
Connecting You to Local Pro-Business News
www.ValleyBusinessReport.com

ValleyBusinessReport
Connecting You to Local Pro-Business News

www.ValleyBusinessReport.com

RBV
Camera!  Action!  

RGV’s Future in Film

Ending an Era
Marketing to Millennials

Buried Treasures

Volume VII, Issue 6
Febuary 2016





 Everybody doing what they do best - is 
it practice or theory? 
 The perfect scenario is all team mem-
bers, from administration and management to 
the entire workforce, operating in the job that 
uses their greatest attributes. Qualifications vary 
as the job responsibilities of an organization are 
assigned to those who best fit certain skill sets. 
Designers design and builders build.  Right?
 We all have challenges matching 
candidates, even current team members, with 
the responsibilities 
that best match their 
niche. In theory, 
when all personnel are 
matched correctly, the 
engine is ticking on 
all cylinders accelerat-
ing the business to 
smooth efficiency and 
profit-making effec-
tiveness. Sounds easy 
enough.  Not so fast. 
 Have you 
stayed awake at night 
wondering if you’ve 

paired each person with the duties and tasks that 
equal their focus, limits and abilities to excel at 
maximum capacity? Sometimes, a pitcher would 
serve the team better if he was the shortstop and the 
first baseman was relocated to the outfield.
 When trying to teach baseball fundamen-
tals to my 3-year-old recently, I was confronted 
with an unforeseen challenge. I am left-handed, 
and Bryce is right-handed. As we began the throw-
ing and catching basics, I put his glove on his left 
hand and was immediately corrected that it goes on 

the other hand. He definitely 
threw a curve my way, figura-
tively speaking.
 He watches me put my 
glove on the right hand and 
throw the ball with my left 
hand and of course, he wanted 
to do exactly as daddy. Nine 
minutes later, I persuaded 
him that his glove belongs on 
his left hand so he can catch 
the ball, remove it with right 
hand, and then throw it to me. 
Not an easy concept to model. 
 While there is a part of 

me that wants Bryce to one day be a left-hand-
ed pitcher, right now that is not his gift. He is a 
beginner developing entry level skills. The right 
job for him at this stage is putting the glove on 
the correct hand, throwing the ball with the 
opposite hand and improving through practice 
and repetition.  
 At work, we may have team members 
who are wearing the wrong glove. Our job is to 
put the right person on the right base, enabling 
each individual to progress to the next levels.  
Ultimately, great things happen when all team 
members are matched with what they do best.
 It goes back to the ultimate satisfaction 
rule. When we are good at something that we 
enjoy, the journey and end result have a higher 
probability of success. Doing what you love and 
loving what you do will never fail you.

Todd Breland - General Manager
Valley Business Report - VBR e-Brief
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will be complete on our newest Banking Center in 

McAllen at 8000 North Tenth Street. 

Our commitment to serving the Valley has never been stronger.
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Hidalgo, Cameron and Willacy Counties.

We invite you to come in and get acquainted with 
First Class Service on a First Name Basis.

 San Benito
1151 W. Highway 77
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956.428.4100
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956.664.8000
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Flora Fagan, Assistant Vice President; Marco Perez, Vice President 

Follow us at VBR Media on
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Lights! Camera! Action!
By Eileen Mattei
  Best boys, key grips, gaffers, cinema-
tographers, location scouts and pieces of talent:  
these film industry jobs are being filled by lo-
cal residents more than ever before.  Movies, 
documentaries and commercials filmed in the 
Rio Grande Valley have begun tapping an ex-
panding pool of talent. Commercials, pilots for 
series, movies and documentaries that are being 
shot in the Valley are providing jobs and busi-
ness opportunities.     

Finding Talent
 “I connect people. That’s what a film 
commission does,” said Nydia Tapia-Gonzales, 
director of the Rio Grande Valley Film Com-
mission.  “We put out casting calls for the age 

or look that a producer requests. I connect the film 
companies with local talent when they want to hire 
assistants, extras and technical support. Some of our 
people are doing pretty good work. We also scout lo-
cations.  That’s our strength: beaches at South Padre, 
the river and resacas, farmland, caliche roads and 
border architectural features like you see in Browns-
ville.  And it’s so affordable to film here.”  
 The Valley’s film commission does not pro-
vide financial incentives. Instead they offer 330 days 
of sunshine, assistance with permitting if necessary, 
and those vital referrals to local talent that reduce 
the costs of importing actors, technicians and equip-
ment.  The State of Texas does exempt items used in 
production from state sales tax.
 “As long as it’s filmed in the Valley, we all 
benefit,” she said. “The film business is slowly grow-

ing. Producers ask if they need a permit to film 
and we help them.  Most cities don’t have stan-
dards for film crews, so we have to do it on a 
one-by-one basis.” One such film was Robert 
Duval’s movie A Night in Old Mexico, which 
substituted Brownsville locations for Mexican 
ones. 
  “There’s quite a bit of activity going 
on.  In December, a director was upset because I 
couldn’t produce an assistant for him in 30 min-
utes,” Tapia-Gonzales said.  She recently aided 
professionals seeking an assistant and cast for 
a Netflix pilot. Actress Selma Hayek came to 
the Valley after optioning Domingo Martinez’s 
“Boy Kings of Texas,” a coming-of-age novel set 
in Brownsville that might become an HBO pro-
duction.  Someone else is filming a documentary 

Instructor Sindy Buezo and two students at The Studio on Broadway practice being broadcast hosts.  (VBR)



about a chess team. “In the past, we didn’t have 
the resources, and companies had the expense 
of bringing lights, cameras and sound equip-
ment down here, but that has changed.”  
 Chris Hardcastle and Rodrigo Rodri-
guez (of Rio Bravo Pictures) are partners in  
Citrus Digital LLC,  which 18 months ago 
acquired a three-ton grip truck and stocked it 
with the lighting equipment and camera sup-
ports essential for filming.  “A lot of people 
from L.A. and New York have been coming 
to the Valley, and it saves them an enormous 
amount on shipping to have this already here. 
It’s all self-contained and on wheels.” 
 Hardcastle, formerly an engineer at 
Channel 5, often functions as a key grip, in 
charge of all the gear and works directly with 
the gaffer, the light designer.  “All the stuff you 
don’t pay any attention to in the credits, I’ve 
done that, including best boy.”  

company demos, commercials and documenta-
ries for 18 years.  Companies have become more 
willing to use local talent during that time, he 
said. “There is no need to look outside of the 
Valley for any position on a set.  Local produc-
tion assistants (schooled at UTRGV and STC) 
can really help us on a shoot.”
 Clients have become more sophisti-
cated about production and the end product 
because of their constant exposure to video ev-
erywhere, Richaud said. “It helps clients know 
what to ask for in production, and this helps 
me as a producer give the client exactly what 
they want. Video is THE way to communicate 
in advertising and storytelling. ”  
 Jay Meade of Meade Marketing, who 
often hires Richaud for commercials, said the 
cinematographer thinks visually. “Jorge is com-
posing the shots as he goes. I give him the script, 
and he always does creative stuff. I prefer to 
work with him because he does both shooting 
and editing.”
 Emmy-winning David Blue Garcia, 
an Austin-based, Harlingen-raised cinematog-
rapher, director and producer, came to the Val-
ley last year to film “Cast,” a low-budget feature 
film about a teenager who begins smuggling to 
help his ailing grandfather. “It was a great expe-
rience to shoot in the Valley.  Everyone opened 
their doors to let us, complete strangers, film in 
their business or on their land,” from farmers to 
Border & Customs Patrol agents.  
 Jonathan Hess, who operates Hess 
Modeling, an acting and talent agency, with his 
wife Sindy Buezo, has three casting workshops 
slated this year at The Studio on Broadway, 
with casting directors from San Antonio, Hous-
ton and Los Angeles. Hess sees the workshops as 
a means of bridging a gap, so local actors don’t 
always have to travel to Dallas or Houston to 
audition. At the same time, directors become 
aware of Valley talents.  Besides training local 
actors on attending casting calls, the workshops, 
Hess said, will enable them to make invaluable 
contacts.  “You get to be in front of that cast-
ing director for several days and prove yourself.  
Casting directors always have a couple roles in 
mind.” The first workshop will be held Feb. 20-
21. 
 “We handle around 50 different talents 
for acting gigs,” in all sizes, colors and ages, Hess 
said, for jobs acting in commercials, as brand 
ambassadors, live hosts, print ads and more.  He 
believes his company, which has shifted from be-
ing strictly a modeling agency to a talent agency, 
hires and has bookings for the most talent in the 
region.  “There is still room to grow, and these 
projects might bring more opportunities down 
here.”  
 The Studio has acting classes at differ-
ent levels and stages plays with drama teacher 

 About 80% of Citrus’ projects are higher-
end commercials for state and regional clients, pri-
marily for Rio Bravo Productions, although Citrus 
works with groups from Houston and Austin.  The 
other 20% are out of the blue, such as the NYU film 
school student who brought Stephen Baldwin to 
the Valley, hired a cinematographer and rented the 
Citrus Digital truck.  “We have a short list of guys 
we work with here,” Hardcastle said. “We’re all cross 
trained and capable of working 16-hour days. Once 
we get set up, it’s a matter of hanging microphones 
on the actor and a boom just out of range of the 
camera.”  

The Telenovela
 In January, cinematographer and producer/
editor Jorge Richaud  was shooting a pilot for a 
telenovela in McAllen and Mission using talent from 
Mexico City, Monterrey, McAllen and Houston.   
He has been shooting TV spots, 30-minute shows, 
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Chris Hardcastle of Citrus Digital displays the three-ton grip truck  which contains the lighting, camera and 
audio equipment that is leased for companies filming in the Valley.  (VBR)



Jorge Richaud and crew film scenes from a telenovela pilot, on location in McAllen, Mission and Reynosa.  
(Courtesy)

Jacqueline Trevino and her community theater 
company.  “In entertainment, experience is a 
major factor.”    
 “It’s important for the Valley to sup-
port the people who have worked to make it 
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1407 N. Stuart Place Rd. Suite E
Harlingen, TX 78552

better for the film industry here,” Hess said. Edin-
burg’s second South Texas International Film Fes-
tival is accepting submissions (non-documentary) 
from Feb. 1 - May 1, with an emphasis on regional 
filmmakers. Look for lights, cameras and plenty of 

Citrus Digital leases filming equipment, making it easier for outside producers to film conmmercials, series and movies in the Valley.  (VBR)

action in the Valley.

For more information, see citrusdigitial.biz, rio-
bravopictures.com, stxff.us, rgvfilmcommission.
com and hessmodelingagency.com.
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Digging Deep to Shed Light
By Eileen Mattei
 When SpaceX decided to build their 
rocket launch site at Boca Chica Beach, as good 
corporate citizens the company ordered an ar-
cheological survey of the entire area around 
the control facility and launch parcels. For Jack 
Keller, principal investigator for Southern Ar-
cheological Consultants Inc., the job was a short 
drive from his office in Bayview.    
 Two bridges once ran from Boca Chica 
Island to the mainland: Gen. Zachary Taylor’s 
wagon bridge was built in 1846 and Sheridan’s 
Bridge for trains was built in 1866.  Remnants 
of the bridges, consisting of  cypress and pal-
metto pilings ranging from nubbins to three-
feet-tall stubs, are within one-half mile of the 
SpaceX launch site.
  “We ended up updating the docu-
mentation on all those pilings. They are among 
the most tangible connections to those times,” 
Keller said. He recorded and photographed the 
bridge sites, which are under federal and state 
ownership. “The pilings had already been deter-
mined to be eligible for the National Register of 
Historic Places.”
 When Keller graduated with his PhD 

in archeology in 1974, 
he expected to become 
an academic, but the 
business of cultural re-
source management 
(archeological surveys) 
was opening up.  Even-
tually, archeological 
surveys were mandated 
for new construction 
on federal and state 
owned land as well as 
for agencies receiving 
government funds for 
construction.    
 Once upon 
a time Keller had 20-
30 people working for 
Southern Archeologi-
cal Consultants doing 
surveys from offices in 
Longview and the Val-
ley. “It’s one thing to do 
the archeology and an-
other to do the admin-
istration.  Unless they 
are awfully good, you 
still have to look over 
their shoulder and 
keep track of artifacts.”  
Running field crews at 
sites around the state 
required considerable 
logistics. 
 About 12 years 
ago, Keller downsized 
the business to a one-
man operation and 
decided to only take 
on projects he found 
interesting.  What he 
does now can be clas-
sified either as planned 
surveys or as surprises: 
discoveries that require 
an archeologist to in-
terpret.
  “The irriga-
tion district will call 
me and says, ‘Jack, 
we need a survey for 
a river pump ramp.’ 
They are going to dis-
turb the surface on 
Intentional Boundary 
Water Commission 
land,” Keller said, and 
an archeological sur-

A meter stick shows the size of a cypress piling that once supported Sheridan’s 
Bridge from Boca Chica Island.  (Courtesy)

This cistern, dating from around 1900, was discovered during the construction of 
the Brownsville Multimodal Bus Terminal in 2012.  (Courtesy)
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vey is mandated.  Ironically, the advent 
of irrigation systems and deep plowing in 
the Valley probably destroyed much of 
whatever archeological sites and artifacts 
remained of prehistoric, nomadic tribes 
and the earliest Spanish and Mexican 
settlers, he explained.  While farming 
has unknowingly destroyed many sites, 
others have been buried by silt from the 
Rio Grande flooding while others have 
been washed away by erosion.  
 Nevertheless, Keller knows of 
prehistoric (1000-1400 A.D.) cemeter-
ies in Hidalgo and Cameron counties, 
but most have been destroyed or severely 
disturbed.
 Keller’s company did surveys 
at places like Harlingen Airpark and for 
Anzalduas International Bridge, the last 
using backhoes to trench 12 feet deep.  
“I’ve learned a shovel is the not the way 
to go here.  In the wall of the Anzalduas 
trench, you could see plow scars, indi-
vidual furrows in cross sections, and 
where the river had deposited silt when 
it was four miles closer.”
 The Texas Historic Commission 
maintains a list of about 100 archeologi-
cal surveyors, and Keller thinks he is the 
only one in private practice in the Valley.  
Nowadays, with various environmental 
companies serving as principal, Keller takes on 
local contracts, depending on “how much it 
pays and whether I will be having fun.” 
 Probably the most visible of Keller’s re-
cent projects featured Brownsville’s oldest cem-
etery, abandoned and forgotten, across from the 
Dancy Building in Brownsville.  When a con-
struction team started digging up bones, lots of 
bones, Cameron Country gave him a crew and 
unleashed him.  “I knew everything that had to 
be done.  It’s not rocket science,” Keller said. 
“We did the analysis, aged and sexed the bones, 
identified coffin nails.” He estimated probably 
700-800 graves are in that vicinity. “That’s the 
kind of thing that happens.”
 “Archeologists have all these magnifi-
cent tools now,” Keller said, “magnificent and 
very expensive.”  He observed while Rolando 
Garza, archeologist and chief of resource man-
agement at Palo Alto National Battlefield Park, 
and a team used ground-penetrating radar on 
a NPS remote sensing project at the earthen, 
star-shaped Fort Brown which lies mostly be-
neath a golf course.  “On the surface you can’t 
see much, but you run instruments over the 
ground, you can see the glacis where the wall 
was shaped and the rifle steps.  I was amazed.”  

For more information, call 233-9899 or email 
jeksac@earthlink.net

Archeologist Jack Keller conducts surveys prior to construction and also steps in when crews unearth bones at pre-
historic and historic sites.  (VBR)
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with quick decisions and tailored loan packages.
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Closing the Doors After 95 Years
By Eileen Mattei
 Just before Thanksgiving, Tom Weekly 
learned that the building Whalen’s Furniture 
leased on Business 83 in McAllen had been 
sold and the lease lost.  He made a tough deci-
sion: after 95 years, Whalen’s, the oldest family-
owned, continuously operated furniture store 
in the Valley, would close Jan. 31.  That date 
marked the end of an era which comprised four 
generations of customers and begin with a store 
that grew from a backyard enterprise. 
 “The story starts in 1920 when Bill 
Whalen came from Nebraska to farm. This was 
frontier country then,” said Weekly, 86.  Wha-
len opened a small store in Alamo where he sold 
kerosene cook stoves (two for $14.95), radios 
and Frigidaire appliances. In 1934, he was hon-
ored as a top Frigidaire salesman, the same year 
his 4-year-old nephew Tom Weekly and his old-
er brother came from Missouri to live with him 
and his wife.
 “Bill Whalen was one of those guys 
who really worked for the good of the com-
munity. He had other enterprises, including 
a finance company,” said Weekly. In time, he 
followed in Whalen’s footsteps in many ways: 

community service and multiple enterprises.  
 At age 12, Tommy Weekly began working 
after school at Whalen’s furniture store in McAllen. 
Other than time away getting a degree in business 
at University of Texas and serving in the U.S. Navy 
Reserve, Weekly devoted his working life hours to 
Whalen’s.  After the Wha-
lens were killed in a car 
wreck in 1972, Weekly 
and manager Paul Wagner 
became owners of the busi-
ness.  Weekly became gen-
eral manager when Wagner 
retired.
 “I’ve enjoyed com-
ing over here and work-
ing.  There never was a 
dull time.  You have peak 
times,” said Weekly, noting 
his vacations were only three to five days long. “As 
a business owner, as manager, you have to work the 
number of hours it takes to get it all done. Some-
times that’s 80-90 hours a week. The long shadow 
of the owner at the business is the best security.  
Even then, you can’t know everything that goes on. 
Over the years, we’ve had our share of inventory 
shrinkage.”

 Nevertheless, the furniture store sur-
vived the Depression, the disruptions of World 
War II, the Korean War and Vietnam, freezes, 
floods, peso devaluations, and the surge of crim-
inal activity in Mexico. But then complications 
arose from an unexpected quarter.

  “Starting about 2007, 
the McAllen Chamber 
of Commerce did their 
job very well, bragging 
all over the country 
about the high sales in 
dollars per square foot” 
that retail stores were 
pulling in, Weekly said.  
“McAllen now has 
42 furniture stores.”  
Coupled with the de-
cline in customers from 

Mexico, it became difficult to stay solvent, he re-
called. “We fought it for a number of years and 
had it pretty much turned it around last year.”
 The sale of the building and eviction 
notice gave Weekly the opportunity to close the 
business on a good note. “We’ve had a strong 
presence in the Valley for a long time. Mission 
in particular has been a really good town for us 

When Whalen’s lost its lease, Tom Weekly decided to close the furniture store, which his uncle Bill Whalen 
started in the 1920s.  (VBR)

“We’ve had a strong pres-
ence in the Valley for a long 
time.  Mission in particu-
lar has been a really good 
town for us over the years.” 

--Tom Weekly
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over the years.”
 Mary Belamares, a former owner of a 
Red Wing Shoe Store who came to check on the 
sale items, recalled buying furniture at Whalen’s 
in 1953 as a newlywed. “It was good furniture 
and lasted forever.” But merchandise was only 
part of the attraction, she said, as Weekly rolled 
up a rug she had purchased.  “It’s because they 
treat you well here. People keep coming back. 
I’ve known Tommy since I was 20.” 
 In early January, Whalen’s remaining 
furniture was clustered in the center of the huge 
store.  Lamps, comforters, rugs and accessories 
were grouped on the floor instead of arranged 
in vignettes.  Orphan chairs, china cabinets and 
dressers had prices slashed, waiting for good 
homes. 
 “We had over 500 La-Z-Boy pieces on 
Dec.1,” Weekly said. One month later, only a 
few pieces remained.  “Selling is easy if you sell 
it cheap. But advertising is hard when you are 
closing down. All you can do is talk about the 
event, not specific furniture.  In a week, every-
thing can change.  It’s all subject to prior sales.”
  Whalen’s had carried furniture from 
manufacturers such as Broyhill, Kincaid, 
Natuzzi and Restonic. They filled numerous 
special orders for upholstery on those lines. 
“Customers are very loyal once you treat them 
right,” Weekly said, wrapping up his long ca-
reer. 

Bill Whalen began selling radios 95 years ago prior to expanding into furniture at Whalen’s.  (VBR)
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will to achieve it. 

For 70 years, Spherion® has 
been supplying the highly 
skilled flexible and direct-hire 
talent organizations need to 
out perform the competition 
and stay at the top of their 
industry. As a locally owned 
staffing company, we know 
the people who live here, so 
finding the ideal candidate for 
your needs is no challenge. 

With Spherion as your workforce 
partner, there is nothing you 
cannot achieve! 

3321 N McColl 
McAllen, TX 78501
956.961.4298 

spherion.com/mcallen

©2016 Spherion Staffing Services LLC



12   Valley Business Report     Febuary 2016

Carrying on After a Loss
By Nydia O. Tapia - Gonzales
 Keevin Strohmeyer, the hands-on own-
er of Automasters for 20 years, died suddenly in 
January 2015 at the age of 69.  His widow Betty 
and daughter Wendy Gordon had not been ac-
tively involved in the day-to-day operations of 
the five-bay automotive repair/oil change busi-
ness, which also functioned as a U-Haul dealer-
ship. 
 Gordon, who was in nursing school 
when her father died, had nevertheless grown 
up around the business. So she took over the 
duties of service manager, filling that void as her 
mother coped with being sole owner.  
 “There was no other choice,” Gordon 
said. “I was the only one who could step in. It 
was going to be a temporary thing, just to keep 
the doors open.  But I found out I really liked 
it.  I love talking to the customers. I love work-
ing with people and being able to help them. 
Everyone who knew my dad was so happy I was 
keeping it open.”
 What helped keep the business viable 
were current and former employees who rallied 
around the two women.  Ronnie Swint, a man-
ager who had worked with Automasters for 12 
years, took a two-week leave from his oilfield 
job and guided Gordon through a crash course 
in managing an automotive repair shop.  “He 
had worked for my dad.  He trained me and did 
not charge us at all. Even now, I can call him on 
whatever I need help with,” Gordon said. 
 The experienced mechanics stayed on. 

“We have very 
loyal techni-
cians,” Gor-
don explained. 
Many had 
worked at Au-
tomasters in 
McAllen until 
it lost its lease 
in 2007, and 
they had con-
tinued at the 
new location 
on Stuart Place 
Road in Har-
lingen. 
 G o r -
don has settled 
into her role as 
service manag-
er, just like her 
father, who was 
not a mechanic.  
“The techni-
cians tell me 
what is wrong 
with a car, and 
I explain the 
problem to the 
customers. I 
show them what needs to be fixed.  We have diag-
nostics, top of the line equipment, because we keep 
up with changes.  We can still do old school stuff, 

too.”
 S t r o h -
m e y e r 
was the 
face of 
his busi-
ness for 
so many 
y e a r s .  
“ Pe o p l e 
still come 
in and 
ask ‘Hey, 
w h e r e ’ s 
the old 
g u y ? ’ 
O t h e r 
cu s tom-
ers come 
in and 
tell funny 
s t o r i e s 
a b o u t 

him,” Gordon said. “He could talk to anybody 
about anything. We are still busy because of him.  
He was a great guy.”
 Betty Strohmeyer believes that her 
daughter has found her niche.  “She’s running 
it and it’s in good hands.  Losing the business 
would be like losing Keevin again.  It would feel 
like we were betraying his customers if it closed 
now.  And people are so nice, always bringing 
cookies and food to the mechanics.”
   A good customer told Gordon, “You 
can tell a woman took over.” Yes, more women’s 
magazines are available in the waiting area, but 
another customer brings in golfing and hunting 
magazines to balance things out.  And you won’t 
spot any hanging baskets, just the typical spon-
sorship posters for cheerleaders and athletes. 
 Gordon finds helping people by fixing 
their cars to be as satisfying as she thought nurs-
ing would be. She has switched her major from 
nursing to business and is pursuing the degree 
online. She is also in the midst of getting a deal-
er’s license in order to sell a limited number of 
used cars at Automasters. “It’s something my dad 
always wanted to do, and I’m interested in it. I 
hope to get that going this spring.”  

 For more information, call 425-7000.

Wendy Gordon and her mother Betty Strohmeyer flank a portrait of Keevin Strohmeyer 
who established Automasters.  (VBR)

Automaster technicians discuss the next step on a vehicle in for repair at Automasters.  (VBR)
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Save the Community Bank
By Chris Williston
 Being a 
presidential election 
year, 2016 prom-
ises to bring much 
talk about many 
political hot topics, 
but not near enough 
talk about one of the 
greatest threats to our 
economy --  the en-
dangerment of com-
munity banks.
 Since the 
financial crisis in 
2008, a bright line 
of distinction has 
been created between 
community banks 
and too-big-to-fail banks. Community banks 
--  meaning local banks that invest in local com-
munities -- are saddled with many new regula-
tions as a result of the misdeeds of the too-big-
to-fail banks. While lawmakers in Washington 
D.C. have proposed many regulatory relief 
initiatives in the 114th Congress, only a hand-
ful of minor measures have been enacted. The 
need for community bank regulatory relief has 
garnered bipartisan support, but, as often is the 
case in Washington, behind-the-scenes politics 
have stymied constituent and industry efforts.
 It’s ironic that the continuous wave of 
onerous new banking regulations created to ad-
dress Wall Street’s misdeeds -- better known as 
the Dodd-Frank Wall Street Reform Act -- is ac-
tually helping the megabanks gain market share 
at the expense of the nation’s nearly 6,000 com-
munity banks. Community banks are vanishing 
--  which is what the Institute for Local Self-Re-
liance found in a recent report. This group’s re-
search shows that one in four community banks 
has disappeared since 2008. The report noted 
that in 1995, megabanks with assets of $100 
billion or more controlled 17% of all banking 
assets. By 2005, their market share reached 41% 
and today, it is an astonishing 59%. 
 Despite this onslaught, community 
banks continue to provide critical local lending 
support that accounts for more than 60% of all 
small business loans under $1 million and more 
than 75% of all agricultural loans. Community 
banks strive to serve customers and do so re-
sponsibly. 
 Take mortgage loans, for example. Be-
tween 2009 and 2012, the default rate on home 
loans across all banks was 16 times higher than 
for residential mortgages held by community 
banks. Why? Because community banks know 

their customers. 
They specialize in 
“relationship bank-
ing” as opposed to 
“transactional bank-
ing,” which the large 
banks have mastered 
through economies 
of scale. Relationship 
banking allows bank-
ers to make decisions 
based on customer 
needs.
 Here in Texas, we 
have been blessed 
with a strong com-
munity banking 
industry that is the 
backbone of local 

economies. But we have not escaped bank consoli-
dation. Almost 150 community banks have disap-
peared from the Texas landscape in the past five 
years.  That means many cities and towns are with-
out of a hometown bank. 
 So what’s the solution? Policymakers need 
to pass regulatory reform now and work long term to 

abandon the current one-size-fits-all approach 
to regulatory oversight. We need sensible regula-
tion that protects the safety and soundness of 
bank depositors consistent with the bank’s own 
risk profile. Simply stated, we need proportion-
ate regulations that represent two distinct bank-
ing models --  one for community banks and 
one for the Wall Street banks. 
 Our nation’s financial system is argu-
ably the best in the world, built largely by the 
entrepreneurial spirit of local shareholders who 
understood the importance of starting and pre-
serving independent banks to sustain local econ-
omies.
 Let’s hope our lawmakers in D.C. can 
put aside the partisan bickering, and remove the 
regulatory shackles from our community banks 
to allow them to help local folks and small busi-
nesses thrive and prosper once again. And do it 
before it is too late to save one of this country’s 
most important institutions.

Chris Williston is the president and chief executive 
officer of the Independent Bankers Association of 
Texas, the largest state community banking associa-
tion in the nation.



By Lillyan David
 What an honor (no pun intended) to 
interview the honorable Judge David Gonzalez 
III. Why choose a judge for a fashion column?  
For me, being in the fashion industry and hav-
ing a passion for fashion doesn’t just mean 
knowing and 
following to-
day’s trends.  It’s 
also knowing 
the history of 
fashion, which 
is actually quite 
fascinating! In 
Britain, judges 
are clothed by 
tradition in ele-
gant attire: scar-
let and ermine 
robes, tippets 
over the shoulders, black girdles and, of course, 
the infamous, crimped, gray horsehair wig.
 In the United States, judges have been 
less attached to such grand attire. Robes were 
not even a necessary part of their attire in the 
decades after the Revolutionary War, though 
it eventually became the accepted fashion. But 
even today, cities like New York do not require 
judges to wear robes.  Various judges spurn 
them altogether from time to time or at least try 
to wear them with a bit of flair.  

 Yet what is even more fasci-
nating to me is the individual behind 
that powerful black robe and the 
normal life they lead out of the black 
robe. 
 In October 2010 Judge 

Gonzalez, son 
of David and 
Norma Gon-
zalez of Harlin-
gen, was sworn 
in to preside 
over Cameron 
County Court 
at Law No. 
3.  In 2012, 
he was ranked 
among the 
best judges by 
the Cameron 

County Bar Association. 
 Among his numerous ac-
complishments, Judge Gonzalez was 
one of the first to shift to a paperless 
docket, a procedure which has now 
been mandated statewide. 
 It cannot be easy being a 
judge. You have to weigh the evidence 
and, in the absence of a jury, make 
decisions which may be life changing.  
Yet Judge Gonzalez definitely enjoys 
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The Man Behind the Robe

his work.
 “I love my job. I work in a mis-
demeanor court with first-time offend-
ers.  All day long, I see people who are 
troubled and scared. Going to court is 
probably one of the worst things they 
are going though. I like trying to get 
people on the right path again.
 But the other part of my job I 
really enjoy are the weddings.  When 
I do weddings, everybody’s happy, 
and I get to make that happen. It re-
ally makes me feel good about my job.  
That’s the main reason I do them for 
free.  It’s my mental health.”
 What does a judge do when 
it’s time to take off the judicial robes?  
“Netflix and chill with my fiancé,” he 
said.  “I have always kept active.  I be-
lieve in the ethic of sound mind, sound 
body. So I try to go to the gym at least 
four times a week, and every now and 
then I’ll go running. For a while I was 
running long distances trying to train 
for a marathon, but it was killing my 
knees. Now I stick to five-10 miles. 

Judge David Gonzalez III in his “power suit.”  (Courtesy Juan Ma-
cias)

Judge David Gonzalez enjoys a power lunch with his fiancée.  (Courtesy Juan Macias) 

“I love my job.  All day long, I 
see people who are troubled 
and scared.  I like trying to 
get people on the right path 
again.” 

--Judge David Gonzalez III
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Most of the time, my running partner is Me-
linda.  She runs about a minute faster per mile 
than me and about 10 
miles farther.” 
 B e c o m i n g 
a stepfather in his 
mid-40s has brought 
changes to Gonzalez’s 
life.  “Your perspec-
tive starts to change. I 
didn’t really see kids in 
my life, but you have 
to be with the right 
person, you know.  I 
had even considered 
being a foster parent.  
So now that I’m en-
gaged, and I am being 
welcomed and loved by this beautiful family, I 
feel blessed.”
 What I absolutely loved about inter-
viewing and photographing Judge Gonzalez 

Judge David Gonzalez and his fiancée run marathons.  (Courtesy Juan Macias)

and his  fiancée Melinda Weaver was how humble 
and down to earth they both are! They allowed me 

to style them with help from 
The Vanity Lash for hair and 
makeup and photographer 
Juan Macias on location at 
Harlingen Country Club. I 
chose to capture the judge not 
in the powerful black robe, 
but in other “power outfits.”  

Lillyan David is an editorial 
stylist who works with photogra-
phers preparing business people 
for commercials and portraits. A 
media stylist, she styles broadcast 
talents and hosts as well as ac-
tors for commercials, advertis-

ing agencies and publications. David offers seminars on 
dressing for success to businesses and the public sector. 
Contact her at lillyandavid@msn.com.

Judge Gonzalez and his fiancée on a “romantic date night.”  (Courtesy Juan 
Macias)

Lillyan David.  (Courtesy)

“But the other part of my 
job I really enjoy are the 
weddings.  When I do wed-
ding, everybody’s happy, 
and I get to make that 
happen.” 
--Judge David Gonzalez III
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Catering to Food Lovers
By Eileen Mattei
 Aaron Salmela quietly took over Wray 
& Co. Catering by Design four months ago and 
the next day began fulfilling existing catering 
contracts for weddings, corporate parties and 
other events.  Only in January did Salmela and 
general manager Suzanne Clifton formally an-
nounce the acquisition and the name change to 
AJS Gourmet Catering by Design.  “We didn’t 
want to startle anybody who had events booked 
before the holidays,” Salmela said. 
 But the transition had gone smoothly 
in the fall with multiple weddings and parties 
catered without a hitch, despite heavy rains and 
high winds.  Clifton, who had worked in the 
business with her sister Lisa Wray for more than 
20 years, remained as the familiar and public 
face of the catering company. She continues to 
take the initial phone calls from clients, goes 
through the planning stages with them and at-
tends all the events to insure complete satisfac-
tion. 
 “The events we catered for the last three 
months are excellent examples of what we do.  
Word of mouth travels fast with our clients and 
their guests,” Clifton said. One fun event for the 
new catering company was a casino night fund-
raiser featuring the Houston Rockets and their 
farm team, the RGV Vipers. 
 Salmela, who has a TABC license, had 
frequently worked with Wray & Company, do-
ing bar catering.  He was impressed by the pro-
fessionalism of the staff and how they worked 
hard to maintain a stellar reputation.  And he is 
not easily impressed. 
 The new owner grew up working at 

his parents’ supper club 
and resort (which in-
cluded boat slips and 
campgrounds) in Min-
nesota. By ninth grade, 
he was managing the 
kitchen in the summer, 
supervising the wait 
staff and prep cooks 
who at times included 
some of his teachers.   
Then and now, Salme-
la has been prepared 
to step in and cover 
any job from server 
to bartender.  “There’s 
nothing I expect my 
employees to do that I 
wouldn’t do myself,” he 
said.   
 “For corporate 
events, clients want a 
cash bar, rather than 
an open bar. Now we 
can provide it in-house, 
which is definitely a 
plus,” said Salmela, 
who has been in the 
Valley since 1997.  “We 
want to see the com-
pany grow and our staff 
grow along with us.” 
 “Aaron has al-
ready jumped in with 
ideas, thoughts and 
tweaks,” said Clifton. 

“He’s in there prepping and cutting 
when needed.  We all work as a team.”  
The team can be large for a major, 
seated dinner, with the experienced, 
on-call banquet staff ballooning to 25. 
The core staff -- chef, prep cooks and 
banquet managers -- numbers around 
10.   
 AJS Catering is in the process 
of relocating to a central Valley build-
ing and renovating a large, commer-
cial kitchen to suit their catering and 
equipment storage needs.  It’s sched-
uled for completion in late March 
and will allow the caters to more eas-
ily serve their clients from Rio Grande 
City to South Padre Island and north 
to the King Ranch. 
 Clifton said the company 
would continue to hold meetings with 
clients at Social Situations, a one-stop Unusual and flavorful appetizers are a company hallmark.  (Courtesy Anahi Navarro)

AJS Gourmet Catering by Design owner Aaron Salmela and general manager 
Suzanne Clifton brings years of experience to their catering clients.  (VBR)



event shop operated by Clara Loera Zepeda in 
Harlingen.  The shop hosts vendors of linens, 
photography, catering, invitations and other 
items essential for a first-rate event.  “This is the 
perfect format to meet clients,” Clifton said. 
“It’s ideal to have food tastings here for the bride 
and groom. I do hiring of staff here, too.” 
 The company is busiest Thursdays 
through Saturdays with weddings, anniversa-
ries, retirement and awards ceremonies  which 
are followed by baby and bridal showers on 
Sundays. Some days AJS caters multiple events.
 “We would like to do an event every 
day,” Clifton said. “We look at each event and 
determine how much detail is involved.  If it’s a 
large wedding, we will decide to pass on doing 
any other event.  If we have several small events 
scheduled for the same day, and we think we 
can do top notch jobs for each one, we will do 
them.  For us, it’s a matter of quality over quan-
tity.” 
 Clifton and Salmela were friends be-
fore he became owner of the catering company, 
which provides them a strong foundation for 
building the newly energized business. “I know 
when I need him, Aaron will be there. He knows 
he can depend on me to get things done,” Clif-
ton said. “We’re off to a great start.” 

For more information, call 399-0605. 

Crystal Santos Breland
Independent Beauty Consultant
(956) 283-4243
www.MaryKay.com/CrystalBre
Se Habla Espanol.˜
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AJS Gourmet Catering by Design believes its food should look as appealing as it tastes.  (Courtesy Anahi Navarro)



ing to downsize are turning their attention to life in 
a senior community. “Senior parks are ideal because 
they offer amenities like a pool and spa.  Some even 
offer full service restaurants and golf. It is country 
club living at a lesser cost,” said Schroeder. There are 
a couple of options when downsizing: park models 
and manufactured homes. Park models are titled like 
vehicles with a VIN number and must be 400 square 
feet of living space or less. A manufactured home is 
registered with a Statement of ownership and loca-
tion – an SOL – by the Texas Department of Manu-
factured Homes and boasts larger living spaces. Pric-
es range from $7,500-125,000, including park fees. 
 “People still look into wintering in the Val-
ley. Our peak season is from early January until mid-
March, but our summer sales have increased by as 
much as 40% in the last five years,” Schroeder said. 
“The challenge is that not everybody up north knows 
about the Valley, but once they visit, they fall in love. 
The trick is to get them down here.” Schroeder be-
lieves the affordability of the Valley, the low cost of 
general services, plus the available medical resources 
such as health providers add to the quality of life. 
“Past cold and rainy winters discouraged some from 
coming back, but at least we are not shoveling snow. 
Others don’t want to leave their parents up north, so 
I tell them, ‘Bring them with you!’ Their lives will be 
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Winter Texan Home Sales Rising
By Nydia O. Tapia-Gonzales
 “You don’t have to live in 
the North to retire in the South,” 
said Donna Schroeder, co-owner of 
Winter Texan Home Sales, the larg-
est broker for manufactured housing 
in the Rio Grande Valley. Since 2009 
Schroeder, her business partner Tim 
Mull and their team of dealers have 
sold 664 manufactured homes total-
ing $18,243,713 in sales. In 2015, 
the company sold 201 homes, mark-
ing a significant increase from the 
164 sold in 2014. What makes this 
company so successful and what is it 
all about? 
 After years of selling manu-
factured homes (commonly referred 
to as mobile homes) on their own, 
Schroeder and Mull established 
Winter Texan Home Sales Inc. to as-
sist those wanting to sell or buy these 
homes which are located on leased 
lots in senior and 55-plus communi-
ties across the Valley. Because these 
homes are not real property, but per-
sonal property, a special license is re-
quired. Both Schroeder and Mull are 
licensed dealers with years of experi-
ence in manufactured home sales. 
 Winter Texan Home Sales 
does not maintain any inventory in 
the company’s headquarters adjacent to Victoria 
Palms RV Park in Donna.  Customers instead 
find catalogs filled with home listings all across 
the Rio Grande Valley. The company’s website 
is a popular resource, reaching hundreds of po-
tential home buyers each week from the United 
States and Canada. 
 Schroeder’s passion for helping people 
is reflected in the company’s reputation of ex-
cellent customer service and dedication to its 
sales mission. In Texas, manufactured home 
sale agencies cannot have exclusive status with 
senior community parks, so WTHS contracts 
with parks for access to promote home sales 
within the property in exchange for a sales com-
mission. “When we started the business, it was 
only the two of us plus a volunteer staff, and we 
had contracts with two parks. Today we have 
contracts with 97 parks and service the area be-
tween South Padre Island and La Joya.” 
 The company’s staff has grown to 10 
licensed dealers, including Mull and Schroeder, 
who are available 24/7 at the company’s loca-
tions in Donna, Harlingen and Mercedes. 
 Not all of their customers are Winter 
Texans. Local retirees and couples 55-plus seek-

much better here,” said an enthusiastic Schro-
eder, who followed her own advice and brought 
her 91-year-old mother to live with her during 
the winter months. 
 The business has faced setbacks.  The 
hike in Hidalgo County property values over the 
last two years has been an issue. The significant 
increase has impacted manufactured home sales 
in that county. “We receive letters inviting us 
to show up at a hearing, but we can’t drop ev-
erything and come south. There is nothing we 
can do about how properties are appraised, and 
we cannot claim homestead either which com-
plicates things,” said Schroeder, who still travels 
back to Illinois in the summer. Challenges will 
not deter the company from expanding their 
scope and contracts with family parks in the near 
future.
 For Schroeder, to assist people in the 
Valley and fulfill her entrepreneurial spirit is 
what America is all about. “To see satisfied cus-
tomers and the people who are making a living 
out of an idea two people had just a few years 
ago, it blows my mind. It doesn’t get better than 
that,” concluded Schroeder. 

For additional information, see wthsinc.com.

Donna Schroeder, co-owner of Winter Texan Home Sales, has witnessed the company’s strong growth.  (VBR)
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Marketing to Millennials
By Alberto V. Espinoza
  Did you know that the Rio 
Grande Valley has over 330,000 Mil-
lennials? This is approximately 25% 
of the local population, according to 
the Texas State Data Center. In 2015, 
Millennials -- individuals between the 
ages of 18-34 -- also became the larg-
est, generational segment in the Unit-
ed States, numbering 83.1 million, per 
the U.S. Census Bureau.  
 As a small business owner, it 
is important to note that Millennials 
exert significant influence on the na-
tional and local economy. A 2014 Bos-
ton Consulting Group study estimates 
that Millennials have a $1.3 trillion-
a-year purchasing power! It comes 
as no surprise then that this group is 
changing how products and services are bought 
and sold and how businesses operate. The same 
study also found that Millennials expect a mu-
tual relationship with companies and brands. 
Through the Internet, social media and mobile 
devices, Millennials look to interact with busi-
nesses, compare and rate products and services, 
share experiences and influence consumers. 
 For small businesses attracting Millen-
nials may present challenges as these expecta-
tions may overly consume limited resources. To 
offset these challenges, multiple studies and sur-
veys have identified Millennials’ shared behav-
iors, characteristics and preferences to develop 
strategies to reach their hearts and minds and 
– ultimately – their pockets.  Small businesses 
can implement the strategies below to market 
to Millennials using minimal resources.
 Mobile Marketing. Millennials are of-
ten called “digital natives.” They interact with 
each other and businesses using their laptops, 
tablets and cell phones. A mobile-friendly, busi-
ness website and social media, such as Face-
book, Instagram, Twitter and Snapchat, are 
essential to reach Millennials. Owners may ap-
peal to this group by offering special discounts 
or loyalty programs for social media followers. 
Featuring shared or tagged photos by customers 
on social media also creates a sense of validation 
and shared experiences. 
 Cause Marketing. Millennials highly 
value social responsibility and often scrutinize 
the principles, ethics and actions of the busi-
ness, including their contribution to the com-
munity, their interaction with and conservation 
of the environment, and the protection of cus-
tomer data. To help demonstrate these values, 
businesses can promote or host community 
events, especially those important to Millenni-

als. Some businesses, for example, donate a percent-
age of their sales for a day to a local, non-profit orga-
nization or social cause. Companies such as Google, 
TOMS, Starbucks and Whole Foods practice social 
responsibility with extraordinary success and attract 
countless Millennials as loyal followers.  
 Relate, Engage and Connect. In essence, it 

is imperative to relate, engage and con-
nect with Millennials. They earnestly 
seek relationships and are heartened 
when businesses or brands make an ef-
fort to learn more about their interests 
and needs. 
 Because they are digitally-
connected 24/7, Millennials are quick 
to spread the word about their favor-
ite products and services that strike 
a chord with their beliefs. Indeed, 
mobile and cause marketing are two 
methods that large companies utilize 
to market to Millennials with great 
success!  
 For assistance on marketing to 
Millennials or any other population 
segment, the UTRGV Small Business 
Development Center provides no-cost 

advising and seminars on social media and mar-
keting, market research and other business top-
ics.  Call 665-7535 for more information.

Alberto V. Espinoza is a business outreach specialist 
at the UTRGV SBDC where he provides business 
advisement and training. 
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Businesses           Giving Back
Ronald McDonald House 

By Eileen Mattei
  “Local businesses that like to give back 
to the  community choose to support us,” said 
Gayle Reger, executive director of Ronald Mc-
Donald House Charities Rio Grande Valley.  
“They’ve supported us because we serve the en-
tire Rio Grande Valley.” While the residential 
facility with a capacity of 24 has been located 
in Harlingen since 1998,  Ronald McDonald 
Rooms were opened in 2010  at Valley Baptist 
Medical Center in Harlingen and at Edinburg’s 
Children Hospital in 2009. Families with hos-
pitalized children anywhere in the Valley use 
the three facilities for brief respites -- to rest, 
eat, shower, sleep and stay near the young pa-
tients.  
 Regel said support comes in the form of 
sponsorships, volunteer hours from employees 
and individuals and various drives.  “For the last 
18 years, the banks -- Lone Star, IBC, Texas Re-
gional, BBVA Compass, First Community, Frost 
and Wells Fargo have been a big support.” And 
Valley wide, medical centers have been close 
partners:  South Texas Health Systems, Valley 
Regional, Rio Grande Regional, Valley Baptist 
and others. 
 Donations from small and large busi-
nesses, organizations such as Rotary and Junior 
League, and individuals account for approximately one-third of the charity’s funding. For example, Shipshape, a South Padre boutique, has held an an-

nual fashion show for the last five years, with all 
proceeds donated to Ronald McDonald House.  
“They are so proud of that,” Reger said.  The 
non-profit promotes similar fundraising events 
as co-ventures on their website and Facebook 
page.  Gold’s Gym in Mission participated in a 
co-venture with the charity. The Murphy fam-
ily of Brownsville donated funds for a kitchen 
remodel, which was matched by GE. Tempur-
pedic donated mattresses.  Donations like these, 
combined with grants, provide one-third of the 
organization’s budget. 
 According to Clara Aguilar, volunteer co-
ordinator, every Saturday in October, BBVA 
Compass had volunteers at Ronald McDonald 
House, cooking breakfast, lunch and dinner, 
for use then or from the freezer. Other compa-
nies organizing volunteer teams include Boggus 
Auto Group, United Healthcare, Southwest Air-
lines, Pena Eye Center, Cardenas Motors, Coca 
Cola and Qualcomm. Some of those sign up for 
spring cleaning, window washing or outdoor 
projects. 
 Employee groups or organizations can 
commit to holding a necessities drive, gathering 
toiletries, laundry supplies, specific food items 

A crew of volunteers from ULA  prepared meals at Ronald McDonald House.  (Courtesy)

Volunteers from BBVA Compass worked making weekend meals at Ronald McDonald House in October.  
(Courtesy)
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worry about.
  
For more information, see rmhcrgv.org.

and individual snack packs.  Reger encouraged 
volunteer groups to “adopt” a week per month 
to bring the ingredients and bake fresh cookies 
in the Ronald McDonald House kitchen. “The 
smell makes it feel more like a home. When 
people are having a rough time, smells like that 
are important.” 
 Fully one-third of the non-profit’s bud-
get derives from its annual Wild Game Feast, 
its prime fund raiser, with the 17th event set for 
Feb. 27. “I think it’s unique,” Reger said. “It’s 
grown to about 500 attendees, who participate 
in silent and live auctions. Chefs prepare wild 
game dishes on a ranch.”  Business and indi-
vidual sponsorships bring in donations ranging 
from $250-10,000.  Larry Delgado of Salt and 
House.Wine heads the notable, local chefs who 
participate in the feast. Each of the 8-9 chefs 
has a station where they present their take on a 
game dish. 
 McDonald’s of the Rio Grande Valley 
contributes a penny for each Happy Meal sold 
locally, and a half million Happy Meals sold per 
quarter add up to $5,000 every three months 
for Ronald McDonald House.  “We love pen-
nies,” Reger said.
 McDonald’s, in fact, is the source of 
the final one-third of the non-profit’s funding. 
“They sponsor many of our events.  They send 
volunteers to help at all our events. They also 

At the RMHC Wild Game Feast,  House.Wine Bistro offers dishes made with wild game.  (Courtesy)

have canisters at the restaurants for people to donate 
their change directly.  You can give a little that will 
turn into a lot.”  
 Reger said Ronald McDonald House al-

lows families with a 
sick child to spend 
more time with the 
child and not worry 
about meals. “Fami-
lies that stay at our 
house, a lot don’t 
have the means 
to go out and buy 
meals three times a 
day.  We like to keep 
the refrigerator and 
pantry well stocked 
for the families to 
use. They run in for 
lunch, take a frozen 
meal out and heat it 
up. Some families 
do not have trans-
portation to get to 
hospital regularly. 
The Family Rooms 
often have sand-
wich makings and 
soup on hand. 
 Having the 
Ronald McDonald 
House and Rooms 
means families with 
sick children have 
one less thing to 

Volunteer Joy Wallace and Ronald McDonald House Charities RGV development 
director Cori Thomas appreciate the newly remodeled kitchen used by families whose 
children are hospitalized.   (VBR) 
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The Will To Do It
By Arnoldo Mata
 President John F. Kennedy asked rocket 
scientist/engineer Wernher von Braun, “What 
will it take to put a man on the moon and re-
turn him safely to earth before the end of the 
decade?” Von Braun gave Kennedy this answer: 
“The will to do it.”
 On May 25, 1961, President Kennedy 
announced to a special joint session of Con-
gress, “We will put a man on the moon and re-
turn him safely to earth before the end of the 
decade.” It was the most ambitious goal any in-
dividual or group of humans had ever created.
 Kennedy, who was not the one who 
would have to do all the hard work, nonetheless 
would take the blame if the program had failed. 
He knew that it might not happen until after he 
was out of office, even if he served two terms.
 In creating the goal to get to the moon, 
Kennedy understood the technical problems 
and dangers inherent in the challenge. He did 
not let that stop him. He did it anyway. He un-
derstood that the biggest challenge was creating 
the will to do it. He also knew that making it 
public was important. Kennedy knew that the 
nation had to commit to it, as well. Kennedy 
galvanized the will to do it.

 Once he had sparked the public’s imagina-
tion, Kennedy had to make sure it sank down to the 
grassroots level. He spoke of it frequently and made 
sure that the message was spread widely. The mission 
had to be so vivid and understandable that everyone 
would follow it.
 Legend has it that on a tour of NASA in 
1962, Kennedy approached a man pushing a broom. 
“Hi, I’m Jack Kennedy,” the President said. “What 
are you doing?” The man replied: “Well, Mr. Presi-
dent, I’m helping to put a man on the moon.”
 Embracing the organization’s mission was 
bred into the space program. Getting people to know 
and understand what the mission was and how their 
work tied into achieving that mission was critical to 
the overall success of the organization.
 Now, getting that to happen took a lot of 
work.  Edward J. Hoffman, chief knowledge officer 
for NASA, spoke with marketer Tim Manners about 
his role in getting the various teams and departments 
to communicate with each other and sharing infor-
mation. When asked to talk about the most impor-
tant thing about leadership, Hoffman returned to 
the importance of mission.  “We need to be clear 
about the mission. What are we trying to do? What’s 
the problem? What’s the strategy? When I was ap-
pointed chief knowledge officer, I spoke to many 

people and asked: How does this impact the 
NASA strategy? How can this help our engineer-
ing and projects?”
 For the leader, every decision, every ac-
tion, every plan, every strategy, every position,  
everything -- it all has to be measured against the 
mission and how it galvanizes the will to move 
forward. What is your mission? Do you really 
know? At the organizational level, the depart-
ment level, at the team level, at the janitorial 
level? Do you know your personal mission? 
 It has to be told as a story at every op-
portunity to the entire team – but more impor-
tantly to yourself! It is how we strengthen and 
maintain the will to keep aiming for the moon 
and stars. 
 As the leader, you need to work with the 
team to create that mission and will to achieve 
what you need to achieve. It all starts with the 
will to do it. Nothing, absolutely nothing, starts 
until you have the will to do it.

Arnoldo Mata heads Leadership Resource Group. 
He has worked for more than 25 years with non-
profit organizations, community organizations, lo-
cal governments and private businesses. He can be 
contacted at arnoldo.mata@hotmail.com.

The Cost of Workers Comp Injuries 
By Rosemary Couture
  Between Jan. 1 and Sept. 30 of 2015, 
59,730 claims for workers compensation were 
submitted in Texas, according to Victoria Ro-
driguez of Texas Mutual.  That agency provides 
coverage for about 45% of the workforce. 
 The direct cost of a claim for a busi-
ness is $1,600.  But indirect costs, like the 
lower part of an iceberg, are much bigger than 
what is visible.  Rodriguez explained that indi-
rect costs include time spent managing and re-
porting the accident, the lost productivity and 
sometimes the need to hire a temporary to fill 
in for an injured worker.  Other issues include 
lower morale after an injury, the need to change 
schedules and duties to accommodate a return-
ing injured worker, and possible damage to the 
business’s reputation.  A business with a typi-
cal profit margin might need additional income 
of $65,000 to cover indirect costs calculated at 
$3,276. 
 Statistics reveal that most claims are 
filed for men 30-39 years of age and that one-
third of all claims are for workers with less than 
a year of employment.  The number one cause is 
back strain (accounting for 27% of all claims), 
while slips, trips and fall are second and being 

struck by vehicles or falling objects is third. 
 Last year Texas Mutual uncovered and 
stopped multiple cases of workers comp fraud, pre-
venting $6.6 million in fraudulent claims from being 
paid.  Higher policy premiums for Texas employers 
would have resulted if the fraud hadn’t been stopped.
Yet, most workers comp claims are legitimate. Only 
a small percentage are fraudulent, meaning an intent 
to obtain benefits by knowingly concealing or lying 
about actions, either at the time of the injury or dur-
ing recovery. 
 How can you stop fraud?  Rodriguez said, 
first, know your workforce, your employees.  By your 
ethics, make it clear the business has zero tolerance 
for fraud.  Notify an insurance adjustor if you have 
a suspicion or a tip from a credible source and then 
assist in the investigation. 
 Businesses can suspect fraud when certain 
indicators show up. First, an accident with no wit-
ness to the alleged injury is suspect.  Texas Mutual 
investigator Scott Bain mentioned security camera 
footage that showed an “injured worker” lowering 
himself to the floor in an empty room, putting limbs 
in an awkward angle and then yelling for help.  Dis-
gruntled workers have been known to “get even” 
with their employers by claiming an injury. 
  If a worker who is supposed to be recover-

ing at home is hard to contact, it’s possible they 
are double dipping, that is, working at another 
job.  Injured workers have been found posting 
inconsistent activities on their Facebook pages, 
like the man with a wrist disability winning a 
bowling award.
 The only jury I ever served on involved 
a workers comp claim. The man was injured on 
the job and all his medical claims had been cov-
ered.  Then he applied for permanent disability 
and hobbled grimacing in pain into the Browns-
ville courtroom.  Such a sad story -- until the 
defense showed videos of him hopping in and 
out of truck beds and walking around normally. 
 “It all starts in HR,” said Rodriguez. 
Know who you are hiring and establish safety 
guidelines and training schedules.  Use pre-
employment and post-injury testing. The goal is 
to protect a company’s most valuable assets, its 
workers.  The ROI of written safety programs 
with regular inspections are reduced absentee-
ism, increased morale and decreased workers 
comp costs.
 If an accident occurs, investigate and 
identify the root cause of the injury. Then make 
necessary corrections through a proactive safety 
program so it can’t happen again.  



dow of time to get their attention.”
 The more times you post, the 
more visible your business is, Esparza 
said, offering tips to  play the game to 
your advantage.  “Wait at least an hour 
or two before responding to a post on 
Facebook. That allows posts to get re-
freshed in the news feed. Make it easy 
for people to share with a social share 
bar, with logos of Facebook, Twitter, In-
stagram, LinkedIn. Your website should 
have clickable logo links to your social 
media networks. And hashtags are not 
just for Twitter anymore.  They mark 
key words for visibility.” 
 Esparza explained that the best 
times to share a post are first thing in 
the morning,  before lunch and just be-
fore people go home from work.  Free 
and low cost email marketing tools like 
Nutshell show who is engaging on your 
Facebook page.    
 Nelly Burgete, a Mexico City 
native who was in the first boot camp, 
said the boot camp forced her to plan 
and define her vision to the point where 
she slept, dreamt and talked Mary Kay 
Cosmetics.  “First, love the product.  
It’s the same as a marriage, having a 
business,” said the Mary Kay director.  

Customer service is para-
mount, according to Bur-
gete, who believes in going 
beyond texting to making 
phone calls and personal 
contact as she aims for the 
fabled pink Mary Kay Ca-
dillac.  “It’s like a trophy 
on wheels.”
 Art Gonzalez, a 
SBDC counselor, repeated 
the importance of cus-
tomer service.  “It’s com-
mon sense, treating people 
the way you want to be 
treated. You’ve heard the 
statistics:  68% of people 
who stop patronizing your 
business do it because they 
are treated rudely or indif-
ferently.”  The vast major-
ity who have a problem 
don’t complain, but the 
ones who do are not neces-
sarily looking for a refund.  
“They want an apology or 
for you to change what-
ever has gone wrong.”

 Gonzalez suggested tips for providing 
great customer service, which we paid careful at-
tention to.  First, know your product and be the 
go-to expert for it. Know your customers’  needs 
and build rapport with them.  Communicate 
clearly, provide efficient service and then follow 
up, with every customer/every time.
 The women-only class learned about 
government contracting opportunities set aside 
for women-owned businesses from Maria Perez, 
who works with SBA’s woman-owned small 
business federal contracting program.  “My goal 
is to help women tap into opportunities.  The 
U.S. government is the largest single purchaser 
in the world.” 
 The federal government has a small 
business procurement goal for woman-owned 
businesses which it didn’t meet last year. Perez 
said in 2016, WOSB can qualify in 373 under-
represented NAICS codes, ranging from pho-
tography and manufacturing to travel services.
 “This district has 168 WOSBs,” she 
said. In the first two months of  FY 2016, local 
WOSBs competed for and won $33,000 in fed-
eral contracts.
 Once again, we had a day filled with 
news we can use to market and grow our small 
businesses. 
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Boot Camp Day 4
By Eileen Mattei
 Obviously, Brownsville’s women’s boot 
camp entrepreneurs believe in our products 
and services.  But we seem stymied about the 
best channels to capture and retain customers 
for them.  In boot camp, we are learning from 
instructors and from personal experiences that 
it’s best to use multiple channels to market your 
business. 
 We need to engage our audience with-
out overwhelming them, whether on a sign or 
on the  business Facebook page and website.  
Rebecca Esparza of SCORE suggested a Face-
book page or website could offer how-to videos 
that simultaneously show our expertise.  View-
ers can take advantage of our advice or decide to 
hire us and our skills to do it for them. 
 Why go to the trouble of devoting 
about 20 minutes per day to your business’s so-
cial media platforms?  Surveys show people turn 
to social networks  to guide 74% of  their pur-
chase decisions. 
 Esparza suggested a weekly strategy of 
Facebook posts: perhaps a motivational quote 
on Mondays, helpful tips on Tuesday, a fill-in–
the-blank puzzle on Wednesdays, a challenging 
question on Thursdays, fun facts on Fridays, 
and a special sale announcement on Saturday.  
“Get clever with your posts, play on words, but 
keep it short and sweet. You have a short win-

The U.S. government is the single largest purchaser in the world, according to 
Maria Perez of the SBA.  She works to help women business owners take ad-
vantage of federal contracting opportunities.  (VBR)

Edith Saldana, who chose to re-enroll in the Women’s Boot Camp 
to increase her knowledge and network, has grown her baby pho-
tography business and announced the opening of the Edith Sal-
dana Photography studio.  (VBR)
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By Eileen Mattei
 The first quarter of 2016 
should feature a positive outlook 
on employment, according to a 
Manpower survey. For 50 years, 
Manpower has been surveying 
labor market activity, and it has 
become one of the most trusted 
forecasts in the field. 
 A full 72% of reporting 
employers predicted that their 
staffing would remain constant 
and another 20% expected to 
increase the number of employ-
ees between January and March.  
The industries determined to 
most likely to grow or sustain 
their current position include 
professional and business servic-
es, wholesale and retail sales and 
the leisure and hospitality trades.  
 In the McAllen-Ed-
inburg-Mission Metropolitan 
Statistical Area, 29% of the em-
ployers surveyed plan to hire 
more staff in the first quarter of 
2016.  Meanwhile 64% project 
that their workforce size will 
not change. Only 5% of local 
businesses are planning to re-
duce their payrolls.   According 
to the survey, “This yields a Net 
Employment Outlook of 24%.”  
One year ago the Net Employ-
ment Outlook was 29%.  Lo-
cally the industries expecting to 
grow their workforce include 
construction, durable goods 
manufacturing, financial activi-
ties, health services, educational 
services and retail and wholesale 
sales. 
   The opening of the 
University of Texas Rio Grande 
Valley School of Medicine, its 
medical graduate residency pro-
grams and the university’s drive 
to become a world class research 
institution are bringing experts 
and scholars to fill new posi-
tions in the region.  SpaceX, the  
strengthening maquiladora field, 
a European-owned foundry des-
tined for Brownsville and Port 
of Brownsville developments 
should all be creating new Rio 
Grande Valley jobs later in the 
year.  
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In the  Spot light

Almost 240 real estate pro-
fessionals, civic and business 
leaders attended the 12th 
Annual State of Real Estate 
Forum. Photographed at the 
event, hosted by Edwards 
Abstract and Title Co., were 
guest speaker Steven Lovell 
of the University of Texas 
Rio Grande Valley, N. Mi-
chael Overly, executive vice 
president, COO and CFO of 
Edwards Abstract,  keynote 
speaker Ted C. Jones of Stew-
art Title Guaranty Company, 
Byron Jay Lewis, Edwards 
president and CEO, Brandon 
Linscomb of Stewart Title, 
D.D. Hoffman, senior vice 
president and corporate am-
bassador and Alan D. Mon-
roe of the Law Firm of Lewis, 
Monroe and Pena.  (VBR)

For consideration in one of our featured sections, 
email your photos and captions to info@valleybusinessreport.com.

Welcome Home RGV held the 23rd Annual Winter Texan Expo & Health Fair at the McAllen Convention Center January 19 and 20. (VBR)
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