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Satisfied or Hungry?
 Do you have your scorecard ready?  
Pencils sharpened?  
 It’s time to take a look at the 2013 re-
port card and see how the Valley fared.  What 
were the wins versus the losses? Have we re-
bounded from the recession that hit us in 
2008/2009?  Assessing where we were, where 
we are and where we’re going is key to constant 
improvement.
 The region definitely can boast many 
positives over the last 12 months.  A federal in-
terstate system, new commercial developments, 
closing in on a regional medical school, and 
lower unemployment numbers are significant 
victories for South Texas.  But we must not be 
content to rest on those achievements.  For our 
region to continue this upward trend, we must 
continue to press forward with a hunger for ex-
cellence.  
 What can we do better, differently, 
more effectively and efficiently to continue the 
road to recovery?  If we’re not satisfied with 

where we are in our companies and organizations, 
have we taken a hard look in the mirror to see how we 
can change the future?  After all, whining does noth-
ing to dissolve dissatisfaction with the past and pres-
ent. Doing the same thing as before and expecting 
different results is a false equation.  If we want more 
production, smoother operations, increased profits – 
maybe we need to overhaul our way of thinking, plan-
ning and execution.  Just because “it has been done 
that way for years” doesn’t mean it should be repeated 
in 2014. This is especially true if the “old” way contin-
ues to fail. 
 But where does it all begin?  Attitude. We’ve 
heard this cliché:  What we think we become.  If we 
go into a situation expecting failure, surely that will be 
the outcome.  When we focus on the positives rath-
er than dwelling on the negatives, we have a much 
greater opportunity for success.  Every big win begins 
with a small positive idea.  All attitude, behavior and 
actions are emulated.  We achieve more and take our 
department, business and region to higher ground 
when we have a positive mindset, from project begin-

ning through to the end.   
 Yet beware of the word completion. We 
must not get complacent and be satisfied that 
we’ve achieved all there is, unless that scorecard 
has 100% successes with 0 losses.  Our region 
can do more.  And we must.  We have to con-
tinue to put our four counties on the map with 
unity of cities and towns, cohesiveness of gov-
ernment, synergy between departments, and 
never being concerned with who gets the glory 
for a team win.  As south Texas continues to 
develop its infrastructure, add more jobs, offer 
high quality products and services, we all win.  
 Stay hungry, my friends.  

Todd Breland - General Manager
Valley Business Report

VBR e-Brief
(956) 310-8953

todd@valleybusinessreport.com
www.valleybusinessreport.com

“Connecting You To Local Pro-Business News”



(956) 969-8648     Randy Summers, CCIM
2290 W. Pike Blvd. Suite 100

Weslaco, Texas 78596
info@davisequity.com          www.DavisEquity.com

(956) 969-8648     Randy Summers, CCIM
2290 W. Pike Blvd. Suite 100

Weslaco, Texas 78596
info@davisequity.com          www.DavisEquity.com

Anchored by the Valley's first Walmart Neighborhood Market.
Approximately 13,000 SF of additional retail.
Preconstruction lease rates available.
One restaurant, fast food or bank pad site available

Introducing Weslaco’s Newest Retail Center!
Southgate Center

Valley Business Report Staff
Editor

Eileen Mattei
eileen@valleybusinessreport.com

General Manager
Todd Breland

todd@valleybusinessreport.com

Director of Operations
Crystal S. Breland

crystal@valleybusinessreport.com

Marketing Consultant
Cristin Howard

cristin@valleybusinessreport.com

Production Art Director
Beth Walters

beth@valleybusinessreport.com

Editor, VBR e-Brief
Angey Murray

angey@valleybusinessreport.com

Web Design
MPC Studios

Philosophy:  We are a pro-business publication providing in-depth perspectives on business trends 
and creating a forum in which business leaders can exchange ideas and information 
affecting the local community’s economy.  Letters to the Editor: 300 words or less.  

E-mailed: editorial@valleybusinessreport.com  Please include your full name and city of residence.

© 2013 Valley Business Report is published by VBR Media
Office: (956) 310-8953    105A East Jackson, Harlingen, TX 78550

Executive Summary
Valley Citrus
Mobile Crane
Q&A Agreements
Financial Statements
Texas Treasures
EDC Opinion
Trade Secrets
Aeromar
Wealth Management
Employment Tax
NVS
Ariva
Competency
Business Blogs
Spotlight

3
5
8

10
11
12
13
16
18
20
21
22
23
24
26
27

Contents

4   Valley Business Report     December 2013

Stay updated all month long with news from around the Valley.  Sign 
up for our weekly e-mail e-Brief at www.valleybusinessreport.com.
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Texas Citrus - How Sweet It Is!   
By Eileen Mattei
 When it comes to Texas citrus, the Rio 
Grande Valley has no competitors.  While con-
sumption of Valley red grapefruit is growing 
nationally, sales of Florida and California grape-
fruit are decreasing. This season Valley packing 
houses expect to ship between nine and ten 
million cartons of citrus, primarily grapefruit. 
Marketed under the names Ruby Red, Rio Star 
and Rio Red, Texas grapefruit attracts consum-
ers because of its color, but the naturally sweet 
taste gets them to come back for more.     
 Undeniably, major events have shaken 
the Valley citrus industry this year.  Two of the 
four largest citrus packing houses were acquired 
by a California concern, giving them access to 
at least 60% of the region’s produc-
tion. And the deadly Asian psyllid 
bug, which transmits the “citrus 
greening” bacterial diseae that kills 
citrus trees, was found in residen-
tial trees in Mission and San Juan, 
prompting a quarantine on citrus 
tree sales there. Advanced citrus 
greening in Florida means fewer 
citrus trees there are producing 
healthy fruit. Nevertheless, local 
citrus businesses expect to be sa-
voring the fruits of their labor … 
once they wrap up the season’s 
breakneck pace of harvesting, 
packing and shipping sometime 
next spring.

Home Grown      
 “There’s a reason why 
large corporate entities are invest-
ing in Texas citrus.  We have the 
best grapefruit in the world,” said 
Trent Bishop, vice president of 
sales for Lone Star Citrus Grow-
ers.  Formed in 2007 by industry 
veterans Jud Flowers, TJ Flowers 
and Bishop, Lone Star has become 
the largest locally owned citrus 
packing company in the region. 
The trio opened their own Mission 
facility to give the citrus buying 
public another reliable, credible 
option, according to Bishop.  Fully 
vertically integrated, Lone Star 
plants and grows citrus, as well as 
picking, packing and shipping or-
anges and grapefruit. It has part-
nered with numerous independent 
growers and provides grove care.   
  “Over the last seven years 
we have grown our market share,” 

Bishop acknowledged. Part of Lone Star’s success 
comes from a different marketing approach. Instead 
of telling customers to choose from a menu of prod-
ucts, Lone Star asks them how they want their fruit 
packaged.  “We’re very customer centric. We pack 
to each customer’s specifications and ship within 24 
hours,” he explained. “We know what we do well: tak-
ing care of our customers.”   
 “The outlook this season is good.  We had 
good rains in late August through September.  The 
timing couldn’t have been better for the crop,” Bishop 
added. 
 The Valley has approximately 27,000 acres of 
commercial citrus, planted with 120 to 127 trees per 
acre.  John Dagraca, director of the Texas A&M Uni-
versity-Kingsville Citrus Center in Weslaco, said juicy, 

thin-skinned grapefruit makes up 70% of the 
crop.  While in the 1940s, the Valley shipped 
10,000 railcars of citrus a year (almost half the 
grapefruit eaten in the U.S.), today’s acreage is 
less than half of what it was then. Valley citrus 
is more vulnerable to freezes because the groves 
are close geographically. They also require more 
irrigation, and orchards are smaller. 
 But even a generation ago, half of the 
Valley’s citrus acreage had absentee owners, Da-
graca pointed out. Consolidation of packing 
houses has been the norm since 1980.  The Tex 
Sun name was bought by a Florida company.

Changes
 Many years ago, HEB had a canning 

Dale Murden, director of Rio Farms, said the private research station’s orchard has about 400 different types of citrus trees, 
making it among the world’s largest collections. Rio Farm researchers discovered that sour orange rootstock is ideal for Val-
ley citrus. (VBR)



and citrus juice plant 
in Harlingen, recalled 
Merlyn Koch. He first 
worked in citrus in 
1948, became grove 
manager for Crockett 
Groves, and witnessed 
the ups and downs 
of the local citrus in-
dustry from five killer 
freezes to over-produc-
tion in Florida. Most 
citrus growers stayed 
in the game after 
the early freezes, but 
the 1983 and 1989 
freezes changed the 
industry dramatically, 
Koch recalled “Before 
those freezes, we used 
to deal with 10 to 15 
cash buyers.   Early in 
the season, you’d make 
a deal and shake hands 
on it. You’d know what 
you’d get.”  
 After 1983, Koch 
said the sheds went 
to contracts. “They’d 
pick your fruit, pack 
it, sell it and ship it, 

and you’d get what’s left. In other words, you didn’t 
know if they were going to give you money for your 
fruit or if they were going to bill you for packing it.” 
Some growers did go bankrupt when, instead of get-
ting a check for their fruit, they got a bill from the 
shed for packing and shipping the 
fruit.  
 Retired now, Koch, 83, tends 
his nine-acre orchard planted in 
Ruby Reds. He peddles his grape-
fruit to fruit stands and directly 
to consumers.  “I know what I’m 
getting for it as I sell it.”   In his 
opinion, citrus growers are being 
squeezed.

Direct to Consumer 
 A tiny but significant volume 
of the Valley’s citrus is marketed as 
gift fruit. Started in 1926, Pittman 
& Davis, for example, has concen-
trated on gift fruit since the 1933 
hurricane blew away their pack-
ing shed. A few years ago, at age 
85, Ned Davis sold the nationally 
known business his father started 
to a Florida conglomerate. Davis 
said only a handful of large gift fruit 
shippers remain, and even the once-
active gift fruit shippers association 
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has disbanded.  “I bet there used to be a gift 
shipper in every Valley town.”  
 Gift fruit shipper Bobby Bell is among 
those still around, tapping into local and dis-
tant markets through Bell’s Farm to Market 
and Bell’s Farms.  “We grow world-class grape-
fruit. We really enjoy sending fruit to Florida,” 
he said at his Ware Road store, which re-opened 
in mid-November.  
 Customers can watch the small in-
house fruit processing line clean, size and pol-
ish fruit. They can order gift baskets with fruits 
and nuts to be delivered locally or order from 
the online catalog.  Directly south of the store, 
Bell grows corn, tomatoes, okra and lulu avoca-
does for the store.  
 “We’ve had a nice run,” said Bell. He’s 
expanded by buying mailing lists of smaller gift 
fruit companies whose owners were getting out 
of the business.   
   Edinburg Citrus Association, which 
was formed in1932 and is the last citrus co-
op in Texas, packs and ships cartons of fruit 
and also operates a large juice plant. Typically 
scarred and small fruit are juiced, but it is the 
least lucrative market for growers.  The co-
op has about 100 grower-members who have 
groves totaling around 4,000 acres, according 
to Dale Murden, past president of the co-op. 
 Commercial citrus has been a part of 
the Valley’s economy since John Shary first pro-
moted the business approximately 100 years 
ago. Today his Mission estate has been trans-
formed into Shary Mansion, an event center 
used for parties and wedding receptions that 
is a reminder of citrus’ heyday.  Through the 

Valley tangerines ready to be picked.  (VBR)

Citrus crate labels, used on wooden fruit boxes until the 1960s, 
identified the RGV’s 60-plus packing sheds.  (Carol Pease)

www.weslacoedc.com

All of the Amenities 
None of the Congestion



years, pressures of urbanization and citrus economics have shrunk 
the Valley’s citrus crop.  Abandoned orchards have become subdivi-
sions and parking lots. 
 Yet demand for Valley citrus is up and the acreage has stabi-
lized.  Despite the hard work involved, growers and 
shippers know how sweet it is to be in the Texas 
citrus industry. Orange you glad?

For more information, see  lonestarcitrus.com, pitt-
mandavis.com, bellsfarms.com,  and call Shary Man-
sion at 581-1819.
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Plump Texas grapefruit fill a gift fruit box being shipped out of state. (VBR)

Bell’s Farm to Market packs gift baskets of citrus for 
local orders. Customers shipping gift fruit can order 
online.  (VBR)

Polished, prime quality grapefruits roll into packing bins.  (VBR)



equipment can even reach the top of McAllen’s 
Chase Bank building easily. “Our biggest crane 
is a 350-tonner, the largest in the area,” Shawn 
said. “It goes up 300 feet with big outriggers to 
stabilize it.”  
 “We go out, scope the job, and find 
out what kind of machine it’s going to take. It’s 
never boring,” Shawn said.  He identified him-
self as the pencil pusher of the business, while 
Ramirez oversees equipment and the shop.   
“What I like about the business is that every 
day is something different since we service dif-
ferent markets.” He added their work at Eagle 
Ford Shale has slowed down. “It’s nothing like 
it was a year or two ago. But we’ve been weath-
ering this downturn pretty well because every-
thing is bought and paid for.  We can sleep at 
night.
 The company now operates 10 hydrau-
lic truck cranes with support vehicles and rig-
ging. “To keep all the cranes and trucks work-
ing and safe takes a lot of effort. It’s a constant 
battle, safety, but we have a good program,” 
said Shawn. 
 In Mobile Crane’s safety training build-
ing, safety coordinator Art Garcia talked about 
the business of picking up very heavy, unwieldy 
objects.  “This is a very high risk business.  The 
good thing about it is you can control the risk.  
Safety is the utmost importance. Our safety 
program works because Jimmy and Edward be-
lieve in it and support it 100%.”  

It’s Art Garcia’s job to make sure all Mobile Crane 
work is carried out safely.  (VBR)
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By Eileen Mattei
 With the company tag line of “Our 
business is picking up,” Mobile Crane Services 
Inc. has a built-in positive outlook. Since 1972, 
the Pharr company has done much of the re-
gion’s heavy lifting, deftly swinging highway 
overpass beams, derailed train cars and oil field 
compressors into place.  

Mobile Crane Plays it Safe  
 “Back in early ‘70s, there just wasn’t any 
crane service in the Valley to speak of,” Jimmy Shawn 
recalled. He had an old truck with a pole crane on it 
and frequently used it to hoist commercial air con-
ditioning units onto roofs for a McAllen company. 
“Five of us put several hundred each into a pot and 
thought we’d buy one crane and run it for a few years.  
We got into it at the right time, because about six 
months later we had to buy a second crane.”  
 In fact, Mobile Crane’s business grew so much 
in the first 10 years that the two managing partners, 
Shawn and his brother-in-law Edward Ramirez, sold 
their pump and truck repair businesses. The other 
partners concentrated on their air conditioning com-
pany, which continued to need large units installed on 
rooftops. 
 Although Mobile Crane stayed busy servic-
ing an oil field boom west of Rio Grande City for 
19 years, the company began expanding into the 
transportation sector. They worked on overpasses and 
bridges and removed concrete barriers on highways. 
They righted overturned tractor-trailers and derailed 
railroad cars.  When power plants needed new mas-
sive transformers unloaded, Mobile Crane was there.  
Crane crews have hoisted manufacturing plant equip-
ment being exported to Mexico and moved large stor-
age tanks at the Port of Harlingen. Mobile Crane’s 

Member FDIC
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Mobile Crane works to right a derailed train car.  
(VBR)
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 Beyond formal safety and review sessions, each day 
on the job begins with employees at a tailgating session.  
Officially, the on-site meeting is called a job safety analy-
sis, which reviews the equipment being used and then the 
specifics of the day’s work.  Among the items covered will be 
the obstructions and dangers that might be encountered, the 
priorities of each employee, and additional information if a 
man-basket is to be used or if power lines are nearby.  “Every-
one is on the same page, everything’s got to be yes,” Garcia 
said.  “Anybody and everybody has the authority to stop a job 
if something unexpected occurs or could go wrong.”
 Garcia makes sure every new employee completes an 
intensive orientation before being allowed to go in the field. 
He leads scheduled safety meetings that cover everything 
from first aid to correct rigging.
  The company has been around long enough that life-
long employees have begun retiring.  Shawn himself would 
like to have the time to enjoy his motorcycle and his air-
planes, but he has no firm plans for leaving the company. 
 Shawn and his late wife Blanca were instrumental in 
establishing the nearby San Juan Liberty Park which opened 
in 2004 as a tribute to the American flag. It has the tallest 
flagpole in deep south Texas and six flags flying.  “We try 
and get involved in anything involving veterans,” said Shawn, 
who supports numerous civic activities.  “You know you can’t 
give back enough. You have to be like the rake and not the 
hoe … leave a little behind.”

For more info., see mobilecraneservices.com or call 787-7777. 

Jimmy Shawn and Edward Ramirez have headed Mobile Crane since 1972.  (VBR)



Q  Why are agreements necessary?

A  People go into business to make money.  They want 
to be satisfied with the way things work out and meet 
their expectations. When each member or partner has 
written down their expectations in an agreement, they 
can refer to it when questions arise.  A written agree-
ment makes for smoother operations and less conten-
tious relationships. 

Q  What elements does a company agreement usually 
cover? 

A  It addresses the division of profits and expenses, the 
responsibilities of the members, and the contribution 
of capital and knowledge as well as their relative value.  
Especially in those situations where one person puts 
up the money and the others bring the knowledge and 
perhaps operate the business, it is vital to define the 
responsibilities and duties of each partner.  How si-
lent will the silent partner be? It is important to agree 
when and how profits will be distributed.  Will all 
profits be reinvested in the business during the first 
year?  Does one partner need a quicker return?  
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 McAllen attorney Ryan Solis told a 
Technology Ventures Conference audience that 
a business is like a marriage, but with a higher 
failure rate. People going into business together 
should consider the business equivalent of a 
pre-nup which is called a company agreement.  
It can prevent misunderstandings and make the 
business relationship less stressful. 

Q  In years past, a handshake was enough for 
some people to launch a business together.  Do 
people still take that route? 

A  It’s a best practice to have a company agree-
ment in place, given the high failure rate.  But 
business success is not contingent on having a 
company agreement. I am amazed by the peo-
ple I meet with substantial companies who are 
operating a business together without a writ-
ten agreement.  Yet people have become more 
aware of the pitfalls and issues involved in run-
ning a business jointly.  The increase in compa-
ny agreements parallels the overall proliferation 
of contracts.

Q & A: Ryan Solis
Q  Do people revise their agreements?

A It’s good exercise to revisit them, because 
businesses are dynamic. What was the reality 
10 years ago may not be applicable today.   Ev-
eryone involved in the agreement would have 
to agree to any modifications. 

Q How does a business differ from a marriage 
when it comes to parting ways?

A Laws relating to marriage specify the divi-
sion of community property and other assets. 
It’s much more difficult to divide up a business 
when the arrangement or relationship fails. The 
laws regarding the dissolution of a business are 
incredibly general and mostly pertain to credi-
tors.  There is little dealing with partners divid-
ing their joint assets.    

Q What happens when one of the partners wants 
to leave the business?  Is there any difference if 
the parting is amicable or angry?

A Typically no market exists for a portion of 
a small business ownership.  It’s not like Coke 
shares. It’s even more difficult if a minority 
owner, say someone with 20% of a $1 million 
business, wants out.  To handle that, you want 
to have a redemption provision in the company 
agreement. That addresses how, after a period 
of time, one person’s interest can be redeemed. 
Remaining partners usually have right of first 
refusal to buy out the departing member’s share. 
A buy-sell agreement sets out how a member’s 
interest will be purchased in event of various 
triggering events. 

Q  What are triggering events? 

A  They would include death or retirement.  
Hopefully the business is worth a good bit more 
than when it started. The agreement states how 
the members would determine the company’s 
value: typically either one appraiser will deter-
mine the value or each partner will bring in an 
appraiser. From there, they reach an agreement 
on each partner’s share.

In the case of a death, most partners aren’t 
interested in being in business with their late 
partner’s widow or widower. Planning ahead, 
smart businesses take out life insurance policies 
equivalent to each owner’s share of the com-
pany.  The life insurance policy payout goes to 
the deceased’s estate, buying out their stake in 
the business.  
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bility to provide any assurance regarding the amounts 
presented. Of the three options, compiled financial 
statements are the least costly. 
 A reviewed financial statement requires the 
CPA to not only ensure the fairness of the presenta-
tion of the financial statements in accordance with an 
acceptable basis of accounting but also requires the 
CPA to perform certain inquiries and analytical pro-
cedures. These procedures allow the CPA to provide 
limited assurance regarding the amounts presented in 
the financial statements. 
 Finally, an audited financial statement re-
quires the CPA to render an opinion on the fairness 
of the presentation of the financial statements. De-
pending on the outcome of the audit, the CPA’s opin-
ion can vary from unqualified to disclaimer. An audit 
provides the highest level of assurance to the bank. 
However, cautionary note - an audit will never pro-
vide absolute assurance nor remove management from 
their responsibilities regarding the amounts presented 
in the financial statements. An audit is typically the 
most expensive of the three options.
 As banks require better financial information 
from their customers, it’s important to understand the 
options. It is reasonable to expect that larger loans re-
quire greater levels of financial statement assurance. 
We recommend clients meet with a CPA prior to the 

By Ricky Longoria, CPA, CFE 
 With almost any bank loan, the sub-
mission of financial statements is an integral 
part of the process. Up until a few years ago, 
it was not uncommon for banks to be satisfied 
with financial statements prepared solely by 
their customers. However, strict internal bank 
policies and external regulatory demands now 
require banks to obtain better financial infor-
mation in support of their lending activities. 
 Banks are looking for increased levels 
of assurance regarding financial statement in-
formation and are asking their customers to 
turn to a Certified Public Accountant (CPA) to 
provide it. In most cases, lenders are asking that 
financial statements be compiled, reviewed or 
audited. As each option requires an additional 
cost to obtaining a loan, it is important to un-
derstand the fundamental differences between 
them.
 A compiled financial statement only 
requires the CPA to ensure the fairness of the 
presentation of the financial statements in ac-
cordance with an acceptable basis of account-
ing. The most common bases are cash, income 
tax or accrual. When reporting on compiled 
financial statements, the CPA has no responsi-

Financial Statement Types for Lenders 
closing of a loan to ensure that everyone is on 
board as to the reporting requirements required 
by the bank. 

For more information on bank financial state-
ment reporting requirements, call Ricky Longoria, 
CPA, CFE at 688-2508 or Ben Pena, CPA, CFE 
at 607-9080, both with Burton McCumber & 
Cortez, LLP.



1916 by Frank Grimsell and owned today by his 
granddaughter Carol Mayfield, was originally a popu-
lar outlet for all types of seed for the Magic Valley’s 
farming community.  Mayfield’s parents ran the busi-
ness for 20 years, and her brother Donnie Giffen held 
the reins for almost 40 years.  He added the nursery 
which is known for the roses, fruit trees and plants it 
carries. “Grimsell’s Got It” has been a refrain for years. 
Occupying half a downtown city block, Grimsell’s 
displays plants and seeds around a shaded courtyard 
that boasts reportedly the taller flagpolesin the Valley 
at 125 feet.  
 Leonard Leonard and his wife Ray opened 
the Army Surplus Supply in June 1946 and relocated 
their store in 1953 to 306 W. Jackson, formerly the 
Pepsi Cola bottling plant. In the 1940s and ‘50s, many 
farmers came to Surplus Supply to purchase surplus 
bunk beds, mattresses and wooden water barrels for 
Mexican workers in the bracero program. Migrant 
workers patronized the store, too, buying cotton 
sacks and canvas work pants, as well as accordions 
and foot-powered sewing machines to take home.
  For years, Surplus Supply had the Valley’s 
cheapest prices on rifle and shotgun shells, selling 
hundreds of cases at 2% over cost. Leonard Leonard, 
who called his place “the working man’s store,” was 
happy to trade an old gun for a new one.
 Rio Elevator Company, Inc., was established in 
1951 in Harlingen by Sidney W. Hale. Before serv-
ing in the Navy during World War II as a fleet repair 
electrician, he had been an Otis Elevator mechanic 
in Wichita Falls.  In 1949, he opened Otis’ first Rio 
Grande Valley field office. 
 Initially Hale and his wife, Freda, operated 
their own elevator company from the dining room 
table at the family’s farm. Although Hale had been 
warned by Evan Hurst, president at First National 
Bank, that the Valley couldn’t support an elevator 
company, his business grew, slowly but steadily. 
Frank Hale returned to Harlingen in 1971 to part-
ner with his father. By the late 1980s, Frank had 
become the company’s president. 
 Bonner & Bonner, Attorneys at Law, was 
founded in 1957 as Goodenough and Bonner by 
Neal Bonner and Gene Goodenough. The busi-
ness name and personnel changed over the years.  
Bonner’s  younger brother, Curtis Bonner, joined 
the firm in 1969, after graduating from St. Mary’s 
School of Law.  The firm eventually became Bonner 
& Bonner. Since 1990, Curtis has been the sole at-

Special to VBR
 Created in 2005 by the Texas Histori-
cal Commission, the Texas Treasure Business 
Award program pays tribute to businesses that 
have provided employment opportunities and 
support to the state’s economy for 50 years or 
more. Seven Harlingen businesses located in 
the city’s historic center were presented with 
the prestigious award this fall: three law firms, 
three retailers and a service company. To date, 
only 119 businesses in Texas have been named 
Texas Treasures.  
 The well-established Texas businesses, 
which have contributed to the state’s prosperity, 
are also models of strong family ties that have 
enabled the companies to endure, create jobs 
and invest in the local economy. 
 Grimsell’s, opened in Harlingen in 
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Texas Treasures Awards to 7 Valley Firms 

torney of the firm which offers a wide range of 
legal services to the community, concentrating 
in real estate, family law, business and corporate 
law. 
 Alexandre’s Fine Jewelry has been a fix-
ture in San Benito and Harlingen for decades. 
After apprenticing to a Mexico City master 
watchmaker and learning the trade, Jose L. Al-
exandre returned to San Benito, and in 1958, 
he and his wife, Petra, opened Joe Alexandre 
Watch & Jewelry Repair. Today their daugh-
ter Yolanda Brydone manages Alexandre’s in 
Downtown Harlingen. Her siblings have all 
been involved in the family business. Matriarch 
Petra Alexandre, 86, works in the Harlingen 
shop, stringing pearl necklaces the “old school” 
way.  Alexandre’s is also known for custom jew-
elry design and jewelry and watch repair.  
 The McCullough family has provided 
legal services to South Texas for three genera-
tions, beginning in 1944.  In 1946, Gene F. 
McCullough established his independent law 
practice. In 1960, Graham McCullough start-
ed practicing law with his father. Between 1989 
and 1999,  Graham had a solo practice until his 
son  Arthur “Gene” E. McCullough came on 
board, and the name has been McCullough & 
McCullough ever since.
 During boom times, Graham recalled 
the firm was doing a real estate closing about 
every 30 minutes. He added, “It’s a thrill to 
take care of all kinds of people. That’s some-
thing that attorneys in large communities don’t 
understand.”  The firm focuses on real estate, 
estate planning, probate and estate administra-
tion.  
 John Quincy Adams and Marshall W. 
Graham founded Adams & Graham in 1958. 
Over the years, the partnership changed names 
numerous times but in 1988, it returned to the 
original Adams & Graham and became a lim-
ited liability partnership in 1992. 
 Adams & Graham is a full-service law 
firm, counseling and representing clients in 
business litigation, commercial defense, insur-
ance defense and other types of legal matters. 
The firm’s partners have been involved in pub-
lic service, serving as school board trustees, city 
commissioners and university regents. 
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the employees to participate in decisions on how to 
layout offices, conference rooms, who to donate time, 
space or money to, and more. They even allow their 
employees to bring their dogs to work with them. Yep, 
that’s a bulldog enjoying his break time. 
  In both these cases, corporate leaders have 
created a sense of family among the workforce. The 
results of this type of leadership include loyalty, effi-
ciency, more productive workers, high morale, and at 
the end of the day, a successful business. The bottom 
line isn’t just a measurement of ROI or IRR, although 
that is important, but rather the intangibles listed 
above as well. 
  In War, his book about the fight in Afghani-
stan, Sebastian Junger writes about the brotherly love 
that is formed by the young men fighting the Taliban 
in the Korengal Valley. He describes how these men 
would be willing to give their lives for their buddy and 
how some did. That “corporate culture” isn’t taught in 
boot camp. It happens over time. The culture I saw 
this week isn’t taught in leadership seminars either. 
  Harlingen EDC has a responsibility to pro-
mote our community by talking to others about our 
assets. We sometimes provide incentives to companies 
who expand, relocate or create new business here. We 
could say that we do it to gain more tax revenue in the 
future to provide more services for our citizens, but 

By Raudel Garza, CEO of Harlingen EDC
 While in Philadelphia recently, I had 
the pleasure of visiting several top corporate ex-
ecutives from different companies and learning 
more about their businesses. It was enlighten-
ing to see the change in corporate culture now 
versus 20 years ago. 
  The bottom line was the most im-
portant consideration when making decisions 
when I worked at a large oil and gas company 
in the early 1990s.  The financial bottom line 
that is.   I’m not sure that particular industry 
has changed much, but maybe because of disas-
ters such as the BP debacle, change is coming. 
  In his book, Business With Soul, Mi-
chael Cardone Jr. talks about how his company 
Cardone Industries (yes, the Cardone with a 
presence in Harlingen) has been able to suc-
ceed. The corporate culture that exists there 
is, as he says, based on the greatest leader the 
world has ever known. They don’t just talk it, 
they live it. I’ve seen it and agree that Servant 
Leadership can make a difference. 
  In visiting Urban Outfitters corporate 
headquarters, I saw a similar culture based on 
giving and serving others. One of Urban Out-
fitter’s senior officers talked about empowering 

What Motivates an EDC 
looking at the financial impacts would be just 
as if corporations did nothing but look at the 
financial bottom line. 
  It’s more than that for me. It’s more 
than that for my board. It’s more than that for 
our mayor and city commissioners. I know. I’ve 
seen it. 
  The deals that the general public don’t 
hear about are usually the ones that hurt the 
most. Those are the ones where we could have 
provided someone with a chance to improve 
their life, to provide for family, to do something 
more for their community.   But for some rea-
son, such as the facility wasn’t big enough, or 
timing wasn’t right, or something else out of 
our control, the deal wasn’t consummated. 
  So with that I wanted to share a bit of 
our corporate culture. Why do we do what we 
do? We do it because we have too many people 
suffering through life that don’t want to. We do 
what we do because we have a population that 
sometimes just needs a chance or a push to do 
something great for their families. We do what 
we do because we have so much talent here 
and not enough opportunities. Also, we do this 
because to do otherwise would be doing the 
wrong thing, and that just isn’t our culture.
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TAX SOLUTIONS 
HALES BRADFORD

patents without an attorney. With or 
without an attorney, inventors should 
first search the Patent Office website 
(patents.gov) for similar patents.  
Inventors should also think about 
the big picture questions: Will you 
manufacture your product and sell 
it? License it?  
 Within a year of beginning 
to use or promote your patentable 
technology, you must have filed a 
standard patent application or you 
lose out, Ochoa said. She does not 
recommend securing a provisional 
patent for multiple reasons.  
 Many larger companies will 
not sign non-disclosure agreements 
with an inventor, Ochoa cautioned. 
“Your only protection is having a 
patent application filed.” Neverthe-
less, she suggested having a non-
disclosure form for signing in your 
office when talking to anyone about 
your patentable idea. 
 Some people are reluctant 
to patent their invention, Ochoa 
said. “More times than not, you need the protection.  
If someone reverse engineers your process or widget, 
you have nothing to protect it. It’s regrettable but 
not actionable.”
 The patent process, which takes between 
one and two years, can cost between $12,000 and 
$50,000.  (Some attorneys ask for a $50,000 retain-
er.) Eight million patent applications are expected 
to be filed in 2013.   The percentage of patent ap-
plications granted is extremely low, around two %.  
And, once you get a patent, you must maintain it 
and enforce infringements. 

Trademarks
 A trademark is for words, names, symbols, 
sounds or colors that distinguish your goods and ser-
vices, a brand.  “Trademarks are good forever, if you 
keep using them and renew them every 10 years,” 
Ochoa said.   If you want protection of a trademark, 
registration is the best way, through state and federal 
trademark offices and by registering the trademark 
with Customs.  When a trademark is pending, the 
TM symbol is used. Once obtained, the symbol R 
with a circle around it is used. Common law rights 
award a name to the superior user. Locally, trade-
mark police check ports of entry and flea markets. 
 A trademark can be counterfeited; a copy-
right can be pirated. Copyrights denote an artistic 
expression in a tangible form, such as films, books, 
art. They do not have to be registered and have a 
minimum lifespan of 70 years. Ochoa cautioned 
that if you have a company develop your website, it’s 

By Eileen Mattei 
 Intellectual Property includes patents, 
copyrights, trademarks, trade names and trade 
secrets, patent attorney Susan Ochoa Spiering 
told a Technology Ventures audience in Edin-
burg. 
 “Treat IP like real property.  You can 
buy, sell, lease and license IP and pass it on by 
inheritance,” Ochoa said. While a patent is not 
a monopoly, it can help you corner the mar-
ket.  “It is an exclusive right to make, sell or 
use.  It must be new, useful and not obvious.” 
IP coverage applies only to the U.S. “There is 
no world patent.”
  The 2011 America Invents Act brought 
major changes to the patent process.  The pat-
ent is granted to the first person to file the pat-
ent application. Patent awards are no longer 
determined by who had the idea first and who 
has the records to prove their work.  The ac-
tive life of a patent depends on the patent type.  
The lifespan of a utility patent (something with 
a useful function, like a piece of equipment) is 
20 years from the date of filing the patent ap-
plication.  A design patent lasts for 14 years.  
 Ochoa noted that individuals can file 

Trade Secrets and Intellectual Property 

best to have an agreement that states all rights 
to it belong to you.  See copyright.gov.
 Coke, for example, has trademarked its 
name and design, holds a patent on the bottle, 
and copyrights its promotions. Its recipe for 
the soda formulation is a trade secret.  Eighteen 
months after a patent is filed, the contents of 
the patent application are available to the pub-
lic. That means people can see exactly what you 
have done.  Because of that, some companies 
go the trade secret route instead of seeking a 
patent, hoping to both reduce costs and to sty-
mie competitors.
  McAllen patent attorney Anthony 
Matulewicz agreed with Ochoa about begin-
ning the patent process with an advanced on-
line search of the keywords and classifications 
that fit the invention.  Besides   searching usp-
to.gov and trademarks, he recommended sites 
such as freepatentsonline.com as well as Google 
patents, checking also phonetic interpretations 
and in other languages. 
 Most inventions are solutions to prob-
lems, Matulewicz said. “I recommend you do 
a search before you even sit down at a draw-
ing board. Once you disclose the invention to 
anyone, the clicking begins,” counting down 
the one-year clock. He works with six or seven 
researchers with varied areas of expertise and 
access to the U.S. patent library. 

For more information, see ochoapatents.com and 
matulewicz.com. 

Patent attorneys Susan Ochoa and Anthony Matulewicz assist cli-
ents seeking and defending patents and trademarks.  (Courtesy) 
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blue ergonomic leather seats were comfortable. I won-
dered if this was going to be a smooth ride. It had 
been a long time since I’d been on plane with propel-
lers.  As it turns out, the flight was much like flying in 
a jet. We lifted off the runway and climbed into the 
clouds at 20,000 feet. Reyes offered us soft drinks, 
beer, tequila, whiskey and rum. I asked her if drinks 
were complimentary, and she replied, smiling, “You 
already paid for them with your flight.” 
 Aeromar, a reputable and well-established 
Mexican airline, operates to more than 100 differ-
ent destinations within Mexico and internationally. 
San Luis Potosi was their first international port of 
entry with flights connecting it with San Antonio. 

By Nydia Tapia-Gonzales 
  As we waited to board 
the first Aeromar Airlines flight 
from McAllen-Miller Interna-
tional Airport to San Luis Po-
tosi, excitement was in the air.  
The white wall behind the ticket 
counter for Aeromar Airlines 
seemed eager to flash a bright 
neon light bearing the company’s 
blue and white logo, but the staff 
was anxious as they scrambled to 
check us in. The plane was late 
coming from San Luis Potosi, 
delayed due to customs inspec-
tions.   
 Eventually, the plane 
arrived, and we cleared customs 
without incident. We raced 
down the tarmac and climbed 
up the steps of the new ATR-600 
turboprop Canadian aircraft. Flight attendant 
Pilar Reyes welcomed us and went through the 
usual safety procedure presentation. 
  The passenger cabin had ample room 
for Reyes and the beverage cart, and the navy 

Aeromar Soars from McAllen 

 “Those flights were on and off, and 
never permanent, but we have found a great 
new partner in the City of McAllen. We are 
committed to making our presence here a per-
manent one,” said Aeromar’s National Sales 
Director Jaime Sacal.  Aeromar began operat-
ing out of the McAllen Airport in March 2013 
with nonstop flights to Mexico City. Having 
carried more than 7,600 passengers in less than 
a year, the airline was ready for a second desti-
nation, San Luis Potosi. 
 After visits and talks with several Valley 
cities and state leaders, Aeromar decided McAl-
len was its best fit. People from San Luis Potosi 

have visited 
McAllen and 
the Valley 
for decades, 
mostly via 
g r o u n d 
transporta-
tion. They 
foresee po-
tential part-
nerships and 
opportuni-
ties in the 
trade, educa-
tion, health 
and tourism 
industries. 
 But they are 
being cau-
tious, as Sacal 
said, for they 
seek steady 
growth. Cost 

Aeromar’s inaugural flight from McAllen to San Luis Potosi created one more link between neighboring countries.  (VBR) 

McAllen offers a gateway to San Luis Potosi and expects to see an influx of visitors from 
there.  (VBR) 



December 2013     Valley Business Report   19

“The Valley has grown 
and changed.  We see it 
as the most affordable 
location in the State of 
Texas.” 

--Enrique Abud Dip

is always a concern for travelers, and Aeromar 
plans to offer accessible net rates to Valley trav-
el agencies and hotels interested in partnering 
with them. They have established an office in-
side the McAllen airport and service providers 
may contact Sacal at 
their Mexico City of-
fice. 
 San Luis Po-
tosi’s Tourism Min-
ister Lic. Enrique 
Abud Dip, who has 
been a loyal support-
er of Aeromar’s past 
and present ventures, 
could not be happier. 
During a recent inter-
view, he talked about the cultural richness of 
his state, its strategic location and its beautiful 
waterfalls.  His office is committed to support 
the Valley’s promotional efforts in the state of 
San Luis Potosi, and he intends to establish a 
working partnership with the Rio Grande Val-
ley. “The Valley has grown and changed.  We 
see it as the most affordable destination in the 
State of Texas,” he concluded.   
 As our plane got closer to San Luis Po-
tosi, Mexico’s eastern mountain range peeked 
through breaks in the clouds, as if flanking our 

way into the colonial city which 
recently celebrated the 421st an-
niversary of its founding. After 
our plane landed and approached 
the terminal, I noticed three fire 

trucks lined up.  
Firemen waved 
as they joyfully 
showered the air-
plane with wa-
ter: Aeromar, the 
executive airline 
of Mexico, had 
completed its 
inaugural flight 
from McAllen.  
 We de-

planed and crossed the tarmac to 
the terminal, a modern building 
with clean lines and easy access. 
Because ours was the only inter-
national flight arriving at the time, 
clearing immigration was a breeze.  
I grabbed my suitcases and head-
ed out the door. San Luis Potosi, 
Mexico, has never felt so close. 

For flight schedules and rates please 
visit www.aeromar.com.mx. Flight attendant Pilar Reyes.  (VBR) 
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 “Everyone is living much longer than 
they ever, ever imagined,” said Sokolosky. 
“That’s a challenge.” ValHaven overcomes that 
by educating clients and making sure commu-
nication is open between clients and their fami-
lies. “Education for the projected next 10 years 
is the most important thing in preserving as-
sets. We want to put clients in different areas,” 
but keep money out of harm’s way.
 Education goes both ways. Sokolosky 
and Sullivan are vigilant in keeping up with 
trends, markets and financial news in order to 
recognize harm’s way before it happens. “I’d 
rather be six months early than a day late,” 
Sokolosky said, about knowing when to revise 
strategy.
 Sullivan looks at the Valley as being 
wide open for business. “It’s not saturated like 
the cities. In the Valley, there is room for entre-
preneurship. I’m excited for whoever wants to 
go for it.” Both partners are hopeful about the 
future of their business. “There are not a lot of 
big firms doing what we do.” 
 Sokolosky’s consultant gave him an-
other piece of advice that the partnership has 
strictly adhered to: as a partnership, get to 
50/50 as quickly as possible. “We keep it like 
that,” Sokolosky said, attributing to it the firm’s 
success and their plans to open a third office 
soon in Dallas.
 ValHaven Wealth, LLC, operates un-
der compliance of securities and advisory ser-
vices offered through VSR Financial Services, 
Inc., a registered investment adviser and mem-
ber of FINRA/SIPC, although it is indepen-
dent of VSR.

Contact, valhavenwealth.com or 216-7525.

many ways to do that. 
For instance, where do 
people go?” he asked. 
“Grocery stores, shop-
ping centers – brick 
and mortar.” 
 The type of 
investments ValHaven 
Wealth handles is not 
for everyone and not 
all strategies may be 
suitable for all inves-
tors.  Investing in-
volves risk, Sokolosky 
advised, including 
risk of principal. Cli-
ents are encouraged 
to consider their indi-
vidual investment ob-
jectives and risk toler-
ances before making 
investment decisions. 
 “We run a comprehensive wealth manage-
ment firm for a select group of families around Texas 
and the United States,” said Sullivan, who heads the 
Austin office. Their client base differs with the geog-

raphy. In South Texas, nearly 99% of the clients are 
retirees. In Austin, the majority are small business 
owners. Each demographic has unique needs.
 With retirees, a partner sits down with the 
entire family. He begins with an idea session to find 
out what the prospective clients want to do in their 
retirement, whether to travel, build a vacation get-
away, expand hobbies into a small business or begin 
hobbies. “Retirement isn’t a finish line,” Sullivan 
said. “We encompass all parts of a person’s financial 
life. Hopefully, we can add color to it.”
 Once the advisors have an idea of what their 
client expects, they draft a plan. “In retirement, 
people are basically afraid of running out of money. 
We make a plan and stress test it – ask the what-
ifs. Does it have confidence? Can it work?” Sullivan 
said. “Then we make sure the investing matches the 
plan. The plan should allow the clients to do what 
they want to do in retirement.”
 The partners work hard at establishing a rela-
tionship with their clients. “We keep our client list 
manageable so service doesn’t drop,” Sokolosky said. 
The firm gives individualized attention and makes 
sure they keep on track with the clients’ desires in 
an ever-changing financial climate.
 “The way people think about money is a 
challenge,” Sullivan said. “Retirement people focus 
on retiring. Instead of making money, they now will 
be taking it out. Strategy before retirement is dif-
ferent from after retirement.” It requires a different 
mind-set on the client’s part and a different strategy 
for the partners. 

By Anita Westervelt  
 When thinking of beginning a busi-
ness partnership, choose someone younger, 
smarter and with different expertise than your-
self. That advice Edward J. Sokolosky got from 
a consultant, and he took it to heart before go-
ing into an independent wealth management 
venture with Certified Financial Planner Shane 
Sullivan.
 At the time, Sokolosky was manager of 
a major stock brokerage firm and in the posi-
tion to hire money managers for the company. 
Sullivan, a San Benito native, fit with Sokolo-
sky’s vision for partnership. On March 2, 2010, 
Sokolosky and Sullivan went independent, 
opening ValHaven Wealth, LLC, in downtown 
Harlingen.
 As an independent firm, they can 
break away from the proprietary products re-
strictions of a brokerage company, according to 
Sokolosky. They create the best financial solu-
tion for their clients without being limited to 
stocks and bonds.
  “We don’t want clients to lose assets,” 
said Sokolosky. “Our goal is to hedge against 
inflation and market downturns, and we have 

Money, Partnership and All Things Equal
Edward Sokolosky  (Courtesy) Shane Sullivan  (Courtesy) 
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to pay.
 Finally, if your incorporated business 
has failed to pay trust fund taxes, the IRS is au-
thorized to assess a 100% penalty on the unpaid 
trust taxes.  This is obviously a very severe pen-
alty and is meant to be a deterrent.  Unfortu-
nately, most small businesses never hear of this 
penalty until they have fallen behind on their 
payments.  Depending on the amount owed, 
you could lose your business.  And, if the IRS 
is unable to find corporate assets to satisfy the 
obligation, they will try to find an individual to 
hold responsible for the amount.  That usually 
means you.
 In our business, it is said that employ-
ment tax problems will shut down a business 
faster than anything else.  And the IRS has a 
long memory.  We have clients who missed a 
couple of payments several years ago, and the 
IRS is still pursuing payment.  Take some time 
to consult with an expert to get a good under-
standing of employment taxes and your duties 
as a fiduciary.  You will sleep better.

Billy R. Bradford Jr. is a certified public accoun-
tant and a partner in the public accounting firm 
of Hales-Bradford, LLP in Brownsville.

up on those delinquent deposits.
 This delinquency creates problems 
of a great magnitude.  When quarterly 
payroll tax returns are filed on form 941 
and funds are not attached, an assess-
ment is attached to that form.  The pres-
ence of an assessment allows the IRS to 

begin immediate collection action because these un-
paid funds represent trust fund money.  The employer 
has taken money that did not belong to him/her, and 
the service will pursue collection very aggressively.  If 
the business is unable to satisfy this obligation, the 
IRS will proceed to close the business without much 
delay.   
 Another common source of employment tax 
difficulty arises when the IRS conducts an “employ-
ment tax audit.”  In this process, the IRS examines 
your company to see if your employees are actually 
employees when they are being called independent 
contractors because the business owner doesn’t want 
to be responsible for the extra tax paperwork.  The 
IRS can change the status of some workers, labeling 
them employees rather than independent contractors.  
If this happens, the service will assess employment 
taxes on a retroactive basis, with penalties and inter-
est.  While it may look tempting to call employees 
independent contractors, if the IRS disagrees, you get 

By Billy R. Bradford Jr., CPA 
 Small businesses com-
prise the majority of employers 
in South Texas, providing needed 
income and security to thousands 
of people.  Yet the government 
(state and federal) continues to 
heap incredible demands on businesses of all 
sizes. For example, minimum wage require-
ments and mandatory Social Security contri-
butions translate into big bucks every year.  If 
the small proprietor is unable to pass this cost 
on to the customer, it can lead to the demise of 
the business.  
 Failure to deal with government reg-
ulations often results in a visit from the IRS.  
The service closes the doors on numerous small 
business operations because of their inability to 
pay federal employment tax obligations.  Our 
firm’s experience with small businesses indi-
cates that this is a highly misunderstood area 
that can quickly lead to the destruction of your 
dream.
 When you hire an employee, you agree 
to several obligations other than payment of 
salary. First, you must withhold from your em-
ployee’s pay a specified amount to cover your 
employee’s federal income tax liability and So-
cial Security tax liability.  These are trust taxes, 
because the money actually belongs to the em-
ployee and is being directly withheld from his/
her pay.  As an employer, you have now become 
a “fiduciary” acting on behalf of the employee 
and a “trust” relationship has been created.
 In addition to the trust taxes, you the 
employer must match the employee’s Social Se-
curity tax payment.  Also, the Federal Unem-
ployment Tax Act requires employers to pay an 
additional tax based upon the total amount of 
wages paid during the year.  The Texas Work-
force Commission does the same thing at the 
state level.  This money comes out of the em-
ployer’s pockets and is not considered trust 
tax. 
 Now let’s look at the principle reason 
for the demise of the small business in light of 
these obligations: the cash flow crisis.  Most 
businesses experience cash flow problems at 
various times.  Even a profitable business may 
experience difficulty in meeting its short term 
obligations.  When this occurs, many business 
owners make a terrible mistake and begin to 
use trust funds to meet the short term cash flow 
needs.  Deposits of trust funds are not made, 
and the excuse is always the same: “I didn’t have 
any choice.  I had to keep the doors open.”  The 
business owner always feels that the cash flow 
situation will soon change and they will catch 

Employment Tax Problems



and to increase its workforce to 70 employees.  
 “The biggest challenge for small busi-
nesses is financing growth, for growth is expen-
sive. The majority of small businesses that go 
broke do so because they cannot manage their 
growth,” said Soto.  “They’re good at what they 
do, but they don’t know how to pay for growth. 
I spend much of my time figuring out how 
much I can grow, and how will I pay for it. It 
is important for small businesses to get support 
from local lenders.” 
 Soto sees the Valley’s future from an 
economic development perspective, not as a 
business owner, because his interests are broad-
er. He believes international trade places the 
Valley in a unique position to benefit from the 
global economy. But he believes it will take in-
vestments from both the state and the federal 
government, because the existing infrastructure 
is aging.  “We need better telecommunication 
lines, electricity, roads and bridges.  The more 
the region’s commerce grows, the more the fed-
eral and state government will start providing 
support,” he said.  
 NVS Corporate Services Inc. is 8(a) 
certified, Small Disadvantage Business Certified 
(SDBC), and GSA Schedule company. These 
certifications, Soto said, allow him to compete 
with larger companies that make billions per 
year. Finding time between daily demands, 
Soto is looking into opening a new office in the 
HUB Zone of Brownsville.  That will certainly 
be another story. 

For more information call 903-4382 or see nvs-
cisi.com.

By Nydia Tapia-Gonzales
 Nicolas Valerio Soto Jr,. or Nick Soto 
as people know him, spends much of his days 
managing NVS Corporate Services from his 
downtown Mercedes office.  His passion for 
economic development inevitably surfaces in 
the conversation as he recalls the life path that 
brought him to where he is today. 
 Soto, a native of Brownsville, gradu-
ated with the last class of Brownsville High 
School in 1974. Soon after, he moved to Hous-
ton, married and returned to the Valley as a 
Texaco employee.  He completed his education 
at UTPA, where he met Michael Patrick, then 
director of UTPA’s Center of Entrepreneurship 
and Economic Development, who hired him as 
a work study and eventually offered him a full-
time job. 
 “In the early 1980s, the Valley was an 
economically depressed area, so the federal gov-
ernment was granting funds for economic de-
velopment outreach programs,” said Soto. His 
job of providing assistance and counseling to 
community leaders and business owners helped 
him develop the skills that would eventually 
lead him to build his own enterprise. 
 While working with Brownsville’s 

Building Management at its Best
Nick Soto, right, is the president of NVS Corporate Services which has contracts to 
manage numerous federal buildings in the Valley and across Texas.  (Courtesy)

Economic Devel-
opment, Soto met 
Sergio Arguelles, 
who hired him 
to work for him 
at FINSA as the 
head of U.S.A. in-
vestments. During 
this time, Soto met 
an entrepreneur 
whose mother 
was Hispanic. The 
man identified 
himself as Hispan-
ic and was able to 
bid for contracts 
with the federal 
government af-
ter acquiring sev-
eral certifications. 
“What he was do-
ing intrigued me,” 
said  Soto.  “And 
since I was already doing building management for 
FINSA, why not do it for the federal government?” 
 At FINSA, Soto had developed projects for 
the maquiladora industry. He anticipated that the fi-

nancial market crash would severely affect the au-
tomotive industry, which was linked to 40% of the 
maquiladoras.
 Soto established NVS Corporate Services in 
2001, but Soto’s FINSA boss wouldn’t accept his 
resignation. Instead, Soto was granted a contract 
which enabled him to continue working for FINSA 
while pursuing his own business. “I can blame Ser-
gio Arguelles Jr., for he taught me to be so indepen-
dent that I couldn’t help wanting to be on my own.  
He taught me to do more with less,” Soto said.  
 Soto’s second management contract involved 
taking over a building in Harlingen that housed 
multiple federal agencies and was in disrepair. In 
six months, his company turned it around and even 
received a GSA award.  More contracts followed. 
Private corporation contracts such as  Penske and 
GM shrunk, but federal contracts increased. 
 Today, 90% of NVS Corporate Services’ con-
tracts are directly or indirectly related to the federal 
government in locations throughout Texas.  Com-
pany services cover everything required to keep a 
building functional. From custodial and landscap-
ing grounds to fixing mechanical systems and han-
dling all certifications needed for fire extinguishers 
and elevators, NVS assumes responsibility. 
 “What sets my company apart is that all my 
staff has security clearances, from general to se-
cret service clearances,” said Soto. NVS has grown 
steadily in the past five years, making it possible for 
Soto to open regional offices in west and east Texas 
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in manufacturing, companies are already using hiring 
processes that include competency testing to establish 
starting salaries.  Based on his knowledge and ability, 
the “new guy” sometimes makes more per hour than 
the one who has been there a few years.  
 As business organizational structure flattens 
and there are fewer and fewer “middle managers,” 
it is also a good idea to reward employees who gain 
breadth in their range of skills.  Cross-training has al-
ways been a good business practice.  Working without 
close supervision is simply not possible if an employee 

knows only one job, one small 
part of the overall process.  
  Now it is more im-
portant than ever to have em-
ployees who gain knowledge 
that might previously have 
been reserved for higher levels 
in the organization, like plan-
ning, budgeting, training and 
self-management.  These are 
more general competencies 
and all of them are needed to 
perform in multiple jobs and 
multiple roles.  
  Competency-based 

A Competency-Based World
By Susan LeMiles Holmes
 Once upon a time, I thought all people 
were paid based on their value to the organi-
zation.  With that assumption came the belief 
that experience in my field, tenure with my em-
ployer and performance of my assigned tasks 
were measures by which I should be paid.  That 
was a fairy tale.  
 From my desk, as a third-party re-
cruiter, I watched the history of compensa-
tion unfold before me as I worked with many 
different companies, 
industries and job cat-
egories.  Fortunately, I 
missed the years before 
the fields of personnel 
and industrial psychol-
ogy were conceived in 
response to harsh and 
unfair treatment of 
workers.  
 The compen-
sation model that is 
now traditional is a 
“job evaluation sys-
tem,” based on point 
factor systems.  With 
this philosophy, the era 
of air-tight job descriptions was born.  The job 
itself was evaluated and placed in a hierarchy 
of relative importance within an organization.   
Then pay rates were assigned accordingly.  No-
tice, I said “the job” was evaluated.  The indi-
vidual who performed the job was left out of 
the equation.  
 Business culture made a trade-off, “in-
ternal equity” and reduced conflict in exchange 
for individualism, creativity and performance.  
That is how we have come to the place where 
we fail to make a distinction between individu-
als whose performance levels are vastly differ-
ent.   These internal equity compensation sys-
tems did accommodate the problems that came 
with discrimination issues and equal pay for 
women, but they work best in static business 
conditions.  
 When is the last time you thought of 
the modern business environment as “static?”  
By cost and competitive necessity, the hierarchi-
cal organization is a fading paradigm.  It does 
not serve cost control, organizational agility or 
employee satisfaction.    Competency-based 
pay fits our new paradigms better.  It provides 
continuing incentive to employees to enhance 
their ability to perform their jobs.  
 Rewards come when employees add 
depth to their knowledge and expertise within 
their existing skill set or capabilities.  Especially 

pay structures can eliminate meaningless dis-
tinctions between blue and white collar jobs 
and make possible rewards for cognitive skills, 
problem solving skills and leadership ability in 
all positions.  
 I want to emphasize that competen-
cy-based pay is not “pay for performance” or 
“merit pay” for performance over the past year.  
This is more than just word-play.  Merit pay is 
past oriented; competency-based pay is future 
oriented.  The message to employees is very dif-
ferent.  
 The new message says, “It is to your 
advantage and ours to develop your capabili-
ties.  We want and need you to be as good as 
you can be; and our most competent employees 
will be paid accordingly.”   Maybe, just maybe, 
some fairy tales do come true.  

Susan LeMiles Holmes is director of Career 
Services at Texas State Technical College and a 
published novelist.  You can inquire about hir-
ing TSTC graduates by emailing susan.holmes@
harlingen.tstc.edu or learn about Susan’s novel set 
in The Valley, “Touch the Mayan Moon” at www.
susanlemiles.com



EVERY PRINT JOB 
NEEDS A HERO
H A S S L E - F R E E  P R I N T I N G 

T O  T H E  R E S C U E

4954 Space Center Dr.
San Antonio, TX 78218  

San Antonio
210-804-0390

Austin
512-480-0860

 samples @shweiki.com
www.shweiki.com

CONTACT US
Free Samples & Info

24   Valley Business Report     December 2013

By Eileen Mattei
 “We are used to selling solutions in the 
IT industry,” said Alejandro Robles.  “We mold 
ourselves to provide what the customers want.”  
When Robles, who worked for Microsoft for 
eight years, relocated from Monterey to the Rio 
Grande Valley, what he wanted was a virtual of-
fice with benefits.  
 In the past, a virtual office provided an 
address, a place to physically pick up mail and, 
occasionally, a conference room for entrepre-
neurs to meet clients.  Robles expected more 
than that, thinking along the lines of an updat-
ed version of Microsoft’s concept of hoteling:  
staff who didn’t work in the office on a regular 
basis would plug into the first open cubicle for 
the day.  
 Robles wanted to see individual offices 
equipped with high speed Internet, VoIP, and 
cloud storage, along with meeting rooms in 
a space designed for occasional or permanent 
use. When he couldn’t find that, Robles decid-
ed he wasn’t the only one searching for a next 
generation virtual office.   So he and his wife 
Aurora Rimblas opened Ariva Business Center 
in Mission in June with the logo, “Your office, 
wherever, whenever.” 

Improving the Virtual Office
 “Today the Inter-
net is pervasive and that’s 
given us the ability to pro-
vide services 24/7. Before 
virtual office services were 
hosted.  Now they are in 
the cloud,” Robles said.  
And with his IT expertise 
applied when the couple 
had the Ariva center built, 
the services include the 
highest speed connections 
available, 50MB band-
width, and wireless access 
throughout the build-
ing.  “We have the tech-
nology that benefits each 
and every one here. Our 
telephones are all VoIP.  
Customers can access their 
office from anywhere with 
Internet service.”
 Individual offices 
and the conference room 
have large plasma screens.  
A menu of services lets 
‘tenants’ choose what they 

Aurora Rimblas and her husband Alejandro Robles created the Virtual Office 
Version 2 when they opened Ariva Business Center.  (VBR)
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need:  answering service, fax forwarding and 
mail forwarding via scanning, day offices, and 
much more.  A fully prepped break room has 
Starbucks coffee made fresh daily, bistro tables, 
a refrigerator and microwave.  A waiting room, 
reception desk and a lounge arranged for con-
versations convey a professional image.  
 “This is an ever-evolving concept,” 
Rimblas said.  “We are constantly investing in 
making it better. We listen to the market.  We 
listen to ourselves asking, ‘wouldn’t it be nice to 
have this?’ and then we do it. It has made sense 
to share services.”
 Ariva  Business Center ‘tenants’ in-
clude pharmaceutical reps, local healthcare, le-
gal and financial  professionals, and a business 
coach who needs a Valley office twice a week 
for training.   A construction company, for ex-
ample, has a full-time office where they meet 
clients, keep plans and have workers pick up 
their paychecks. 
 Mexican nationals are accustomed to 
the virtual office concept, Robles said.  “When 
Mexican nationals want to expand any business, 
they will start with a virtual office so they  have 
an address.” Ariva’s virtual office.2 is a concept 
that the younger generation understands right 
away, he added, although the biggest beneficia-
ries will be local small businesses and new en-
trepreneurs. “The market is very broad.”  
 Ariva’s cloud office concept and the 
company’s forward-looking business plan made 
it a winner of a Ruby Red Venture grant award-
ed by the Mission EDC in August.  
 Not all of Ariva’s clients are seeking a 
physical space, as shown by Internet requests.  
“Since we’re open to the world, we have had 
inquiries from India, Japan, Canada and Chi-
na,” said Robles. But Ariva exercises due cau-
tion.  “Every bit of information the prospective 
tenant gives us is double-checked and verified, 
so we know you are a real person with a real 
address and a real credit card.”  He added that 
all the information that gets into system is en-
crypted and secure.
 Within three years, Robles projected 
that Ariva Business Center will have reached 
capacity and be considering an expansion.  
Whether you call it co-working space, the vir-
tual office of the future or a cloud office, Ariva 
Business Center found a need that wasn’t being 
met and has provided a solution where none 
existed previously. 

See arivabc.com or call 242-6308.
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By Beth Walters

Is having a business blog important?
 A business blog is a great way to not only establish a presence across the web, 
including your website as well as your social media channels, but it is also a great way 
to establish yourself as a credible authority in your industry.  Social media is a great way 
to be in contact with your customers/followers on a daily basis, but you can’t always get 
your point across in one tweet or one Facebook post.  A blog can allow you to expand 
on your social media presence with a quick teaser and a link to more information.

Why do you need a business blog?
 There are two main purposes for a having a business blog.  The first is to bring 
traffic to your website.   The second is to create a conversation with your followers.  
 When someone goes online to search for a business within your industry, you 
ideally want your business to show up close to the top of the search results.  In order 
to accomplish this, you have to have effective search engine optimization (SEO).  One 
of the ways to create effective SEO is to post consistently with relevant keywords and 
original, high quality content.  A blog can help to accomplish some of this.
 Because a business blog allows you to so easily share information about your 
business and industry, it can be a great way to create an online customer/reader/follower 
base.  Allowing your followers and customers a view inside your business can let them 
communicate with you in a more in-depth way.  If your business website does not have 
a blog, you are missing a big opportunity to increase your company’s visibility, which 
could also correlate to an increase in your bottom line.

What needs to be done in a business blog?
 The main goal of a business blog is to engage your readers/customers and build 
trust with them.  There are a few ways to effectively do this.  

•	 Have	a	clean,	good	looking	design	with	a	professional	logo.
•	 Keep	your	posts	short	and	easy	to	understand,	but	not	too	short!
•	 Share	with	your	social	media	channels.
•	 Use	correct	spelling	and	grammar.
•	 Have	good	quality	photos	and	graphics.
•	 Encourage	customer	feedback	and	reviews.
•	 Link	to	trustworthy	sources	and	sites.
•	 Don’t	write	about	your	competitors.
•	 Focus	on	the	positives	of	your	company	and	products.
•	 Build	 relationships	and	establish	 links	with	affiliates	who	will	promote	your	
products as well.  
•	 Make	sure	to	use	keywords	that	your	customers	might	be	searching	for.

What type of content should a business blog have?
 Setting up a business blog is a fairly simple task.  The difficulty begins when it 
comes to maintaining it with original, unique content that your readers will find useful.  
It is necessary to keep your customer in mind, so that you can focus on writing content 
that is attractive to them.  
 You will only convert your readers into customers if you have engaging, rel-
evant, credible posts.  Therefore, you want to tell and show your readers why your prod-
ucts and services are unique and reliable.  You also want to make sure you keep them 
updated with upcoming products, new services, future events and any other relevant 
news within your business.  Overall, it is a great forum for sharing relevant, reliable 
information about your business, products, services and more.

Beth Walters is a client services specialist at Amplify media + marketing.  Amplify helps 
deliver highly effective marketing solutions for a digital world. They specialize in digital mar-
keting services, such as social media marketing, content creation, search engine optimization, 
search engine marketing, web analytics, web design and mobile applications development.  
For more info, www.amplifymm.com or (956) 278-0539.

Importance of Blogging for Business
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In the Spot light

Top Left:  At the Citrus Greening Educational Expo at The 
Greater Mission Chamber of Commerce, Rupert Santos explains 
to attendees what he and fellow local USDA researchers are doing 
to fight HLB, also known as Citrus Greening disease.  (VBR) 

Right:  Santos, along with fellow USDA APHIS re-
searchers from the Mission laboratory, discuss with 
Mayor Beto Salinas and others the quarantine pro-
cess, which begins the fight against Citrus Greening 
disease.  (VBR)

Middle:  At the Harlingen Chamber of Commerce 
Annual Banquet, Dennis Nixon, President & CEO 
of International Bancshares (parent company of IBC 
Bank) addresses the crowd at the Harlingen Arts & 
Heritage Museum.  (VBR) 

Right:  Mayor Chris Boswell expresses appreciation 
after receiving Harlingen Chamber of Commerce 
Heritage Award.  (VBR) 

For In The Spotlight consideration, 
submit your event photos to 
info@valleybusinessreport.com.
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