IBC-Brownsville, received 
national recognition for her work in raising financial literacy.  
(VBR)

ister your money,” said Garza, who 
grew up in Southeast Brownsville.  
She said she benefited by having fru-
gal parents who taught her to man-
age money.  “My dad said, ‘It’s not 
how much you make, it’s how much 
you can put away.’” 
 But banker Garza admitted 
she could have better educated her 
now-adult children about money 
management. “You need to share 
the information.  That’s what going 
to make your family a stronger unit. 
Managing money and keeping your 
credit doesn’t have to be complicat-
ed. That raise you got? Put it away.  
When we share personal stories with 
students, they learn from us. ” 
 Garza challenges students 
and their parents to think about 
money on a larger scale, too.  “I give 
them a lot more than training.” She 
poses questions such as, where does 
the money come from for their free 
lunches and to pay their teachers? 
“Teachers and workers pay taxes, and taxes pay for 
everything free you have,” Garza has told them.  
  “We use Money Smart because it’s simple. 
Why make it complicated? ” Garza asked. “Fifth 
graders can get it. Kids are learning differently, so 
we find innovative ways to teach them.” Garza also 
praised FDIC’s bi-lingual programs for young and 
mature adults.  To fill a gap, IBC developed Money 
Buzz for the youngest students. Garza has inspired 
90 bankers to become certified to teach Money 
Smart. 
 Garza credited IBC with giving her the time 
and opportunity to work on financial literacy in ad-
dition to her job of managing a $70 million portfo-
lio, being secretary of the board, and other respon-
sibilities.  “I have only gratitude for the time they’ve 
allowed me,” she said.  With the bank’s support, she 
participated in Leadership Texas and Leadership 
America. 
 Last spring, Garza led her grandson’s class-
mates through a financial education program cen-
tered on savings.  The children met the challenge, 
but their teacher took the message to heart, too.  She 
later told Garza, “I don’t know if the kids got it, but 
I got it. I remember you saying to ask yourself, ‘Do 
you need it or do you want it?’ You saved me a lot of 
money.”
 Garza thrives on the positive feedback like 
that.  “You never know who you are going to help 
and how they are going to use this information.  It’s 
the right thing for us to share our knowledge with 
the community.”
 The Valley continues to have a great need 
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2290 W. Pike Blvd. Suite 100 - Weslaco, Texas 78596
info@davisequity.com          www.DavisEquity.com

(956) 969-8648

Randy joined us in 1997 after a 15 year career in 
banking. He presently serves as Vice President/Sales 

Manager for Davis Equity Realty and the Davis Equity 
Team. Receiving his CCIM designation in 2003, Randy 

specializes in tenant representation, 
retail/industrial/o�ce sales and leasing, as well as 
land sales.  He is one more reason why you should 

use Davis Equity Realty, the RGV’s largest locally 
owned Commercial Real Estate Brokerage �rm.

Randy Summers CCIM

A Full Service Commercial 
Real Estate Brokerage Firm
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Member FDIC

“I invite you to come home to relationship 
banking with The People You Know”

Paul S. Moxley
Director/CEO

With all the changes in banking today, having a bank you can 
count on is more important than ever before. We were founded 
on a vision that’s dedicated to helping you succeed.  

Ranked as one of the safest banks in the nation by MSN Money, 
we know the value of being a strong bank.  

Equal Housing Lender

*http://money.msn.com/personal-finance/the-359-safest-banks-in-america-investinganswers.aspx 

texasregionalbank.com

*

Brownsville • 956-554-0155

Harlingen • 956-428-7400

McAllen • 956-618-3808

Falfurrias • 361-325-5646

- Paul  

By Arturo Gonzalez
 Employee motivation and retention 
are ongoing challenges 
for any type of busi-
ness. Paying employees 
well is an excellent start 
but it is often not good 
enough to motivate and 
retain productive em-
ployees, a key resource 
of a successful business.  
 According to 
employee-development 
expert Kristine Sexter, 
employee recognition 
is directly aligned with performance and prof-
itability. Employees who feel appreciated and 
vital to an organization are more likely to stay 
with the company than look for employment 
elsewhere. Employee retention not only gives 
a business further stability, but keeping top 
employees helps to increase customer loyalty.  
Good employees remember returning custom-
ers and their preferences and work hard to ad-
dress their needs.  
 A well-developed incentive program 
can help with employee motivation and reten-
tion.  It can often be done at little or no cost 
to the business. It is important to note that the 
incentive or reward must be genuine and en-
thusiastic to function. Incentives need not be 
expensive.
 Here are some things to remember 
when developing an incentive program for em-
ployees.
 Not everybody likes to be rewarded 
the same way.  Just because you shop at Wal-
Mart does not mean that everybody would like 
a $50 gift card from this store as a reward or 
incentive. Take the time to get to know your 
employees, their interests, hobbies, etc.  If you 
discover that an employee is a movie buff or a 
Dallas Cowboy fan, then purchase a Cinemark 
or Cowboys store gift card.  This is much more 
personal and exciting than $50 worth of gro-
ceries at Wal-Mart. This information may be 
gathered at the very beginning of their employ-
ment or as part of your interviewing process.  
 Don’t forget management.  Everyone 
appreciates and wants to know that they are 
important and respected in the organization 
– including management. Let managers know 
you are pleased with their leadership skills and 
efforts on employee development through these 
very same incentive and reward programs.
 A thank you costs next to nothing, but 
its effect is all in the delivery.  You can always 
say thank you, but when you take the time to 

Remember This About Incentive Programs
write it down, it becomes much more meaningful. 
Emailing your appreciation is okay but a handwrit-

ten note is much more pow-
erful. The motive for your 
thank you may vary. It can be 
something that an employee 
suggested at a meeting or the 
way he or she dealt with a dif-
ficult situation. A handwrit-
ten thank you note will make 
that employee feel valued and 
an integral part of your busi-
ness. This is very low cost, but 
has great impact on employee 
morale.   

 Remember that in order for your note to 
have the greatest impact, be specific about the action, 
outcome or success.  Don’t use a cookie-cutter thank 
you note; that will have a more negative than positive 
result. Be sincere.   
 Don’t wait until your end-of-the-year lun-
cheon to recognize employees, and remember: not all 
employees enjoy being in the limelight. Find out if 
they enjoy the spotlight. If they do not, accommo-
date them accordingly. The most suitable moment to 
reward an employee is right after a great performance. 
This will reinforce future performance and will moti-

vate other employees.
 Make your incentive program part of 
your organizational goals or mission. Write it 
into your employee handbook. This will make 
it part of the strategy for your business. Making 
this part of your organization’s goals can fos-
ter creativity, improve customer service, create 
a safer workplace and assist in implementing a 
cost-savings plan. An incentive program is also 
a supplementary tool for expressing and high-
lighting company goals with employees. 
 Everyone appreciates a pat on the back 
for their hard work. Having an incentive pro-
gram in your business can go a long way towards 
ensuring employee appreciation and retention, 
as well as your company’s long-term success. 
 
Arturo Gonzalez is a certified business advisor for 
the Small Business Development Center (SBDC), 
a component of the Business Development & In-
novation Group at The University of Texas-Pan 
American (UTPA) in Edinburg, where he pro-
vides bilingual business counseling and training.  
His   experience includes the development of the 
original business Start-up Guide for the SBDC. 
For further information on UTPA SBDC servic-
es, call 665-7535.
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Coke bottles, and tables are made out of com-
pressed recycled wood, while the large ceiling 
fans use 66% less electricity.  
 While all Burger Fi locations follow 
the same style inside, the SPI location is an ex-
ception.  It is a stand-alone structure that allows 
for a covered deck for outdoor dining. During 
the summer, Burger Fi stayed open until 4 a.m.  
According to Kramer, customers hung out at 
the restaurant until closing. During the fall and 
winter months, Burger Fi serves clients until 11 
p.m.  and until midnight on weekends.  
 Considering the popularity and the 
positive reception of this new franchise in the 
Rio Grande Valley, will other locations open 
soon? According to Peden, their real estate 
agent is already looking for spots in Edinburg 
and McAllen.  The company hopes a few more 
will open by next year. 
 The popular “Green Burger” is the 
newest option, a sandwich that substitutes fresh 
lettuce greens for the traditional bun. The res-
taurant also serves craft beer and wine, natural 
frozen custards and delicious all natural Kobe 
beef dogs which are the “Filet Mignon” of dogs, 
according to Peden. 

For more information, see BurgerFi.com.

Redefining the American Burger
By Nydia Tapia-Gonzales
  The hype generated by patrons of Burg-
er Fi restaurant in South Padre Island has made 
corporate kitchen manager Chris Peden a happy 
man.  This contemporary burger place has made a 
splash on the island scene with its menu and late 
hours. 
 About three years ago, in a Florida res-
taurant owned by the enterprise that manages 
Burger Fi, a chef introduced the clientele to an 
all-natural burger he named the “CEO Burger.” 
His creation quickly became a top seller, and a 
new franchise, Burger Fi, was born.  
 Burger Fi seeks to evoke the fast and ca-
sual feel of the hamburger stands of midcentury 
America, but with a healthier, tastier burger.  From 
this vision, Burger Fi and “the burgerfication of 
the nation” began, Peden said. Burger World of 
Texas has exclusive rights to the franchise in Tex-
as. Their newest Burger Fi opened in June of this 
year on South Padre Island. “So far, so good here. 
We were lucky to find our general manager Don-
nie Kramer,” said Peden.  “He knows the culture 
here and works with area chambers of commerce. 
He is a very good fit for our concept,” the modern 
urban feel.  

 But it is Burger Fi’s food that sets them apart, 
given the company’s focus on healthier menu se-
lections. They specialize in all natural Angus beef, 
which has the highest standard in the industry and 
one that few ranches can measure up to.  “Our beef 
comes with no hormones, no steroids, no antibiotics 
and is never frozen. We know where all of our meat 
comes from: the same ranch up in Montana where 
the cattle is herded on horseback.  Plus our kitchen 
is a 90% scratch kitchen where we hand cut all the 
vegetables every morning,” Peden added.  The food, 
while not organic, is naturally grown, which he con-
siders a better alternative.  
 Brownsville native Kramer has been with 
Burger Fi since the island location opened.  “I love 
the atmosphere here, but I am especially proud of 
my crew. They are a great team,” Kramer said.  He 
has met a diverse group of customers, ranging from 
Valley residents to visitors from both sides of the 
border. 
 Compromises had to be made to adapt to the 
Texan consumer demands, especially in their food 
costs. Burger Fi Texas menu prices were lowered in 
comparison to their locations in Florida and the 
northeast. 
 Burger Fi’s environmentally friendliness is 
visible in its strict recycling programs for oil, card-
board, bottles and cans.  The contemporary décor 
comes in the form of patio furniture made of re-
cycled milk jugs. Indoor chairs are made of recycled 

The South Padre Island Burger Fi is the only stand-alone restaurant in the Texas franchise.  They special-
ize in hot, juicy burgers that recall hamburger stands of the good old days, but with a healthier approach. 
(Courtesy)

EVERY PRINT JOB 
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4954 Space Center Dr.
San Antonio, TX 78218  
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210-804-0390
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 samples @shweiki.com
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CONTACT US
Free Samples & Info



November 2013     Valley Business Report   25

By Verne Wheelwright, Ph.D.
 Let’s focus on just one component of 
leadership — long-term per-
spective. Most people agree 
that the primary responsibil-
ity of a leader is to lead.  In 
order to lead, you must know 
where you and your organiza-
tion are going, not just in the 
next quarter, but over the next 
10 years or more.
 Long-term perspec-
tive implies a viewpoint and 
an understanding of the future 
that you expect to achieve for 
your organization. People who 
think about where their orga-
nization is headed and specifi-
cally what it will achieve in the next 10 years 
are often called visionaries.  They have a vision 
of where they are going and what they must 
achieve to get there. Not everyone in a leader-
ship position has that talent.
 When I was a child, we played “Follow 
the Leader.”  One child was selected to be the 
leader, and the rest of us would follow. Many 
leaders didn’t know what to do and ran around 
in circles. Occasionally, a new leader would 
take us on an interesting journey around the 
playground.  Those gifted young leaders knew 
where they were going: a destination.
 Futurists and strategic planners talk 
about vision or visioning, sometimes in almost 
mystical terms.  But there is nothing mysteri-
ous.  Think of vision as a destination in the fu-
ture, the place you want your organization to 
be 10 years from now.
 If you use the analogy of planning a 
family vacation, the most important decision 
would be the destination.  Decide on the desti-
nation, and then you can decide how you will 
travel, where you will stay, and what you will 
do. 
 The same is true of business and stra-
tegic planning. You cannot make an effective 
strategic plan until you have a destination in 
the future. Which brings me back to the main 
point:  Good leadership requires the ability to 
know where you are going. Kouzes and Posner, 
authors of The Leadership Challenge (2002), 
conducted considerable research on leadership 
and reported that, “More than 70% of our 
most recent respondents selected the ability to 
look ahead as one of their most sought-after 
leadership traits. Leaders must know where 
they‘re going if they expect others to willingly 
join them on the journey.” 
 This raises the question, “How does an 

Leadership and Long-term Perspective
individual acquire a long term perspective?”  You start 
by learning about, understanding, and thinking about 

the future, using the follow-
ing concepts that futurists 
rely on. 
  First, the future 
is not predetermined. This 
suggests that more than one 
future is possible, which is 
the basis for the theory of 
alternative futures. You have 
the possibilities of multiple 
futures or alternative futures. 
Some of those futures will be 
better or worse than others. 
  Second, the future 
cannot be known. Yet, it is 

possible to make educated 
guesses about the future. We can guess, with reason-
able accuracy, what is the best future or worst future 
in specific areas.
 Third, the future can be influenced by the 
actions of groups or individuals. Actions we take in 
the present will affect the future.  If you make an air-
line reservation for next week, you have changed your 
future.  We take these small, short-term changes in 

the future for granted. So if we can change the 
short-term future, why not change the long-
term future? Futurists believe we can.  This 
theory underlies strategic planning: the ability 
to take actions over time that will change the 
long-term future. This is why you design the 
vision of the future that you want to be living 
or working in 10 or more years from now. 
 In short, you can change the future, 
short term or long term. To do so, you have 
to think about the future and make decisions 
about what you want the future to be. Keep in 
mind that going into the future will not result 
in a straight line toward your destination, but 
will be more like sailing a small boat and tack-
ing back and forth across the wind. The impor-
tant thing is that you have a destination toward 
which you are always moving. That is the start 
of developing a long-term perspective.

Harlingen author Verne Wheelwright writes and 
speaks about personal and small business foresight. 
He has 40 years experience as a small business 
owner and is the author of It’s YOUR Future ... 
Make it a Good One! His Web site is www.person-
alfutures.net.



prettyman & associates 

CALL US FOR ANSWERS 214.559.7159 
info@prettymaninc.com 

THINKING OF CHANGE? 
WE WILL REDUCE YOUR COST, 

ELIMINATE MIS-STEPS & 
FORESTALL COMPLICATIONS 

WE ARE NOT A VENDOR! 

PROVEN RESULTS FOR 

NUMEROUS VALLEY CLIENTS 

26   Valley Business Report     November 2013

working hard and making it pay off.” 
  “That’s exactly where we want to be,” 
Trevino added.  “We want to do all the mar-
keting and contracting. We do enjoy our work.  
We work together and have lively discussion 
over a correct word sometimes.”    
 The sisters belong to translators as-
sociations in Monterrey, Guadalajara, and the 
U.S., meeting people they can subcontract, for 
example, to translate from Chinese to Spanish.  
They have served on speakers’ panels at transla-
tor conferences, recently addressing the ques-
tion of being an independent translator versus 
being an employee.
 U.S. and European prices for trans-
lators are equivalent, Gomez Porchini said, 
although, like everything else some regional 
variation exists.  In Mexico, respected profes-
sional translators charge the same rate which is 
quoted per word not per page. “We voluntarily 
adhere to an EU standard, which standardizes 
translation services and what to expect from a 
translator, from the quote to the presentation 
of finished product.”
 “We learned early on we had to do 
these steps to avoid misunderstandings,” Trevi-
no explained, whether they are translating Web 
pages, books, manuals or documents. “Now 
we never quote by phone. We always quote by 
email, we get them to respond to email and is-
sue the order.” 
 The translating company has invested 
in software such as PDF converters, software, 
specialized glossaries like for the oil and gas in-
dustry, as well as networking events. 
 The sisters helped found the Mata-
moros chapter of the Women Business Own-
ers Association in 2006.  Gomez Porchini has 
served as president.  

See www.enlaceslinguisticos.com.

By Eileen Mattei
 “A translator from Argentina told us 
there were two ways to become a translator. You 
either go to school for a degree in translation or 
else start your business in your 40s,” said Lulu 
de Trevino.  She and her sisters, Isabel Gomez 
Porchini and Melba Langley, chose the second 
route, after first getting years of hands-on busi-
ness experience.  In 2003 they launched Gomez 
Porchini, Trevino & Langley, which they mar-
ket as “Linking cultures through linguistics” or 
“Su enlace linguistico a otras culturas.” 
  Growing up in Matamoros, the sisters 
attended school in Brownsville, but didn’t be-
gin learning Spanish grammar until years later. 
Yet the girls did not speak Spanglish. “We never 
mixed the two languages because our mother 
wouldn’t let us,” said Trevino, recalling thou-
sands of books in both languages at home.
 Trevino worked for a Carta Blanca 
affiliate in their international legal office be-
fore going to a Matamoros maquila where she 
translated tax documents for the home office.  
Gomez Porchini, who majored in business in 
Monterrey, had similar work experience, so 
they were positioned to technical translations. 
 Ten years ago, when the sisters reached 

Translators Find the Right Words
their 40s, they felt ready to go out on their own and 
registered their slogan in Mexico and the U.S.  “We’ve 
always loved to translate.  We argue and we quote,” 
said Trevino. Their first contracts were as outsourcers, 
doing projects for Houston translation agencies.  But 
because the sisters were familiar with border business 
circles and maquilas, they soon acquired business and 
government agency clients. 
  To strengthen their capabilities, the sisters 
attended legal seminars on both sides of the border.  
“The legal systems are so different,” Trevino said. “It’s 
very important to understand what the law says and 
know the terminology.  It’s not just the words but the 
meaning of the law you must translate.” 
 Trevino’s husband’s family operates a medi-
cal center in Matamoros, so she is also knowledge-
able about the health industry and medical tourism.  
“Tamaulipas is investing a lot of money to develop 
medical tourism. They are paying for English classes 
for all healthcare providers,” she said. 
 Gomez Porchini, Trevino & Langley kept ex-
panding.   “It was just us at first, and we started get-
ting run ragged,” Gomez Porchini said.  They began 
hiring sub-contractors who have become essential for 
business growth.  Of course, having subcontractors 
brings its own challenge.  “We have to find people 
able to deliver on time and to our standards.  We’re 

Sisters Isabel Gomez Porchini and Lulu de Trevi-
no started their translation company after getting 
a thorough grounding in business.  (VBR)
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In the Spot light

On Oct. 4, Kirk Clark addressed the crowd thanking family, associates and customers for Clark 
Chevrolet’s 80 years of business.  Attendees enjoyed the festivities including cake, beverages and part-
ing gifts.  (VBR)

At the Career & Education Expo hosted by RGV LEAD, the Har-
lingen EDC and the Harlingen Manufacturers Association, South 
Texas College welding instructor Darrell Mobley updated high school 
students on the job opportunities for trained welders.  (VBR)

To have a chance to be featured in the Spotlight page, submit 
your photos to info@valleybusinessreport.com.

Exhibitors and at-
tendees enjoyed 
quality network-
ing and great food 
at the Brownsville 
Chamber of Com-
merce Business 
to Botana at the 
Brownsville Event 
Center.  (VBR)




