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No Only Means Not Now
By Todd Breland - VBR General Manager
No. It’s not a punch in the face. It’s not
an attack on your family … it’s simply a “not
right now.”
We all receive rejections. If you’ve been
in business for more than three days, you’ve
heard “no” many more times that you’ve heard
“yes.” It’s the nature of the beast. But, it’s not a
personal thing – just business. Great advice was
given to me many years ago, and you probably
heard the same cliché: for every “no”, you’re
that much closer to “yes.” Stats vary industry
to industry, but a general rule is not closing the
deal happens at least twice as many times as getting the business.
That’s why timing is so important. The
prospect you were hoping to close at any particular moment could be having a bad day, discouraging quarter or a less-than-profitable year.
It could be a personality conflict. And that’s
okay. Everybody can’t close everybody.
I’ve been a part of sales teams where
one rep was pulled from an account due to lack
of activity, and the very next day, the buyer
bought from a different rep at my company.
And that’s fine. Sometimes it’s just about being
at the right place at the right time.

For all these reasons, it’s very important to
keep filling the pipeline. Adding qualified prospects
to the possibility pool is a continuous, never-ending
process. The day you stop rotating out chronic inactive prospects for a fresh batch of legitimate possibilities, your organization’s future is in danger. After a
given period of time and numerous attempts to turn
the prospect into a client, it’s time to move on. See
there, that word again: time. Acceptance of this rule
is what separates mediocre sales people from extraordinary sales agents. Account rotation many times
evolves into a win-win-win-win scenario: win for the
prospect/client, win for your company, win for the
new rep and a win for you. Now that is a positive
outcome for everybody!
Moving on because of repeated no’s or no
feedback at all is just business and can be simply classified as “not right now.” Business is business and personal is personal. It’s essential to not confuse the two.
Not buying your product or service must be handled
in a professional manner, especially when a different
rep is going in after you to hopefully bring that prospect on board. The manner in which you embrace
that departure could greatly impact your co-worker’s
success. And who knows, exhibiting a classy level of
professionalism could earn you a client referral. Cra-

zier things have happened.
Another positive outcome of moving
on is you are freed to work on new business
that could sooner than later bring a successful
result. Sometimes we have to swallow the pill
and free ourselves of long-term inactivity, hand
off to another team member, or simply just
divorce ourselves from a not-going-anywhere
business relationship. Time is our most valuable resource, and nobody can afford to waste
it.
Here’s a real life example of this rule.
VBR’s managing editor once pitched a story to
a respected magazine’s editor. The answer was
no, not interested. At some point, that magazine editor was replaced, and the new chief not
only liked the re-pitched article, but chose it
as the cover story! The moral is “you just never
know.”
We all face daily challenges of pitching
our organizations’ products and/or services to
prospective buyers. Let’s sink our teeth into the
fact a rejection is nothing more than a business
no, or, more optimistically, a “not right now.”
Right now could change tomorrow. And if you
stick around, it will.
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On the Waterfront: RGV Boating
By Eileen Mattei
The heat’s on: it’s time to get in your
boat and fish, cruise and chill. Our beloved
bay boats, those shallow-water-loving, tunnelhulled vessels, let us float across the flats of the
Laguna Madre, spotting redfish finning and
dolphins jumping. In boats zipping down the
Intracoastal canal with friends and family, we
are happy to get away from it all and to drift
past the islands and sloughs. On good days, we
bring home more than enough fish for supper.
Most of the boats on the bay have been
built in the Valley. While local boat-builders
have multi-generational traditions, those companies, in fact, are producing cutting edge
models and expanding at a rapid pace. Boat
sales, boat services and marinas find they cater
to an enthusiastic market.
Dargel Boats, Texas’ oldest familyowned boat works (and the nation’s second
oldest family-owned boat builders), has been
in Donna since 1937 when Russell Dargel Sr.
began building and selling wooden boats, fol-

lowed by his son Rusty. In 2007, Cleve and Miriam
Ford (she is the great-niece of the founder) took over
the company known for its shallow water Skout,
Skooter and Fisherman models and the versatile HDX
Kat.
Dargel had no downturn during the recession, but now that people are more confident in the
economy, they are buying boats at a rapid pace. “We
just can’t keep up,” said Ford. The company produces
about 120-140 boats a year, and the short term goal
is to raise that to 250. Last August, Dargel acquired
the boat builder Baymaster outside Los Fresnos and
conveniently closer to the water. Long range plans
are to convert the Highway 100 location into Dargel
retail sales and service, including custom aluminum
fishing towers. That would allow the Donna location
to focus on boatbuilding.
“We have a great team,” Ford said. All the
employees have collaborated more than seven years,
“thinking outside the boat,” to research, develop and
test the shallow and rough water and offshore hybrid
Kat, a holy grail of boat design, now Dargel’s top seller. “I would not have been able to do it without the

team.”

But the team has only 40 members,
which hinders growth. “Part of our growing
pains is training staff and keeping them. We’re
interested in growing our dealer network out of
state, but we need to be able to build enough
boats and supply them with a quality product.”
During the summer, every boat is sold before it
is completed. During the winter, Dargel builds
to get ahead of demand before the boat shows
start and spark purchases.
The drought has boosted Dargel dealers’ sales in Dallas and Austin, according to
Miriam Ford. With low lake levels, some boaters have shifted their attention to salt water
while others are using shallow water boats on
the shrunken lakes. Five years ago, the Fords
revived the Dargel Owners Fishing Tournament which attracted 104 boats (including a
1979 Dargel) and approximately 500 people to
the June event.
Shallow Sport Boats, founded in
1983 by Rex and his wife Connie Hudson, has

Shallow Sport Boats traces their lineage back to the first American fiberglass boats made by the grandfather of the current owner. (Courtesy)
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been run by Wes and Kyra Hudson since 2007.
The family began building boats in the 1950s,
including reportedly the first molded fiberglass
pleasure boats.
New composite technology means
that the bay boats manufactured at the Bayview
facility are lighter, stronger and more versatile
than their predecessors. “We are back-ordered,
depending on the model, four to six months.
It’s a good problem to have,” said Hudson.
“The number one goal is to maintain quality
over quantity. Boats built by my parents 30
years ago are still on the water.”
Shallow Sport makes 13 different
models between the Sport, Classic, Modified
V and the new X-3, which is sold out for the
next 14 months. “The X-3 does the job of three
boats (shallow and rough water and off-shore).
It’s comfortable with lots of space for family
and friends,” said Hudson. Yet the company
faces the same problem that Dargel does.
“We struggle with finding skilled labor
in the area, the right people who want to work
in a hands-on construction job. Finding people
with managerial skills is even harder,” Hudson
said. “We do a lot of on-the-job training, and
the crew we have now is excellent.” Shallow
Sport completed a multi-million dollar expansion last year, almost doubling their floor space,
which led to a 35% increase in production.
“That’s the biggest increase since our inception.” Steady growth of 10% per year over the
next five years is the goal.
Shallow Sport boats are sold only

Pilot boats, parasailing boats, charter boats and private boats all dock at Sea Ranch Marina. (VBR)

through dealers, which include The Sportsman
of San Benito and boat stores in Houston, Corpus
Christi, Florida and South Carolina.

es from American Diving, Original Dolphin
Watch cruises and Captain Murphy’s fishing
charters to the taxidermist Kingfisher Gallery,
South Padre Marine boats sales and service,
The Marina
and a contractor who services federal agencies’
Harbormaster Jim Enholm presides over the vessels.
Sea Ranch Marina and a lineup of tenants that rangEnholm said managing the marina is
a customer-service oriented job.
“Boating is supposed to fun, and
the fun starts the minute they call
my guys to have to their boats
readied.” His crew removes the
boat from its storage rack, gasses
it up, puts buckets of ice in the
wells and docks it where the customer can pick it up with no fuss.
The marina is the only place on
the island that sells fuel dockside.
“We keep Sea Ranch Marina
tourist friendly, family friendly.
You show up in the parking lot
and can go on a dolphin tour
or a fishing trip. There’s a lot to
choose from. It’s one of the few
places you can pull up and see fish
coming in off the fishing boats,”
said Enholm.
In the marina’s office, Debbie Christian handles booking for
the popular Texas International
Fishing Tournament. “It’s a hectic time for us. We like TIFT and
like to think it is good for the loHarbormaster Jim Enholm was a custom sailboat builder before he took over management of Sea Ranch Marina. (VBR) cal economy,” Enholm said. The
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marina has A line of bay boats, fueled up and iced down by Sea Ranch Marina,
deep water wait for their owners to step aboard and start the engines. (VBR)
slips
that
can accommodate large
fishing boats
and berths
for transient
boats.
The
same company runs
Sea Ranch
II at South
Point, which
also has a
dry
stack
marina and
41 wet slips.
Adjacent to the
harbormaster’s office is
tenant South
Padre Marine. After
working at
South Padre
Boat Sales
for several
years, Ervin
Skloss and David Galvan bought the business
in February and renamed it South Padre Marine. They sell shallow water boats on consignment and offer boat parts and services, for the
public and for customers of Sea Ranch Marina.
“David does what he likes to do, parts and service, and I do what I like, sales,” said Skloss.
Although he “grew up on dry land”
and farmed around McAllen for many years,
Skloss has come to know the Laguna Madre
well. His company is the only boat dealer located on the water, so potential customers usually
take a test ride before they buy. Using the blue
book equivalent for boats, Skloss tries to come
up with a fair price for the consignment boats.
“I represent the seller. If I can get them and the
buyer to agree on a price, everything’s good.
People stop by regularly to check on inventory
and what may be coming in.” Some leave a request for a specific model. And if they use the
dry storage next door, they do not even have to
buy a trailer.
Isn’t it time to get your feet wet just a
little, cruising the Laguna?
For more information, see Dargelboats.com, shallowsportboats.com, southpadreboatsales.com and
searanch.877webnerd.com.
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Fishing time with the family brings many rewards, including supper.
Tranquility reigns at the end of great day on the water. (Courtesy)
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Tutoring Firm Lets Students Shine
By Eileen Mattei
Large, colorful math posters of decimals, multiplication tables, fractions, algebraic
symbols and calculus functions cover the walls
of Shine Learning Center’s restroom. Admittedly, that is an unusual learning environment,
but the private tutoring center takes its mission
seriously.
When Joseph Khamo was an elementary and middle school teacher, he knew some
students did not grasp some fundamentals and
needed supplemental education. As a principal
for grades 6-12, he arranged tutors for those
students, expecting them to rise to their grade
level. To his surprise, the students made little to
no progress.
“We needed a results-based tutoring
center in the Valley because that wasn’t getting
done by existing tutoring facilities,” Khamo
said. He founded Shine Math Center in 2009
in McAllen’s Presidio Shopping Center. Today in a hushed room with bright blue and red
walls, students (kinder to 12th grade) work
with tutors to master various levels of math or
beginning reading and reading comprehension.
Math tutoring sessions comprise 50% of the

workload and the balance Math tutor Jorge Perez works with two young students. (VBR)
includes reading programs
and test prep. Beginning
reading is the fastest growing program.
“Everything
we
do is goal-based. That’s the
first question I ask parents:
what is the goal?” Khamo
said. “We’re very resultsoriented,
goal-oriented.
Every student has an individualized plan of action.
Those have been really big
factors for our repeat customers. We do a really good
job of moving students forward once we have filled in
the gaps (in their skills).”
Shine Learning Center uses
benchmarks and mastery
of objectives to show steps
to goal achievement. Due
to their successes, numerous students have stayed
with Shine year to year, using tutoring to get ahead or catch up on new subject matter.
Back when Khamo was teaching, he
realized he and his fellow teachers had not been
taught any ‘secret ingredient’ that would give
them good results from their students. So he
observed the best teachers to see what they did
to get students motivated and learning. “In
math, it was strategies.”
While Khamo knew what strategies
helped students achieve
goals,
initially he was
less adept at
achieving his
c o m p a n y ’s
goals. “We
didn’t quite
understand
what pricing
model
worked, but
soon realized
the original
model was
not paying
bills.” But,
after studying what tutoring franchises were
charging,
Joseph Khamo, the owner. (VBR)
“we finally
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found the sweet spot. Once we were competitive on pricing, it was all about our service and
results.”
Khamo, who still tutors himself, has
trained his tutors, including the UTPA student
getting a master’s in engineering and another
finishing a degree in business administration.
While he teaches them how to teach, he emphasizes the importance of personal skills and
being able to motivate the young students.
Khamo requires his tutors to be able to write
upside down, as they sit across a narrow table
from their students. “It makes it easier and
more efficient. The student can continue to
look at the material.”
Shine Learning Center students rarely
have homework. During tutoring sessions,
they undergo guided practice, modeling and
independent practice to master an objective.
After mastering or understanding a skill or
process, if repetition is needed only to reinforce the correct way, then homework may be
assigned. Prior to that, the tutor has gone over
errors with the student to see why the errors
were made.
In early July, parents were already
scheduling fall tutoring time slots for their offspring. From 3 p.m. to the last sessions ending at 10 p. m., Khamo said demand for Shine
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tutoring is strong and has been Learning is a non-stop activity, as shown in the tutoring center’s bathrising, including through the room posters. (VBR)
summer. “Kids like to come
here, and we get results with
proven teaching strategies, the
right environment and motivation, hard work and parental
support in getting the kids here
on time.”
Last year, Khamo
tapped another need when he
launched the College Bound
program after realizing that
grades and SAT scores are just
one part of the puzzle. Shine
now has a licensed professional
college counselor who does individualized lesson plans with
9th to 12th graders to make sure
they have everything in order for
college admission: applications,
essays and community service.
“Our spots are full for the proafield.”
gram. This helps our kids to reach their potential.”
Khamo admitted he enjoyed being a
With full calendars and many Sharyland school administrator and the impact he could
parents bringing their children to Shine, Khamo said. have on students. “But I enjoy Shine, this en“It’s gotten to the point where we need another cen- vironment, even more.”
ter.” One is being planned for Sharyland. “Definitely
there’s a lot work in the Valley before going farther For more info see shinelearningcenter.com.

You've Got Business in Alamo!
Did you know?

* An estimated $34 million pour into Alamo and surrounding areas annually from tourists!
* The Santa Ana National Wildlife Refuge hosts over 165,000 visitors a year with 90% averaging three to seven
nights at local motels and the number one birding bed & breakfast in the country!
* Alamo is also minutes away from over 400 manufacturing facilities in which corporations from around the
world produce goods from electronics, appliances and auto parts.
Contact the Alamo EDC about grants for new and existing businesses. Our business incentive programs serve as a catalyst to
spur private sector investment and job creation. Our goal is to increase private enterprise and individual opportunity.
Luciano Ozuna, Jr. - Interim Executive Director
lozuna@alamotexas.org

Alonso Garza - President
956-787-6622

"We Are Your Alamo"
(956) 787-6622 • www.alamoedc.org
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Hiring the Best
By Eileen Mattei
Twenty percent of employees voluntarily leave their jobs in the United States each
year, in addition to 16% who leave involuntarily. Minimal turnover is acceptable, because you
want fresh ideas coming in, according to Irma
Pye Gavito. But, as senior vice president and
chief human resource officer for Valley Baptist
Health System, she knows turnover incurs costs
both direct (unemployment taxes, temporary
replacement staff or overtime, head hunting,
training new hires) and indirect (loss of productivity, lowered morale and even lost clients).
To decrease turnover, Pye said it is worth investing your time and resources to hire the best
possible candidate.
“Hiring the best is about planning,”
Pye said. “Know what you are looking for and
then move ahead. The key is to plan and to
give thought and consideration ahead of time
for the interview.”
The first step is to define the qualifications needed to fill the position, she explained.
What experience and education are required?
What license and certifications are essential?
Then develop a job description with a summary

of the work that will be done. Be sure to include
relevant factors such as the amount of monthly travel, lifting, off-site work and exposure to problematic
conditions.
Applicants need to know the position’s standard working hours and the likelihood of overtime
and rotating shifts. The compensation needs to be
specified, whether it will be hourly or salaried, along
with the possibility of commissions or bonuses.
“Identifying things up front is very important,” Pye
said.
Once the job search efforts, with or without
the use of headhunters, have turned up appropriate
candidates, it is time to prepare for the interview. “If
you were going to buy a $40,000 piece of equipment,
how much time would you spend getting ready to
buy it?” Pye asked. When you are hiring a person
that you will be paying that amount, for example, you
need to spend a considerable amount of time reviewing their bona fides. Figure on spending quality time
with each candidate, she said, suggesting at least an
hour to 90 minutes for a plain-Jane job. “It requires
some work and effort on your part. A day is not too
long. If you’re not sure how much time to spend with
them, think of that equipment.”
“In HR we have this theory that the way you
behaved in the past is the way you will behave in the
future. Behavioral interviewing is reportedly 55%
predictive of the future on the job behavior,” Pye explained. Has the candidate prepped enough to reply
to a request to describe a decision they made that
was unpopular and how they handled it? Can they
lead the interviewer through their decision process
in anticipating a problem and developing preventive
measures? Some candidates do not answer the question they have been asked, and instead, for example,
say what a person should do ideally when handling
an unhappy customer. This does not reveal what
they have done themselves when handling a customer.
On the other hand, the prospective employer’s behavior during and after an interview can make
a prime candidate decide not to work for a business. When the interviewers are late, not welcom-

Irma Pye (Courtesy)

ing, and unprepared, the candidate infers the
level of support and respect he/she can expect
while working at the company. All candidates,
of course, should be asked the same questions,
treated in the same manner and, when feasible,
introduced to possible coworkers.
Once the most qualified candidate has
been extended and accepted a job offer, background screening and, if required, drug and alcohol screening can be completed. The hiring
process includes notifying the payroll department and setting up the employee’s benefits.
But Pye said the HR process is not
finished once a person is hired. “Onboarding
is about making people feel welcome so they
stay,” so they know they made the right decision. “I try to make arrangements for the first
few days for people to go to lunch with them.”
Pye pointed out the importance of introducing the new hire to other staff, of answering questions and help
them prepare for their first
day, and of organizing orientations and assigning a
buddy or preceptor. After that, someone should
check in periodically with
the new employee, finding
out what they need and
clarifying any procedural
points. “When we’re comfortable, we’re more likely
to stay.”
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Q&A - Emotional Intelligence
Jennie Johnson, an associate professor at the University of Texas - Brownsville
School of Business, takes a special interest in
talent acquisition and development. The former Peace Corps volunteer, who has worked in
25 countries and lived in Haiti, Costa Rica and
Uruguay, talked with VBR’s editor about selfmanagement and emotional intelligence.
Q Why do people need to be aware of selfmanagement for career growth?
A We are responsible
for our own careers
to a great extent, because it is more likely
than not that we will
work for more than
one employer. It’s
important to have
an accurate assessment of our limits and strengths. Feedback,
assessments and evaluations raise self-awareness
and align our personal assessment with others’
view of our competencies and potential. Awareness of your strengths and weaknesses helps
you understand what you must do to achieve
your goals. As adults, we need to play to our
strengths and decide which ones to develop
further. Knowing ourselves is the first step in
order to improve and grow.
Q If I recognize the technical skills and
knowledge I have, what more is there?
A Technical knowledge and skills form the
foundation for success. But we know there
is a great deal more to job success than simply knowledge and skills. Different studies
have attributed between 27-45% of successful
performance to personal competencies such as
emotional intelligence.
Q What is emotional intelligence?
A It is one way to understand other factors that
influence performance. Sometimes these are labelled soft skills. Emotional intelligence has to
do with self-assessment and self-management,
and awareness and management of others;
sensitivity to other people’s feelings, how you
interact with others, how you handle conflict.
But emotional intelligence encompasses your
individual traits and motivation: how open you
are to new ideas, how you manage time, how
articulate you are, your self-control, drive, optimism, trustworthiness, and flexibility along
with your ethics, conscientiousness and will-

ingness to taking responsibility.
Q How can you improve on things like motivation
and optimism?
A These are not necessarily easy to do, but certainly
possible. We have to work purposefully on them, like
anything we want to improve. For example, if we
want to stay current in our technical skills, we develop a plan to do so. The same with others factors
for job success. Put together a development plan and
ideally seek feedback to help you stay
on track. You can improve on being
conscientious and responsible by setting realistic project goals and timelines
so you can meet commitments, keeping your promises. People have natural
talents in different areas, but through
coaching and mentoring, they can grow
in other areas that affect their job success. Optimism, from an emotional
intelligence perspective, has to do with persistence in
achieving a goal; it’s not about being a happy person.
To improve motivation, create your own rewards for
accomplishing milestone and goals. Don’t rely solely
on extrinsic rewards.

Q Why would an organization help their employees develop and how can they?
A Many contemporary businesses recognize
that it is worth while developing their staff’s
emotional intelligence along with content
knowledge and skills. They understand that
many factors can affect organizational performance and the contributions of an individual.
The bottom line benefits if they select for and
help develop emotional intelligence competencies – time and conflict management, persistence, flexibility -- that help them meet their
goals. Some businesses provide online self-assessments. Others provide candid, regular feedback on performance with the goal of improving that performance or a combination of these.
Even with an excellent rating, employees can be
coached to take the next step on the career ladder. Of course, employees should be seeking
feedback if they are not receiving it, both on
successes and setbacks.
Interpersonal skills increase in importance as you move into higher leadership positions. For those interested in advancing, concentrate on improving EI competencies, not
simply technical knowledge and skills.

Attractive Incentive Programs
for New and Existing Businesses
For More Info:
(956) 761-6805 • spiedc@aol.com
To Apply:
www.southpadreislandedc.com • www.myspi.org
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What Have You Done to My Dairy Queen?
By Anita Westervelt
Owners Rob and Rhonda Bowen discovered their San Benito Dairy Queen has a
strong following and that customers are quite
possessive about their store. Since late May, the
building has been shrouded in construction
wrap and scaffolding. “Wherever we go, the
most often asked question is ‘What have you
done to my Dairy Queen?’” said Rob. From
the parking lot footprint to the “eyebrow,” the
store is getting a complete remake. Selecting
from corporate-prescribed options, the Bowens
chose to gut the store at the corner of Business
77 and El Camino Real, and go with the more
sophisticated restaurant concept DQs are gravitating to throughout the country.
“There is increased customer potential here, and we wanted to tap into that,”
said Rhonda. “It was time. This store needed a
face lift, a new feel.” The new look starts with
a reconfigured parking lot, computerized sign
and the new DQ logo, called the eyebrow. The
interior sports easy to clean ceramic floor tile,
muted blue-and brown-hued slate wall motifs
and open-cell Icynene spray foam insulation
under the rafters. “It’s more energy efficient. It

will make a huge difference in ambient temperatures.”
All the current food offerings are still available as is
the entire line of soft serves. Texas is the state with
the most Dairy Queens, the number climbing beyond
600, and rates a special-to-Texas menu with the bigger burgers, grilled chicken sandwich baskets, tacos,
jalitos and taco salads in the big shell.
New to the San Benito menu are Orange Julius products and the popular frozen cakes. For those
not yet familiar with DQ fare, International Dairy
Queen Inc. bought the Orange Julius chain in 1987.
In 2012, they began introducing the line into their
DQ menus. The Bowens also own the two Harlingen Dairy Queens, one on North Business 77 and
the other on Ed Carey Loop near the airport. Both
already include Orange Julius products, and cake
products currently are available at the Ed Carey store.
“The frozen ice cream blizzard cakes are made to order
and can be pretty much any theme a customer wants.
They choose what they want in it and on it,” Rhonda
said.
Dairy Queens are governed by franchise
agreements that include periodic options and levels
for remodeling by approved contractors. The Bowens
chose the Lay Construction firm from Tyler, Texas,
that has experience remodeling Texas Dairy Queens,
including recent renovations in Mercedes and San
Juan. Here, all but one of the sub-contractors were
local companies.
The renovated Dairy Queen will glow at night
with environmentally friendly Neon Flex surrounding the building’s upper exterior. Outdoor seating
under ceiling fans is a new addition. Indoors offers

A Full Service Commercial
Real Estate Brokerage Firm

Gary Clemons

Leasing and Tenant Representative specialist Gary
Clemons graduated from Texas A&M in 1981.
After working for Conoco International Crude Oil
Supply and Trading for some time, he returned to
the Valley to work for his dad at Vista Oil before
eventually buying him out. Gary owned a chain of
C-stores before selling out and joining Davis Equity
Realty. Contact the professionals at Davis Equity
Realty for all your commercial real estate needs.
2290 W. Pike Blvd. Suite 100 - Weslaco, Texas 78596
info@davisequity.com
www.DavisEquity.com

(956) 969-8648

A crew finishes up the new tile floor. (VBR)

popular soft seating, a variety of high, normal
and low tables in addition to traditional booths.
“The San Benito store is the only DQ in the
system approved for soft seating,” said Rhonda,
who researched current restaurant trends with
her daughter, a San Antonio designer. “Yes, we
will have Wi-Fi,” confirmed her husband.
Not only are the customers loyal, so
are the employees. “San Benito has the smallest staff but the most long-term,” Rhonda said.
“The store always gets exceptional scores on
inspections because of the manager’s training
program.” An average of 12 employees includes
three managers, one assistant manager and one
team leader keeping a manager on each shift.
While under construction, the San
Benito staff had options to work at the Bowens’ other Dairy Queens. “It worked out well
because some wanted time off, some took vacations and, when they were ready to work, it
didn’t alter schedules in the other stores,” she
said. “The San Benito team is getting a taste
of working with the new register system and a
store with higher activity.” The Bowens offer a
vacation program for employees who honor a
one-year contract and maintain 30-plus hours
a week for one-week paid vacation.
With the new look, new register system, new equipment and added menu items,
the Bowens expect to be a lot busier in San
Benito with speedier service. “New adds excitement. There is a lot of growth in the area, it’s
exciting,” Rob said. “We expect to double the
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San Benito staff. San Benito Dairy Queen owners Rhonda and Rob Bowen. (VBR)
We prefer to promote within, although there is
not that much potential for promotions in this business.” Their current
managers started as
cooks or cashiers,
learned the business and advanced.
“We strive
to work with those
who need flexible
hours,”
Rhonda
added. “When we
hire, we let our
employees know
this isn’t a deadend job. It is entry
level and a training
ground where they
can learn work
principles so they
can be a success
wherever they go.
We’re a beginning
for people. We expect them to follow
their heart’s desire.”
For more information, call Bowen Co. at 4236600.

McAllen’s

TRUSTED BUSINESS ADVISORS.

Pictured left to right: Jaime Aranda, Jesse Barba, Diann Bartek, Brent Bishop, Ray Cowley, Jeana Long

Cox Smith advises clients in all aspects of business law and
litigation. We counsel clients in a wide variety of industries
through our multiple practices:
• Banking
• Bankruptcy
• Corporate
• Education
• Employee Benefits
• Finance

• Healthcare
• Immigration
• Labor and Employment
• Litigation
• Oil, Gas and Energy
• Real Estate

For more information, visit coxsmith.com.
1400 North McColl Road | Suite 204 | McAllen, TX 78501 | 956 984 7400
AUSTIN | DALL AS | EL PASO | MCALLEN | SAN ANTONIO | COXSMITH.COM
Prior results do not guarantee a similar outcome and depend on the facts of each matter. Attorney advertising.
Copyright 2014 Cox Smith Matthews Incorporated. All rights reserved.

A sweet ice cream treat. (VBR)
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YOUR LOCAL G
956.761.1160
www.schlitterbahn.com

See
Your Business
Featured Here!
Call Todd
(956) 310-8953
Todd@ValleyBusinessReport.com

A Casual
Waterfront Restaurant
Famous for the FUN,
Known for the FOOD!

956.943.FOOD (3663)

www.PiratesLandingRestaurant.com
Located at the foot of the
Causeway in Port Isabel’s
Famous Historic Lighthouse Square

Longest Fishing Pier in Texas!
Bait Tackle Sales & Pole Rentals!
Family, Friendly Fun!
Pirate’s Landing Fishing Pier is located perfectly at the entrance to the
Queen Isabella Causeway that leads to SPI.
(956) 943-PIER

GETAWAY IS .....
See
Your Business
Featured Here!
Call Todd
(956) 310-8953
Todd@ValleyBusinessReport.com

“No one knows
shallow water boats
better...no one!”
1985 W. Bus. Hwy 77, San Benito, TX (956) 399-5123 www.sportsmanboats.com

A Real Dining
Over the Water Experience
Breakfast, Lunch & Dinner

Palapa Bar
Serving Breakfast, Lunch & Dinner Daily
Plus Full Service Bar

956.761.PIER (7437)

www.Pier19.us
1 Padre Blvd., South Padre Island
From Causeway, Turn right on Padre Blvd.
You’ll see our sign one block on the right
Across the street from Schlitterbahn

Authentic Italian,
Fresh Seafood & Steaks
Keith DiSantis
Andy Minkler
Live Jazz Nights
Sat 5-9pm
Thur & Fri 6-9pm
Across from
from the
the Lighthouse
Lighthouse (956)
(956) 943-7611
943-7611
Across
Open 11am
11am Daily
Daily -- Rotary
Rotary meets
meets here
here Friday
Friday at
at noon
noon
Open

...SOUTH PADRE!
See
Your Business
Featured Here!
Call Todd
(956) 310-8953
Todd@ValleyBusinessReport.com

PARTS, SALES & SERVICE
33256 State Park Road 100, Suite 103
South Padre Island, TX 78597
Phone: 956-761-3993 Fax: 956-761-3979
Experience a warm welcome the
moment you enter our lobby.
Free super start breakfast.
Spacious rooms with kitchenettes.
Clean and friendly.

956-761-6300
www.super8padre.com

Casa Bella Resort

5601 Padre Blvd. SPI
(956) 761-7700
spicasabella@yahoo.com
www.casabellaspi.com

See
Your Business
Featured Here!
Call Todd
(956) 310-8953
Todd@ValleyBusinessReport.com
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The Next Chapter in Property Management
By Eileen Mattei
Tom Mason II and his father staked
out different areas of real estate expertise. The
elder Mason ran Mason & Company, a Valley
brokerage and property mangement firm, for
almost 50 years. His son, also a broker, focused
on commercial property valuations, asset management and property tax appeals in Dallas,
handling a $3 billion portfolio which included
North Park Mall and Dallas Market Center.
Mason returned full time to the Valley
18 months ago and took over as owner/broker
of his late father’s company on its 50th anniversary. He has begun building on that history
while opening a Mason office in McAllen and a
new division, Mason Realty Advisors.
Mason was working in Dallas when
older office buildings and warehouses were being converted into lofts. The many appraisals
he did of older buildings being repurposed gave
him a solid foundation to assess and renovate
commercial properties in the Valley.
“One of my inspirations was what
Jo Wagner did with The Reese (a repurposed
1920s landmark Harlingen hotel). I saw her
effort and see how redevelopment can be successful,” said Mason, who admitted a desire to
preserve architecture of the 1930-50s. “Downtown Corning, New York, has a feel similar to
Jackson Street: a vibrant retail and office mix in
a similar period.”
Addressing Cameron County’s 98%
apartment occupancy, Mason & Co. purchased

a rundown apartment building, at least 60 years old,
across the alley from their office. Extensive renovations turned the one-time eyesore into the 20-unit
Residences at Uptown, upscale one-bedroom apartments completed earlier this year with granite counters, stainless steel appliances, step-in showers and
enhanced security. Luxury at an affordable price
with a downtown ambiance is Mason’s description
of the three-story tower and two-story terrace complex, now 95% occupied. Original wood floor and
stairs, solid as the day they were built, and halls decorated with large historical Harlingen photos link
the modern building to the city’s past.
“It’s been really encouraging. We’ve attracted new residents coming to Harlingen from Seattle,
San Antonio and Dallas. The Class A apartment
audience was not being served,” Mason said. He is
a hands-on owner, walking various Mason & Co.
properties every day to maintain bonds with tenants, despite the fact that he has property managers.
“I’ve enjoyed expanding,” said Mason, who
has purchased three apartment complexes in Hidalgo County, adding to property managed Valleywide. “I plan to focus my time and efforts on developing that side of the business.” Nevertheless, he is
well aware that the cost of renovating a building can
often equal the cost of building a new property.
At the company’s long-held properties, Mason has directed cosmetic renovations along with
kitchen upgrades. He has shifted tenants to oneyear leases and every property now has a waiting list.
Even the company’s office, years ago a lowceilinged grocery store, is scheduled for major remodeling.
Mason Realty Advisors will work with commercial properties on valuations
and property tax appeals to
lower their tax bill when possible. Additionally, Mason
plans to launch an apartment
market newsletter addressing
vacancy and rent trends and
multi-family construction in
both counties. He noted his
father founded the region’s
apartment association.
“I’m taking what my dad
did and building on it,” Mason said. “This is the next
chapter.”
For more information, see
masoncompanyrealtors.com or
uptownharlingen.com.

Uptown’s terrace apartments are fully occupied. (VBR)

Tom Mason II renovated the aged apartment complex
behind the Mason & Co. office. Now the Residences
at Uptown, the one-bedroom apartments are inspiring other downtown renovation projects. (VBR)
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Estate Tax Issues for the Foreign Investor
By Francisco Orozco
Mexican investment in particular plays
a pivotal role in the long term success of the
Rio Grande Valley. However, foreign investment often contains hidden and unexpected
legal and tax implications of which few investors and their attorneys are aware. Residency
status, transfer tax liability and income classification complicate the implications of owning
many U.S. based assets. Therefore, it is important for Mexican investors to understand the
implications of acquiring and transferring U.S.
real estate assets, and the various planning tools
available to facilitate the process and minimize
the amount of tax liabilities. Estate or “death”
taxes, which are the focus of this article, can be
particularly harsh and costly.
To assess a Mexican investor’s exposure
to estate tax liability, one must first determine
the investor’s status as a “resident” or “nonresident” for U.S. estate tax purposes. This determination is complex and involves a variety of
factors. In short, a party is considered a resident for estate tax purposes if he or she is “domiciled” in the United States at the time of
death. Domicile, for estate tax purposes, is de-

termined by reviewing a person’s
presence in the United States and
his or her “intent” to stay. The “intent” test is not entirely subjective.
Many non-citizens may
not understand that residing in
the United States for extended
periods of time, even with no
intention to stay, can open their
global estate to U.S. estate tax liability, or vice versa.
Moreover, the IRS defines “residency” differently for
income tax than it does for estate tax purposes. This
makes a person’s status even more difficult to ascertain. Because residency status is so important for estate tax planning purposes, a person should seek competent legal and tax counsel to determine his or her
status before undertaking any tax planning.
Currently, there are no laws that prohibit
Mexican citizens from owning U.S. property. But
while the first $5.3 million value in the estate of a
U.S. citizen or Resident Alien is generally exempt
from U.S. death taxes, only a measly $60,000 exemption is available to non-residents for their “U.S. situated” assets. Thus, for most non-residents, the value
of their U.S. situated assets that exceed the $60,000
exemption will be subjected to an estate tax that cur-

VBR

rently sits between a whopping
35-40% of the assets’ value.
Without proper planning, a
non-resident alien’s plans for
passing on property upon his
or her death can be severely
compromised.
While the estate tax consequences for foreigners owning
U.S. real property may be severe, proper estate
planning can help reduce or even eliminate
these consequences. The creation of business
entities to own the assets, or the establishment
of special trusts, are among the many tools that
advisors can use to minimize estate tax liability.
Therefore, it is particularly important for the
non-citizen, the non-resident alien, and even
the resident alien with assets outside the United
States, to meet with counsel to discuss the tools
and techniques available.
Francisco Orozco is an attorney with the Kantack
Alcantara Law Office, P.C., a Rio Grande Valley
law firm whose practice includes estate planning
and probate, real estate and business law. See
kantacklawoffice.com for more information.
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What You Should Know About Internships

By Susan LeMiles Holmes
Societies throughout time have had
the same problem; Leonardo da Vinci was asking the same question in 1500 that our educators ask today. “How do we teach these kids
anything?” In the United States, the word
“intern” generally refers to any career related
educational experience outside the classroom.
An internship is viewed as a period of practical,
hands-on learning.
Experiential learning used to be the
only way to learn. During the Middle Ages,
formal apprenticeships were designed to pass
knowledge and skills from one generation to
the next. It was an honor to be selected to be
trained. Apprentices were taught the “secrets”
of a profession, and upon completing the apprenticeship, they were considered experts.
Their mentors called them protégés.
Today, by definition, apprenticeships
are legal agreements with compensation as well
as specific time lines, during which an individual works side-by-side with experienced professionals in a trade, art or business. Apprenticeships are for people who have already chosen
their professions, and the program might last
several years.
Internships often get confused with
externships. Even companies use these words
interchangeably. When the ultimate goal is actually career exploration, it’s called an externship. True externships are never paid, and
usually last from a few hours to a day or two.
Students can participate in several externships
as they pursue information about careers. Externships are very casual, unstructured experiences that are sometimes called “job shadowing.” There is no training given and no work
performed, so externships should not be listed
on resumes.
True internships last longer and require much more commitment from students
and employers. Whether paid or unpaid, they
should be designed to offer students a full immersion experience in the workplace. Often it

is still considered a chance to explore the workplace, a
preview of working life.
Students may or may not earn academic
credit for internships. Every college and every company have their rules of commitment. Typically colleges require that companies provide experience closely linked to the academic degree. Companies that use
interns as free labor to perform menial tasks unrelated
to the course of study are dropped from the list of assignments offered.
The Federal Fair Labor Standards Act outlines the responsibilities of employers toward their
workers. It does not differentiate between interns and
employees. Employees are defined as workers who
earn a wage. This gives paid interns the rights and
status of all other employees of the companies for
whom they work.
It is not surprising that 67% of paid interns
get job offers before graduation and unpaid interns
do not. Unpaid interns, volunteers and participants
of programs called “service learning” are not employees because they are not paid. Unfortunately,
the lack of employee status opens the door to “intern
abuse.” Now federal law mandates that unpaid interns must not benefit the company economically or
be used to displace the work done by paid employees.
Programs called Cooperative Education
are typically focused with teaching the connection
between what is learned in the classroom and how
that knowledge can be applied in the “real world.”
This learning format is typically utilized in technical educational programs at colleges and universities.
Co-op is of special interest to students who want to
get credit for what they learn in the work place and
companies consider co-ops an ideal way to facilitate ongoing education and development for those
already working. The key component is academic
credit.
Most companies (and governments too)
have looked into the future and have seen approaching lean years in the talent market. They have come
to the conclusion that early aggressive measures to
promote interest in working for their organizations
are a matter of business necessity. These employ-

ers will develop relationships with schools and
participate in all forms of experiential learning,
because it is the key to recruiting, hiring and retaining the best talent. I wonder, what would
Leonardo say about that?
Susan LeMiles Holmes is director of Career Services
at Texas State Technical College and a published
novelist. You can inquire about hiring TSTC
graduates by emailing susan.holmes@harlingen.
tstc.edu or learn about Susan’s novel set in the
Valley, “Touch the Mayan Moon” at www.susanlemiles.com.
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Rio Bravo Pictures Leading the Way
By Nydia O. Tapia-Gonzales
The Rio Grande Valley is not perceived
as a film industry mecca, yet it is the home of
a top-of-the-line, nationally accredited production company. “Nobody in South Texas has our
record of delivery. We are the number one production company in the Valley,” said Harlingen
native Roberto Rodriguez, owner of Rio Bravo
Pictures.
After earning a degree in film with a
minor in international marketing from the
University of Texas in Austin, Rodriguez spent
three years traveling the world, filming documentaries for the Travel Channel. He developed skills and a professional reputation that
led to a freelance career as a development photographer and lucrative contracts with National
Geographic, MTV and the Discovery Channel.
Rodriguez had set out to college never thinking
of returning to the Valley, but concern for his
mother made him reconsider. He soon realized he could live here and travel to different
locations when needed. Rodriguez relocated
to McAllen and in 2007, he opened Rio Bravo
Pictures at the Art Village in McAllen.
Valley businesses looking to brand
their products and promote their companies no
longer need to go outside the Valley to find a
state-of-the-art production company attuned
to helping them grow. “We are not the low cost
leader, but our results are measurable. The student population at a local college grew almost
30% after the campaign we created for them
aired on television,” he said, adding that his
services cost remarkably less than if contracted
outside the Valley.
Rodriguez’ clientele include national
and state corporations like ESPN and Texas
Lottery. Rio Bravo attracts them because his

company meets industry requirements such as insurance and workmen’s comp, which are needed to secure legitimate contracts. “Filming can be a hazardous
activity,” Rodriguez said.
Rio Bravo Pictures consists of three full-time
employees and a pool of about 16 contract specialists in graphics, animation and location production
crews. Together, they advise on strategy and creative,
increase website impact and help tell a story though
various mediums. The company’s production capabilities and post-production facilities are unmatched in
South Texas. Rodriguez relishes creative collaboration
with his client’s staff, like the marketing department
at Lone Star National Bank, one local client. He also
partners with local advertising agencies to film the
highest quality TV commercials in the market. Rio
Bravo Pictures was the first regional company to deliver HD production services in 2008.
This first generation college graduate who
became infatuated with filmmaking at a young age
knows success does not come easy, and he realizes
there are many challenges to overcome. “It is hard to
find the people who are willing to put in the work and
dedication that is required in this industry. Technology changes fast, and we have to stay ahead to compete,” Rodriguez said. He has worked to instruct and
raise the level of crews in the Valley by sponsoring
training workshops and industry lectures. He said he
feels privileged by what life has bestowed and wants to
share his experience with others.
Rodriguez’ relentless pursuit of high standards in film production has been recognized by hundreds of awards. Dozens of national, regional and local ADDY’s, and a few dozen National Telly Awards
adorn the walls of his contemporary office in McAllen. This is where he brainstorms over espresso coffee
and unfolds creative projects with his clients. “Unlike
with national ads, seeing the substantial impact we
have on local companies is pretty amazing,” he said.

Roberto Rodriguez. (VBR)

Pursuing his passion to do more for
the local film industry motivated Rodriguez to
form a new endeavor under the name of Citrus
Digital in partnership with another Harlingen
native, Christopher Hardcastle. Together they
will position the Valley as a premier filming
destination by investing a considerable amount
in the first grip truck available in South Texas.
A grip truck is outfitted with the lighting and
light control equipment filmmakers need to
produce the high-end results they seek. Without good lighting, it is hard to produce good
images. The Valley’s lack of such equipment
has deterred many production companies from
filming in the region because of the logistics
and cost of moving a grip truck.
Rodriguez has already heard from production companies
around the state that
want to come and
exploit this opportunity. “This will make
a profound change
in filmmaking and
high quality production in the Valley. It
is the most significant change for the
Valley’s filmmaking
and video industry in
a long time,” Rodriguez concluded.
For more, see riobravopictures.com.
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A Wellness Evaluation for Your Business
By Brent Bishop
Married to the computer or out on
project sites, returning emails and calls, meeting clients and preparing marketing initiatives,
you are busy. Your business is generating income levels that satisfy both you and your
banker. You are productive and have a healthy
financial bottom line with current operations.
But have you conducted a wellness evaluation
for your business?
A wellness evaluation requires looking closer at your operations to ensure that you
have adequately assessed risk in key areas. It
is similar to what you do for your body with
medical consultations such as an annual physical or cardiac evaluation.
A wellness evaluation can identify areas where your business may need to focus attention to identify and manage risk. A business
owner’s ability to identify risk proactively creates an opportunity to try and manage it. That
opportunity does not happen when the issue
is raised by third parties in an adversarial setting, whether litigation, arbitration or an administrative proceeding with a state or federal
agency.
Issues to consider in a wellness evaluation for your business begin with written agreements between your business and key clients
and suppliers. Revisit your written agreements
with clients and suppliers. Inevitably, a dispute
will arise. When that time comes, the starting
point is to assess how the written document addresses the basic rights, responsibilities and liabilities between the parties.
Is there an agreement that disputes
between the parties will be convened in a specific state or county? Is there an agreement that
disputes between the parties will be resolved
pursuant to the law of a specific state? Has one
party allegedly waived its right to proceed before a court of law or before a jury? Has one
party allegedly stipulated to a limit on the total
amount of monetary damages that can be requested from a court or arbitration panel?
Perhaps even more important are these
questions: Do you understand what your
agreement says?
Does your agreement make sense?
Does your agreement contradict itself? Has
your agreement been amended on an ad hoc
basis so many times that it has become vague
and ambiguous? If you find that there are no
written agreements with clients and/or suppliers, you should consider putting the rights,
responsibilities and liabilities of your business
relationship in writing.
In a scene from “To Kill a Mocking-

bird,” the friendly female neighbor Maudie makes a
statement to Scout and Jim about their father Atticus Finch when his dexterity as an athlete is mocked:
“Your father can write a will so ‘air-tight’ that no one
can bust it.” With all due respect to Maudie, I do not
believe that an attorney can or should represent to a
client that any specific written agreement (whether a
purchase and sales agreement, a will or a real estate
contract) is “air-tight” and “iron clad.”
However, to manage anticipated risk and to
try and identify a desired outcome, a company can
endeavor to reduce a business arrangement to a clear,
unambiguous, written agreement. Whether an agreement is “air-tight” will inevitably be a determination
for a court or other tribunal.
The fact is life is messy. Amidst this messiness, a business can try and identify a method to try
and bring order to a relationship with an individual
or entity with whom it will exchange goods and/or
services. The absence of an agreement surrenders
decision making to someone other than a party to
the transaction. Having an outdated, unenforceable,
vague or ambiguous agreement also leaves decisions
on interpretation of the agreement to someone other
than a party to the transaction.
A wellness examination for a company can

help mitigate risk that may not appear directly
on an income statement or balance sheet. Make
the time to evaluate basic aspects of how your
business does what it does. Do you believe it is
currently prepared to address disputes and the
inevitable change the passage of time brings?
Brent Bishop is a commercial and employment
litigation attorney in the McAllen office of Cox
Smith Matthews Inc., a full-service law firm with
offices in McAllen, San Antonio, El Paso, Austin
and Dallas. See coxsmith.com. This article does
not constitute, and should not be treated as, legal
advice.
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Sold!
By Anita Westervelt
Ah, the excitement of an auction. The
pie, the coffee, the food, the lively buzz of the
mingling crowd. The anxiety of the bid and
the fist-pumping “Yes!” feeling when the gavel
comes down, and you’ve won the bid.
Jesse Ramirez has been providing excitement like this since he began Valley Wide
Auction Services in Pharr in 1996. He has built
his success by making everything easy for the
clients who hire him and for the guests who
come to bid. “We’re well known in the Valley
because we always give big prizes,” Ramirez
said with a smile. Their guests never know what
to expect when the auction is over. The prize
could be cash, a flat-screened television or a Big
Boy package of fireworks.
What can be expected is complete customer service. “We do everything,” Ramirez
said. “We organize the merchandise, beautify
it and set it up to get the most value from it for
the customer.” Valley Wide Auction Services
takes care of all the advertising and fliers announcing an auction. “We pay for ads in all the
newspapers Valley-wide and the call centers.
We personally call our guests. We want to make
it easy and convenient for them.” Free food and

Leda Vega and auctioneer Jesse Ramirez are prepared for the next auction. (VBR)

drinks are part of the auction package, too, keeping
the bidding going and the guests happy.
Ramirez started small, with surplus merchan-

dise, and then he began getting contracts from
cities and counties that had surplus equipment.
“Heavy equipment is seasonal. It’s popular.
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Construction never ends, so there is always Crowds turned out for a heavy equipment auction. (VBR)
a market from the state, counties and cities
for it.” It’s Ramirez’s favorite type of auction. “With small merchandise, it can take
two or three hours to pull in something like
$20,000. With heavy equipment, just one
item can sell for $20,000 in a matter of two
or three minutes.”
Valley Wide Auction Services operates with Ramirez and his staff of 15, including call center crews in Harlingen and
Brownsville. The company is licensed and
bonded to handle anything except real estate.
Heavy equipment auctions comprise nearly
80% of his business, and the remainder is
from estate sales, settlements, surplus retail,
close-outs and auto auctions. Ramirez provides auctioneer service for school districts
as well as municipalities, and fire and police departments. Quantity dictates whether
Ramirez’s fee will be 10 or 15%. He takes the
lower percentage on larger volume.
His office manager, Leda Vega, has
been with the company four years and manOn the road, Vega has the title of general
ages receivables, payroll and keeps track of the manager. “I’m behind the scenes. You know the con1,500 dealers. Vega’s background is in custom- cept: ‘the person in charge of the broom isn’t imporer service, but her dream is to earn a degree tant until the person with the broom isn’t there.’ The
in sociology from the University of Texas-Pan time-lapse we take preparing for the auction is very
American in the next couple of years.
important. I make sure all is proper and there are no
Vega has high praise for her boss. “He’s
modest,” she said, “but he can move people.”
Vega related a conversation Ramirez had recently with Vega’s son about being a self-made
man. His parents were migrant farmers. “I never went to school,” he said. “My father did not
support us going to school. I usually say my
school was Church’s Fried Chicken. They sent
me to their manager’s school in San Antonio. I
was with them 17 years.”
Toward the end of his fast food career,
Ramirez began working with auctioneers in the
Valley as a ring man, bringing out merchandise. “I was a ring man for three years. Then
I went to auctioneer school in Missouri. All
auctioneers need to go to school, then put in
80 hours auctioneering, and then they have to
pass a state exam.” Ramirez passed his exam 20
years ago.
Ramirez currently travels to Laredo
and Austin to auctioneer and is considering
spreading out geographically. For auctions out
of the Valley, he has a mobile office and takes a
team of 10, depending on the size and volume.
“It takes about seven to 10 days to clean, prepare and tag the merchandise. We hold a previewing and registration the day before a sale
and coordinate signage. We put up 60 arrows.
Independent Beauty Consultant
That makes it easy to give directions for people
(956) 283-4243
who call. All we have to tell them is to take
a specific exit and follow the arrows,” Ramirez
www.MaryKay.com/CrystalBre
said.
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liabilities. I try to make sure everyone is happy
at the end.”
See valleywideauctionservices.com or call 7787525.

Crystal Santos Breland

24 Valley Business Report

August 2014

In the Spot light

Top Left: Mayor Jim Darling announces the groundbreaking of the Embassy Suites Hotel McAllen Convention Center, a project of Barry and Herschel Patel. City
of McAllen commissioners and other city personnel help welcome this upcoming new development.
Top Right: Graduating from the Certified Event Rental Professional (CERP) program is one of the party and event rental industry’s most esteemed accomplishments.
Angela Wolf, president of Rental World, achieved this distinguished certification earlier this year. She completed the Foundations of the Party and Event Rental
Industry, Tabletop Design, and Everyday Warewashing. Angie Wolf is the first person in the Rio Grande Valley to achieve this certificate.
The CERP program builds a strong knowledge base of the equipment rental industry that cannot be achieved elsewhere. “Becoming CERP certified demonstrates the commitment these individuals have to the rental industry and to their customers,” said Carla Brozick, ARA senior director of education and training.
“They have taken the time to learn industry best practices and become experts in their chosen field. This is a tremendous service rental professionals can offer consumers who are looking for expert advice when planning their special event.”
Following a nationwide survey which
determined that Cameron County was
drastically underserved by inpatient
mental health services, Strategic Behavioral Health LLC has chosen to open
a free-standing, 72-bed psychiatric
hospital in Harlingen. The Memphisbased company, which operates eight
similar facilities, announced that the
hospital set on 10 acres between Valley
Baptist Medical Center and Harlingen
Medical Center will employ between
225-250 people. Harlingen city officals and Strategic Behavioral Health
representatives announced the hospital
will open September 2015.
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Weslaco’s
first
Chick-fil-A
restaurant
opened July 10, bringing
more than 75 new jobs and
the chance for 100 adults to
win free Chick-fil-A meals
for a year.
The new Weslaco restaurant features the
chain’s latest interior design
and seats 136 with additional outdoor seating for
20. Two drive-thru ordering lanes enhance the chain’s
award-winning drive-thru
service. The restaurant also
includes an interactive playground for children.
Left: Rudy Martinez, Edinburg Chick-fil-A operator; Toni Marbar, Weslaco
Chick-fil-A operator; and
Paul Rodriguez, Brownsville
Chick-fil-A operator.
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Moving On P
Terracon Adds to Staff
Courtesy to VBR

Christopher Albright

Juan Borjon

Christopher Albright and Juan Borjon have joined the Pharr
office of Terracon, an employee-owned engineering consulting firm
with more than 3,000 employees in 40 states nationwide.
Albright came on board as an environmental specialist and
project manager for the Environmental Services department. In his
new role, Albright performs Phase I Environmental Site Assessments,
Limited Site Investigations and asbestos surveys.
He graduated from with a B.S. in earth and environmental
sciences from Susquehanna University in 2009. Albright brings five
years of extensive expertise with Phase I ESAs, LSIs, soil and groundwater sampling, groundwater monitoring and statistical analyses,
storm water pollution prevention planning, hazardous waste management, Texas Risk Reduction Program assessments, and leaking petroleum storage tank site assessments.
Borjon joined Terracon as a project manager for Materials Services and helps oversee daily operations in several materials and geotechnical engineering projects. He earned a B.S. in civil engineering
from The University of Texas at Austin in 2009. Before coming to Terracon, he worked on civil engineering and land development projects
for the public and private sectors. He is a member of the American
Society of Civil Engineers.
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Next Gen Maquilas
By Eileen Mattei
Labor-intensive, low-tech assembly
lines operated by minimally educated employees characterized the first maquilas. Today’s
maquilas are typically clean and efficient worldclass facilities staffed by highly skilled technicians and engineers, as wells as employees with
less skills, all working with components sourced
globally.
The 117 maquilas in Matamoros alone
export approximately $8 billion in goods into
the United States through Brownsville annually. Yet $6.4 billion of that represents the
value of components manufactured outside the
region (more than 200 miles away from the
border). The fact that maquilas can be anchors
for high tech sustainable growth on both sides
of the border is gaining attention.
The potential to capture a segment of
this ‘pass-through’ economy has brought together the maquila association Index Matamoros, United Brownsville, the Port of Brownsville, UTRGV, Texas Southmost College and
other stakeholders. The combination of advanced manufacturing infrastructure on the
Matamoros side and the research, development
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and capital resources in the United States Danny Teixeria, president of Index Matamoros described the
can position the region to supply more current “pass-through” activity of maquilas and how the local
components while bringing more jobs economy could try to capture some of that spending. (VBR)
and growth to the bi-national region,
according to Mike Gonzalez, executive
director of United Brownsville.
Despite the truly global nature
of manufacturing, the location of suppliers near factories cuts critical lead time
and supply chain costs while adding
flexibility. “Advanced manufacturing is
the key to transforming our local passthrough economy and creating a more
prosperous and secure Brownsville/Harlingen/Matamoros Border metroplex,”
said Danny Teixeira, president of Index
Matamoros. “Currently we are very good
at the last stages of the manufacturing
cycle. We are working to move into
more of the front end, innovation and
supplies were not coming from Mexico. We
development phases of the cycle to capture a larger moved our sourcing team to Matamoros. It is
share.”
still a challenge to regionalize the supply chain”
Three major maquila chiefs discussed the ad- within 200 miles north or south of border. But
vantages of a regional supply chain at a BiNED fo- by shortening the supply chain in 2012, GECP
rum on innovaton held at UTB.
had 12% growth and had achieved 90% onMark Wolf, Delphi’s manufacturing and time delivery. In 2013, the plant had a 25%
product engineering manager for North and South increase in output with wait time under four
America, acknowledged that over half of the raw hours. “The key is having a regional supply
material used by Delphi’s Matamoros and Reynosa chain. We learned to always say, ‘Yes, we can
plants come from Asia. Approximately 200,000 deliver.’”
electronics and safety products are manufactured
In 2011, 40% of the plant’s raw madaily. Almost 70% of the production of Delphi’s 46 terials came from the United States and 40%
Mexican plants is exported to the United States.
from Asia, including bare boards and electronWolf said much of the company’s evolving ics. By 2014, 60% of raw materials came from
technology is being driven by Mexican plants. All within 250 miles of the border, and the target
types of improvement methodologies, from Six is 70%.
Sigma and Lean to metrics for data analysis, are instrumental in making the big manufacturing plants High Voltage
competitive. Company-sponsored language trainStarting as a shelter operation in 1996,
ing now goes beyond English to Chinese and Ger- Spellman High Voltage Electronics now has
man.
947 employees in Mexico making medical
Bryan Kerrick of GE Critical Power said the power supply units for CT imagers, radiotheraMatamoros plant, which opened in 1987, now has py, X-ray screens at airport and industrial users.
728 employees and very little turnover. Customers
Ken Chandler from Spellman said the
for the menu of GECP’s 6,000 electronic and cell company opened a second Matamoros plant
phone parts include ATT, Verizon and Sprint.
in 2010 and then a third. “Instead of findLocalizing your supply sources leads to ma- ing other suppliers, we decided to invest in
terial savings and lead-time progress, Kerrick said, ourselves. We have grown so big, we have to
explaining why GECP remains in Matamoros. “If segment products.” They build their own test
your supply chain is next door, companies are not equipment (and sell it); do in-house stamping,
going to move out of area. It helps grow the technol- automatic welding and plating. Having wellogy base.” The emphasis is on encouraging com- trained, competitively paid workers benefits the
panies to relocate to the border area and become company while keeping turnover and absensuppliers.
teeism low and quality high.
“Our customers are insanely loyal if you give
“Local suppliers want to invest in us,”
them a short lead time. Most customers won’t wait Spellman added. Aligning logistics and human
two weeks” even if they didn’t give you advance no- capital with the manufacturer’s needs helps retice of an order, he explained. “Before most of our tain production facilities along the border.
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Where McAllen
Meets Pharr!

On Expressway 83 and Sugar Rd.
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*0.9% APR for 36 months OR 1.9% APR for 60 months! For well qualiﬁed buyers on new and unregistered 2015 Fit Models from July 8, 2014 through September 2, 2014.
Not all buyers may qualify. Example for 2015 Fit: 0.9% for 36 months ﬁnancing at $28.16 a month for every $1,000.00 ﬁnanced. Dealers set actual prices. ** 0.9% APR
for 60 months! For well-qualiﬁed buyers on new and unregistered 2014 Civics, Accords, Odysseys, Pilots and CR-Vs from July 8, 2014 through September 2, 2014. Not all
buyers may qualify. Example for 2014 Civic: 0.9% for 60 months ﬁnancing at $17.05 a month for every $1,000.00 ﬁnanced. See your Honda dealer for details. (1) 2014
Honda Accord - Stk# LX-CR2F3EEW, MSRP $23545, DISCOUNT $1925, SALE PRICE $21,620. (2) 2014 Honda Civic - Stk# LX-FB2F5EEW, MSRP $19980, DISCOUNT
$1348, SALE PRICE $18,632. (3) 2014 Honda Odyssey - Stk# LX-RL5H2EEW, MSRP $29655, DISCOUNT $2458, SALE PRICE $27,197. (4) 2014 Honda Pilot - Stk#
LX-YF3H2EEW, MSRP $30500, DISCOUNT $2532, SALE PRICE $27,968. (5) 2014 Honda CRV - Stk# LX-RM3H3EEW, MSRP $23775, DISCOUNT $1391, SALE PRICE
$33,384. See your Honda dealer for details. Artwork for illustration purposes only. All Sale prices +TT&L
d.
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