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In celebration of VBR’s 6 year anniversary 
this month, VBRKids magazine will be making 
its way into local schools, paving the way for 
current 4th and 5th graders to become our 

next generation of successful leaders!

Coming mid-September
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 When you finally learn your new smart 
phone, a newer, more advanced with more bells 
and whistles version hits the market, and you are 
holding old technology. Change is fast.
 The busier we are, the quicker life flies. 
Annual reports, new-year budgets and monthly 
deadlines are happening in the blink of an eye it 
seems. Keeping up is a daily challenge. Not losing 
sight of this week’s tasks while having a handle on 
next month’s production stretches our mind and 
physical energy to the limit. 
 We look at the calendar, and the 2015-
2016 school year has begun. Wow, summer just 
started and many are happy the kiddos are back 
in the classroom. Before we know it, the holidays 
will be knocking at the door and so will the family, 
wondering if the turkey and tamales are ready.
 A reality check slapped me in the face re-
cently that for 73 consecutive months the VBR 
team has been blessed to report and distribute re-
gional economic development news. Talk about 
time blazing beyond comprehension.
 We thank you, the Rio Grande Valley 
business community, for trusting us since Sept. 
2009. You have allowed us to profile local entre-
preneurs, highlight regional industries and busi-

nesses, and spotlight positive business activity 
for six years. What an honor to connect business 
leader with business leader one reader at a time. 
There’s something very gratifying about shar-
ing happy business news.  We are appreciative of 
VBR’s loyal readers and advertisers for granting us 
the opportunity to be your Valley-wide pro-busi-
ness news source.
 In the spirit of spreading good news, 
mid-month is the launch of VBRKids. Soon, this 
publication for 4th and 5th graders will be in the 
hands of students, their families, teachers, prin-
cipals and administrative personnel. Our team 
felt like it was time, here on Valley Business Re-
port’s sixth year anniversary, to take a huge leap 
of faith and help the educational advancement of 
our young people. Initiate, Involve and Inspire is 
our goal as today’s upperclassmen of elementary 
schools will soon be making the same decisions 
you and I make on a daily basis. 
 As I stated earlier, change is fast. Before 
we know it, these 4th and 5th graders will receive 
higher education diplomas and enter a very di-
verse and competitive workforce. They will pass 
laws, own businesses, lead our Valley, perform sur-
geries, construct buildings, teach a younger gen-

eration, etc. Our plan is to provide real world 
relevance better preparing them for what’s next. 
Early awareness of career options will create a 
more educated workforce, resulting in a more 
globally competitive Rio Grande Valley. 
 Each month September through May, 
we will publish and distribute 20,000 copies of 
VBRKids. This interactive, print and online ed-
ucational tool will include stories from students 
and current RGV leaders. We will cover money 
issues, advanced learning choices, work ethics 
and more. Your participation is welcomed and 
appreciated.
 Both of our publications are intended 
to unite our region and encourage a prosper-
ous future. Again, the VBR and VBRKids team 
thank you for keeping us in the fast lane mov-
ing forward. 

Todd Breland - General Manager
Valley Business Report - VBR e-Brief

(956) 310-8953
todd@valleybusinessreport.com
www.valleybusinessreport.com

(and coming soon: www.vbrkids.com)
“Connecting You To Local Pro-Business News”

Apply BeforeSeptember 30th!

Back-to-School Loans
The new school year is beginning soon! Get ahead of the class with a Back-to-School Loan!

  • Fast Credit Decision Within  24 Hours*
  • 36 Months Fixed Rate Term
  • Borrow Up to $3,000
  • As Low As 10% APR**

Visit one of our banking centers and apply for a Back-to-School Loan
today.

  *Complete loan application package is required to obtain the fast credit decision within 24 hours. Visit our nearest banking center for application requirements.
**Subject to credit approval. Loan payment and APR will vary based on the loan amount, and credit rating. Rates are subject to change. Additional restrictions may apply.
   Offer subject to credit qualifications.

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

Follow us at VBR Media on
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Luxury Cars -- Those Magnificent Machines 
By Eileen Mattei
 If you had left the Valley five years ago, 
the biggest surprise on your return this month 
might be San Juan’s cluster of luxury car deal-
erships:  Mercedes-Benz, Jaguar, Land Rover, 
Audi and Acura. Across the Valley, luxury car 
dealers are selling BMWs, Maseratis and more 
Mercedes at a surprising pace.  One Mercedes 
dealership moves 60 new cars monthly. 
 Luxury car buyers, who are spending 
between $30,000 and $100,000, seem to ap-
preciate the courtesy, consideration and even 
coddling they receive from attentive, focused 
sales staff.  Think of it as concierge-level service 
accompanied by that distinctive, new car smell. 

Making a Splash 
 The Valley’s newest luxury dealership 
– Acura of San Juan -- opened in August, 
five years after the South Texas Luxury Expe-
rience Dealership Group, its parent company, 
launched Mercedes-Benz of San Juan.  Alfon-
so Cavazos, managing partner and vice presi-
dent of operations, joined San Antonio entre-
preneur Bill Bird and Texas businessman Ron 
Heller in launching that first store which the 
German auto manufacturer projected would 
sell 20 cars a month.

 Instead, in its first month, 70 new Mercedes 
were sold in San Juan, in part because the partners 
changed the way customer are perceived and treated, 
said Cavazos.  “We are in the lifestyle enhancement 
business. The customer deserves respect. We are here 
to make their lives easier, and we use cars to reach 
people.” 
 It is not rare for luxury car dealers to be 
grouped together, said Bill Bird.  “What is rare is the 
explosion of brands here and for us to come in where 
there is not a culture of luxury experience and treating 
customers with respect.”  For Bird and his partners, it 
is the culture associated with the brands that makes 
the difference and brings in more customers.  
 When the San Juan Mercedes dealership’s 
sales stayed high, other manufacturers came to the 
partners asking to be represented.  Gradually the Lux-
ury Experience group opened the Audi of San Juan 
store (44-55 new cars monthly), Jaguar/Land Rover 
(8-10 new Jaguars and 45-50 Land Rovers) and the 
Acura dealership.  Each has its own general manager.
 Who buys luxury cars?  Cavazos said their 
customers include individuals from the region’s huge 
and growing medical community, the school districts 
(which have more employees than any other industry) 
and Mexican nationals residing in the Valley.  “We 
feel the Acura is affordable luxury,” which heightens 
its appeal to teachers. In the Acura lobby, the Yamaha 

piano programmed to play light jazz provides a 
subtle but upbeat background for the custom-
ers in glass-walled offices who are negotiating 
their luxury car purchases.  The Luxury group 
works to tailor a customer’s buying or leasing 
arrangement to their preference for a new car 
every 24, 36 or 48 months.  “What we do dif-
ferently is match your buying cycle with your 
trade-in cycle.”
 “My assets are the people I work with,” 
said Cavazos. He’s a believer in empowerment 
and “letting the employee act like an owner.  
They are the key holders.  They serve our cus-
tomers. Our leadership is at the back, support-
ing everyone with our arms spread wide, sup-
porting the people who show up every day.”  
New employee-partners, who go through a rig-
orous interviewing process, often assume they 
will be fired when they make a mistake. “We 
all make mistakes. We look at the process, see 
what went wrong and we move forward. I do 
not yell or belittle people. I encourage, moti-
vate and help them. “
 Cavazos talked about the importance 
of training, including role playing, in creating 
a customer-focused staff.   Every business card 
has the employee’s cell phone number on it. “If 
one of our customers needs to get hold of us, 

The Audi dealership sits midway - physically and financially - between the Acura and Jaguar/Land Rover stores in San Juan.  (VBR)



phone and tell us what you are looking for.” 
The hauler will be in each city twice a week to 
deliver new cars and also pick up vehicles that 
need service while dropping of a new loaner. 
 What will the future bring? “We’re 
always searching for opportunities,” said 
Cavazos, whose wife of 36 years, Janet, and 
their son, Joseph, work with him.  “I know 

that I serve an awesome 
God.  I could never have 
imagined this.  But it’s 
not about the buildings 
or the cars.  It’s about the 
people whose lives we’ve 
impacted.  It’s about oth-
er people reaching their 
goals and sending their 
kids to college.” 
 Consider that 10 
years ago a toll road was 
proposed for the San Juan 
tracts where the dealer-
ships are now located.  
The city successfully op-
posed the highway, and 
now the area is changing 
San Juan’s image. 
 But 20 years before 
the Luxury Experience 
group arrived, the Valley 
already had a BMW deal-
ership as well as Cadillac 
stores. In 1990, Bert Og-
den and Bob Vackar pur-
chased what is now Bert 
Ogden BMW in McAl-
len.  “Bob recognized 
the potential when they 
bought a BMW dealer-
ship in Mission,” said 

lightly. We consider it a blessing, an honor.”
 The San Juan group is on its way to becom-
ing a virtual dealer serving south Texas from Laredo 
to Corpus Christi, which Cavazos said lacks various 
luxury car dealerships. The Luxury group has invested 
in four car haulers that will pick up and deliver cars 
to customers for both sales and service. “The bottom 
line is they don’t have to come here.  You pick up the 

6   Valley Business Report     September 2015

The South Texas Luxury Experience Group now encompasses the Mercedes Benz, Jaguar/Land Rover, Audi and Acura dealerships in San Juan.  (VBR)

Jaguar’s safety features convinced this driver it was the right car.  (VBR)

Protect your
Seller Financing

Loan 
Originator 
Services, LLC

956-230-1604
loanoriginatorservices.com

Gayle Campbell
NMLS# 266643

1407 N. Stuart Place Rd. Suite E
Harlingen, TX 78552

NMLS# 1124469

we want to be accessible. If the customer wants 
something, and it’s good for the customer, then 
it is good for the company.” The company’s 
outlook extends beyond the dealerships.  
 “We have an obligation as participants 
in the community to make sure San Juan and 
the whole region is fruitful and benefits from 
our presence.  We don’t take this obligation 



Marsha Green, marketing director for Bert Og-
den RGV. 
 “Both the market and the Valley are 
growing.  That is creating more sophisticated 
local buyers and attracting new residents.”  
Green said luxury car dealerships reveal an 
existing and attainable quality of life.  BMW 
coupe convertibles, sedans, SUVs and cross-
overs all have their fans.
 With cars priced starting around 
$70,000, the Bert Ogden Maserati of Mis-
sion opened in March this year, in a remod-
eled Hummer store. In July, the dealership sold 
more new Maseratis than all other Texas dealers 
except one in Dallas. “The manufacturer looks 
at the entire luxury market, and they determine 
a percentage of market penetration that they 
think is appropriate.  In July, we exceeded our 
expectations by two units, selling seven instead 
of five,” Green said. The Mission store also sold 
five pre-owned Maseratis that month.   
 Can you picture yourself behind the 
wheel of a luxury car?  Maybe it’s time for you 
to take a test drive.  

For more information, see acurasanjuan.com, 
audisanjuan.com, bertogdenbmw.com, bertog-
denmaserati.com, jaguarsanjuantx.com and mb-
sanjuantx.com.
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A Range Rover is designed to handle tough terrain. (VBR)
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Glass cubicles contribute to the luxury experience when negotiating a car purchase at 
Acura.  (VBR)



By Eileen Mattei
  “I speak Shark. Most of the people 
who have great ideas for a business are dolphins 
--  trusting and thinking everybody shares their 
excitement. My mother tongue is Shark, but 
my heart is dolphin, so I can translate between 
the two,” said Kai Wulff, CEO and manag-
ing consultant of Plexus Consulting based in 
Brownsville, serial entrepreneur, and, until re-
cently, Google’s director of global access devel-
opment. 
  Wulff’s Plexus partnership with CPA 
firm BMC has two functions:  to incubate new 
businesses and to advise established companies 
on improving their performance.
 Incubator seekers might wonder why 
Plexus would invest time in them without up-
front charges.  “Yes, I have a hidden agenda,” 
admitted Wulff, who has had a home in the 
Valley since 2011.  “I love the area and want to 
see it develop.  It’s all about paying forward. I 
believe in growing people, giving them oppor-
tunities and dealing with them in an honest, 
upfront manner.”
 Wulff has a radical approach to sweat 
equity that will appeal to start-ups: the white 
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Sharks and Sweat Equity

protect you from going to investors too soon,” 
Wulff said. “I’m not doing this to make money. 
It would be easier to earn money in other ways, 
but I choose to do this for the innovation and 
karma.”  While Wulff and Plexus make nothing 
if the start-up doesn’t succeed, his track record 
leads him to believe that the incubator’s suc-
cesses will be good for his bank account.
  “I believe that future innovation does 
not come out of areas where abundance is a 
daily occurrence.  If you live in that bubble, 
you cater to incremental improvements,” said 
Wulff, who recalled serving on hiring panels in 
Silicon Valley. “In my opinion, it’s absolutely 
snobbish if you only take people who look and 
talk like you. That’s how innovation dies.” 
 One of Wulff’s plans is to incubate 
promising young chefs in temporary test kitch-
ens that are food trucks owned by angel inves-
tors. His premise is to let the chefs take a great 
idea, get a track record, prove their points and 
then scale up.
 When it comes to consulting with 
established businesses, Wulff sees himself as a 
positive disruptor, an outsider who can bridge 
the arroyo between vison and action. He draws 
on his broad and deep experiences with his leg-
acy businesses in Kenya (where he established 
the nation’s largest fiber network) and was 
managing director of East Africa’s largest tourist 
company (10 hotels, two airlines, cruise ships, 

Kai Wulff.  (VBR)collar side contributes 
the sweat.  “You come 
to me with an idea with 
legs, and I will help you. 
You do the work and you 
keep 90% of your com-
pany.”  Plexus the incu-
bator acquires a modest, 
equitable share of the 
company for providing 
free consulting, account-
ing and legal services 
-- the framework that 
enables entrepreneurs to 
concentrate on the prod-
uct.  He believes some 
start-ups fail because 
they focused 80-90% of 
their time on administra-
tion and only 10% on 
the product. The Plexus 
incubator does not pro-
vide a physical space.  
 “Our sweat eq-
uity is the only right way 
to make it work. I try to 
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etc.). He sees tremendous potential in existing 
border businesses.  
  “Efficiency is my focus.  And I am an 
absolute fiscal conservative,” Wulff said.  “It is 
your duty to maximize the usefulness of the 
money you make. Efficient companies can pay 
higher salaries. We show people how they can 
benchmark and have something that is great.  
Companies here think they are not competitive 
outside the Valley, so they see their market as 
limited.”  
 Plexus is structured to overcome busi-
nesses’ fear of consultants, their fees and outside 
micromanagement. “If you engage us, I will not 
charge you to have a look. Companies that will 
be successful put employees first, then custom-
ers, then shareholders,” Wulff said.  “I don’t 
know everything, but I am not afraid to ask the 
right questions. If you are sure you are doing 
everything perfect, you are doomed.” 
 “I could have opened my own shop,” 
Wulff added, but he didn’t hesitate to form the 
partnership.  “BMC is driven by partners who 
believe everyone in the company is equal, that 
we’re all in it together.”   
 He has a rule of not consulting where 
he invests and not investing where he con-
sults.  
 Wulff  treasures a recent honor: a young 
accountant he mentored in Africa dedicated her 
PhD thesis to him and her family. “In 10 years, 
if someone here acknowledges my help in their 
business book or dissertation, that would be 
very satisfying.”

For more information, see plexus-group.com.  



Building on a Strong Foundation 
something you’d be inter-
ested in if we showed you 
how you can do it?’  There 
was immediate interest,” 
said Bill Wilson. The broth-
ers, after getting legal coun-
sel, financed the note to sell 
the company to employees.  
They expected it might take 
as long as 20 years before the 
note was paid off.   
 “But it was remark-
able. The stars lined up, so 
in 8-9 years they retired the 
whole debt. The biggest issue 
for us is that we have to be 
able to bond (for construc-
tion projects). The first year 
was odd because the balance 
sheet showed a huge debt, 
which was offset by assets. 
The deal was I would stay 
until the note was paid off.  
At that point, I would stay 
as long as they want me to, 
or go when they say,” said 
Wilson, the company presi-
dent.
 “ESOP is sweat equity over time,” he ex-
plained.  “Ours is set up that you vest over a six-year 
period.” The company puts a percentage of profits 
into the ownership plan. D. Wilson is one of 2,500 
companies that belong to a national ESOP associa-
tion.

 “It didn’t change the dynamic at first, 
because the changes were subtle,” Wilson re-
called “It was interesting to bring so many folks 
into the equation. Some people grasp it and 
take it to heart. It lets people look at the com-
pany as a whole and see the big picture.  Every-
body has to put the group ahead of self because 

By Eileen Mattei 
 D. Wilson Construction’s low profile 
office on East Pecan in McAllen stands in con-
trast to the high profile buildings the 58-year-
old company has completed in the Valley. The 
Basilica of Our Lady of San Juan de Valle, Tem-
ple Emmanuel, the Museum of South Texas 
History and the Brownsville Museum of Fine 
Arts are among the projects that the Valley’s 
largest locally-owned construction company 
has built.  The company, which booked $4 mil-
lion in 1987, last year took in $125 million. 
But as dramatic as the sales increase has been, 
the change in the business’s structure is equally 
impressive   
 When Darrell Wilson, who founded 
the business in 1957, passed away, his sons and 
co-workers, Mike and Bill, bought the com-
pany from their mother.  Fourteen years ago, 
Mike wanted to retire, but his younger brother 
was not ready to take that step. After research-
ing the options, the brothers decided on an 
Employee Stock Ownership Plan (ESOP) that 
transferred 100% of the ownership of D. Wil-
son to its employees.   
 “We asked the employees, ‘Is this 
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Bill Wilson and Matteo Salazar review plans for the D. Wilson Construc-
tion’s new offices that will replace the ones they’ve outgrown.  (VBR)

The McAllen-based construction company has worked on all the Valley’s college and university campuses, like 
this Wellness Center they completed at UTRGV.   (Courtesy: John Faulk/Frontera Media.com)



they all have skin in the game.”   
 With the ESOP, the company 
gained an outside trustee and a board 
of directors consisting of Wilson, CFO 
Tim Mickunas and three members elect-
ed from the 50-plus employees. 
   D. Wilson still functions as a 
corporation, with officers making day-
to-day decisions, project managers, su-
pervisors, estimators and an accounting 
department.  But now the individuals 
have to think about investment policies, 
how to treat health insurance and best 
practices. 
 “We’ve had really explosive 
growth, but it got to the point we were 
almost sitting in each other laps,” said 
Wilson, who “had the luxury” of work-
ing as a laborer, estimator and project 
manager.  The company is in the midst 
of expanding its McAllen office. (It also 
has a San Antonio office.)  It took over 
the adjacent property and is remodeling 
it, a project which will double its space 
when completed in November. 
 D. Wilson has major proj-
ects underway including the $75 mil-
lion South Texas College expansion at 
the Pecan, Nursing and Allied Health 
and Starr County campuses as well as 
UTRGV construction.  Their previous 
work is seen in retail plazas, FTZ warehouses, 
churches and schools across the Valley.  The 
company has done work for all but three of the 
region’s school districts. While the company 
has multiple, reliable subcontractors it calls on,  
Wilson said they look for new subs to bring ad-
ditional skills to the table.
 While the company still does bid work, 
that makes up less of the business than previous-
ly. “We have been incredibly fortunate.  We get 
brought in at the start of a project as construc-
tion manager, and we get to have input with the 
architects and engineers.” 
  The company’s reputation for bringing 
in projects on time and budget persists, and a 
portion of that might be attributed to its owner-
ship.  
 “With an ESOP, employees know more 
about the company than that it gives them get a 
paycheck on Friday,” Wilson said.  “When you 
have an ownership interest, it dawns on you that 
it matters what you do.  People will stay an extra 
30 minutes to finish something up.  They are 
invested in the work.”   And that leads to growth 
and ultimately financial rewards.  Just ask the 
employee who retired and received a substantial 
check for his share of the business.

For more information, see dwilsonsonstruction.
com. 
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D. Wilson Construction got so involved in building the Museum of South Texas History that Bill Wilson went on to 
serve on the board.  (Courtesy: John Faulk/Frontera Media.com)



Women in Charge of the Garage
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By Lori Vermaas
 The sign in Andrea Garcia’s tow truck 
proudly reads “girl power,” a boast made true 
not only at her self-named wrecker service but 
also at her family’s garage, Double A. Women 
play a central role in both Harlingen business-
es. “Without them,” says Tony Garcia Jr., who 
opened the garage in 1995, “I probably would 
have closed by now.”
 The women who run the shop today 
include Tony’s first wife Josie (who handles 
transmission work), his second wife Rachel 
Rocha (bookkeeping and tow truck driving), 
and Andrea, one of his daughters (parts and 
mechanics). But Andrea, who added Andrea’s 
Wrecker Service in 2005, is the main shop 
manager, assisted by her sisters Veronica and 
Amy. She took over in 2008 when her father’s 
bout with myasthenia gravis, a chronic autoim-
mune neuromuscular disease that causes mus-
cular weakness and rapid fatigue, intensified. 
Tony now serves as a consultant, which is just 
fine with Andrea. “I love having my dad here 
because if there’s something I truly don’t know, 
I go to him right away.”
 Auto repair is the family’s stock-in- trade that became the family business after Tony 

partnered with his father over 20 years ago to run 
T&T Car Care in Harlingen. As the business grew, 
they added what eventually became Double A Ga-
rage to service bigger trucks allied with the railroads. 
Like her siblings, Andrea spent a lot of time at both 
shops. She hung out with her grandfather and her 
father while they worked, and she realized she liked 
auto repair.
  “My dad didn’t force me into it. He sent me 
to college. But I wanted to do this. This is what I’ve 
know since I was about 7 or 8 years old.” It was a dif-

ferent learning curve, and not the expected one. 
“But my dad has never been the type of person 
to say ‘Hey, you’re a girl.  You can’t do things 
like this.’ My dad’s always had the attitude that 
‘If I can do it, you can do it, and maybe even 
better than me.’”
 Clearly understanding the power and 
salvation of family, the Garcias continued the 
tradition of teaching auto repair to the younger 
generation. Along with two brothers (10 and 
16 years old) who can disassemble transmis-
sions, Andrea said that Lucia, 8, can strip a 

motor. The lessons do more than 
occupy idle hands. “Our dad has 
always instilled in us the impor-
tance of work -- work before play, 
earn so you can spend. Lucia’s not 
a girly girl. She’s not scared to get 
in there and get dirty. She’s prob-
ably better at it than my brothers.”
 Despite Tony’s enlightened 
views regarding women working 
in the auto repair business, An-
drea noted that there have been 
plenty of challenges. When she 
first took over as the manager, the 
male mechanics “didn’t want to 
talk to me, they wanted my dad,” 
particularly Ray, 62, known as the 
Mad Genius for his magical auto 
repair talents, who had worked 
with Tony for decades. “All of 
them were old school, the ‘oh, 

Josie Garcia and Andrea Garcia along with Rachel Rocha represent Double A Garage’s “girl power.” (VBR)

The Garcias often work with the Harlingen City Police and are on 
call for tow truck services.   (VBR)



you’re a woman’ camp.” 
 Andrea decided that persistence made for a good 
strategy. “I just kept pressing,” jumping in on repairs, “so that 
they would realize I wasn’t going away.” The strategy took 
years, but it paid off. “But it was a long time coming. He 
and I had to start working together.  Now we’re at the point 
where he asks me to put a computer on an engine so we can 
diagnose the problem.” 
  Andrea doesn’t drive the tow truck as much any-
more, because running the shop is so all-consuming, but she 
recalled the days when she and her sister Veronica would go 
out on 2 a.m. calls. “You never know who you’re rolling up 
to when you arrive.” Some customers were suspicious when a 
woman gets out of the tow truck. But “we’ve towed roll-overs 
and taken cars out of canals,” without a problem, she said.
 Despite the challenges posed by franchise shops, An-
drea’s family plans to keep the small business rolling along, 
adjusting to industry changes as best as possible. Armed with 
a $9,000 upgraded computer system, which allows her to 
diagnose even the newest cars, Andrea is ready to meet the 
challenges. Besides, if there are any lulls, they have the best 
strategy – “the power of prayer,” Andrea said, pointing to a 
burning candle emblazoned with the image of Jesus resting 
on a small shrine-like table in their break room. “When it 
gets slow, my family comes in here, gets in a circle and prays,” 
said Tony. “He’s our go-to guy,” said Andrea, pointing to the 
candle, noting that He has never let them down.

For more info, call 428-0256.  

September 2015      Valley Business Report   13

To gain the trust and respect of the Double A Garage male mechanics as their new shop man-
ager, Andrea began to jump in on repairs or frequently check in with them.   (VBR)
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Google for Small Business
14   Valley Business Report     September 2015

By Eileen Mattei
 “Google Drive is a great way to be 
more efficient in how you manage your busi-
ness, and it’s entirely free. It’s incredible the 
amount of things you can do with this,” said 
Jocelyn Olmedo, social media coordinator for 
the Women’s Business Center and a UTPA 
electrical engineering student.  Her  “Google 
for Small Businesses” presentation at WBC 
demonstrated how to use Google Drive, Docs, 
Calendar, Maps, Hangout and more.  It also 
revealed Olmedo as a committed Google fan: 
“I use it for everything.”
 “If you are starting a business, you just 
need a computer, Internet access and Google 
Drive. You don’t need software licensing. It’s 
a beautiful tool,” Olmedo said, and it doesn’t 
matter what kind of computer you have. Even 
established business owners benefit from being 
proficient in tools that produce professional 
looking documents and forms and at the same 
time are free to use, she said.  Google Drive 
provides 15 GB of free storage, which is ad-
equate unless you are storing videos or large 
photo files. 
 Olmedo’s workshop goal was to have 

attendees learn to navigate through Google Drive 
and take advantage of its license-free programs.  Ac-
cess does not require a free Gmail account, although 
Gmail does simplify things down the road. 
 Clicking the nine-dot square in the right 
hand corner of the Google homepage drops a menu 
down from the cloud where all your work is stored.  
Docs lets you create and edit documents and is the 
equivalent of MS Word.  You can now use Word 
documents on Google drive without losing format-
ting.  Google Docs can download to your desktop 
so you can work without being online.
 Sheets is Google’s spread sheet and database, 
the equivalent of Excel. “It’s very simple, but it can 
be co-edited.” She has used Sheets to track clients’ 
progress and pass on comments to co-workers on 
different shifts or in different locations. 
  Slides is Google’s free Power Point presen-
tation equivalent. “Anything you expect of Power-
Point, you will find on Slides.” Google Drive holds 
the files you created in your cloud.  When you share 
documents, sheets and slides, you determine the 
level of input allowed from others (view, comment 
or edit).  
 And there are even more free applications. 
“Lots of people don’t know that Google Forms ex-
ists,” Olmedo said.  “It’s a way of doing a survey 
or collecting data, an Excel-like sheet created by 
Google Drive to quantify data.  I don’t know that 
Microsoft has an equivalent.  It’s great if you want 
to do customer service review.”
 Google Calendar links across all your devic-
es.  “It is so simple to use.  It even alerts me when 
to leave to get to an appointment on time,” said 

Olmedo. She showed how she color codes her 
calendar to separate work, school and personal 
events.
 Goggle Hangout (formerly Talk) is 
similar to Skype, according to Olmedo, and al-
lows you to call anyone in the U.S.  for free.  (It 
costs less than a penny a minute to call Mexico, 
she said.)  All you need is a decent headset, a 
strong Wi-Fi connection and the knowledge 
that the call origination will show up as be-
ing from California.  “What’s different is that 
you can have multiple users in group chats and 
watch YouTube videos together for training.”  
You can opt to look at the screen and a video 
instead of a face.  
  Google Maps can be used to lay out 
routes for home health technicians to take from 
one client to the next.  “What’s beautiful about 
Google Drive is you can use it on your phone, 
tablet or laptop,” Olmedo said. She mentioned 
that PDFs are smaller files and easier to share, 
but they can’t be edited. With Google for busi-
ness, there’s so much more you can do.” 
 Robert De Leon, executive director of 
WBC, said Google Drive is the future of WBC.  
“It’s very functional, practical, flexible and free.  
We can have staff meetings with people who 
are out of town. You can sign up and meet us 
online (for a seminar). The non-profit organi-
zation provides low-cost training and technical 
experience for women business owners and po-
tential entrepreneurs. 

For more information, see wbcrgv.org.  

At a Women’s Business Center seminar, Jocelyn Olmedo instructs attendees in how to master free Google 
apps.  (VBR)
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Selling Food From Home
By Kassandra Aleman
 It is not uncommon to know of indi-
viduals making and selling food items -- choc-
olate-covered strawberries, cheesecakes, flan, 
tamales and salsa -- from home.  While these 
items are popular locally, it had not been le-
gal to make them in a home kitchen under city 
and/or state ordinances.  
 Yet selling food products from home 
may provide a secondary source of income to 
some and business market testing for others.  
For this reason, Texas legislators approved the 
Texas Cottage Food Law, which allows the sale 
of specific homemade-food products beginning 
in 2013.  Under this law, Cottage Food Produc-
tion Operations are exempt from the require-
ment of having a food-service establishment or 
to operate from a commercial kitchen. 
 Restrictions still exist, however.  Cot-
tage Food Production Operators are not allowed 
to sell food items which require refrigeration.  
Products such as meringue pies, chocolate- or 
candy-dipped fresh fruit, canned-tomato prod-
ucts and vanilla extract, for example, are also 
not permitted. 
 Further, in order to qualify as a Cot-
tage Food Production Operator, total annual 

gross-income from food sales 
must not surpass $50,000 per 
product. The operator is also re-
quired to obtain a food handler’s 
certification, which is valid for 
up to two years.  With the excep-
tion of family, anyone not directly 
supervised by the operator must 
also obtain a food handler’s certificate.
 Operators are likewise limited on where food 
products may be sold. Items must be sold directly to 
consumers at the individual’s home, a farmers market, 
a farm stand, and at a municipal, county or nonprofit 
fair, festival or event.  Selling items on the Internet 
or on sites like Etsy, for example, is not permitted.  
Delivery to the consumer must be made at the point-
of-sale or at a location designated by the consumer. 
 Allowable baked goods that do not require 
refrigeration -- such as cakes, cookies, breads and 
pastries; candy; coated and uncoated nuts; unroasted-
nut butters; fruit butters; canned jam and jellies; fruit 
pies; dehydrated fruits and vegetables; popcorn and 
popcorn snacks; cereal; dry mixes; vinegar; mustard; 
roasted coffee or dry tea; and dried herbs or herb mix-
es – may be sold. While some fruit butters are listed 
as unsafe, the safe homemade fruit butters include 
apple, apricot, prune, peach, grape and plum.  

 Additionally, all 
foods sold by the Cottage 
Food Production Operation 
must be packaged and la-
beled properly. The packag-
ing must also prevent food 
from contamination.  An ex-
ception to this requirement 

are foods that are too large or bulky for packag-
ing.  Labels must be affixed to the packaging 
with labeling information included in the in-
voice for those food items that are not package-
able. Labels must be legible and include the 
name and address of the Cottage Food Opera-
tion; the common name of the product; and if 
a food is made with a major food allergen that 
ingredient must be listed on the label.  The la-
bel must also include the following statement: 
“This food is made in a home kitchen and it 
is not inspected by the Department of State 
Health Services or a local health department.” 
 The list of items allowed is very spe-
cific and may require further inquiry for those 
interested in the Cottage Food Industry.  Visit 
the Texas Department of State Health Services 
online for further information or call (512) 
834-6753.
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12 ,000- squa re - foo t 
Hide Yard histori-
cal building that had 
housed a store and 
warehouse in the 
1880s.  “Every city has 
a past and an area that 
is different than oth-
ers. Wars happened in 
these streets, there is so 
much history here. This 
was the old west!” said 
Ramirez, who felt an 
obligation to improve 
the life of his fellow citi-
zens by helping develop 
a heritage tourism strat-
egy that will revitalize 
the area and create jobs. 
With 20 years of experi-
ence producing shows, 
Ramirez only hires the 
best musicians to play at 
the Half Moon Saloon. 
Classic acoustic guitar-
ists, jazz and blues bands 
are scheduled weekly. “We are planting a cultural seed 

By Nydia O. Tapia – Gonzales
 The Half Moon Saloon opened its 
doors two years ago in an area of downtown 
Brownsville few would consider suitable for in-
vestment, but owner George Ramirez has a vi-
sion that has a lot to do with the area’s cultural 
revitalization. 
 “I have a much bigger goal than run-
ning a bar,” said Ramirez, a lover of good music 
who has co-chaired the cultural sub-committee 
of Imagine Brownsville, currently serves as 
president of the Brownsville Society for the 
Performing Arts and is on the board of Texas 
for the Arts. Ramirez was born in Mexico City 
and raised in Los Angeles. In 1982 he relocated 
to Brownsville to start a business called Polibrid 
Coatings that grants him the freedom to pur-
sue his passion for music.  He believes that in-
terest stems from his childhood days in Mexico 
City when he was forced to attend live operas 
directed by his grandfather.
 The Half Moon Saloon is nestled in 
the “Buena Vida District” (Good Life District) 
in the Brownsville Market Square area. It is no 
secret that the area is home to underprivileged 
families and bars of ill repute.  But Ramirez 
saw an opportunity when he purchased the 
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Beyond the Half Moon Saloon

here for a live music entertainment district like 
you’ve never known,” he said.  “People often say 
the place feels like Austin, but I say no, this is 
like Brownsville. This is Brownsville at its best.” 
  “The Half Moon Saloon helps as in-
spiration for others to come and open business-
es here. It starts the conversation. I don’t want 
to be the only one here, for I can only provide 
so many jobs,” Ramirez said. “No, I want many 
more businesses here where people come and 
enjoy live music and a good time. I want the 
area to be the place for the best sound and look 
in the Valley,” he said.  Today, thanks to efforts 
by the city and private investors, most cantinas 
have been eradicated, and the area is flourish-
ing. “Stuff is actually happening here.”  
 The Half Moon Saloon is located 
along the future 11th Street corridor:  an Imag-
ine Brownsville project to create a pedestrian 
walkway from the Rio Grande to the Country 
Courts Park and eventually even to the Port of 
Brownsville. Behind the Half Moon Saloon, 
there are plans to build a plaza across from Im-
maculate Conception Cathedral.  Another his-
torical building two blocks south of the Half 
Moon Saloon will house a performing arts 
academy in 2017, thanks to efforts supported 
by Ramirez. 
 He knows these projects will positively 
impact the Half Moon Saloon and the neigh-
borhood. Today, patrons include those visit-
ing Brownsville who are dragged to the place 

George Ramirez, left, confers with the bartender and general manager of the Half 
Moon Saloon.  (VBR)
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by relatives who cannot wait to show 
them the “new” market square area. 
“People from north Brownsville and 
Matamoros come here all the time,” 
he said. Ramirez chose not to disclose 
his total investment so far, for he says 
it is “too much,” mostly due to resto-
ration expenses, but he plans to ride it 
out until the area revitalizes. 
 One of the greatest chal-
lenges for those seeking to invest in 
the restoration of a historic building is 
that banks only see the current value. 
Banks don’t put a value on the future 
of a building and the business it will 
house, complicating efforts for private 
investors, Ramirez said. But he sees 
hope in the newly implemented his-
toric preservation and rehabilitation 
tax credits for South Texas which he 
plans to access to complete plans for 
a fully-catered event center housed in 
the historic Hide Yard building. 

Follow the Half Moon Saloon on Face-
book or visit at 1101 E. Adams Street 
in Brownsville.

The Half Moon Saloon combines live music, comfortable chairs and a unique ambiance to bring customers into the 
Brownsville night spot.   (VBR)
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By Eileen Mattei
 Between Lorenza Garza’s tortilleria 
in San Benito and today’s De Alba Bakery de 
la  Familia, run by her granddaughter Ana de 
Alba, is a span of 56 years and a thriving family 
business that has grown to four locations and 
online sales.   
 “We are trying to keep Mexican tradi-
tions (of pan dulce) alive.  These days, nobody 
has the time to make the breads grandmother 
used to make,” said Leo Lara, De Alba’s operat-
ing manager.  “We don’t take short cuts. We 
still use the old methods, which are all from 
scratch. When people come into our bakeries, 
they have memories of their childhood.  They 
see the same pastries they saw as kids. It’s very 
nostalgic and makes them happy, especially 
when they bring in their own children.”
 Who wouldn’t be happy in an upscale 
bakery with a European/Mexican ambiance,  
surrounded by well-lit, enticing and fragrant 
displays of conchas, molletes, empanadas and 
more types of pan dulce than you can layer 
into a bakery box? Tamales, birthday cakes and 
rolls add to the visual and olfactory appeal of 
De Alba bakeries which retain the appeal of a 
neighborhood bakery.  

De Alba Bakery Begins Makeover 

 Ana De Alba grew up working with her par-
ents Dora and Uriel in their San Benito tortilleria and 
the bakery they opened in McAllen in 1991.  But 

honoring the past doesn’t rule out exploring 
the future.  Now the company’s CFO, De Alba, 
with her parents’ blessing, has launched a total 
makeover of the De Alba stores, starting with 
the Edinburg location.
  “Ana wanted a new store concept, 
which included changing the logo and the 
branding,” said Lara. “It began with taking the 
heart of what her parents did: the hard work, 
the excellence and the love poured over every 
detail.”   While the roots remain, the new con-
cept adds high-end, artisanal Mexican pastries 
to the current offerings.  Given the De Alba 
family emphasis on family, a children’s area will 
be near the espresso bar which has comfortable 
seating and WiFi for adults.   
 “We want our customers to feel like 
family when they walk in our doors,” Lara said. 
“Ana doesn’t do things half-heartedly, and she 
has the most exacting taste.  We’ll have made-
to-order tortas, gourmet salads, aguas frescas 
and paletas.  Authentic Mexican dishes are 
being added to our menu because great food, 
along with baking, work together as a passion 
for the De Alba family.   She and Dora spend all 
their creative time in the home kitchen perfect-
ing recipes.”
 Creativity is not limited to the owners.  
Each of the four head bakers is being challenged 
to make two new products per month.  The De 
Albas determine which ones will be offered to 
the public.  Lara noted, “Most of our bakers 
love that challenge.”  
 Lara, who has 25 years of manufactur-

De Alba bakeries are being remodeled to include a European coffee-house, family friendly atmosphere.  (Cour-
tesy) 
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ing experience, has streamlined De Alba’s op-
erating systems to be more cost-effective.  “We 
always want the best ingredients,” but at the low-
est price possible. He is monitoring the renova-
tions’ impact on work flow and sales.  Lara proj-
ects that each makeover will take three months, 
so about a year from now, the stores in Mission 
Pharr, McAllen and Edinburg will have been up-
graded and rebranded. 
 The potential for growth is great, Lara 
said.  “We have a lot of things in the works.  We’re 
working on possible gluten-free and sugar-free 
items.”   Training of cashiers is being centralized 
with a focus on customer service, and baristas are 
being hired to make unique flavored coffees with 
a Mexican twist, starting at the Edinburg loca-
tion. 
 Last year, De Alba won the trifecta in 
a regional consumers’ choice poll:  best bakery, 
best tamales and best cakes.  Their reputation has 
attracted traffic to their website, where custom-
ers from New York to Las Vegas order pastries as 
well as some of the 21 varieties of tamales (in-
cluding Mexican chocolate ones rich with raisins 
and cinnamon).  
 The De Alba Bakery has an impact on 
its community beyond beautiful wedding cakes 
and award-wining tamales.  The De Alba family 
founded United 4 Paws, which unites companies 
and individuals in advocacy for pets.  By match-
ing donations, up to $1,000 per month, the or-
ganization provides spay and neuter resources 
and placement for animals.  
 That outreach is possible because of the 
expertise of De Alba’s bakers and staff at making 
authentic foods.  “We want to continue to create 
memories,” said Lara. 

For more information, see dealbabakery.com.

Dora, Ana and Tanya De Alba test recipes in their custom kitchen.  The menu will be changing at De 
Alba bakeries as artisianal Mexican pastries and gourmet tortas are added as part of the makeover of the 
brand.  (Courtesy) 

It’s so hard to decide which pan dulce to get that 
most customers take home an assortment.  (VBR)
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By Lori Vermaas
 José Sanchez, owner of Greenbox Deli, 
is on a mission. He wants to change the way 
Valleyites think about healthy food. “Some-
times people tell us that all we sell are greens, 
that green is something that doesn’t have flavor. 
But if you combine it with the right ingredi-
ents, it’s delicious.” For the past year, Sanchez 
and his wife Raquel have been discovering those 
combinations, assembling and mixing kale and 
spinach with different fruits and whole grains 
into a variety of smoothies, salads and sand-
wich wraps. Slowly but surely, hungry diners in 
Harlingen are taking notice.
 Only two years ago, Sanchez and his 
wife knew very little about healthy eating. A 
Matamoros native, he relied on heavier foods 
typical of border Mexican fare. After discover-
ing that his cholesterol was too high, as was his 
wife’s triglyceride count, the couple decided to 
change their lifestyle. Consulting his broth-
ers, who are doctors, they altered their eating 
habits. They started eating more vegetables and 
fruits, upped their intake of protein from le-
gumes (beans), and added flaxseeds and chia to 
their diet. Two or three months later, they had 
lost weight and their cholesterol levels dropped 

Eat -- And Drink -- Your Greens  
to near normal.
 The revo-
lution in their di-
ets inspired them 
to open Green-
box in 2014. 
“Whenever we 
looked for restau-
rants that served 
healthy foods, it 
was difficult. The 
salads they of-
fered usually just 
had iceberg let-
tuce. We needed 
kale,” said Raquel. 
José (who, like his 
wife, is an elemen-
tary school teach-
er) saw the need 
for a small eatery, 
a place to enjoy 
tasty, healthy food 
and along the way 
learn about better 
nutrition.
 Smoothies were a core part of Greenbox’s original plan, because drinking them every 

morning was central to José’s success in low-
ering his cholesterol. When the couple began 
concocting the 12 kinds they currently offer, 
they wanted to make them flavorful enough 
that even kids would like them. To do this, 
they developed each type around one fruit, like 
pineapple for the Hawaiian or pomegranate for 
Sweet Summer, a vibrant red mixture whose 
other ingredients include cantaloupe, raspber-
ry, watermelon and chia seeds. The approach 
has helped to cover the sourness of ingredients 
like kale in their green smoothies, which nev-
ertheless attract a devoted following. Indeed, 
their best-selling smoothie is the Greenbox, a 
crunchy, grass-colored combination of kale, 
grains (oats), anti-oxidant fruits (berries), ba-
nana, flaxseeds and honey. It’s their favorite too. 
“It will fill you up for about 4 hours,” said José.
 By offering smoothies, Greenbox adds 
a unique local wrinkle to the sandwich restau-
rant industry, whose modestly priced menus 
and incorporation of healthy food options have 
helped it to survive the worst of the recession 
years. Indeed, although Beaumont-based-titan 
Jason’s Deli, with nearly $600 million in an-
nual profits, is equally committed to offering 
fresh, non-GMO, gluten-free and organic food, 
smoothies aren’t on their menu.
 Greenbox also provides homemade 
soups (lentil and chile) and offers customers 
about 49 vegetables, fruits and legumes from 
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A commitment to healthy foods led Jose and Raquel Sanchez to open Greenbox Deli in 
2014.  (VBR)
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which many customers choose to build their 
salads or wraps. Faced with so many options, 
patrons often get overwhelmed. “That’s why I 
tell my employees to be patient. We want our 
customers to learn about what they’re eating,” 
said José. “It takes a while, but in the end they 
get a fresh product.”
 Although their restaurant has been 
open only a year, the couple is seeing positive 
signs of change. They were one of three vendors 
that participated at the recent KidFit Festival 
in April, which supports children’s health edu-
cation. Offering their smoothies and the cran-
berry chicken wrap, they were surprised that 
their customer line outdistanced the vendors of 
fried chicken and snow cones. A more typical 
success story is when José won over a customer 
who assumed that the deli, as a healthy food 
eatery, wasn’t for her. She had been picking up 
her husband, who had started eating at Green-
box habitually as part of his cancer treatment. 
After José convinced her to try their Fajita wrap 
for free, “she ate the whole thing and bought 
one for later -- supposedly.”
 Fielding raves on their Facebook page, 
José sees good things in Greenbox’s future. 
They’ve recently attracted some catering gigs 
and even feelers about expanding the busi-
ness. “I think we’re on the right track,” though 
some patrons “are concerned about us because 
our prices are so low.” (Their combos include a 
drink, wrap or salad and a side [like fruit] for 
around $8.) “As long as we can pay our bills, 
we’re okay, because our main goal is to promote 
health. I’m so focused on showing people how 
good this food is for us.”

For more information, see Facebook.com/green-
boxrgv or call 230-3094.

Greenbox’s combo meals have less than 500 calo-
ries and include a wrap, soup and a smoothie or 
freshly made lemonade.  (VBR)
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By Eileen Mattei
 If you can’t take one more day of being 
baked by border sunshine, plan an escape to 
Door County, Wis., in September or October. 
On this peninsula jutting into Lake Michigan, 
you’ll find what it is to be cool again, both with 
moderate temperatures and diverting activi-
ties for all ages. You can take Segway tours past 
lighthouses and cherry orchards, kayak across 
Nicolet Bay to Horseshoe Island and watch 
goats grazing on a restaurant’s roof in Sister 
Bay.  
 Door County offers inns, cozy motels 
and B&Bs. (Only one town allows chain ho-
tels.) Charming cafes, waterfront grilles and 
one-of-a-kind restaurants show their chops, 
homemade root beer (Wilson’s Restaurant), 
fresh and smoked fish dishes (Fred & Fuzzy’s 
Waterfront Grill) and --  almost everywhere 
-- cherry pies, cherry ice cream and cherry-
accented salads.
 Door County produces up to 12 mil-
lion pounds of cherries every year, so cherry 
orchards edge the winding roads that crisscross 
the 18-miles-wide, 70-miles-long peninsula. 
When the Montmorency tart-cherry season 
peaks July-August, you can pick cherries at 

Make Your Escape Now!
several orchards.   In 
the fall, the focus shifts 
to crisp, ready-to pick 
apples and magnificent 
autumn colors. 
 Stop to sample 
plump, chewy, dried 
cherries produced at 
Country Ovens, and 
even watch the process. 
Their Cherry De-Lite 
bites are used in juices, 
pies, candies and cere-
als.  At Orchard Coun-
try and Market, borrow 
a bag and pick a variety 
of apples, including Jo-
nagold and Cortlands.  
Winery tours here, 
three times a day until 
Oct. 31, introduce you 
to the vineyard, its win-
ery and samplings for 
all of $4.  The Cherry 
Sparkle wine is a bubbly 
treat.  
 Seaquist Or-
chards in Sister Bay 
has more than 1,000 acres of cherry trees as well 
as viewing windows into its processing plant, where 
jams, salsas and pie filings are produced year round. 
Don’t miss a peek into the pie-making facility, 
which produces about 1,400 pies per week. Then 
sample the products – about 50 items ready to taste 

and tempt you to stock up on jams, syrups and 
crisp apples.  You can eat scrumptious, fresh-
made cherry pies here, of course.
 Wisconsin is famous for its cheeses, 
and Renard’s Cheese provides free wine and 
cheese samplings as well as scheduled factory 

Exuberant flowers catch the spirit of Door County villages.  (VBR)

A storyteller regales the audience with tales of Rowley’s Bay history as a legendary fish boil gets underway.  
(VBR)
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tours (or a video if you miss the tour). Be sure to 
try their squeaky cheese curds, a regional favor-
ite.   
 It’s not always about food in Door 
County.  Nine different Segway the Door tours 
lead you up and down rolling hills on backroads 
and canopied paths. After a brief Segway les-
son, you will be gliding through orchards to cliff 
overlooks and some of the region’s 11 lighthous-
es. Trolley tours and lighthouse trail maps (and 
winery trail maps) are available.  You can even 
find a cider house, distilleries and craft brewer-
ies.  For a boat-centric treat, visit Door County 
Maritime Museum in Sturgeon’s Bay for exhib-
its on local shipbuilding, salvaging wrecks and 
lighthouses.  
  Tiny waterfront towns like Egg Har-
bor, Fish Creek, Ephraim and Sister Bay invite 
relaxing strolls along streets lined with exuber-
ant flower gardens and shops displaying jewelry, 
crafts and clothing. Abundant nature trails let 
you choose your own pace, while zip lines let 
you soar past tall trees.  Fishing for trout, salmon 
and bass is a major diversion. Fish boils – white-
fish, potatoes and onions – prepare the whitefish 
catch with traditional flare.
 When you’re ready for lovely snow, Door 
County rolls out the winter magic. Some say it is 
best enjoyed in comfortably elegant lodging like 
the White Gull Inn, founded in 1896.  The inn’s 
famous, cherry-stuffed French toast give you a 
reason to leave the fireplace and romantic atmo-
sphere of your room or suite. 
 Whatever the season, you have more 
than enough reasons (besides ever-present cherry 
pie) to explore Door County.

For more information, see doorcounty.com.

White Gull Inn’s cherry-stuffed French toast is fa-
mous, deservedly so.  (VBR)



In the Spot light

The Port of Brownsville opened a new cargo dock in August to increase its cargo han-
dling ability. On hand to celebrate Dock 16, the port’s second with heavy-load capac-
ity were U.S. Maritime Administrator Paul N. Jaenichen Sr., Port of Brownsville 
Commissioner Carlos Masso, POB Commissioner Sergio  Lopez, Brownsville Mayor 
Tony Martinez, POB Commissioner John Reed, POB Commissioner John Wood, 
POB Board Chairman Ralph Cowen and Port Director/CEO Eduardo Campirano.  
(VBR)
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For consideration in one of our featured sec-
tions, email your photos and captions to info@
valleybusinessreport.com.

Officials from Cameron and Hidalgo counties met 
Aug. 21 at the Regional Academic Health Center in 
Harlingen to sign an agreement that will expand the 
BiNational Economic Development Zone. Original-
ly encompassing Brownsville, Harlingen and Mat-
amoros, BiNED now includes Cameron and Hidal-
go counties and the cities of Edinburg, McAllen and 
Reynosa.  (Courtesy)

Worldwise Inc., Trostel Ltd. and WoodCrafters Home Products LLC part-
nered with South Texas College to provide job training for 217 new and 
incumbent workers in the Rio Grande Valley using a $334,648 Skills 
Development Fund grant from the Texas Workforce Commission.  TWC 
Chairman Andres Alcantar presented a $334,648 Skills Development 
Fund Grant to representatives of STC and partnering agencies. (VBR)





 A lot of things have changed since 1933. Back then, 
America was in the midst of the Great Depression. The average 
cost of a new house was $5,750. Gasoline was 17 cents a gallon 
and a new car would set you back about $500.
 The landscape of Downtown America has also changed. 
The evolution of malls, suburban strip centers and big box 
stores has shifted consumer shopping habits, meaning the 
downtown business district is no longer the hub of all things 
urban. There are, however, exceptions in the trend toward 
downtown disinvestment.
 Clark Chevrolet of McAllen is a perfect example of a 
business that has not only survived, but thrived in the down-
town setting. The landmark dealership is still at the same 
location (10th St. and Business Hwy 83) where it was estab-
lished in 1933 as Carpenter Chevrolet Sales Company. “I grew 
up very bonded to this part of the City of McAllen,” said Kirk 
Clark, owner and Dealer Principal at Clark Chevrolet. “I’ve 

Downtown Roots
Family established, family run, and family grown.  

A continuing tradition expanding downtown.
By:  Benjamin Trevino

801 W Business 83  -  McAllen  -  956-686-5441  -  www.clarkchevrolet.com

always had a deep appreciation for the wonderful customers we’ve enjoyed here. To me, this is very much like home.”
 The dealership’s slogan, “We’re Family,” is not just a marketing hook. Kirk Clark inherited the business from his father, 
Charles Clark, who took over the reins from his stepfather, James V. Carpenter. Clark recalls getting his first job at the dealership 
at age 10. His first assignment: keep pigeons away from the new car inventory with the help of a bb gun. “I was doing a perfectly 
good job of that for the first ten days, but then I ricocheted a bb off a steel beam and poked a hole in the windshield of a 
brand-new Chevrolet,” said Clark. “I was immediately retired to the used car lot and the 100-degree heat,” he added with a laugh.
 Clark’s fond memories of growing up and working in downtown McAllen have reinforced his commitment to grow in 
partnership with the downtown business district. In fact, Clark Chevrolet is in the middle of a three-phase expansion project.
 The first phase saw the relocation of the parts department into the dealership’s original building at 909 W. Business 83. 
The move was needed to keep pace with an explosion in the demand for GM parts in South Texas. “We probably sell close to 40% 
of all the GM parts sold by GM dealers in the Rio Grande Valley,” said Clark. “We’re selling as far away as Laredo, Corpus Christi 
and San Antonio and by having a large parts inventory, it supports our growing service operation, because parts availability is 
critical.”
 The second and most-ambitious phase of the renovation and expansion project is currently underway at Clark Chevrolet. 
The main showroom floor is doubling in size. The interior and exterior of the building are being remodeled utilizing Chevro-
let-approved design concepts, which will convey a modern, home-like aesthetic. Two state-of-the-art paint booths are being 
added to Clark Chevrolet’s body shop and the dealership’s finance and insurance departments will be brought together under 
one roof to further enhance the customer’s buying experience.
 Under phase three, the former Clark Pontiac showroom will be demolished to make room for more inventory and custom-
er parking. “Doing business in downtown has been a challenge,” said Clark Chevrolet General Manager, Roger Solis. “Customer 
parking has been limited and we’ve had to manage our inventory by using overflow lots in different locations. By making these 
changes, everything is going to be here in one location with plenty of space and better flow for our customers.”
Remarkably, Clark Chevrolet has remained open for business during the expansion and construction has progressed with mini-
mal delays in company operations and no decline in customer service. The project is expected to be complete in late May or 
early June, but that doesn’t mean Clark Chevrolet will stop growing.
 The dealership is set to acquire yet another property right across Business 83, paving the way for Clark Chevrolet’s entry 
into the automotive quick-maintenance industry, providing oil changes, lubrication and tire service. “We have confidence in 
McAllen,” said Clark. “We have confidence in the standards that we’re trying to set in the industry and we want our customers to 
feel like they can celebrate with us, because without them this expansion could not have happened.”
 To read more about the Charles Clark Chevrolet story, go to www.charlesclarkchevy.com. You can also give them a call at 
(956) 686-5441. Better yet, stop by and visit what is one of the few remaining original downtown McAllen landmarks in the Clark 
District on Business 83 . After all, you’re part of the heritage and part the family!

Somos Famlia.  We are Family.


