
Volume V, Issue 7
March 2014

Manland
A Room of His Own

Why You Need a Policy Book
Conflict Management

The Fine Art of Appraising

RBV
ValleyBusinessReport
Connecting You to Local Pro-Business News

www.ValleyBusinessReport.com



1941

WE SERVICE ALL 
MAKES/MODELS & ACCEPT 
ALL INSURANCE CLAIMS

FORD SERVICE YOU CAN TRUST
IT’S BETTER IN THE QUICK LANE!

MONDAY-FRIDAY
7:30AM - 6:00PM

SATURDAY
8:00AM - 4:00PM

SUNDAY
CLOSED

956-383-1615

HACIENDA HAS BUILT A FAMILY TRADITION 
OF HONESTY, TRUST AND INTEGRITY. 
WE STRIVE TO DEVELOP MUTUAL, LONG-TERM 
RELATIONSHIPS WITH OUR CUSTOMERS THROUGH 
DEDICATED TEAM MEMBERS CREATING GREAT CUSTOMER 
EXPERIENCES.  IT IS OUR SINCERE GOAL TO ENSURE THAT 
ALL OF OUR CUSTOMERS EXPECTATIONS ARE EXCEEDED.

HACIENDA FORD
COLLISION 
CENTER

Sin
ce

WWW.BUYHACIENDAFORD.COM



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

• Purchase and ATM transaction details
• Helps to avoid fraud by:
       Receiving transaction alerts instantly
       Using the card on/off control in case of lost,
       stolen or not in use 

LSNB Card
Manager

March 2014     Valley Business Report   3

Building for the Future
 Green grass and blossoming flowers 
indicate new life. When we thought winter 
would never end, spring came at a snap. I have 
a feeling it won’t be too long though before we 
want a 70-degree day back in the Valley.
 The region continues to experience 
new residential growth, commercial develop-
ment, relocation of manufacturing companies 
and more. It is beautiful to see backhoes in 
operation at sunrise and hard hats Valley-wide.  
New construction seems to be widespread 
across our four-county area. Momentum is a 
wonderful thing. 
 One new home construction project 
leads to another, and commercial develop-
ment is inevitably contagious. Local sales tax 
revenues, along with a better quality of life, are 
guaranteed when we come together as a unified 
people, planning, developing and maintaining 
the progress with a region-wide-victory mental-
ity. It is our responsibility to continue what was 
started by past and present visionaries, aligning 
the pieces of a much greater puzzle than just 
ourselves.
 When you look around and see new 

schools built, improved highways and interstate de-
velopment, you know these changes are creating eco-
nomic opportunities for many generations. And that is 
the goal. We are reaping the benefits of the good work 
done by those who put positive energy into progress 
before we came on the scene. In return, we are paying 
it forward with new residential, commercial, manu-
facturing and industrial developments. Today we are 
paving the road for our children and grandchildren 
who will take advantage of an abundance of economic 
opportunities here. 
 Are we doing enough?  Have we truly come 
together to serve those who will follow us? What else 
can we do?
 Collective efforts aimed at deep South Texas 
progress begin at home and in the classroom. Educat-
ing our children, educating our adults, equipping our 
current and future workforce with the book sense and 
skills to compete statewide, nationally and globally 
are the starting points. With education, everything is 
possible. 
 We need it all - PhDs, those with master’s de-
grees, four-year degrees, two-year degrees and skilled 
certifications. An educated population will propel our 
region to unprecedented heights and horizons. Edu-

cation must be priority one.
 Yet to prosper as a region, sacrifices 
must be made. Sometimes, it means admitting 
that what we’re working on will not come to 
fruition until our time has passed. And that’s 
okay. In fact, it’s more than okay because what 
we are designing and developing should posi-
tively impact Rio Grande Valley residents deep 
into the 21st century. When that is our pur-
pose, great things can happen for us and the 
next generations.
 I encourage everyone to put our four 
counties’ best interest at heart. The grass is 
green and our region will prosper when we 
work together for deep South Texas.

Todd Breland - General Manager
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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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Go to Your Room:  Man Caves
By Eileen Mattei
 Back in the day, men could retreat to 
their library or study.  Later, males found their 
havens in the basement or garage.  Today, with 
men more vocal in their need for a space of 
their own,  the testosterone-drenched sanctu-
ary has become the celebrated room called the 
man cave, manland or  manscape.  
 At home, but at a remove from the do-
mestic hub-bub and female-centric preferences 
in décor, man caves are perfect for indulging in 
favorite pastimes, such as watching sports and 
films, tying fishing flies, brewing or raising or-
chids.  Retrofitted into older homes or specifi-
cally designed into new ones, man caves bring 
happiness to all parties involved.  (You think 
women aren’t pleased to have masculine clutter 
out of sight?) Valley businesses are happy, too, 
to help those men achieve their own space. 

  When Tre Peacock of Peacock General Con-
tractors was building his house last year, he planned 
ahead and carved out a large man space.  “Instead of 
my wife kicking me out to the garage in a few years, 
I have a man cave now. It also means I won’t lose the 
garage down the road.”  With a 20-foot ceiling and a 
loft, Peacock’s manland is not at all cave-like, but it 
qualifies on other counts. It has comfy theater seating 
facing a big television screen, a full bar with a smaller 
screen, and sports memorabilia that includes baseballs 
and a Houston Astros shirt.  “It’s not fully decorated 
yet,” Peacock said. “The memorabilia is not all in cas-
es.”
 The focal point of most man caves is the big 
screen. D-Tronics, which started off supplying car 
and home sound systems 22 years ago, has a McAl-
len showroom that focuses on home entertainment: 
screens, sound systems and automated environment 
controls. 

 D-Tronics’ 14 home entertainment 
showcase rooms (perhaps the most at any Texas 
store, according to manager Ricardo Martinez) 
let customers immerse themselves in the vari-
ous equipment configurations to get the sight 
and sound impact. Whether customers are in-
terested in a 60-inch screen, a 115-inch screen 
or a retractable outdoor screen, the demon-
stration rooms provide the man cave or media 
room experience as it could be in their homes. 
 “We’re showing how you can make a 
small room very attractive and appealing. You 
can make most any room into a personal space 
where you can relax. It becomes your weekend 
getaway,” said Martinez.  “A lot of people are 
enhancing their homes, remodeling and up-
dating the house with technology. They are 
making a space that feels like a vacation.  They 
want a great place to relax after working hard.”  

Tre Peacock built his man cave to display his sports memorabilia and to have a place to enjoy game broadcasts.  (VBR)



About half of D-Tronics’ home entertainment systems 
go into new houses.  
 “We educate customers and work with them 
to try to achieve their dream within their budget,” 
Martinez said. “You can do a man cave from $4,000 
to $30,000 -- screen, speakers, amps.”  D-Tronics’ 
most popular room package costs between  $5,000 
to $8,000 for the screen, sound system and controls, 
installed. “A lot of people don’t think a nice room can 
be that affordable.” But it is important to match the 
screen size to the room.  Options include retractable 
screens and projectors as well as the ‘simple’ screen 
that looks like a mirror when turned off. 
 “In a man cave, you end up with the best seat 
in the theater.  All of sudden you are interacting with 
the screen,” Martinez said.  “The sound is what en-
hances the pictures.  It’s so precise and dynamic, you 
are not only engaged visually.  This is what the movie 
producers wanted, the whole effect.”
 Man caves now occupy remodeled bed-
rooms. A stand-alone guest house can become a high-
end theater complete with 12 leather recliners and 
a Cinecurve screen. Bars and poker tables add more 
diversions. While Martinez has seen women initially 
reluctant to invest in a home entertainment system, 
he said they soon change their minds.     
  “In the next few years, we are going to double 
the resolution to 8k, which is phenomenal,” Martinez 
said. “Now we are playing with 4k on the best.”

Design
 “People want autonomy, control and com-
forts.  They escape from work technology to be 
in control of technology at home,” said interior 
designer Tina Bailey of Garbo Bailey Designs.  
“They are trying to get in touch with their senses 
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and do it through the way they arrange their 
environments. Leather chairs, soft pillows and 
tactile elements are important.  We don’t have 
as much sensory experiences in the real world 
now.  People may be looking for sensory experi-
ence on their own terms, in their own space.”  
She compared this response to the Arts and 
Crafts movement, when people craved hand-
made items that appealed to the senses and the 
soul.
 The man caves and masculine envi-
ronments Bailey has designed reflected the 
clients’ interests and family history.  With ele-
ments ranging from pine desks and a mesquite 
drafting table to musical instruments and walls 
hung with mounted deer and fish trophies, the 
theme of each retreat is very personal, Bailey 
said.  
 A man cave doesn’t require a large 
space, according to Hunter’s interior designer 
Katherine Scales.  One of her clients, a model 
train collector, had an elevated custom track 
built that ran around the entire room.  “This 
space is where a man expresses and enjoys his 
passion. It’s very personal,” she said.  
 Man caves are increasing in number 
and becoming more acceptable, Bailey said, if 
done in good taste with good furniture.  “The 
days of men retreating to cinder block base-
ments and the garage are gone.”
 Five years ago when realtor Lupe Gon-
zales and his wife were remodeling their house, 
he decided the time had come.  “I wanted my 
own room, my own space.”  Just steps from the 
freezer stocked with chilled glasses, the sound-
proofed man cave has a 60-inch television, sur-

A hearty burger and a remote control indicate good times ahead in the man cave. (Courtesy)

Home entertainment systems in the man cave re-
quire professional installation.  (VBR)



round sound and electric recliners.  It is also 
where Gonzales displays some his prized col-
lection of original movie cartoon art, especially 
Speedy Gonzalez.  Some of the production cells 
of Speedy, Bugs Bunny and Yosemite are signed 
by their creator, artist Fritz Frelung.  Gonzales 
began collecting Speedy memorabilia and the 
celluloid art years ago, and the man cave is the 
ideal place to display them.  
 Yet his man cave puts out a welcome 
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The manland that Lupe Gonzales created displays his Speedy Gonzales production cell collection. It also welcomes females to the comfortable space.  (VBR)

Big screens and comfortable seating let D-Tronics 
customers get immersed in the man cave’s sight and 
sound experience.  (VBR)

mat for all visitors.  “When we have a party to watch 
football, everybody is in here, male and female,” he 
said.  Girls are allowed in man caves, nowadays.

For more information, see d-tronics.com, garbo-
baileydesign.com,  Hunter’s at 618-5055.



the work, also through research.” Marin re-
searches online, at antique shops and through 
catalogues. Fine art, which includes paintings, 
prints and sculpture, and antiques, uses the 
same appraisal methodology as antiques. 
 Marin feels she has an upper hand be-
cause of her background and national creden-
tialing. “The attorneys in the community are 
familiar with me because of my time with the 
federal probation office. I feel I can be trust-
worthy to go into clients’ homes because of my 
government and FBI background clearances. 
I’m ahead with these updated courses and affili-
ated with a nationally recognized standard.” 
 Marin is the only fine art accredited 
appraiser in the Valley. She keeps her fees rea-
sonable and affordable, charging $150 per hour. 
“The number of hours depends on the range of 
research and inspection,” she said. “Generally, 
one piece of art, a half hour for examination 
and a half hour for research.” Her fee, guided 
by the economy, market trends and in line with 

By Anita Westervelt
 Many people, when reaching the end 
of an illustrious career, look forward to retire-
ment and unrestricted freedom to enjoy life. 
Others, like Brownsville’s Linda Wise Marin, 
go back to the beginning and pick up a career 
they left behind while attending college. “I 
loved art, but I loved people, too,” Marin said. 
“Although the many fine art electives I took in 
college strengthened my love of art, I complet-
ed a degree in psychology, a master’s in educa-
tion and became a federal probation officer.”
 Years later, Marin was Assistant Depu-
ty Chief U.S. Probation Officer in Brownsville 
and approaching retirement. She set her sights 
on becoming a fine art appraiser and began 
working toward that goal. “I never lost my life-
long love of art and museums,” Marin said. “I 
became acquainted with an antiques appraiser 
in Harlingen who became my mentor. She 
helped me learn the profession and introduced 
me to the International Society of Appraisers.”
 Accreditation took several years, with 
Marin spending weekends and vacation time 
completing courses in Dallas, San Antonio and 
Chicago. Many courses included learning laws 
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Career Times Two
governed by 
the Inter-
nal Revenue 
S e r v i c e . 
The learn-
ing process 
culminated 
in passing 
exams re-
quired by 
the Uniform 
Standards of 
Professional 
A p p r a i s a l 
P r a c t i c e 
( U S PA P ) , 
the quality 
control stan-
dards board 
for valuation 
a p p r a i s a l , 
analysis and 
reports in 
the United 
States.
     Marin 
became an 
accredited 
m e m b e r 
of ISA in 
2004 and 
a s s i s t e d 
her men-
tor in her 
free time. 
After retir-
ing from the federal position in 2007, she became 
educational coordinator for the Brownsville Muse-
um of Fine Art and later, the interim director. She 
continued to build her appraisal business during her 
spare time.
 Now a full-time appraiser, Marin specializes 
in fine art. She also is qualified to appraise antiques 
(categorized as fine art by the IRS) and other ar-
eas. Personal property appraisal falls into three gen-
eral categories: insurance, legal or estate. Many of 
Marin’s requests are from lawyers, usually during a 
divorce settlement or for tax assessments for inheri-
tance and estate liquidation. The bulk of Marin’s 
work comes from insurance and estates. 
 An appraisal process includes inspection for 
condition, artist research and market value determi-
nation. “I examine the work carefully to determine 
the condition. For instance, is there a rip in the can-
vas? How big is the rip? Does it affect the value? I 
research the artist. Whether the artist is renowned 
or obscure is part of the determination of the mar-
ket value. Then I determine the market value for 

Linda Wise Marin, fine art appraiser and accredited member of the International Society of 
Appraisers, displays her favorite piece of regional art.  (VBR)
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appraisers in larger Texas cities, includes a writ-
ten report according to USPAP standards for 
insurance and IRS acceptance. 
 “I look under every rock when re-
searching,” Marin said. “On the report, I will 
document a certain number of hours of research 
at no fee, just so there is a record of the extent 
of research if there are ever any questions.” She 
also conducts restricted fine art appraisals on-
line at a reduced charge.
 Along with keeping current with US-
PAP modifications and refresher courses, Marin 
frequently volunteers in the fine art library at 
the Houston Museum of Fine Art. “I help with 
filing art books, periodicals and catalogues that 
they receive from all over the world. That helps 
me with my research. They allow us to read the 
material, so it’s like I’m in a candy store.” 
 Some of her most memorable apprais-
als have included huge Tiffany windows, Pi-
casso prints and a number of valuable Mexican 
and American art works. It follows that a lover 
of art would also be a collector. Marin collects 
only what she likes, which is art from regional 
and local artists.

For more information, see isa-appraisers.org or 
call 541-1466.

gen area,” Brunato said.  Surveys of the area 
had revealed the existence of a large, abandoned 
shrimp farm in Arroyo City.  “It’s like it was 
made for us.  So much of the infrastructure is 
already there.” 
 The next stage is to build out ponds on 
a larger scale, Brunato explained.  Up to four 
one-acre ponds are slated to be constructed, 
complete with liners, circulation systems and a 

Truly Green Business
By Eileen Mattei
 Aurora Algae Inc., which has achieved pro-
duction of 30 tons of dried algae per acre per year 
in its Australian ponds, will build ponds in Arroyo 
City this spring.  The algae is marketed as high-value 
Omega-3 nutritional supplements, protein extracts 
and as an ingredient in fish and livestock feed. 
 Aurora had previously measured growth rates 
and temperatures at sites in Florida, Texas and Mexico. 
Last year, it established pi-
lot microponds in Arroyo 
City.  Those achieved the 
desired growth rates of the 
algae, which in the right 
conditions can double its 
weight daily.  The Califor-
nia-based venture required 
a location that offered salt 
water, lots of sunshine, a 
warm climate, low rainfall, 
flat land and affordable la-
bor to grow the salt water 
algae, according to Paul 
Brunato, vice president for 
corporate affairs.  
 “You have it all 
right there in the Harlin-

Microponds at Aurora Algae’s pilot program in Rio Hondo have been successful 
enough to lead to the construction of one-acre ponds.  (Courtesy)



 T h e 
c o m p a n y ’ s 
philosophy is 
to use all parts 
of the algae.  
Once the al-
gae is dried, 
a variety of 
products can 
be extracted 
from it, such 
as Omega-3 
for human 
c o n s u m p -
tion.  The 
algae’s high 
protein con-
tent makes it 
desirable for 
n u t r i t i o n a l 
supplements, 
as well as for 
animal and 
fish feed. 
 Aurora is striving for vertical integration.  
Farming the algae, drying the bio mass and extract-
ing some of the valuable components can be done on 
site, Brunato said.  “The main focus for us right now 
is Omega-3” in commercial quantities and other bio-
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nutrient supply line in the immediate future.  
The existing shrimp ponds will not be used in 
their current configuration.   
 If the initial ponds duplicate the suc-
cess of the microponds, the company will shift 
into high gear, Brunato said.  “Over the next 
year, if testing confirms we can grow out crops 
well, we will begin building out 10 acres.  The 
investment will be in the tens of millions of 
dollars. It’s looking like 10 acres this year, and 
sometime in 2015 we’ll be expanding.” 
 Brunato projected a workforce of 20 
this year in Arroyo City.  “If we’re successful 
over the next year, in 2015 we will hire over 
100 more.  We’ll be looking for a broad range 
of different skills, from Ph.D.-level scientists 
and biologists to pond operators, equipment 
operators and technicians.”
 Aurora, which started as a R&D op-
eration, holds 48 patent applications or ap-
provals. Its pale green cultivar algae modifica-
tion called nannochloropsis lets light penetrate 
farther into the water.  That has led to a much 
higher yield from the algae.  Last year, Aurora 
shifted its focus from producing algae for the 
biofuel industry under the name Aurora Bio-
fuels to supplying algae as Aurora Algae to the 
nutrition and pharmaceutical markets, which 
are more profitable. 

logical uses.  Converting an extracted product 
into a prescription drug would be the province 
of a client pharmaceutical firm. Yet, even the 
algae residue can be recycled into synthetic fire-
place logs. 
 If the Arroyo City project is as success-
ful as Brunato expects, Aurora Algae’s invest-
ment in Cameron County over the next five 
years would be in the hundreds of millions.

For more information, see aurorainc.com.  

Aurora Algae’s Rio Hondo pilot program was the first step in creating a multi-million dollar 
production facility of algae used for nutritional supplements.  (Courtesy)

Aurora Algae developed an algae cultivation facility 
in western Australia.  (Courtesy)
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er interest. The one-time dimly lighted bar quickly 
changed into an organized explosion of color that still 
characterizes her fabric and quilting store.
 Veale has enjoyed learning the building’s his-
tory and hearing tales of former bar customers and 
fledgling musicians as much as she has enjoyed creat-
ing new ideas and projects for her customers to work 
on. Veale and her staff, one full-time and three part-
time employees, offer myriad activities. A couple of 

By Anita Westervelt
  If you’re old enough, the building 
might remind you of when it was an old bar 
where Freddy Fender got his start on its stage, 
back when 77 Sunshine Strip was just a dirt 
road.  Half a block from the San Benito city 
limits, the bar’s parking lot was around back 
and notorious for the customers who slipped 
out to have sex in the backseat of their cars.
 That 50-year-old building underwent 
a night-to-day reformation in 2000 when Betty 
Veale, who thought she was happily retired, 
opened The Picket Fence. “My husband’s paint 
contracting business was across the fence from 
the bar,” Veale said. “Late one night, the then-
owner of the bar called and wanted him to buy 
the building because he was in jail.”  
 Veale’s husband and his employees 
cleaned out the building and reconfigured the 
interior. “I thought he was getting it ready to 
rent out, but he handed me the keys and said, 
‘Okay, start a business,’” she recalled.
 After working 14 years at a fabric 
and quilt shop, Veale didn’t hesitate. She had 
owned a private kindergarten business for years 
and had the business sense, niche business ex-
perience and the imagination to keep custom-
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Tuesday is Hangout Day

years after opening The Picket Fence, she  in-
corporated the adjacent warehouse into her 
venture and called it The Stitching Barn. “Tues-
day is Hangout Day,” Veale said. “Customers 
bring whatever they’re working on, set up in 
the barn and hang out and share sewing secrets. 
Some days a lot of sewing gets done, and some 
days a lot of socializing.”
 Wednesday is Demo Day. Veale or a 
staff member offers demonstrations of a new 
ruler or quilting gadget.  She might show how 
to make a simple pincushion or a new way to 
put together a quilt block. 

On Tuesdays, customers gather at the Picket Fence’s Stitching Barn to work on their quilts.  (VBR)

The Around Times Square pattern, transformed 
into a keepsake quilt.  (VBR)



varies depending on the complexity. The ma-
chine can be programmed to perform a basic 
stippling stitch or fancier, intricate stitching. 
In addition to the long arm, the shop has two 
embroidery machines. Veale offers machine 
embroidery demonstrations and classes.
 Display racks, tables and book cases 
hold Veale’s personalized quilted merchan-
dise for sale. “I make little quilted things all 
the time. I’ve always made samples,” she said, 
pointing out iPad totes, monitor covers, purses 
and totes of all sizes, placemats, table runners, 
picnic tablecloths and wall-hangings that are 
displayed throughout the store.
 The Picket Fence is more than a spe-
cialty retail store and learning center. Sure they 
sell regular sewing machines, quilting and em-
broidery machines, fabric, notions, patterns, 
project kits and tools of the sewing trade. But 
the constant flow of traffic in and out is as 
much for camaraderie as for fabrics. Customers 
come by to share news of mutual acquaintances 
as well as to purchase items or get help from the 
staff on how to carry out ideas they’ve dreamed 
up. If there’s a new tale about the history of the 
building, so much the better. It just adds to the 
story and tradition of quilt making.

The Picket Fence is open Monday to Saturday, 10 
a.m. - 5 p.m. See picketfencequilt.nstemp.com

Find out more about this HARLINGEN BOOM!

Call Raudel Garza, CEO at 956.216.5081
www.harlingenedc.com
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Betty Veale, left, helps customers make fabric selection with a beautiful quilt in mind at 
the Picket Fence.  (VBR)

the store to receive email notices of scheduled classes. 
Veale also publishes a monthly newsletter.
 Along the walls, where once bar booths sat 
under dingy lighting, rows of shelving display color-
fully patterned bolts of fabric, mostly 100% cotton, 
the preferred material for quilting projects. Quilts in a 

multitude of sizes 
and patterns hang 
from the ceiling 
in both the re-
tail store and the 
work barn. In the 
nook where the 
stage used to be is 
a high-tech, long 
arm quilting ma-
chine, definitely 
not your mother’s 
sewing machine. 
 “ P e o p l e 
bring in their 
quilt tops and 
bottoms and the 
batting layer. We 
will quilt it for 
them,” Veale ex-
plained. The cost 
is figured by the 
square inch of 
the project and 

 Jan Beaman, founder of Harlingen’s 
Frontera Quilt Guild, has been teaching classes 
in the Stitching Barn each week since the store 
opened. She teaches beginner, intermediate 
and advanced hand and machine quilting and 
quilting techniques. Customers can sign up in 
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cies can be applied consistently.  Employees should 
receive the handbook during orientation, go through 
it page by page, and acknowledge in writing that they 
understand and accept the policies.
 “Written policies are the critical foundation 
for proving work-related misconduct and defending
the legality of your actions,” she said.  The handbook 
provides documentation when you have claims, law-
suits or audits.  It can help a business avoid winnable 
but expensive lawsuits. 
 Common sense is the basic ingredient when 
putting together an employee handbook.  Through 
the use of reasonable and clearly defined procedures, 
you can maintain employee morale and your com-

By Eileen Mattei 
 Business owners regularly tell the Texas 
Workforce Commission that there is no reason 
for them to have a workplace policy handbook:  
“We are just a mom-and-pop shop” or “We all 
get along” or  “We’ve been in business for 30 
years without one.”  
 But Marissa Marquez explained at the 
TWC’s Texas Business Conferences, held in 
McAllen and Brownsville, that creating an ef-
fective policy handbook is the smart thing to 
do.  
 A handbook explains the practices and 
rules of your business and informs employees 
what they must comply with. 
“Why wouldn’t you want 
that all in one place?” asked 
Marquez, the legal counsel to 
Hope Andrade, TWC com-
missioner representing em-
ployers.   
 Neither Texas nor 
federal law requires business-
es to put their procedures and 
policies in writing. But when 
guided by a handbook, poli-

Should You Have a Policy Handbook?
pany’s reputation while avoiding turnover. “The 
rules are there to give the greatest number of 
people the best chance of working together well 
and getting the job done,” according to a TWC 
publication.  
 Texas is an employment at will state.  
The handbook should refer to this and make 
it clear that the employer can let an employee 
go at any time for any reason. A written wage 
agreement does not interfere with at-will em-
ployment, unless the agreement “creates a defi-
nite term or duration of employment.” 
 Your handbook should first define 
full-time work so anything less than that is 

part-time. This is useful for deter-
mining vacation and sick leave.  
Under Texas law, businesses are 
not required to provide vacations, 
paid holidays and sick leave.  The 
handbook should state if and 
how accrued leave balances will 
be paid out when an employee 
leaves. The federal Family Leave 
law does not apply to small busi-
nesses (less than 50 employees)  
nor does the accommodation for 

“The rules are there to give 
the greatest number of 
people the best chance of 
working together well and 
getting the job done.” 

--A TWC Publication

Proud Supporter Of The 
LocaL

Economy 
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investment products offered by Texas regional bank are not FdiC insured, and are not a 
deposit or other obligation of the bank or guaranteed by the bank or any federal government 
agency. They are subject to investment risk, including the possible loss of principal.
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religious needs.  
 “You have to protect your business. 
Employers have the right to discipline employ-
ees” for not following procedures, Marquez 
said.  Don’t deviate from the steps in your 
policy regarding consequences of misconduct. 
“When you terminate someone, and they file 
an unemployment claim, you have to prove 
they violated policy for misbehavior.”  Whether 
the employee was fired for swearing at custom-
ers, tardiness, excessive personal phone calls or 
time on social media, harassment, drug use, or 
non-performance, it is up to the employer to 
document the instances of the behavior and 
also of the warnings about the behavior.  If pos-
sible, take a signed statement from a firsthand 
witness when the misconduct occurs.
 The TWC book “Especially for Texas 
Employers” has suggested scripts for final warn-
ings.  The employee can sign the final warning 
either as “I agree” or “I disagree.” Nevertheless, 
a witness should be present when warnings are 
given.  The employer must prove the employee 
knew or should have known their job was in 
jeopardy. 
 Documentation is very important for 
use in justifying a personnel action and de-
fending against claims and lawsuits.  In Texas, 
a small employer can record conversations with 
employees without telling them they are being 
recorded.  The recording can be submitted dur-
ing the Unemployment Insurance claim pro-
cess.  Videos of misconduct are also acceptable.  
Witness statements immediately after the mis-
conduct occurs are important because the UI 
claim may be many months later. 
 “Absenteeism and tardiness are big is-
sues in unemployment claims,” Marquez add-
ed.  Written policies on the way employees are 
to notify the employer of absence and tardiness 
set the standards so there is no question of what 
is correct. 
 Employers can legally monitor com-
puter usage, blocking any website as well as 
personal (non-work) email accounts.  Employ-
ers can ban cell phone usage outright or limit 
its use. They can ban the possession of personal 
flash drives.
 The golden rule is that employees 
should not feel surprised by a policy warning, 
Marquez said.  “Train employees on new pro-
cedures. Document that they were trained.  If 
you change a policy, you need a new acknowl-
edgement from employees. Documentation is 
key.  It shows the alleged violation occurred 
just as the employer has said.”

For more information, see texasworkforce.org or 
call 512-463-2800.

For more information
Contact Rachel Reyes 956.968.3141

Visit www.valleychamber.com for online registration.

$125 Per Player Before March 14, 2014
(After March 14th is $150)
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6pm - finish

Payne Auto Mall
(Payne Weslaco Buick GMC)

2401 E Expy 83
Weslaco, TX 78596
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Texas Hold ‘Em 

Poker Tournament 
Benefitting



Texas Insurance Managers is pleased to announce the recent 
changes in their management structure. Josh Klostermann and 

Ryan Newman have been made full partners with Rick May.  
Josh Klostermann was named President of operations and 

Ryan Newman Executive Vice President.  Rick May continues 
with the agency as Chief Executive O�cer.  Texas Insurance 

Managers is excited about this development that will continue 
the local ownership of the agency that goes all the way back to 
1903.  We invite you to contact us for all your insurance needs.  

...the recent changes in their management structure. Josh 
Klostermann and Ryan Newman have been made full part-

ners with Rick May.  Josh Klostermann was named Presi-
dent of operations and Ryan Newman Executive Vice Presi-
dent.  Rick May continues with the agency as Chief Execu-

tive O�cer.  Texas Insurance Managers is excited about this 
development that will continue the local ownership of the 
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to contact us for all your insurance needs.  

Texas Insurance Managers
is pleased to announce...
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program. “A win-win attitude becomes the goal of 
conflict management.” 
 Managing conflict relies on leadership skills 
that facilitate team building. The primary leadership 
skill for dealing with conflict sounds simple: listen-
ing.  “We think we are good at listening but we are 
not.  How willing are we to try to figure out where the 
other person is coming from?” she asked.  “You need 
to take time to listen, because you don’t know it all.  
Everybody has something to learn.” 
 Differences of opinion are natural when two 
or more people work together.  Disagreements about 
methods, outputs, expectations 
and work styles, along with hid-
den agendas, misunderstandings 
and incompatible personalities 
have sparked on-the-job clashes, 
disputes and quarrels.  
 “Whenever you are fac-
ing any kind of conflict, you have 
to take your people back to the 
company’s vision and mission,” 
Baggerly-Hinojosa said. “That 
vision and mission should be in-
grained. If your employees don’t 
have goals they can articulate, 
there is conflict.  When they don’t 

By Eileen Mattei 
  Ignoring workplace conflict is a com-
mon tactic, yet the head-in-the-sand approach 
is a surefire way to have conflict escalate, ac-
cording to Barbara Baggerly-Hinjosa, Ph.D., 
and CEO of Leadership Empowerment Group.  
Speaking at a Lunch and Learn session held at 
the Harlingen Chamber of Commerce, she 
pointed out that having to address conflict is a 
disturbing but unavoidable responsibility that 
comes with a leadership position.  
 Handled well, conflict management 
can build synergy, develop more effective com-
munications and lead to creative problem solv-
ing, explained Baggerly-Hinojosa.  On the 
other hand, avoiding simmering conflicts can 
cause employee job stress, burnout and dissat-
isfaction.  Workplace conflict can shut down 
communications between groups, and create 
distrust, suspicion, tension, polarization and 
heightened emotions. Job performance usually 
suffers. 
 “At the heart of conflict management 
is the ability to respectfully negotiate towards 
common goals and mutual benefits,” said Bag-
gerly-Hinojosa, who is also a professor in Our 
Lady of the Lake’s Leadership Studies doctoral 

Conflict Management
know where they are going or what the point of 
their work is, there will be conflict.” 
 Other characteristics of a servant lead-
er that are useful in managing conflict are em-
pathy, awareness, foresight, and persuasion and 
powers to heal, Baggerly-Hinojosa said. “Be re-
liable, honest and ethical. You as a leader have 
influence:  people are watching what you do as 
well as what you say. The more we understand 
others, the more likely that a solution can be 
found.”  Creating an environment of coopera-
tion and trust where everyone feels valued will 

help people cope with the 
thorniest issues.  Sometimes 
it takes a heart-to-heart dia-
logue to restore communica-
tions. 
 Nevertheless, Bagger-
ly-Hinojosa doesn’t use the 
phrase ‘conflict resolution.’  
Managing a conflict means 
working to a compromise 
that the parties accept and 
that will also be good for the 
business.
 “A lot of people in 
the workplace don’t feel con-
nected to others in their of-

fice. They might question their role or have a 
loss of identity,” Baggerly-Hinojosa said.  “As 
leaders we have to recognize and address the is-
sues and make sure they don’t feel overwhelmed 
or that they have lost control.”  She cautioned 
about being diverted by the intense emotions 
of participants and personal attacks.  Leaders 
need to realize that sometimes conflict can re-
veal that an employee is not a good fit for the 
organization’s mission.
 What are classified as substantive con-
flicts start as differences of opinion on tasks 
or procedures.  Affective conflict arise when 
emotions and feeling come in play.  Transform-
ing conflict occurs when substantive conflict 
degenerates into affective conflict.  Masquer-
ading conflict is the name given to emotional 
controversies, including injured pride, that are 
disguised as policy disagreements.  And com-
plicating the situations is the reality that, given 
the overlap of work and home environments, 
personal lives are not left behind when people 
go to work. 
 “Studies show that leadership predicts 
organizational success,” Baggerly-Hinojosa 
said.  An adept leader is willing to tackle work-
place conflict and lead the parties to a satisfac-
tory compromise.  

For more: LeadershipEmpowermentGroup.com
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“A catalyst for everything medical in the Rio Grande Valley” 
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2290 W. Pike Blvd. Suite 100 - Weslaco, Texas 78596
info@davisequity.com          www.DavisEquity.com

(956) 969-8648

CJ works primarily as a sales and leasing agent 
with Davis Equity.  CJ is a McAllen native, a 
graduate of Mcallen Memorial, and a 2007 

graduate from Texas A&M University.   CJ knows 
the Valley.  He, along with each member of the 

Davis Equity team, brings considerable 
knowledge and experience to each transaction.

C.J. Trevino

A Full Service Commercial 
Real Estate Brokerage Firm

 Physicians are not 
the only people who carry 
professional liability insur-
ance. While medical mal-
practice insurance is the best 
known coverage, a broad 
range of industries seek pro-
tection from malpractice 
through professional liabil-
ity insurance.  Hayden El-
lis, who interned at Shepard 
Walton King while earning 
his BBA degree from Texas 
A&M and is now on the 
agency’s staff, talked about 
professional liability insur-
ance with VBR’s editor.

Q   Who else besides doctors should have pro-
fessional liability insurance?

A  Anyone who provides professional service 
needs it. Architects, attorneys and appraisers, 
barbers and brokers, consultants, developers of 
websites, engineers. The list covers almost every 
industry I can think of.

Q & A: Professional Liability  
Q How is the policy set up?

A  A professional liability policy 
addresses errors and omissions 
during the performance of profes-
sional work.  It pays for damages 
and defense costs. 

Q  What does the policy protect 
against?

A   It covers a professional person’s 
negligence or unintended wrong-
ful act – or lack of action. 

Q  Give some examples of what 
could go wrong for a profession-

al?

A   A printer running off raffle tickets duplicates num-
bers, which means an organization has duplicate win-
ners of the prizes. A real estate agent fails to disclose 
an important fact, such as the house had flooded, had 
a cracked foundation or hail damage to the roof.  A 
title company’s search is incomplete, and an invalid 
title is delivered. A person says they sustained injury 

as a result of massage therapy.  Even insurance 
agents have coverage for errors and omissions.

Q  What else should be part of a professional 
liability policy?

A  Legal defense should be provided outside or 
in addition to the policy limit, as defense costs 
alone can sometimes run into six figures. Also 
pay on behalf is preferred over indemnification.
 
Q  Are the policies taken out by individuals or 
by companies?

A  Both.  If you have multiple property ap-
praisers working for one company, the business 
itself can purchase coverage for the employees 
and the business as a whole.  Or the individuals 
might purchase coverage through an indepen-
dent agency.

Q  What does it not cover?

A    It doesn’t cover the scope of general liability 
policies, which address property damage and 
bodily harm.  It does not cover a product or a 
completed operation, which would also be cov-
ered by a general liability policy.

Q  Professional liability has another segment, 
doesn’t it?

A  Directors and officers liability coverage is 
another aspect of professional liability and ac-
tually where we see the most claims.  When 
you serve on a non-profit board -- whether 
a hospital, a charity, a condo association or a 
foundation --- the organization should provide 
this coverage for you.  It protects you against 
claims by a third party that the board has not 
performed its duties properly.  
 
Q Why is more attention being paid to pro-
fessional liability now than in the past?

A  We live in a litigious society.  Some actions 
or omissions that may once have been covered 
in general policies are now excluded.  The pub-
lic is very aware of the importance of protecting 
oneself and one’s assets.

Q Has there been a surge in professional li-
ability claims?

A  Because of the housing crisis, there was an 
increase in claim activity nationally against title 
companies and mortgage brokers. 
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If you want to fly to San Antonio nonstop from the Rio Grande Valley, there’s only one 
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 Safety must be part of your business 
processes, like quality and production. You 
should establish specific, measurable safety tar-
gets for employees to strive toward.  Here are 
suggestions to make your business a safer place 
to work:

•  Reward safe behaviors. Discipline 
employees who do not follow safety 
procedures. 
•  Ensure managers and supervisors fol-
low the same safety procedures as front-
line employees. 
•  Make it clear you don’t only encour-
age employees to report unsafe condi-
tions and behaviors: you expect them 
to. 
•  Conduct timely accident investi-
gations. Your goal is to uncover root 
causes, not assign blame. 
•  Form a safety committee that includes 
employee representation. 
    Each employee should accept that 
they are responsible for their own safety 
and that of their co-workers’. When 
employees understand that, your com-
pany can steer clear of accidents.

of the program and continuously improve it. With-
out accountability, employees are more likely to “go 
through the motions,” doing the bare minimum. Pre-
ventable accidents will happen.
 Workplace safety programs work best when 
employees take responsibility for their co-workers’ 
safety as well as their own safety. To establish account-
ability in your workplace, make sure employees un-
derstand that the safety coordinator is not the only 
person responsible for safety. Clearly define what you 
expect from all levels of the organization. 

Courtesy of Texas Mutual Insurance Company
 The sun had not yet cracked the ho-
rizon when four young oil and gas workers 
climbed into their employer’s pickup and set 
out for the job site. At approximately 6:45 
a.m., the driver fell asleep and the truck began 
veering off the road. The driver over-corrected 
and lost control, and the truck rolled multiple 
times. 
 The driver was wearing his seat belt, 
but his co-workers were not. All three were 
ejected from the truck and seri-
ously injured. 
 This is not a hypotheti-
cal situation conjured up to scare 
you into enforcing safe driving 
behaviors. It is a real catastrophic 
accident involving a policyholder. 
It could have been prevented if 
these four co-workers had felt ac-
countable for each other’s safety. 
Simply put, they should have had 
each other’s backs. 
 Accountability drives 
successful safety programs. With 
it, employees will take ownership 

Who’s Responsible for Safety?



nized contests and sent out numerous newsletters. “There was no 
economic development department then,” said Reynolds, adding 
that he is not sure how the 15-acre property was selected, but the 
fact that it is adjacent to a public golf course is certainly a plus. 
 Then came 1989.  “‘Do you want to buy the Echo Hotel?’ 
my father asked me,” Reynolds recalled.  He was surprised by the 
news of the Echo being foreclosed by First National Bank.  He had 
served on the Echo board of directors at one time and believed the 
hotel was in good financial standing. 
 But the news was correct. In a short time, a small group 
of investors organized and saved the hotel. “We headed out to 
the courthouse steps where, after a bidding war, and for better or 
worse, we got the Echo,” said an enthusiastic Reynolds. He re-
ceived a standing ovation from shareholders whose sole interest 
was not to get their money back, but to keep the Echo Hotel open. 
Unfortunately, the original shareholders lost their assets, and so, 
another chapter of the history of the Echo was written. 
 The Echo’s current success is partly due to the 12,000 
square feet of public space, the popular Grand View Dining Room 
and the Tropicana Lounge. But it takes dependable employees 
managed by a considerate leader to cultivate a loyal clientele. One 
chef recently retired after 50 years; in fact, there have only been 
two chefs in the hotel’s history.  Hotel manager Joe Nunez has 
been there 35 years. Dolia Gonzalez, mother of Edinburg’s Medal 
of Honor recipient Alfredo “Freddie” Gonzalez, recently retired 
after three decades of service, and her sister Aurora (Jo) Gonzalez 

has worked there since the late 1970s. “Our customers are nice 
people, and I’ve made a lot of friends throughout the years,” said 
a friendly Gonzalez.
 “Our 40 employees are like family,” Reynolds said. “I’m grateful to them because we cannot 
pay much. We struggle because it takes a lot of money to run this place, but we enjoy hospitality.  We 
enjoy serving people, especially groups.” The Echo’s customers include a mix of tourists, people visit-
ing family, business and work-related patrons, and retirees during the winter. The banquet facilities 
and catering bring the bulk of their business. The Echo appeals to wedding planners, business confer-
ences and church groups like the 500-member Antioch Community Church missionary annual trip. 
A travel agency and barber shop are in the lobby. 
 Unlike some new hotel construction, the Echo was built concrete solid. It even serves as a 
shelter during hurricane threats. But not everybody appreciates the hotel’s architectural value and 
would not hesitate to demolish it, said Reynolds.  Overnight rates average $50, but Reynolds believes 
it should be higher.  If the Valley were to market and capitalize on its midcentury modernism, he is 
probably right. Similar hotels are raking in hundreds of dollars per night in places like Palm Springs, 

Calif., where midcentury modern hotels 
are the undisputable choice of travelers.
 “People stay here because they can 
have a good meal and drinks and be 
close to their rooms. Most appreciate 
the expansive architecture and our out-
door spaces,” said Reynolds. He and his 
staff certainly have something going, for 
other historic hotels of that era struggle. 
The Hotel Fredonia in Nacogdoches 
recently closed its doors, but the Echo 
Hotel and Conference Center continues 
to celebrate  the history of Edinburg and 
the Rio Grande Valley. 

For more, see www.echohotel.us 

By Nydia Tapia-Gonzales
 The historic Echo Hotel and Confer-
ence Center in Edinburg is more than a full-
service, 110-guest-room hotel that boasts an 
award-winning restaurant, a night club and 
seven banquet rooms.  It is also the epitome 
of the Valley’s opulent midcentury legacy. In 
1959, a group decided it was time for Edin-
burg to have a premier hotel to host confer-
ences and events.  Approximately 1,000 people 
bought hotel shares and named it The Echo, 
which stands for The Edinburg Community 
Hotel Organization.  Today the remodeled and 
upgraded Echo Hotel is under the general man-
agement of co-owner Stephen Reynolds. 
 The 1950s and ‘60s had brought pro-
gressive architecture to the Rio Grande Valley, 
for several renowned architects made the Valley 
their home and showcase. The luxurious Ho-
tel Fredonia, designed by J.N. MacCammon 
of Dallas,  had just been built in Nacogdoches. 
The opportunity to have one just like it came 
along, if only the community could raise half 
a million dollars.  Edinburg citizens took on 
the challenge and formed a stock corporation. 
They sold shares by going door to door, orga-

The Echo Hotel: Timeless Perseverance
General manager and co-owner 
Stephen Reynolds and employee 
Aurora (Jo) Gonzalez have seen 
the midcentury-modern Echo Ho-
tel through years of service.   (VBR)
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The Echo Hotel, although more than 50 years old, continues 
to be upgraded to satisfy its clientele.  (VBR)
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Knowledge is Power
c l e an l in e s s 
should be 
mainta ined 
but does not 
need to up-
graded. 
 O n 
the other 
hand, the 
re s ea rche r s 
found that 
all visitors 
said that they 
would be 
frustrated by 
a park look-
ing rundown 
and the ab-
sence of well-maintained roads and landscaping. Each 
of these attributes is related to infrastructure, which 
underlines the importance of frequent maintenance 
and an annual outlay of funds to keep the parks look-
ing refreshed.
  “Wireless Internet access and low rates were 
also high on the list of important attributes,” Simp-
son said. “In the past, retirees may have been viewed 
as lacking interest in the Internet.  However, most 
Winter Texans belong to the group known as the 
‘young-old’ (55-74) and heavily utilize the Inter-
net.”  Other researchers found that active computer 
users in a retirement community were younger, bet-
ter educated, and had fewer disabilities and greater 
social resources. In one study, 81.1% of respondents 
accessed the Internet at least some time.
  A gated park is important to winter mi-
grants, but a security guard is not, the survey re-
vealed. The attributes deemed most important and 
impactful were a caring management and friendli-
ness of residents. “From the promoters’ perspective, 
parks are apparently performing well on these two 
important attributes.  Management should persist 
in these efforts, so that residents continue to rec-
ommend their park to others,” Simpson said. Park 
managers and owner-operators should also maintain 
social activities, especially those that foster friend-
ships in the park, since these are key, high-impact 
attributes.
  “In this study the promoter park residents 
were generally satisfied with the performance of their 
parks with the exception of well-maintained roads 
and inexpensive rates, for which the performance 
ratings were below average.  Internet, inexpensive 
rates and well-maintained roads were considered 
important by the passively satisfied in their park se-
lection process,” Simpson explained.  “Yet, this seg-
ment did not seem to be satisfied with their parks’ 
performance on these attributes. Consequently, 
park managers should prioritize their resources and 

By Eileen Mattei 
 Rio Grande Valley RV and mobile 
home park owners and managers have lacked 
credible information about the criteria Winter 
Texans use to select the park communities they 
stay in. The owners  have not known what fac-
tors were the most important to the seasonal 
migrants when selecting a place to stay.  Nei-
ther did they know what attributes made their 
parks more enticing and which attributes would 
bring the best return on their investments. 
 Penny Simpson, UTPA marketing 
professor and director of Valley Markets and 
Tourism Research Center, along with col-
leagues Xiaojing Sheng of UTPA and Judy 
Siguaw from East Carolina University, tack-
led the problem, in part, “because retirement 
migration is a recognized driver of economic 
growth.”  Valley parks are competing nation-
ally for their share of winter visitors. Simpson 
guides the biennial Winter Texan Impact Study 
and last year researched “Winter Migrant Park 
Community Attributes,” which will be pub-
lished in a major tourism journal  in 2014.  
 Importance Performance Analysis was 
used in the study to rank how important 23 
factors or attributes are and how satisfied the 
customer was with their park.  Were the sea-
sonal residents satisfied enough to recommend 
their park to others? 
 The top three reasons for coming to 
the Rio Grande are warm climate, friendly at-
mosphere and social activities. These are the 
foundational assumptions, the givens. The re-
searchers noted that the most successful parks 
in Arizona shared three characteristics: perma-
nent recreational facilities, professionally land-
scaped campuses that were well maintained and 
secure, and a sense of community fostered by 
clubs and activities. 
 A total of 1,429 Winter Texans re-
sponded to the survey. Their average age was 
68; they had a household income between 
$30,000 and $69,000. Sixty-one percent had 
a college degree.  In the study, Winter Texans 
were categorized as either promoters, passively 
satisfied or detractors. 
 The attributes study revealed that Win-
ter Texans appear to choose their winter park 
community largely on physical appearance (e.g., 
cleanliness, well-maintained and attractive) and 
on an emotional sensation (i.e., friendliness 
and caring), Simpson told VBR. “Across all cat-
egories of respondents, cleanliness of the park 
was of utmost importance, but all respondents 
were relatively satisfied with this attribute and 
it had at most a medium impact on recommen-
dation likelihood.” The conclusion is that park 

focus on improving the performance of attri-
butes such as Internet connections and roads 
because their absence could greatly discourage 
the passively satisfied from recommending the 
park.”

For more information, see www.coba.utpa.edu/
tourism.
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Winter Texans from South Dakota enjoy Lakewood Village’s heated pool in February.  (VBR)
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UT System Program Prepares Small Firms

El Paso and San Antonio, have participated in the 
program.  
 The MCDP is designed to familiarize and 
impart critical best practices that companies should 
implement to improve their operations, their access 
to capital and financing, and leverage their position 
to take advantage of the upcoming, region-wide proj-
ects. Companies that have completed the program 
have also increased their competitiveness in seeking 
and obtaining other public and private contracts.
 Now the UT System is set to offer innu-
merable contracts worth millions of dollars for the 
new university.  To help local firms prepare for these 
contracting opportunities, the UT System Office of 
HUB Development and Federal Small Business Pro-

By Jim Navarro
  The new University of Texas Rio 
Grande Valley, soon to merge the UTPA and 
UTB campuses, will not only add a medical 
school, but fuel economic growth and devel-
opment for decades to come.  
 To bring the $196 million unification 
to realization, partnerships are already under-
way to make room for the influx of construc-
tion projects, new students and new offices 
for the new university.  The construction of a 
building on the UTPA campus has been fast-
tracked and existing offices renovated or relo-
cated.  All these merger activities are managed 
by The University of Texas System and include 
the supervision of all construction and associ-
ated trades, such as painting, concrete, drywall, 
flooring, etc.  
 To mobilize and educate small con-
struction and construction-related firms need-
ed to complete UT System-related projects, the 
UT System has developed a unique training 
course: the Model Contractor Development 
Program (MCDP).  Since the mid-2000s, 
more than 80 companies from across Texas, in-
cluding those  in  Austin, Houston, Galveston, 

gram and the UTPA Rio South Texas Regional 
Procurement Technical Assistance Center 
(UTPA RSTR PTAC) will partner to present 
the “2014 Model Contractor Development 
Program” in April.  The program will give in-
sight on what is expected on any and all UT 
System-managed projects. It will also provide 
business owners with opportunities to meet 
the construction manager-at-risk of Vaughn 
Construction, a multi-billion dollar company.  
Furthermore, representatives from the UT 
System Office of Facilities Planning and Con-
struction will educate businesses on project ad-
ministration with emphasis on their own safety 
and insurance programs.  
 UT System officials, along with other 
state and local industry leaders, will also pres-
ent the educational component of the program, 
which includes modules on various key topics 
in the construction industry.  These include the 
medical school construction overview, and ac-
cess to capital, bonding and project administra-
tion.  Procurement Specialists from the UTPA 
RSTR PTAC will also be on hand during the 
MCDP to provide technical assistance and 
one-on-one assessments to position local busi-
nesses for success. 
 “This intense program will not only 
help those vying for UT RGV associated proj-
ects, but will also greatly benefit any future ef-
forts at obtaining local governmental contracts, 
such as those through city or school districts.  
Take advantage of this unique opportunity to 
get your company ready to do business with 
the UT System,” said Hector Landez, UTPA 
RSTR PTAC director. 
 The MCDP will be conducted two 
days a week for three weeks in the late after-
noon.  The course will conclude with a gradu-
ation ceremony and presentation of certificates 
of completion.  Interested firms should contact 
Orlando Castaneda at (956) 665-8931 for more 
information. There are eligibility requirements 
and space is limited. Reasonable arrangements 
for persons with disabilities will be made, if re-
quested at least two weeks in advance. Assis-
tance for the hearing impaired can be attained 
by calling the TDD at (956) 665-5071.

Jim Navarro is a training coordinator with the 
UTPA RSTR PTAC.  He manages the training 
and outreach component of the PTAC and col-
laborates with resource partners to bring procure-
ment training to businesses in the Rio Grande Val-
ley.  The UTPA RSTR PTAC is a component of 
the UTPA Business Development & Innovation 
Group in Edinburg, which offers comprehensive 
business development services to area businesses. 
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Creating the Future Workforce
 Let us say that you have been a part of the 
team that initiated a focused collaboration among 
many Texas agencies, educational institutions and 
businesses.  The launches of new programs that will 
retrain, upgrade skills and accelerate certification are 
starting to show results. You are telling everyone you 
know that there are specially designed grants available 
for local businesses to develop and improve the skills 
and knowledge base of their own current workforce.     
 Now, the looming problem is the future 
workforce. Even under the best of circumstances, it 
takes from 18-22 years to create a job-ready worker. 
In addition to an over-arching, intergenerational 
time-frame, you must prepare for a slippery slope of 
unknowns.  You must consider global economics, po-
litical whims, legal and regulatory changes,  techno-
logical change, the birth and immigration rates, and 
challenges of a multilingual society.  
 Recent initiatives that support STEM (Sci-
ence, Technology, Engineering and Math) education 
are in place.  Three years ago, the plan was to pro-
mote these programs as early as the seventh grade, but 
that is not early enough.  The pressure for even more 
acceleration in change is hot and heavy.  You must 
start using phrases like “early childhood professional 
development and elementary school parental involve-

By Susan LeMiles Holmes
 Serious entrepreneurs know that hav-
ing a business plan doubles your chances of 
success. Looking into the misty future is tough 
and accompanied by terrifying information 
gaps, unforeseen events you can’t control, and 
abject fear of failure.  
 And yet, there are situations when suc-
cess is so critical that failure is not an option.  
A Strategic Plan actually exists to win the war 
for the economic superiority of Texas.  Imag-
ine you are in charge of one of the most dif-
ficult, do-or-die parts of the puzzle.  You are 
held accountable for developing and executing 
the part of the Strategic Plan that will insure 
Texas has the right workforce at the right time, 
forever.  It would also be ideal if you could ac-
complish this without spending much money, 
making any mistakes or making enemies.  
 Your all-encompassing plan must 
cover upgrading technological skills and the 
knowledge base of current workers, retraining 
and placing displaced workers, replacing baby 
boomers, and recalibrating the processes and 
output of an educational system to meet the 
necessity for change, quality and speed. 

ment.”  
 Colleges need new standards and di-
rections for diagnosing underprepared students 
and addressing individual needs.  You will be 
responsible for refitting the entire educational 
system to the student’s needs instead of relying 
on him to figure out how to fit into a rigid sys-
tem that does not teach the way he learns best.  
 Well, that’s your job.  You will have the 
mighty weight of Texas’ economic and regula-
tory power as tools in your pursuit to improve 
the way changes in workforce development are 
addressed.  Although the public expects your 
plan to be perfect, you know that this will be 
a harrowing adventure fraught with trial and 
error.  Think about what you are going to do.  
You start Monday morning.   
 Interested parties should contact Cle-
dia Hernandez, associate vice president of 
TSTC Corporate and Community College at 
956-364-4568 or cledia.hernandez@tstc.edu. 

Susan LeMiles Holmes is director of Career Ser-
vices at TSTC and a published novelist.  You can 
inquire about hiring TSTC graduates by emailing 
susan.holmes@harlingen.tstc.edu.
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In the Spot light

The Harlingen Area Chamber of Commerce hosted 
Prime Time Business Expo: La Fiesta Del Mer-
cado.  The public was invited to visit with cham-
ber members showcasing their businesses, while 
businesses were offered networking opportunities. 
More than 70 exhibitors displayed their wares at 
the Chamber Summer Showcase Business Expo.  
Dr. Linda Burke, Chairman on the Board of Di-
rectors for the  Harlingen Chamber of Commerce, 
addressed the attendees.  (VBR)

For In The Spotlight consideration, 
submit your event photos to 
info@valleybusinessreport.com
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IBC Bank celebrated the grand re-opening of Weslaco’s main branch location on 606 South 
Texas Boulevard with a ribbon-cutting ceremony officiated by IBC Bank executives. The 
recently rebuilt office building will house IBC Bank’s main Weslaco branch, which has 
served the citizens of Weslaco and surrounding areas for more than 20 years to date.  

“Weslaco’s main branch grand re-opening allows IBC Bank to better serve the needs of our 
customers throughout this growing city,” IBC Bank-McAllen President & CEO David 
Guerra said. “Our commitment to continued growth to better serve the needs of our cus-
tomers is a tangible demonstration of how ‘We Do More’ for Weslaco and the Mid-Valley 
region.”  (Courtesy Roberto Gonzalez)

On Jan.30, Texas Regional Bank celebrated its grand opening & rib-
bon cutting of its newest branch at 1801 S. McColl Road in McAllen 
(formerly Border Capital Bank).  Joe Brown, chief operating officer 
of Texas Regional Bank, addresses the crowd.  (VBR)
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Sponsored by:

Empowering Today’s Youth 
to Become Tomorrow’s Entrepreneurs
America was built on the back of small 

business. Entrepreneurs take risks 
believing they can realize their dream if they 

work hard, take responsibility and act as good 
stewards of their resources. Lemonade Day is a 
strategic 14-step process that walks youth from 

a dream to a business plan, while teaching 
them the same principles required to start any 
big company. Inspiring kids to work hard and 

make a profit, they are also taught to spend 
some, save some and share some by giving 

back to their community. 


