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How Much Capital 
Does Your Business Need? 

By UTPA Small Business Development Center
 Entrepreneurs starting a small business 
face many challenges, such as finding the right 
location, hiring qualified individuals, preparing 
a business plan, learning the business lingo, ob-
taining licenses and permits, determining their 
required start-up capital, and securing the nec-
essary financing.
 It is critical for start-up enterprises to 
accurately determine their required starting 
capital. An undercapitalized business can face 
insolvency and serious cash flow problems.  
Over-borrowing can burden the growth of 
a business due to higher interest charges and 
higher monthly payments that would reduce 
the available cash to grow the business. 
 Determining one’s Total Project Cost 
(TPC) - also known as total required capital, 
involves two steps: 1) determining initial or 
one-time costs, and 2) determining working 
capital needs. 
 Initial or one-time costs include the 
following: land, building, equipment, signage, 
supplies, inventory, furniture and fixtures, pre-

opening costs (engineering, design and surveys), li-
censes and permits, and initial legal and professional 
fees.
 Working capital requirements consist of the 
sum of the total monthly expenses of a busi-
ness for the first three to six months. Monthly 
expenses typically include the following: rent, 
insurance, payroll, payroll taxes, utilities, auto 
expenses, telephone expenses, marketing, pro-
fessional fees, supplies, bank fees, credit card 
fees and so on.  
 Furthermore, the information gath-
ered and calculated for the total project cost 
can help determine the terms of the loan. For 
example, a project in which most of the capital 
will be used to purchase land and building will 
likely receive a 15-20 year term. In contrast, 
a project in which most of the capital will be used to 
purchase inventory and supplies and used as working 
capital will likely receive a five to seven year term. 
 Successfully determining the total project cost 
and securing the necessary capital are key elements to 
proper planning for prospective entrepreneurs.   To 
get started today, future as well as existing businesses 

are encouraged to visit with a business advisor 
at The University of Texas-Pan American Small 
Business Development Center (UTPA SBDC) 
for their business planning needs.

The UTPA SBDC is a component of the Busi-
ness Development & Innovation (BDI) Group at 
The University of Texas-Pan American (UTPA) 
in Edinburg.  For further information on BDI 
Group services or to set an appointment with a 
business advisor, call (956) 665-7535.
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Stay updated all month long with news from around the Valley.  Sign 
up for our weekly e-mail e-Brief at www.valleybusinessreport.com.
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Kings and Queens of Swing
By Eileen Mattei
 Golf has been called a good walk 
spoiled, but the 29 million active golfers in the 
U.S. beg to differ.  The activity offers challenges 
and camaraderie along with outdoors exercise 
and skills development, including anger man-
agement. Golf may be a mental discipline but 
it promotes fitness, flexibility and fun. 
 The majority of American golfers are 
married, male college graduates over 40 with 
an average household income of $95,000.  This 
significant segment of the population (9%) 
contributes to the GDP with their purchases 
of golf clubs, GPS and golf club memberships. 
They invest in golf instruction and training aids 
to improve their game and better enjoy their 
avocation.    
 Valley businesses cater to the needs of 
golfers, whether residents, Winter Texans or 
other visitors.  From the golf pro who assesses a 
golfer’s strengths and weaknesses to the golf cart 
sales and repair golf shop, golf -- abounding in 
life lessons -- is a microcosm of the economy. 
 
Courses 
 Blessed with 24 18-hole courses and 
eight nine-hole courses for year-round play, the 
Rio Grande Valley lets golfers pick and choose 
between private, public and semi-private 
courses. Most private courses have reciprocal 
agreements with other Valley clubs. The Club 
at Cimarron, among others, offers members 
privileges at courses around the world. Yet only 
in the Rio Grande will you find a course like 
Fort Brown Memorial, where an accidental 
shot could land your ball in another country, 
or a course like River Bend Resort, where an 
international boundary (the Rio Grande) is a 
no-penalty hazard.
 What determines the best Valley golf 
course depends on your criteria.  Tierra Santa, 
Los Lagos, Cimarron and South Padre Golf 
Club are known for their resort-style layouts.  
Treasure Hills, designed by Robert Trent Jones 
Sr. and Tony Butler, both along the Arroyo 
Colorado, may have the most natural rolling 
terrain.  The 27-hole Martin Valley Ranch, 
built in a former citrus grove, caters to Winter 
Texans.  Valley International in Brownsville, 
opened in 1910, is the oldest course. Shary 
Municipal has been ranked among the top 25 
Texas municipal courses.
 Between 35,000 and 40,000 rounds 
were played last year at Los Lagos, the Edin-
burg municipal  course that offers three-month 
and annual memberships. The course’s appeal 
is due in part to its contemporary design, ac-
cording to Eddie Anderson, PGA, Los Lagos’ 

director of golf. “It is definitely the newest 18-hole 
course in the Valley and the most challenging. Los La-
gos is one of the few public facilities designed by Von 
Hagge.  It has a fantastic layout with a lot of character 
and mounding.  Golfers like the challenge.” 

 Last year Tim Elliott, owner of Elliott’s 
Custom Golf, played almost every course in 
the Valley.  “Los Lagos Golf Club was probably 
the best maintained, condition-wise, of the 
public courses at the time, with Tierra Santa 

A holistic approach to playing and teaching golf resulted in Rancho Viejo golf pro Wendy Werley Bullock 
being the inspiration for Deepak Chopra’s book Golf for Enlightenment: Seven Spiritual Lessons.  (Courtesy: 
Claudia Farr Photography)



and Palmview very close behind. McAllen 
Country Club and Harlingen Country Club 
are always well maintained. You’re going to be a 
better golfer if you play different courses, but it 
will show you’re not as good as you think,” he 
added.  Golfers, being creatures of habit, tend 
to play one course where they know the ins and 
outs well.
 To get out of the comfort zone, golf-
ers can tackle some of the Val-
ley’s toughest holes:  McAllen 
Country Club #16, Diablo #10 
at Rancho Viejo, Cimarron #8, 
Los Lagos #9, Tony Butler #21 
and Fort Brown Memorial #18.  

Improving Your Game  

 “Everybody needs to 
take a lesson,” said Wendy Wer-
ley Bullock, director of sports 
and wellness at Rancho Viejo 
Resort & Country Club and 
LPGA member.  “All the pros 
have teachers. They know they 
need a second set of eyes on 
them.  They all need be enlight-
ened.”
 That’s an interesting 
word, because in Deepak Chop-
ra’s book Golf for Enlightenment, 
the golf pro Leela was based on 
Werley and her real-life role as 
Chopra’s teaching pro.  “Leav-
ing that first lesson, I heard him 
reciting the basic seven spiritual 
lessons for golf,” which became 
the basis for the book, she said. 
Although she went on to teach 
at La Costa and the Chopra Golf 
Center, Werley has been the 

teaching pro at Rancho Viejo for two years now.  
 In January, Carlos Berriochoa, manager of 
international operations for Trimac in Brownsville, 
took his first lesson with Werley.  After finding out 
the aspects of his game he wanted to improve, Wer-
ley coached Berriochoa.  “Because he’s so well versed, 
very much a visual learner, he picks things up quickly 
and implements them,” she said.
 Werley frequently instructs golfers who, in 
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their business lives, are used to making rapid 
decisions.  “They have to get into a routine 
where they purposefully slow themselves down 
and understand how much energy they are put-
ting into a swing. Like in life, there are things 
you can control.”
 Werley herself began playing golf at age 
3 and is enthusiastically committed to teach-
ing golf to children.  She has developed several 

Los Lagos Golf Club, including Hole 18 pictured here, is known for having the Valley’s most modern design in addition to being very well-maintained.  
(Courtesy: Los Lagos Golf Club) 

Rancho Viejo Resort’s golf pro Wendy Werley Bullock gives Carlos Berriochoa instruction for improving his game during a 
lesson on the driving range. (VBR)



programs such as the Junior Golf Practice and 
Play for those 18 and younger.  U.S.  Kids Golf 
named Worley one of the top 50 golf teachers 
(out of a field of 750) for 2013 and 2014.
 “I make it simple and repeatable,” Wer-
ley said. “I don’t do that much different with 
the adults than I do with children.” She com-
pared adults taking golf lessons to regular car 
maintenance or getting annual medical check-
ups:  keep things working.  
 Werley, like Chopra, sees the value in 
applying golf ’s lessons to life as a whole. She re-
called that Colorado corporations used to take 
job applicants out for a round of golf, where 
they assessed the potential hires’ integrity, kind-
ness and anger management skills.  

Equipment
 While pro shops are standard at golf 
courses, independent pro shops have a lot to 
offer. “The niche that sets us apart is custom fit-
ting,” said Tim Elliot at Elliott’s Custom Golf, 
where he builds after-market clubs. “Making 
sure clubs fit you -- are built to your height, 
strengths and weaknesses -- is essential to enjoy-
ing the game and getting better.”  
 Plus, the appeal of sitting in the golf 
shop and talking to other golfers draws in many 
customers, particularly on cold days. Elliott 
noted the number of independent pro shops 
has decreased in recent years.  Nevertheless, his 
sales nearly quadruple from November through 
April, with the simultaneous arrival of great golf 
weather and Winter Texans. 
 “Golf is a hard business with Internet 
competition. You’ve got to work at it all the 
time.” But Elliott takes every other Saturday off 
to play golf. 
 John Bradley and Mike Zinda used to 
play nine holes of golf after work before they 
opened RGV Carts in 2009.  Running a busi-
ness put an end to those rounds. The company 
is a dealer of Club Cars, which Bradley said has 
captured about 85% of the local golf cart mar-
ket because it has an aluminum, rust-resistant 
frame. 
  More than half the golfers who live at 
country and golf clubs own golf carts, Bradley 
added. 
 Golf cart use is becoming widespread 
among residents of RV and senior parks, too.  
Golf is providing yet another lesson, this time 
in mobility.    

For more information, see edinburggolf.com, cus-
tomclubs.net, Fortbrowngolf.com, harlingencc.
com,  mcallencountryclub.com,rgvcarts.com, rvrcc.
com and spigolf.com.
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Tim Elliott stocks hundreds of clubs and accessories for golfers at Elliott’s Custom Golf.  (VBR)



agers and young adults.  Hike and bike trails in 
McAllen, Hilltop Gardens (the aloe vera farm 
west of Lyford) and Hidalgo Pumphouse also 
have been sites for recent Segway tours.  
 Next up is getting past federal regula-
tions to offer SegValley Tours at Santa Ana Na-
tional Wildlife Refuge.  “Most people only do 
20% of the seven-mile loop, which is closed to 
vehicle traffic, other than a tram.  People need 
a way to get around when they can’t walk very 
far.  The Segway allows them to make longer 
trips.”  
 Bunton is currently SegValley’s main 
tour guide, but she expects the business to take 
off as word spreads.  “At that point, it won’t 
be just a mom and pop operation,” she said.  
Given the Valley’s multiple attractions and its 
weather, she expects to be enlarging the fleet 
as the people find out how much fun they can 
have on a Segway.

For more information, see segvalley.com or call 
565-2404.

By Eileen Mattei
 When Rachel Bunton decided on a gift 
for her husband’s 40th birthday last spring, she 
had no inkling the present would prompt them 
to create a business: SegValley Tours.  Brian and 
Rachel Bunton’s experience with a Segway tour 
of San Antonio changed their life.   
 “It was love at first ride. The whole 
drive home we were talking about different 
places they would be fun to take. There’s noth-
ing like it in the Valley,” she said. “We have 
beautiful weather, the beach and great places to 
go.  We realized we could make a business out 
of this.”  The Buntons took a second Segway 
tour which confirmed their initial response.  “It 
was more fun than we thought possible.” 
 Researching existing operations, the 
couple found that Segway tours have become 
popular in big cities like Washington, D.C., 
Philadelphia and Houston.  The Segway X2 is 
powered by rechargeable electric motors and re-
lies on a computer system and sensors to keep 
the machine upright and move in response to 
the rider’s body language.  It has no separate 
brake or accelerator. It has large, off-road tires, 
offering more stability than the Segways seen 
locally inside malls and airport terminals.  Their 
maximum speed is approximately 12 miles per 
hour. The target market is adults, but people of 
any age with a sense of adventure sign up for 
the tours.   
 Last October, the Buntons underwent 
Segway training, established SegValley Tours 
and a Segway dealership.  Brian Bunton rep-
resents the third generation of the family busi-
ness, Bill Bunton Auto Supply & Machine in 
Mercedes.  As of 2014, he took over the reins 
of the company which was established in the 
1930s.  To keep overhead manageable, the Seg-
way dealership is housed inside the auto supply. 
The tour company itself is mobile, bringing the 
fleet of seven Segways to tour sites across the 
Valley: Mission’s butterfly park to South Padre 
Island beaches.  Because many attractions in 
the Valley maintain a low profile, not advertis-
ing to attract the local market, Bunton planned 
to introduce people to new places right in their 
back yards.
  “Almost everybody has some reserva-
tions about using Segways, because they are 
two-wheeled, which usually takes extra balanc-
ing skills. But the Segway is self-balancing. All 
you have to do is get on and ride it,” Bunton 
explained.  “People think they will fall over, but 
it has the same technology and gyroscopes as 
airplanes. The sole purpose of the computer 
board and technology built into the Segway is 
to take to you places.” The device was designed 
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Segway:  How to be a Cool Tourist

originally for disabled people, and its inventor also 
created the wheelchair that climbs stairs.
 Besides being fun, SegValley Tours provide 
greater access and mobility, getting people to places 
they could not or would not have visited otherwise, 
Bunton said.  The tours she conducts at the North 
American Butterfly park in Mission are a perfect ex-
ample since the tours go on trails most visitors can’t 
access.  “A lot of the people on the tours have never 
been there before.  You’re mobile and changing scen-
ery, enjoying nature as whole.”  The guide herself is 
enjoying learning more about butterflies to help  peo-
ple know what they observe.   
 Harlingen is the first city in the Valley to 
partner with SegValley Tours and offer an urban Seg-
way experience. After a brief orientation and one-on-
one rider training, the guide leads participants on a 
roughly three-mile route with stops at 10 larger-than-
life-size murals and other attractions, along with a 
scenic glide around City Lake.  The guide follows a 
script provided by downtown manager Cheryl LaB-
erge, which informs participants about Harlingen his-
tory as well as current downtown projects. 
 Last fall, SegValley offered off-road tours on 
the Donna Corn Maze, which was popular with teen-

Rachel Bunton entertains SegValley riders at the massive mosaic mural “The History of Mexico and Mankind” 
during a Segway tour of historic downtown Harlingen.  (VBR)



Find out more about this HARLINGEN BOOM!

Call Raudel Garza, CEO at 956.216.5081
www.harlingenedc.com
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with change, but overall it is a good operating 
system once everyone on your network is on 
the platform. If you are currently on Windows 
8, don’t forget to upgrade to Windows 8.1.
 Microsoft’s policy is to offer main-
stream support for a minimum of five years from 
a product’s release date.  For example if you buy 
a new version of Windows and five years later 
another version is released, you will still have 
two years of mainstream support left on your 
version.  Extended support continues up until 
two years after the second subsequent version 

is released.  At this point, 
Windows 7 Service Pack 
1 has been released and 
should be installed on 
computers with that ver-
sion.  Extended support 
for Windows 7 continues 
until January 2020. 

Victor Leal, owner of the 
computer services com-
pany Cybernation, can be 
reached at victorleal.com. 

By Victor Leal
 On April 8, Microsoft will no longer 
recognize Windows XP, the operating system it 
introduced in 2002, as a valid operating system.  
Every three years or so, Microsoft debuts a new 
and improved operating system and phases out 
the most mature Windows software.
 Approximately 30% of the comput-
ers in the U.S. run on Windows XP.  Interna-
tionally, the majority of computers still use the 
reliable XP version. An estimated 500 million 
computers worldwide use XP still.
 When Microsoft terminates XP sup-
port, what will it mean for your business com-
puters that are running on XP?  First, Microsoft 
will no longer automatically forward software 
updates and patches that improve the reliability 
of XP.  They will not forward security patches, 
which will leave your computer vulnerable to 
new viruses and spyware.  There will be a lot 
of opportunities for unwanted intrusions and 
worse. 
 Nevertheless, don’t let somebody con-
vince you that you need to get rid of a com-
puter because of this.  But be aware your risk 
level will rise.  You will be operating without 
the computer equivalent of the measles or flu 

Brace for Changes
vaccination.
 Whether you decide to upgrade your com-
puters hinges on what your business is worth to you.  
Is it prudent to take the risk of being cut off from 
the free MS updates which have been an additional 
barrier between you and hackers?  With XP officially 
unsupported, your data will be more vulnerable to se-
curity breaches and crashes.  
 If your computers have purposefully blocked 
MS updates, you could at the last minute download 
the ultimate XP Service Pack 3.  Unfortunately, that 
pack does not include 107 more recent updates.  Re-
member also that new vi-
ruses, malware, worms and 
worse can bypass your anti-
virus programs if you the 
user opens an infected web-
site or -- most often -- an 
infected video link.
 If I had comput-
ers running XP or Vista, I 
would purchase a computer 
that had Windows 8 or Win-
dows 7 with a license for a 
Windows 8 upgrade. Win-
dows 8 will be a challenge 
for some who are not good 



people to staff 
it.  As they de-
veloped into 
their roles, 
it occurred 
to both of us 
that House.
Wine was able 
to run with-
out us being 
present on a 
daily basis.”
 T h e 
transplanted 
Austin couple 
didn’t want 
to change the 
menu at their 
first McAllen 
r e s t a u r a n t . 
But they were 
ready to risk 
e v e r y t h i n g 
and try some-
thing new and 
cha l l eng ing 
that would 

complement 
and reinforce 
what they 
had built 
at House.
Wine.  Last spring they began casually looking for 
a  restaurant location downtown. “Along with our 
culinary staff, we have grown ourselves,” said Larry, 
while sipping fresh-squeezed orange juice. “We’re 
better chefs than we were five years ago.  We wanted 
to continue to push the envelope and offer some-
thing fresh to the Valley.  I joke with Jessica about 
it.  We have such a great staff that we had to create 
something for them to grow with us.” 
 “Salt was the next stepping stone,” Jessica 
said. “The timing was right. We love the area and 
love doing business here. We felt this was the place 
to venture into another business.”  
 The Delgados located a former flower shop 
on North Main, diagonally across from Casa de Pal-
mas Renaissance, and last fall oversaw its transfor-
mation into a 16-table bistro with a kitchen open 
to view.  Salt’s menu would feature simple classics 
and draw heavily on fresh, locally grown vegetables, 
fruits and meats.
 “We anticipated some excitement, but noth-
ing like we have seen so far.  We couldn’t be hap-
pier,” Larry said, three weeks after Salt’s opening.  
The owners will continue to introduce foods they 
enjoyed when they lived in larger cities.  
 The husband and wife team divide the re-
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By Eileen Mattei
 It’s early afternoon at Salt, and the res-
taurant – which describes itself as New Ameri-
can Table --  is gearing up for the dinner crowd.  
In the gleaming, open kitchen, the uniformed 
staff is prepping farm fresh cauliflower and 
golden beets, kneading the day’s breads, rolling 
out fresh pasta and butchering cuts of meat. 
Opened in December, the avant-garde restau-
rant is an unqualified success.  But the question, 
fellow business owners have to ask is, “Why?”
 Why would Larry and Jessica Delgado 
open a completely different restaurant only a 
few blocks away from their highly successful 
House.Wine? 
  As the fifth anniversary of House.Wine 
neared, the Delgados had asked themselves a 
question, too.  “Should we take a sabbatical or 
do it again?” 
 “House.Wine had evolved into much 
more than we expected. When we opened, it 
was a little cutting edge for McAllen.  Some of 
the food items we introduced -- farm vegeta-
bles, confit, escargot -- were  new to our diners.  
Now House.Wine is one of the fastest growing 
family-owned restaurants  in McAllen,” said 
Larry.  “We were fortunate to find the right 

Salt Shakes Up Dining Scene

sponsibilities of their businesses and share them 
as well. “We’re interchangeable. There’s no clear 
line once we open and customers start flowing 
in and wine is poured. We are two sets of eyes,” 
on everything happening, Jessica said.  Larry, 
chef at both restaurants, created the menu and 
takes care of the kitchen and the execution of 
plates.  Jessica runs the front of the house, in-
teracting with guests and overseeing the con-
stantly evolving wine list. 
 Between the two restaurants, the Del-
gados have a management team of 12 and a 
total of 55 employees whom they coach and 
train. “When we opened Salt, we created an 
opportunity for five of our staff to earn a sal-
ary.  The more we grow, the more opportunities 
for them to move up to other positions,” said 
Larry. Working in a restaurant is challenging 
yet extremely rewarding, Jessica added. Only 
someone genuinely kind and thoughtful can 
serve without being a servant. “Not everyone 
can do it. With culinary networks showing how 
wonderful the industry is, we have plenty of 
staff who want to pursue a career in this field.”
 Salt’s Chef ’s Board, written in chalk, 
lists the day’s sustainable catch, farmhouse veg-

Larry and Jessica Delgado believe they made the right decision to risk everything and open 
Salt.  (Courtesy)
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etables and appetizers.  The menu is equally 
enticing with “small plates for sharing” such 
as sweetbreads, shrimp with sriracha, tempura 
vegetables and crispy pork belly lettuce wraps. 
The entrees include huitlacoche tamales, pork 
chops with grilled persimmons, butternut 
squash ravioli and McAllen Ranch beef cut dai-
ly into New York strips and 24-ounce, dry-aged 
rib eyes.
 The Delgados were a major force in 
establishing the farmers market in McAllen 
and their commitment to great fresh food and 
the community has brought them awards and 
honors. The SBA named them the region’s 
Businesspeople of 2013. They were recognized 
as one of the top five McAllen  businesses of 
2013 and the McAllen Chamber of Commerce 
named them Volunteers of the Year.  
 In the long run, you might see the Del-
gados presiding over three to five eclectic, qual-
ity restaurants.  “This isn’t the end,” Larry said.  
“We want the Rio Grande Valley to be on the 
map.” 

For more information and reservations, call 627-
6304.

Chef Larry Delgado finishes cutting the 24-ounce rib eyes from McAllen 
Ranch beef.  (VBR)

A sister restaurant to House.Wine, Salt opened in December 2013.  (VBR)
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Breakfast, Lunch & Dinner

Palapa Bar
Serving Breakfast, Lunch & Dinner Daily 

Plus Full Service Bar
Serving Breakfast, Lunch & Dinner Daily 
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Known for the FOOD!Known for the FOOD!

Waterfront RestaurantWaterfront Restaurant
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www.PiratesLandingRestaurant.com

Located at the foot of the 
Causeway in Port Isabel’s 

Famous Historic Lighthouse Square
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Famous for the FUN,Famous for the FUN,

Longest Fishing Pier in Texas!
Bait Tackle Sales & Pole Rentals!

Family, Friendly Fun!
Pirate’s Landing Fishing Pier is located perfectly at the entrance to the 

Queen Isabella Causeway that leads to SPI.

(956) 943-PIER

956.761.1160
www.schlitterbahn.com

Keith DiSantis
Live Jazz Nights
Thur & Fri 6-9pm

Authentic Italian, 
Fresh Seafood & Steaks

Andy Minkler
Sat 5-9pm

Across from the Lighthouse (956) 943-7611
Open 11am Daily - Rotary meets here Friday at noon
Across from the Lighthouse (956) 943-7611
Open 11am Daily - Rotary meets here Friday at noon

Keith DiSantis
Live Jazz Nights
Thur & Fri 6-9pm

Authentic Italian, 
Fresh Seafood & Steaks

Andy Minkler
Sat 5-9pm

Book and view interior and exterior 
of our units on line 24/7.   

Winter special stay 3 nights pay for 2.  
Offer expires March 1, 2014

AACE Condo Rentals
4901 Padre Blvd
SPI, TX 78597

www.aace-rent.com
info@aace-rent.com

1985 W. Bus. Hwy 77, San Benito, TX   (956) 399-5123   www.sportsmanboats.com

“No one knows 
shallow water boats 

better...no one!”



YOUR LOCAL GETAWAY IS SPI!

956.761.PIER (7437)
www.Pier19.us

1 Padre Blvd., South Padre Island
From Causeway, Turn right on Padre Blvd.
You’ll see our sign one block on the right

Across the street from Schlitterbahn

A Real Dining 
Over the Water ExperienceOver the Water Experience

A Real Dining 

Breakfast, Lunch & Dinner

Palapa Bar
Serving Breakfast, Lunch & Dinner Daily 

Plus Full Service Bar
Serving Breakfast, Lunch & Dinner Daily 

Plus Full Service Bar

Known for the FOOD!Known for the FOOD!

Waterfront RestaurantWaterfront Restaurant

956.943.FOOD (3663)
www.PiratesLandingRestaurant.com

Located at the foot of the 
Causeway in Port Isabel’s 

Famous Historic Lighthouse Square

A Casual A Casual 

Famous for the FUN,Famous for the FUN,

Longest Fishing Pier in Texas!
Bait Tackle Sales & Pole Rentals!

Family, Friendly Fun!
Pirate’s Landing Fishing Pier is located perfectly at the entrance to the 

Queen Isabella Causeway that leads to SPI.

(956) 943-PIER

956.761.1160
www.schlitterbahn.com

Keith DiSantis
Live Jazz Nights
Thur & Fri 6-9pm

Authentic Italian, 
Fresh Seafood & Steaks

Andy Minkler
Sat 5-9pm

Across from the Lighthouse (956) 943-7611
Open 11am Daily - Rotary meets here Friday at noon
Across from the Lighthouse (956) 943-7611
Open 11am Daily - Rotary meets here Friday at noon

Keith DiSantis
Live Jazz Nights
Thur & Fri 6-9pm

Authentic Italian, 
Fresh Seafood & Steaks

Andy Minkler
Sat 5-9pm

Book and view interior and exterior 
of our units on line 24/7.   

Winter special stay 3 nights pay for 2.  
Offer expires March 1, 2014

AACE Condo Rentals
4901 Padre Blvd
SPI, TX 78597

www.aace-rent.com
info@aace-rent.com

1985 W. Bus. Hwy 77, San Benito, TX   (956) 399-5123   www.sportsmanboats.com

“No one knows 
shallow water boats 

better...no one!”



value. “It’s a service business catering mainly to 
Baby Boomers,” Molina, who said. “People get to 
a crossroads and have to decide to downsize for one 
reason or another. They may be moving into a retire-
ment home.  Sometimes their kids have insisted they 
get rid of all that stuff so it 
will be easier for the kids 
when the time comes.” 
 Individuals bring 
items to Molina who 
photographs and uploads 
individual pictures onto 
his eBay account using 
his mobile phone. “The 
photos and information 
go straight to my account 
and are viewable nation-
wide. The person takes 
the item back home until 
it sells, then brings it back 
and I ship it, take my cut 
and pay them,” Molina 
said.
 Prospective buyers 
may go directly to Molina’s 
merchandise listings using 
eBay’s advance search and 
typing in 5775edward. 
By eBay ratings, Molina 
is a power seller with 100 
percent positive feedback. 

By Anita Westervelt
 When Los Angeles fashion designer 
Edward Molina found himself designing a 
new career in Texas, he recognized right away 
the endless possibilities. At first, renting a 
downtown Harlingen building and sharing 
the space with a friend also starting a busi-
ness, Molina opened Bee Bae Depot, sell-
ing merchandise on eBay for individuals. As 
floor space allowed, he also sold larger pieces 
of period furniture.
 That wasn’t enough for Molina, still 
acclimated to a fast city pace. After 30 years 
in the high fashion corporate world from 
Dallas to Los Angeles, he now balances his 
professional time operating three separate 
businesses. In addition to Bee Bae Depot, 
he manages Jackson Square Events Center at 
301 E. Jackson Avenue in Harlingen and the 
adjacent executive office center, The Jackson 
Building.
 To showcase Bee Bae Depot in sepa-
rate quarters, Molina redesigned his concept 
and now operates from the events center. 
He accepts items for selling on eBay that are 
shippable, unique and hold at least a $50 
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Balancing Act on Jackson Avenue

His mega-sized android phone takes crisp, clear 
pictures. 
 The recession in 2011 brought Mo-
lina to Harlingen as a resident. “I had a fash-
ion manufacturing company in L.A. Nobody 

Handling eBay sales for Valley customers keeps Edward Molina at his computer.  (VBR)

A poached pear filled with marscapone was the dinner club’s dessert.  (VBR)

New York Deli
829 W Dove Ave

McAllen
(956) 631-8787

New York Deli II
122 North A Street

Harlingen
(956) 425-3500

New York Deli III
1631 East Price Road

Brownsville
(956) 550-0025

New York Deli IIII
1400 Westgate Drive

Weslaco
(956) 647-5703
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www.FCBWEB.net                                                                                              24 HR.  TELEBANK 956.361.3661Member FDIC

Another first.
We’re proud to be open

in Hidalgo County.

Michael McCarthy, Senior Vice-President

First Community Bank’s newest location is open at 
2208 West  Trenton Road in Edinburg. Initially it is 

being operated as a loan production office, but will 
be expanded to a full service bank by the end the 

first quarter of 2014. Michael is ready to assist you 
with any of your commercial banking needs.

First Community Bank operates nine banking centers in 
seven Valley cities, and is the only community bank with

banking centers in Cameron, Willacy and Hidalgo Counties!

Edinburg / 2208 W. Trenton Rd. / 956.664.8000

Edward Molina checks on the set up for the monthly dinner club held at Jackson Square Event Center.  
(VBR)

was buying. From New York to L.A., nobody 
was buying anything. So many of us were in 
the same situation. I shut the doors and came 
to Texas. It’s very different from Hollywood. I 
saw potential for growth, innovation, for test-
ing big city ideas. I have to create my own in-
terests here. Other people see it and want to be 
involved. That brings people in.”
 He admits to missing Hollywood, but 
not the crazy corporate dance. “When I find 
myself missing L.A., I start developing ideas,” 
he said. One such interest that quickly brought 
a following was a series of upscale, five-course, 
themed weekly dinners. Partnering with award-
winning Harlingen caterer, Elvia Berry, owner 
of A Berry Catered Affair, they offered fine din-
ing at the event center until both became too 
busy with other business. By popular demand, 
they have brought the experience back, offering 
extravagant fare the second Wednesday of the 
month. 
 In addition to managing, booking, ex-
ecuting and supervising myriad events at the 
Jackson Square Events Center, Molina creates 
websites for downtown businesses. “They buy 
the domain name and for $200 I will create a 
website. It’s a blog on the event center website 
under (the header) our community. The busi-
nesses are all linked, even incorporating clients 
in Houston and L.A., with videos on You-
Tube.”
 Molina’s next idea will take him back 
to his fashion design roots. “Now I want to do 
clothing design so I can fill that creative void.” 
With so many tasks, he relies on an innate tal-
ent that lets him balance his diverse profes-
sional lives: multi-tasking, compartmentalizing 
responsibilities and organizing. While using 
both sides of his brain, he is able to focus on 
the business side while exercising his creativity 
at the same time. 
 “Fashion design, the garment indus-
try is a crazy, crazy business,” Molina said. “So 
now, I’m trying to run everything on an eight-
hour day. I go at a rate of 100 miles an hour; 
I don’t want to fall back on working late. I’ve 
paid those dues. Everything has to be sched-
uled. Every minute matters to me. I have to be 
able to fit in impromptu decisions. My whole 
days are filled with problem-solving and issues 
that need to be taken care of. I make lists and 
check off after tasks are completed.”  Molina 
learned his attention to details when he started 
out as an assistant. “I worked for some really 
tough bosses. I learned from those people to be 
careful and on spot. No errors.”

For more information on Bee Bae Depot, see jack-
sonsquareeventscenter.com
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hold and their needs.
 Gonzales reviewed some major characteris-
tics of the diverse Hispanic market.  First, culturally, 
the family takes precedence over the individual. Youth 
live at home for a long time as part of an extended 
family.  Hispanics spend 38% more on children than 
non-Hispanic households.  Young adults, typically 
computer literate, retain their Hispanic identity. It’s 
a myth that only the oldest Hispanics prefer Spanish, 
Gonzales said. Bilingual consumers gravitate toward 
marketing that reflects their culture. This in turn re-
veals the importance of accurate translations and tak-
ing the population’s dialect of Tex-Mex or Cuban into 
consideration
   First generation Hispanics mostly identify 
themselves based on their parents’ country of origin.  
The second generation see themselves in both worlds, 
hyphenated Americans. In the Valley, close to 50% of 
Hispanics are under the age of 18. Gonzales pointed 
out that average young Hispanics think free spending 
helps to improve their image. They are more likely to 
buy impulsively.  They do not exercise regularly or eat 

By Eileen Mattei
 Fifth generation Texan J. R. Gonzales, 
president of Austin-based JRG Communica-
tions and a Valley native, said he was at first 
surprised to be asked to give a presentation 
on Hispanic Marketing 101 for the Women’s 
Business Center.  “I mean, here in the Valley, 
where you can’t swing a cat without hitting a 
Hispanic?” Yet marketing always comes back to 
the question: Who are you trying to reach?  
 A former president of the U.S. His-
panic Chamber of Commerce, Gonzales is 
well-acquainted with the Hispanic market and 
its growth potential. Hispanics are not a mono-
lithic ethnic group. They come from 21 differ-
ent countries, as diverse as Puerto Rico, Cuba 
and Honduras. Today, they account for   17% 
of the U.S. population or 70 million people.  
Fifty percent of Hispanics live in Texas or Cali-
fornia.  
 “There are many misconceptions 
about Hispanics,” Gonzales said. Because His-
panics come from a wide 
variety of cultures, they 
have different reference 
points: their foods, music, 
language.  Adding genera-
tional differences to that 
mix increases the market 
segments.  Yet Valley busi-
nesses aiming to tap into 
the Hispanic market have 
it relatively easy, given the 
high proportion of resi-
dents of Mexican heritage, 
he added.  It’s a young, 
evolving market which 
skews about 10 years 
younger than any other 
market sector. 
 The buying pow-
er of Hispanics reached 
$1.4 trillion in 2013 and 
encompasses 40% of the 
market in Texas.  Corpo-
rate America gets it, Gon-
zales said.   
 Basic market-
ing steps are the starting 
point. Determine your 
target market and which 
language they prefer. Take 
cultural nuances into con-
sideration when develop-
ing your plan.   Know how 
and where your market 
spends money and how 
many are in the house-

Targeting the Hispanic Market
a balanced diet.
 Hispanics as a whole are brand loyal, 
it’s been shown. Marketing strategies suggest 
tapping into bilingual preferences, product loy-
alty and the family-based culture. Young His-
panic adults, 18-34, are heavy readers of maga-
zines with lifestyle, entertainment, automotive 
and sports focuses. This consumer is persuaded 
by ads in Spanish, Gonzales said. Companies 
targeting the higher end market reach them 
through publications in English.  

Business Owners
 Given that there are 500,000 Latino-
owned businesses in Texas, Gonzalez predicted 
a lot of growth. “The advantage of being in 
Texas is that we have the strongest economy in 
the country.  Hispanic-owned new businesses 
are growing faster than other segments,” while 
Hispanics contributed a lion’s share of Texas’ 
growth.  
 As business owners, many Hispanics 

haven’t attained the level to 
make their money work for 
them, according to Gonza-
les.  “The American dream 
is designed so that those 
who work harder are going 
to reap the profits. We need 
to think differently to have a 
seat at the table (in the board 
room) and know to use the 
rules to work effectively.  
Real change happens in the 
board room.”
   Charro Mann, who 
heads the Women’s Busi-
ness Center, explained that 
one of the non-profit’s goals 
is to help Hispanic women 
transition to the American 
business model. “The en-
trepreneurial spirit is there, 
but they tend to want to use 
what worked in Mexico.”  
  Corporate marketers 
are looking for strong His-
panic marketing partners to 
guide their effort, Gonzales 
added. “It’s all about sweat-
ing the details, looking at 
the market, determining 
who is your target and how 
you approach them.”  

For more information, see jr-
gusa.com or 512-441-9614.  



cards. In the end, it’s all about the people who 
deliver an unequalled customer experience and 
their commitment in building the “Bank of 
Choice” in the Rio Grande Valley. 
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www.weslacoedc.com

All of the Amenities 
None of the Congestion

and attendance, to mention a few.

Q  Does a pay for performance program simplify 
personnel management or complicate it?
A It obviously takes more management time, but 
it minimizes discretion and emotion for managers 
by focusing on performance objectives.  While base 
compensation is tied to a specific job description, 
performance incentives refine the employee’s focus, 
create efficiency, create ownership value and devel-
op confidence.  This builds long-term value for the 
organization and drives our culture.  Our bank is a 
fun place to work. We like change, a challenge. The 
only way we differentiate ourselves is through the 
customer experience.  

Q  What was the starting point for your incentive 
program?  
A   From our directors to employees, I am sur-
rounded by folks who are smarter than me.  Each 
individual has a discipline and a skill set that has 
made him or her highly successful at what they do.  
I needed them to help Texas Regional Bank be highly 
successful as well. This is where it began.  We have a 
win-win situation:  You receive incentive pay based on 
your performance, and the bank achieves its goals.  

Q What outcomes are you seeing?
A  We’ve built a bank with a lot of talent. On the 
executive level, our top five are at the top of their 
game. In building the organization, they have not so 
much hired our team as recruited them. Folks join 
our organization because of our culture, our leader-
ship and our momentum.  When you look at the 
names of our 130-plus team members, they are the 
“People you know” in banking. 
 We’ve seen growth because of our initial 
business plan, focus and strategic planning.  We 
opened in 2010 with $18 million in assets, and now 
are just shy of $400 million in assets.  Currently we 
have eight banking centers in McAllen, Edinburg, 
Harlingen, Falfurrias and Brownsville. In the next 
three years, we will add banking centers in Edin-
burg, Mission and Weslaco. This happens only if 
you are surrounded by great people who embrace 
the vision of the bank, set an achievable plan in mo-
tion and meet their objectives.  For their commit-
ment and performance, they are rewarded along the 
way. 

Q Border Capital Bank merged with Texas Regional 
last year. Will anything change?
A Yes, a lot has changed and a lot will change.  We 
have added Trust Services to Texas Regional and will 
be bringing on Wealth Management and Mortgage 
Services.  The incentive-based pay program will be 
expanded. Core banking services are more robust, 
from larger lending limits to instant issue debit 

  Financial incentives or performance-
based programs have proven to be effective 
methods for increasing productivity in certain 
fields.  In banking, for example, incentives can 
be available to the entire team, from customer 
service representatives to CEOs. The perfor-
mance-based program at Texas Regional Bank 
is in its second year. Michael Scaief, chairman 
and director of Texas Regional Bank, talked to 
VBR’s editor about the use of incentives. 

Q   Is there a difference between pay-for-perfor-
mance programs in financial institutions and 
in other industries? 
A Yes, unlike, auto dealerships or real estate 
agencies, for example, financial incentives at 
banks aren’t only focused on growth or sales.  
For us, it’s about targeted growth while main-
taining the quality of our assets and rigorous 
compliance with banking regulations.  We look 
at different criteria and use different formulas 
than other industries do. 

Q Why would a bank use financial incentives?
A To improve shareholder value and deliver a 
superior customer experience.  With the bur-
den of the regulatory climate, banks must 
achieve a critical mass and spread the cost of 
regulation over a larger balance sheet in order 
to deliver financial performance.  To be a high-
performance bank, each department and team 
member must be measured to the objective, 
whether it is accuracy and efficiency of a loan 
department or credit quality standards of lend-
ers.  Everyone has to be performing to measur-
able criteria.     
  
Q  Have you found that rewards help people 
narrow their focus?
A    Absolutely.  Everyone has many duties.  
Linking pay to successful achievement with 
certain milestones is an effective way to focus 
the team’s priority on specific goals and job 
functions.  

Q Does the performance criteria vary based on 
the department? 
A  We look at different measurable responsi-
bilities  in each discipline.  In operations, in-
centives can be tied to efficiencies within the 
department.  For the chief financial officer, in-
centives could be linked to meeting regulatory 
filing deadlines, the budget process and specific 
projects. Among lenders, we would look at 
loan growth, past-due ratios, charge-off ratios, 
income to profit center and other measures.  
With customer service representatives, it has to 
do with transaction volume, daily balancing, 

Q & A Financial Incentives
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the riding ring, a young girl is training her horse on a 

By Eileen Mattei
 When a father in Oklahoma placed 
his 3-year-old daughter Jami on a horse, the 
action led -- many years later -- to Jami Ricks 
opening the JHK Equestrian Country Club in 
Edinburg.  Ricks established the horsemanship 
academy after she had spent 25 years show-
ing and competing nationally in English and 
Western riding contests.  At one time she was 
ranked first in the nation in English equitation 
and first in Western showmanship and Western 
horsemanship. Along the way she rode mul-
tiple grand champion horses in reining, halter 
and other divisions.
               So it was a natural progression when 
in 2006, Ricks took over an 11-acre horse facil-
ity on McColl Road.  It is no surprise to learn 
that Ricks’ own daughter Nacole, also known 
as KK, began riding a horse at three years of 
age and has herself won multiple national and 
state riding championships.  Today KK (a 
UTPA economics and finance student with a 
4.0 GPA) and her younger brother Buck (who 
will be attending a Kentucky farrier school) are 
competitive horsemen.  KK, who was home-
schooled, has been the head riding instructor 
for four years and an integral part of the family 
business. 
 “We provide a full equine program for 
kids and adults focused equally on riding and 
on care of horses,” said Ricks.  Behind her in 

Horse Riding Lessons from Champions

lunge line. “Besides horsemanship, the students 
learn how to care for and adjust riding equip-
ment and how to care for horses, including un-
derstanding horse health and basic first aid.” 
 Because of the mother-daughter team’s 
experience, the school offers a full horseman-
ship program and goes beyond the skills of a 
single riding discipline.  “They learn horseman-
ship skills they can apply to any type of rid-
ing:  Western and English along with polo, 
Western dressage, trail riding and others. We 
provide them with a solid foundation to enter 
the equine world.”
 An emphasis on safety underlies the 
entire program of teaching young and mature 
riders about balance and horse behavior. “Fall-
ing off is not part of learning to ride a horse,” 
Ricks said. “We insure kids have a positive ex-
perience.” Students work to develop balance 
and are matched to a lesson horse with appro-
priate skill levels.  JHK Equestrian Country 
Club horses are certified lesson horses and meet 
high training standards, Ricks explained.  The 
animals are retired show and professional hors-
es. One was on a championship-winning U.S. 
Open polo team.  A few of the 25 horses at the 
academy are owned by students.  
 Four years ago, the riding school shift-

Jami Ricks (r) and her daughter Nacole have 25 horses in the stables at their riding academy, JHK Equestrian 
Country Club.  (VBR) 

A young student trains her horse on a lunge line.  (VBR) 
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ed from one-hour after-school private 
lessons to two-hour group lessons, Ricks 
said. “That’s proven to be much better 
because it gives the youths opportuni-
ties to engage in riding and horse care,” 
learning different skills, as well as horse 
anatomy, breeds and behavior.
 Even with group lessons, in-
struction is customized to each rider’s 
skill level and goals.  The school has 
about 50 students during the academic 
year, with half coming once a week and 
the rest several times weekly. 
 “Students can do a partial or 
full lease of a horse to experience having 
a horse. That gives them more responsi-
bility for its care the days they are here,” 
Ricks said. “This eases the burden for 
families in town who don’t have a place 
to keep a horse.  Half of our kids are in 
a lease program, and they have oppor-
tunities to show horses locally and state 
wide.”
 Ricks’ daughter noted that 
the riding school’s location in a rapidly 
urbanizing area makes it easier for stu-
dents to attend classes.  “Being in town 
enhances the opportunity for kids to 
learn about horses and to be outside.  It 
educates them about the outdoors, ani-
mals and responsibilities.”
 Besides afternoon classes Mon-
day through Saturday, the academy holds a 12-
week summer camp which attracts more than 
100 students and a Christmas holiday camp.  
The instructors, who also include Shelly Rut-
ley, take their only break during spring break 
as they prepare for the May awards gala where 
prizes go the top 10 students, rising stars and 
rookie of the year across 28 different divisions, 
junior novice to senior advanced.  
 Adult programs are flexible to accom-
modate work schedules, with lessons available 
mornings, evenings and weekends.  “Adults 
come here for multiple reasons: relaxation, ex-
ercise and for the love of horses,” said Ricks.
 Ricks intends to add another full-time 
instructor soon.  “We are growing.  We have a 
good time, and the kids have a good time.”  In 
fact, the students spent the month of October 
learning bareback riding skills.  “It improved 
their balance; it encouraged a soft touch on the 
reins. They experienced riding more naturally 
using their body aids as well as their hands and 
legs. We all loved it.” 

For more information, see JHJECC.com or call 
292-3318.

Wednesday afternoon horse riding students gather around their instructors.  (VBR) 
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By Nydia O. Tapia-Gonzales
 Having established a reputation of af-
fordable and superb hospitality across Mexico 
for 37 years, Hoteles Mision took a leap of faith 
when they crossed the border to open Hotel 
Mision Express.  The McAllen hotel is the com-
pany’s first expansion into the United States. 
 In Mexico, Hoteles Mision has thrived 
and established itself as a hospitality champion, 
a business that knows what customers expect 
and desire: affordability, strategic locations, 
business travel friendly, and exceptional dining, 
along  with knowledgeable and friendly staff. 
Mision hotels are found in colonial Mexico, the 
tropical mountains of San Luis Potosi, Mexico 
City and surrounding towns, Campeche, Mer-
ida, and even in beach resorts such as Ixtapa 
and Mazatlan.  The hotel chain is well known 
for the restoration of 15 historic haciendas 
that are now hotels in central Mexico. One of 
them is the only thematic hotel in the coun-
try: La Muralla, where patrons relive the era of 
the Mexican Revolution and are part of a great 
adventure that includes horseback riding and 
bonfires with fellow revolutionaries.  The staff 
there is dressed in period attire. In all of their 
locations, gastronomy is of great relevance.  
Their breakfast buffets include every popular 
Mexican dish.  Waiters and staff are plentiful to 
make sure hotel guests are comfortable. 
 The corporate office for Hoteles Mision 
is located in Mexico City. Its board of directors 
chose McAllen as the first U.S. location after re-
viewing a market study showing the heavy pres-
ence of Mexican nationals who come to shop, 
and who would identify the brand.  Until the 
remodeling is over, they rely solely on word of 
mouth advertising.

Blending Mexican Traditions 
and American Standards 

 The move 
into the U.S. market 
came at a cost of $3. 
8 million for the pur-
chase of an ideally lo-
cated (close to La Plaza 
Mall) and solidly-built 
hotel that had seen 
better days.  “Com-
ing from the tradition 
where it is cheaper to 
remodel, we eventu-
ally discovered why 
Americans choose to 
demolish and rebuild 
instead. This set us 
back two years, but 
it’s a learning process,” 
said Enrique Lopez, 
general manager of 
Hotel Mision Express 
McAllen.  Phase one 
of the remodeling 
process included the 
gutting of an entire 
section at a time, and 
adding trademark hacienda inspired décor features 
throughout the property, as well as resurfacing the 
parking lot.  More than $1 million will be spent dur-
ing phase two,  which will include a new gym and 
outdoor playground.  
 Lopez, a native of Monterrey, has 17 years 
of hotel management experience, having worked in 
Mexico with American franchises such as Hilton, Mar-
riott and Radisson.  Because he had experience with 
American franchises, he was selected by the corporate 
office to make the transition to America as smooth 
as possible.  He is entrusted with blending Mexican 

traditions with American standards, especially 
in the realm of staffing. 
 Higher labor costs do present a challenge, 
and Lopez believes in hiring personnel accord-
ing to their attitude and disposition to serve.  
“Good training is vital.  We are all hands-on 
here, starting with myself,” said Lopez, adding 
that front desk clerks can handle other tasks, if 
necessary, such as cleaning the swimming pool 
and helping out at the restaurant. Furthermore, 
Lopez pointed out that his employees are pre-
pared to help train new employees and to be on 
the lookout for any maintenance issue they can 
address themselves on the spot.
  “My staff has to be multifaceted in 
order for us to maintain the standards of cus-
tomer service our company represents,” said 
Lopez, who has 12 employees on staff.  He has 

been managing the McAllen property since 
April 2010, when the 110-room hotel first 
opened its doors. “It was very hard in the begin-
ning, but we are now seeing higher occupancy 
rates and revenue.  We hope to complete phase 
one by this summer and organize a big recep-
tion and ribbon cutting where we can invite the 
community.”  
 Adhering to the chain’s gastronomic 
and affordability standards, the McAllen hotel 
serves a traditional Mexican buffet breakfast 
on Saturdays and Sundays for $5. Room rates 
average $65 per night. A chef from Acapulco 
is responsible for selecting the original condi-
ments and preparing authentic Mexican cui-
sine. “Traditional spices are not hard to find 
here anymore, so we don’t have to ship them 
from Mexico,” said Lopez.  He added that 
some customers return just because of their re-
fried beans. A continental breakfast is served on 
weekdays. 
 “Mexicans come because they feel at 
home, and Americans come for authentic Mex-
ican hospitality ,” concluded Lopez. “Warmth, 
service and color; that’s what we are all about.”
San Antonio, Houston, Dallas and Laredo are 
the cities being contemplated for future expan-
sion in the  United States.   

For more information, see hotelesmision.com.mx.

General manager Enrique Lopez , in front of a mural that enlivens the Hotel Mi-
sion Express McAllen, was chosen to run the first U.S. location of the Mexican hotel 
chain because of his experience with American hotels.  (VBR) 

The Hotel attracts Mexican visitors who are familiar with 
the chain’s ambiance, service and value.  (VBR) 
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have Orbit employees based on their premises. 
“We’ve got contracts with a lot of Valley RV 
parks and condos to build out hot spots. That 
market is taking off for us.”

For more, orbitbroadband.com or 797-9222.

vice, Galvan said. “For people outside urban 
concentrations, broadband previously was 
problematic. Traditional providers cover the 
first mile to middle miles.  We get a lot of 
business in the middle miles and last miles 
because traditional providers don’t go out so 
far.”  Even in town, in the first mile, Orbit 
offers a valuable option with competitive 
pricing and bandwidth values.
  “If you are using 2 meg today, next 
year, you are going to be using 2.5.  Everyone 
in the office and at home wants to do many 
things at once. The software is out there. It 
is vital for commercial operations. The more 
data enriched you are, the more folks use it,” 
Galvan said. WISP is essential for commer-
cial customers expanding into areas beyond 
the reach of cable or fiber networks.  
 Traditional Internet providers can 
deliver the Internet, but not the monitoring 
that is becoming more common, Galvan said. Cur-
rent R&D is relying on the Internet for all types of 
communications, including 24/7 monitoring. “We 
compete against traditional service providers.  At the 
end of the day, people want great quality at a great 
price.”
 Galvan recapped the transformation of the IT 
industry.  Initially hardware makers called the shots, 
and software suppliers had to fit into the hardware. 
That switched to software driving change. “Now the 
challenge is having the conduit to handle the count-
less apps available.  The Internet must connect the 
supply to the user without the data stream being 
throttled due to slow upload speed.  We live in an 
upload generation. People want an instant connec-
tion. Today’s connected generation runs at 2 or 2.5 
meg up and down.”
 Internet use is growing exponentially with 
new and established uses: researching or surfing the 
Internet, data and video downloads, voice over In-
ternet, streaming music, and gaming, along with 
all types of monitoring systems, access from mobile 
devices, and remote access to financial and security 
systems.   
  Galvan explained that Orbit has created a 
full duplex pipeline that sends and receives at the 
same of speed.  “We can give you both 10 meg up 
and 10 meg down, a conduit for data to travel.”  The 
up and down speed is what makes your choice of 
ISP more important than whether you are using fi-
ber or wireless.  And reliability is high. “When Hur-
ricane Dolly hit, Orbit was back up in six hours.  All 
I needed was electricity to operate.” 
 Orbit Broadband provides local data ser-
vices for Channel 4, manages backbones (ISP) for 
municipalities, counties, toll booths, police and fire 
departments, and water districts.  It is a third party 
provider of IT services for several large business that  

By Eileen Mattei
 Internet-connected devices – from dog 
collars and fitness trackers to lighting systems --  
took center stage at the January Consumer Elec-
tronics Show in Las Vegas. The demand for faster 
and greater Internet connection service is slated to 
grow monumentally. 
  “Orbit Broadband is the only ISP (In-
ternet service provider) in the U.S. with 5G 
service for such a large geographical area that’s 
not a single city,” said Richard Galvan in Mer-
cedes.  He is the operating director of Orbit 
Broadband, which provides upload speeds that 
are as fast as its download speeds, noting that 
Orbit’s upload speed is the fastest in the Valley. 
Galvan explained that when your screen freezes 
while streaming a video, YouTube or Skyping, 
it’s usually because your ISP upload didn’t up-
load (go retrieve) the next data package fast 
enough, and the transmission was throttled. 
 Galvan and his wife Sonia purchased 
the assets of Orbit Broadband in 2008 and 
the next year began providing Internet ser-
vice.  Backed by more than 20 years of IT and 
computer consulting experience, including 10 
years at Dell, Galvan was looking for a way 
to attract a bigger segment of end users.  “No 
one out there was offering a combination of 
IT and ISP,” he said. So Orbit became a fixed 
WISP (wireless Internet service provider) that 
also provides commercial networking, domain 
hosting, computer setups and related services. 
 Orbit’s backbone, located on 28 tow-
ers spread across the Valley’s four counties, runs 
on five gigahertz.  The high speed broadband 
is delivered over a 5G frequency on point-to-
multipoint technology.    Anyone living within 
10 miles of a tower can receive broadband ser-

Orbit Connects at Speed
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Sonia and Richard Galvan at Orbit Broadband’s Mercedes 
headquarters.  (VBR) 
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Learning from Bad Bosses 
person or well-organized supervisor does not 
make you – presto -- a good boss.   Like any 
other valued skill, leadership takes work to de-
velop and continuing attention to maintain.  
Of course, the best bosses make their leadership 
seem off-the-cuff, subtle yet reassuring, with no 
grandstanding.  The message they send is:  I 
hired you, I trust you, go do your job. 
 In contrast to bad bosses, good bosses 
are known for setting clear goals, giving their 
people the tools they need to reach the goals 
and then getting out of the way.  They make 
themselves accessible to supply clarification, 
guidance, advice or connections. They treat in-
dividuals courteously.  They have expectations 
their staff will respond to challenges and will 
become more knowledgeable the longer they 
work with a good boss. 
 Good bosses are happy to acknowledge 
the efforts of their staff and to reward them 
when possible.  Good bosses reduce employee 
turnover and help develop another generation 
of good bosses.   

By Rosemary LaBrie
 Have you heard about one bad boss’s reaction 
when the workplace received a bomb threat?  He in-
formed the employees that those who left the building 
would have the time docked from their wages. 
 While the time spent working for a bad boss 
can be personally excruciating, professionally stressful 
and a continuous exercise in anger management, you 
learn useful things.   First, you absorb what actions 
you will never be guilty of:  ridiculing a staff member 
in front of co-workers, indulging in temper tantrums, 
blaming subordinates for the boss’s mistakes, refusing 
to give credit where credit is due and  micromanag-
ing. 
 The bad boss, reviled and held in contempt, 
is an extraordinary teaching tool:  no one wants to 
advance into a leadership or supervisory position and 
wind up being loathed and ridiculed.  Experiencing 
a bad boss provides you with a cautionary tale that 
packs much more impact than merely reading about 
what not to do. 
 In addition, bad bosses show us that being 
a good boss is no slam-dunk.  Being a good-hearted 
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terest, aggression or disbelief. 
 Mastering eye contact takes practice 
and confidence, but it is essential to making 
your audience feel included and helps establish 
a bond.  Eye contact also increases your per-
ceived sincerity and makes  your listeners more 
open to your lesson or message.  
 It’s been suggested that speakers make 
eye contact with an individual for a sentence or 

paragraph. Then shift their eyes to another per-
son for a brief point. Speakers should be careful 
not to fixate on one listener which can scare 
people.  
 The more you rehearse body language 
from hand gestures and eye contact to moving 
around, the smoother and more natural it will 
feel to you and appear to your audience.
 Practice your use of body language. In 
time, you will see how it clarifies  your presen-
tation and helps drive home the message.

helps reduce fidgeting and unsettling, nervous sway-
ing.
 When you move around the stage, you focus 
your audience’s attention. Plan your movements to 
coincide with the points you are making, matching 
gestures to your words.  You can move sideways a few 
steps to make a point and then return to center. Walk-
ing closer to the audience drives a point home. 
 Gestures of your hands, arms and head can 

help your audience understand when you talk about 
similarities and differences.  Gestures can underscore 
urgent required actions. If you make a fist into your 
palm, people will be following your hand and voice.  
Don’t be reluctant to make the gestures broad. Nod 
your head obviously to accentuate approval.  Be aware 
that unity can be visualized when your hands are 
clasped together at high on your chest.  Caring comes 
through when open palms are presented.
 Let your audience see your facial expressions.  
Your eyebrows and your mouth can speak volumes by 
highlighting your feelings, whether of happiness, in-

By Rosemary LaBrie
 Are you aware your body language 
speaks as loudly as your words?  When you will 
be giving a speech or presentation, you should 
practice your gestures as much as the words 
they will accompany.
 Body language helps emphasize the 
points you are making and raises your credibil-
ity in the minds of your listeners. Your facial 

expressions, hands gestures, stance and move-
ments, along with eye contact, convey mes-
sages to your audience. Positive body language 
communicates confidence.  The gestures you 
make illustrate important points and cue your 
audience to pay close attention.
 Even while you are standing still, your 
body language can strengthen your presenta-
tion. When you stand with your weight evenly 
distributed, your stance can reflect your self-
assurance and familiarity with the topic. That 

Actions Speak as Loud as Words
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In the Spot light

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

Left:  On Wednesday, January 22, Edwards Abstract and Title 
Co. hosted its 10th Annual State of Real Estate Forum with key-
note speaker, Ted C. Jones presenting his economic outlook of the 
region as it relates to the local real estate market.  The event was 
held at the McAllen Convention Center. 

Pictured are: Ted C. Jones, senior vice president & chief economist, 
Stewart Title Guaranty Co.; Mike Kormeier, Bilbrey Realty; N. 
Michael Overly, president & CFO, Edwards Abstract and Title 
Co.; Alan Monroe, Lewis Monroe & Pena; and Guy S. Hud-
dleston III, Edwards Abstract and Title Co. (VBR)

Below:  Noontime speed networking at the Weslaco Chamber of 
Commerce attracted business representatives from fields such as 
health, communications, banking, insurance, hospitality and lo-
gistics.   (VBR) 

Middle Left:  The City of Harlingen’s Economic 
Vitality Forum Part IV was Jan. 18 at the Cul-
tural Arts Center on the TSTC campus. Pic-
tured: Raudel Garza, executive director, Har-
lingen EDC and Dr. J. Gilbert Leal, president 
emeritus, TSTC Harlingen & current chair of 
Harlingen EDC.  (VBR) 

Left:  At the Vitality Forum, city and business 
leaders asked for the community’s input to help 
plan Harlingen’s future. In photo, Randy Whit-
tington shared the vision of the UT-Rio Grande 
Valley Medical University soon coming to South 
Texas.  (VBR)
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