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 It’s hardly vacation season for many 
– summer blitzing for tourism businesses, 
2015/2016 budgeting for October to September 
folks, and second half of year planning for calen-
dar-year companies.  And we still try to squeeze in 
a break from the grind. We’re challenged to juggle 
work and play.
 Yes, play is important, especially when 
the kiddos are begging for family time.  We are 
tested to balance how we make money and how 
we spend it. Now that seems familiar. 
 When the family grows, so do our ex-
penses – much like our company or organization. 
The decisions we make as the household matures 
compares to ones we face as we take on an added 
venture, increase current prod-
uct/service base, or expand our 
current facility. All are good as 
long as we have funding to ac-
commodate the growth. Incre-
mental revenues are necessary. 
 As the household in-
creases in count and/or mat-
uration, higher revenues of 
existing streams or new ones 
are needed to maintain cur-

rent lifestyle. This is especially true for the office. 
New developments bring additional expenses, un-
foreseen activities, upgrades, etc. How are those 
funded? Of course, best case scenario is the new 
venture supports itself. Making profit on a new 
project directly out of the gate would be ideal, but 
unlikely.  While the first task is to break even, we 
all have much bigger hopes that a new venture will 
ultimately add to the bottom line. So what is the 
incubation period? 
 Every industry has a law of average for a 
new project to go from the red to the black, but 
many business owners are not very patient and 
want immediate results.  Methodical, strategic re-
search, planning, execution and adjustments are 

necessary to shorten the gap from 
a new project being a liability to 
the organization to an asset. See-
ing what you can’t see plays a very 
important role in the successful 
development, implementation 
and revenue-generation of a new 
product, added service or any type 
of expansion to a current business. 
Knowing what’s going to happen 
before it gets close to happening 

is a skill we all hope to perfect. While perfec-
tion is never a reality, quick and sound decision 
making is what we strive for to ensure happi-
ness for all involved. 
 Maybe July is the month to revisit the 
business basics: does the market need or want 
this?  Will it support itself in accordance with 
our organization’s mission and purpose? 
 All companies and organizations want 
to get to the next level. That could mean adding 
more jobs, sustaining and giving more job se-
curity to current employees or co-workers, and 
in many cases all three. To the one(s) that are 
most applicable to your organization, let’s col-
lectively add the betterment of the Rio Grande 
Valley. Our homes and futures depend on it. 

Todd Breland - General Manager
Valley Business Report - VBR e-Brief
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todd@valleybusinessreport.com
www.valleybusinessreport.com
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Vacation Loans
for a Great Summer!

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

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

We all deserve a little summer break! Just imagine yourself enjoying the beach, 
going on a cruise or road trip. Stop daydreaming and make it a reality!  

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

Visit one of our banking centers and apply for a Vacation Loan today.

24 Hours*
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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.

We can help you grow your business. 
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Raymondville Economic Development Corporation • (956) 689-1862 • www.raymondvilletx.us/edc
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Food Trucks -- Going Mobile
By Eileen Mattei
 In one sense, the Rio Grande Val-
ley has long had food trucks, if you count ice 
cream trucks, portable raspas stands and the 
food sellers who wheel into festivals and market 
days.  But the national trend for food trucks has 
finally taken root here, proven by the six-spot 
McAllen Food Park which opened in June with 
the support of the McAllen CVB and Chamber 
of Commerce.
 At least 75 compact food trucks oper-
ate in the Valley. Some are spinoffs of existing 
restaurants, meat markets or catering compa-
nies.  Others are stand-alone food service busi-
nesses. As more cities allow food trucks, more 
people are enjoying meals on wheels in their 
neighborhood.

First the Kitchen
 Joe Sanchez should be called the godfa-
ther of food trucks.  With $35,000 in severance 
pay from Levi Strauss in 2001, the mechanic 
built a hot dog cart, sold it and then built an-
other one. In time, Sanchez Trailers’ employ-
ees in Mission were making fully-equipped 

kitchens on wheels that have been purchased by entre-
preneurs in every state, including Hawaii and Alaska, 
as well as Canada, Panama and San Croix.  A signifi-
cant percentage of the food trucks in San Antonio and 
Austin were built in Mission. In the Valley alone, 50 
Sanchez Trailers are serving food.  
 “What happens is we sell one to a certain 
area, and people start calling us for info, colors and 
prices.  We modify the equipment to whatever they 
want,” said Sanchez.  “Now we’re making two to three 
trailers a week.  The biggest sellers are red and orange, 
because you can spot them a mile away.” 
 The trailers, ranging 12-40 feet, are equipped 
with stainless steel counters, refrigerators, sinks and 
water holding tanks, air conditioners, and usually 
griddles and fryers.  The manufacturer tries to have 
one of each size on hand so people can walk through 
them.  Some want to take one right away. Custom 
orders mean an 8-12 week wait.  
 “We make food trailers that meet all health 
department requirements and then some. We guar-
antee they will pass inspection,” Sanchez said.  That 
attention to detail is a component of the customer 
service that has helped them garner so many referrals 
from satisfied buyers.  He advises novices about what 

has worked for other customers and about the 
importance of keeping the menu limited.  
 Sanchez clarified that he makes trail-
ers, which are pulled by pickup trucks, while 
food trucks technically are motorized.  But the 
public tends to clump both together as food 
trucks, less concerned about the platform than 
what they supply.  The mobility is appealing to 
chef/owners, letting them adapt to seasonal de-
mand, special events or location problems.
 Previously, about 80% of Sanchez’s 
sales were outside of Texas.  But as cities like 
South Padre Island and Mission allow food 
trucks, the local clientele has grown.  One 
Brownsville couple purchased eight Sanchez 
trailers; all the food trucks at the Brownsville 
Flea Market are Sanchez products; three have 
been ordered for Island businesses.  Having 
outgrown its current space, Sanchez Trailers 
is relocating to San Juan later this year. Giv-
ing back, the business contributed to the Food 
Park awning and was a sponsor of the Food 
Park Block Party.  
 Gerry Sanchez operates Zarah’s, McAl-
len’s first permitted food truck, which features 

A rotating line-up of at least seven food trucks provide McAllen Food Park customers varied menu choices. (Courtesy: Ezekiel  Lara)



 “People really like the concept,” said 
Sanchez. “It’s better for all of us when people 
have a choice of menus.” Of course, he is par-
tial to Zarah’s signature dish, the fajita taco. 
“We probably don’t have the prettiest trailer, 
but we have the best food.” He has incorpo-
rated technology into the mix, using a mobile 
POS to take orders and credit/debit card pay-
ments.  “The POS helped me to get more or-
ganized. There’s less confusion in the kitchen. 
Everybody works more efficiently.” 
 The food park was established as 
a model and catalyst for private food parks 
around the city.  Sanchez himself is interested. 
“We’re looking at doing something like this 
on our own. It’s a boost for the economy. It 
creates something new.”   
 During the summer, evenings draw 
bigger crowds than lunch time does. Families 
come out around sunset, while on the week-
end, the food park has become popular with 
people leaving downtown clubs after mid-
night. 
 In contrast, the early morning crowd 
discovered Carlos Ponce’s Nectar Avenue mo-
bile juice bar on its opening day.  “I did my 
research and saw the trend in big cities, so de-
cided to go mobile,” said Ponce.  Shaded tables 
offer a cool spot to sip refreshing, flavor-filled, 
fresh fruit drinks (blackberries, strawberries, 
pineapple) along with fruit bowls, and wraps 
between 7 a.m. and 5ish. 
 Moving the food truck every day is 
a fact of life, and it can be time consuming.  
But Ponce looks at the positive side:  people 
see the colorfully wrapped truck going by and 

with Robert Lopez of McAllen CVB who came up 
with the idea of a food truck park in the chamber’s 
parking lot.  The proposal, with the support of city 
commissioner John Ingram and with restrictions on 
distance to existing restaurants, etc., became a city 

ordinance.  In early June the city installed picnic 
benches and permanent shade.  
 The chamber leases spaces with electrical 
hookups for 20 days per month, although food 
trucks can opt to be there daily.  “Zarah’s has been 
the anchor from the beginning.  They love being 
here,” said Lopez. 
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House.Wine chef Larry Delgado chats with Alberto Gulino at Nino’s Rio Pizza.  (VBR)

Customers at McAllen Food Park check Zarah’s menu.  (Courtesy)

fajitas and burgers from Zarah’s Meat Market.  
Zarah’s has three food trucks, one at the market 
on Ware Road, one in Mission (“a hit from the 
day it opened”), and the third which struggled 
to find a place to park. Then Sanchez talked 
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Carlos Ponce of Nectar Avenue serves a fresh fruit drink.  
(VBR)

want to try the menu.
 Nino’s Rio Pizza started as a cater-
ing business and farmers’ market vendor four 
years ago. Two years later, Alberto Gulino had 
enough capital to buy a larger food truck, com-
plete with a well-insulated wood-burning oven 
that can bake Nino’s nine types of pizza in 7-8 
minutes. “On a busy Saturday night, we’re not 
keeping anybody waiting more 20 minutes,” he 
said.
 During the summer, Nino’s crew 
makes the pies for Thursday and Friday lunch 
patrons, too.  “In October, once it’s cooler, we’ll 
be open for six lunches and six dinners a week.” 
 The Quattro Stagioni pizza, which 
reflects Gulino’s Sicilian heritage, shares the 
menu with Valley-influenced pies featuring San 
Manuel chorizo, nopales and Gulf shrimp. 
 Gulino said the logistics such as de-
liveries are different for running a mobile res-
taurant.  “And it’s hard to find somebody with 
food experience who can back up a trailer.” 
 Country Cafe on the Road is the mo-
bile unit of the Edinburg restaurant. Under the 
awning of a new, red 16-foot Sanchez trailer, 
Chef Andres Vera said, “People tell us they like 
our food. I like that.” He posts weekly specials 
on Instagram. 
 Ruth Reza’s moved her Takos el Taras-
co food truck from Second and Nolana to the 
Food Park to be part of the food truck scene. 
“There’s a very nice turnout especially from 6 to 
midnight and later, when all the people come 
out from the clubs.”  Other Food Park vendors 
are La Caravane, Sno Bro Raspas and Mighty 
Truck. 

For more information, see Sancheztrailers.
net and riopizzargv.net; call Zarah’s at 664-
1064, and find the rest on Facebook.  

AUSTIN
THE ONLY DAILY

NON-STOP FLIGHT*

Joe Sanchez keeps several completed food trailers on hand for customers ready to go open their busi-
ness immediately. Sanchez Trailers adds improvements such as LED lights every year.  (VBR)



to make sure I make money and stay here forever. 
I’m a big kid. I couldn’t decide which toy to buy, so 

By Eileen Mattei
 Last year, Ron Pitcock acquired the 
Hobby Town franchise rights south of San An-
tonio to give himself something to do in re-
tirement.  Pitcock had earlier built the nation’s 
third largest cable modem company which had 
attracted investors such as Bill Gates, Paul Al-
len and John Chambers.  He took High Speed 
Access Corp. public during the dot com boom 
and left the business.  He and his wife Patti 
built a South Padre Island home in 2000, but 
Pittcock admitted he is a Type-A personality 
and incapable of lounging on the beach.  
 “Sales and marketing are in my blood,” 
Pitcock said.  “I told Patti I was getting older 
and not interested in beginning again on the 
ground floor.  Then I walked into a Hobby 
Town in Denver and I liked it.”  He believed 
the Valley had an unmet need and opened his 
first Hobby Town franchise in McAllen in Nov.  
2014. 
 “The advantage with a franchise is 
they’ve got it all nailed down. I could get in the 
business quickly, and the price was not out of 
the park,” Pitcock said. “They are not restric-
tive about what I put in the store. They want 
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Retirement Goal: Open a Business

I bought the whole store.”  
 Hobby Town caters to all ages and di-

verse interests. The store’s 
front one-third holds board 
games like Warhammer 
with paintable figurines, 
wooden trains, science ac-
tivities from microscopes 
and chemistry sets to tele-
scopes and rockets, as well 
as Legos for adults and 
beginners.  The middle of 
the shop has tools, paints 
and accessories for hobby-
ists, while the final third is 
devoted to radio controlled 
devices:  planes, cars, boats, 
drones and trains.    
  “People walk in smil-
ing and walk around smil-
ing, looking for us to help 
them have fun,” Pitcock 
said. “It’s been a great expe-
rience for all of us. I found 
great people to work in the 
store. They see the joy in 
working in a hobby store.  
And we’ve made money 
ever since we opened up. 
For a startup, that’s pretty 

Ron Pitcock, a former Army pilot, shows how novices learn to fly remote control planes on Hobby Town’s simu-
lator.  Flight training helps avoid expensive crashes.   (VBR)

Hobby Town has games for everyone, pre-schoolers to serious and not-so-seri-
ous adults.   (VBR)
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good, but I would do this for no money.”
 Pitcock and manager Rick Martinez al-
ways ask a new customer what their budget is and 
what they are trying to do.  “If I help you have a 
good experience, you’re going to come back and 
recommend us. None of our guys are high pres-
sure.  If we see people really interested, we teach 
them as much as we can, how to use it and how to 
maintain it. Our customers love to teach others, 
too. We introduce them to local groups.”  In fact, 
Hobby Town hosts meetings of plastic modelers 
and a train group in the store.
 Quads or drones ranging $100-3,500, 
depending on the capability, are drawing new 
customers into the store. Drones basically are 
platforms for sensors such as cameras. Pittcock, 
who was an Army pilot in Vietnam, pointed out 
the goggles that are a quad accessory.  “It gives a 
first-person view so it really looks like what a pilot 
sees.”  
 Pitcock encourages novices to try out the 
in-store simulator to see what flying a drone or 
radio controlled plane is like.  He coaches poten-
tial customers through the first simulated flight:  
“Keep the nose up. Level off.”  The practice flights 
allow beginners to develop confidence, learn how 
to control flight and walk away from the early 
inevitable crashes, without destroying a new RC 
plane or quad.   
 Drones are not supposed to fly above 
400 feet, over crowds or within five miles of an 
airport, said Pitcock, who is working on a PhD 
dissertation on cybersecurity.  The FAA will soon 
require a written test to fly drones, and drones 
will have to be registered. Hobby Town will be a 
test taking site.  
 Hobby Town’s inventory is designed for 
beginner to intermediate hobbyists.  “I tell par-
ents it’s easy to buy kids console games, but ev-
erything we sell here, by its nature gets kids out-
side or interacting or both,” Pitcock said.  “You 
can’t build anything unless you get your curiosity 
up, learn and take the next step.”  He loves to 
do astronomy and rocketry demos for schools.  
Teachers get discounts on educational packs from 
manufacturers. 
  “My measurement of success now is 
how many people have I helped become success-
ful,” he added. “You should step back and look at 
if are you making people’s lives better.”   
 In August Pitcock will open a Hobby 
Town in Brownsville, adjacent to Lowe’s, and 
managed by his son, Ronnie Pitcock. “We hadn’t 
planned to do it so soon, but things are going so 
well.  But I could not do what I do if I did not 
have a good team.” 

For more information, call 627-0571. 

Quads, also known as drones, have numerous commercial applications as well as great appeal to remote con-
trol hobbyists.  (VBR)

Don’t leave loved ones 
with the burden of paying 

for your �nal expenses.

1325 E. Washington Ave.
Harlingen, TX 78550
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www.ptt�nancial.com

www.facebook.com/pages/PTT-Financial-LLC

Who Will Pay for Your Funeral?

Free Monthly Prep Courses.  
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Call today for FREE information 
on a LOW cost solution!

855-440-8408



Visit annovalng.com to find out how to show 
your support for this important project and the 
positive impact it will have on our economy.

Annova LNG could invest as much as $3 billion in our 
community to build a modern liquefied natural gas facility 
that could create hundreds of jobs. This will help retain 

and support other port businesses, in addition to 
providing indirect economic benefits to engineering 
and design firms, construction firms, subcontractors, 

suppliers and service providers in the region.

TELL WASHINGTON 
THE RIO GRANDE VALLEY 
NEEDS GREAT NEW JOBS.
SUPPORT THE ANNOVA LNG 
BROWNSVILLE PROJECT.

www.annovalng.com 
© 2015 Annova LNG a division of Exelon Generation®

A Conversation With...
Tony Alvarez

Alvarez was named one of the 
top 200 franchisees in the U.S.  
In all he opened 27 restaurants 
and employed 1,300 people.  
In 2002, he sold Renaissant 
and all his restaurants.
 Since then Alvarez has 
established a Franchise Center 
for the Amarillo Chamber of 
Commerce; served as the SBA 
district director in San Anto-
nio, where he championed the 
entrepreneur kiosk concept; 
headed the U.S. China Educa-
tional, Economic and Cultural 
Foundation; and consulted on 
franchises.  And he narrowly 
escaped death in a burning car, 
a life-changing experience.    
 Still Alvarez kept ask-
ing, “What am I going to do 
for the rest of my life?  My suc-
cess is based on knowing that 

By Eileen Mattei 
 Tony Alvarez has a photo of himself, 
age 11, selling Kool-Aid and potato chips from 
his porch in Detroit, 1962.  In 1979, with a 
graduate degree in business from the University 
of Michigan, he began his quest for a Burger 
King franchise in Dallas, but a peso devaluation 
had sapped the value of his commercial proper-
ty in Laredo.  Repeated rejections from Burger 
King and McDonald’s -- “You don’t meet any 
of our qualifications”¬-- had a silver lining:  he 
learned what not to say or do.
 “Never give up on your dream,” Alva-
rez said.  Finally in 1986, he was approved for 
a Little Caesar’s Pizza franchise in McAllen and 
incorporated Renaissant Development.  In his 
element, Alvarez soon opened a second store in 
McAllen and was on a roll:  in 1990, he opened 
nine Little Caesar’s across the Valley.  He even-
tually had 15 stores and annual revenue of $25 
million.  In 1993, he opened the first of his 
four Applebee’s franchises.  In 1999, he got his 
first Burger King franchise.  In 1999 and 2000, 
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Tony Alvarez  (VBR)



I don’t know everything. I’m smart enough to 
hire the right people and let them do what they 
do best. I like new environments, the challenges 
of what nobody has done before.  I’m a change 
agent.” 
 Alvarez had memories of being told 
he was not college material, and he knew the 
dropout rate among Hispanics and blacks was 
very high.  Because a student drops out of high 
school in the U.S. every 29 seconds, Alvarez in-
corporated 29 Seconds in 2015, determined to 
address the issue by giving high school students 
instant access to essential information via ki-
osks.  Picture a six-foot tall iPhone with a touch 
screen giving immediate access to information 
about careers, colleges and technical schools, 
entrance exams, scholarships, financial aid, and 
in-demand jobs, along with incentives to use the 
kiosk. In early June, Alvarez had go-aheads to 
place a kiosk with touch screen in many Valley 
public high schools.   
 “With the kiosk, we’ve eliminated hav-
ing to search websites of individual colleges or 
scholarships,” Alvarez explained. “Students can 
access information right away in a way they are 
used to. You’re eliminating all the hassle, remov-
ing many barriers and obstacles.  The kiosk in-
formation gives them hope there is light at the 
end of the tunnel, and it can keep them from 
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dropping out. What’s really important is that moms 
and dads don’t have to help research websites.”
 29 Seconds offers students incentives, in-
cluding giving a minimum of a $1,000 scholarship 
monthly to a selected student who is registered on 
the site and accessing information.  “We have to dan-
gle a carrot because we 
are competing against 
social media,” Alvarez 
said.  At semester’s end, 
29 Seconds will provide 
information on what 
they have done to keep 
students in school.  
Counselors support the 
kiosks as an additional 
resource for students.
 “I had my ini-
tial success in the Valley 
with restaurants. That’s 
why I came back here 
to pioneer 29 Seconds kiosks,” Alvarez said.   His 
company has been selling video ad space to cover 
operation of the kiosks and to provide scholarships, 
incentives and a year-end banquet. Advertisers such 
as Jostens, Verizon and AT&T have jumped at the 
chance to get in front of 14-18 year olds. Schools 
have final say on the suitability of ads.  
 “My real goal is selfish,” Alvarez said.  “A stu-

dent will click some info and that can lead to a 
scholarship to a good school and go from there 
to be part of a research team that solves a ma-
jor medical problem.  My absolute goal is that I 
make difference, that I can say, ‘Lord, this pro-
gram can continue without me, and this person 

has found a cure for diabetes 
or cancer.’”  An IT expert is 
developing the software and 
links and will also maintain 
content. 
 “I’ve been blessed. 
Now it’s a matter of giving 
back.  We will make a dif-
ference,” Alvarez said.  He 
intends eventually to intro-
duce 29 Seconds kiosks to 
Chicago, Los Angeles and 
Dallas, where the need is 
greater. 
 “Sometimes all a stu-

dent needs is a little bit of hope, faith and sup-
port,” said Alvarez, who plans to become a mo-
tivational speaker 

For more information, call 956-777-2222.  

“My success is based on 
knowing that I don’t know 
everything.  I’m smart 
enough to hire the right 
people and let them do 
what they do best.” 

--Tony Alvarez



Bingeing at BadaBing Bagels
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By Eileen Mattei
  During Norma Trevino’s 20-plus years 
in corporate America, she had never considered 
becoming a business owner.  But in 2011, when 
Trevino participated in the Ladies Kingfisher 
Tournament held in August, she spotted a For 
Sale sign on BadaBing Bagels.  “I was a custom-
er of the bagel shop when it first opened in Port 
Isabel. I started talking to my sister about buy-
ing it and moving to the island,” she recalled.  
 Trevino thought the asking price for 
the business was not “affordable,” but she and 
the owner exchanged emails and pictures.  “I 
was able use my corporate background to look 
at the financials, while my sister was looking at 
the market. So we negotiated a price that was 
better, and I think we both came out happy.” 
The transaction closed that November. 
 Trevino, a Brownsville native whose 
mother had talked about taking the ferry to the 
island, set about remaking Bada Bina Bagels, 
which had relocated to South Padre Island on 
Padre Blvd.  “We changed the relationship with 
the customer.  We try to be more service-orient-
ed, with a more creative menu, serving things 
kids would like,” Trevino said. Getting better 

quality from vendors was important. 
  Bada Bing’s bagels are handmade in New 
York City and Long Island, flash frozen and trucked 
to Texas, a fact which has created supply chain chal-
lenges. “In winter, you’ve got to worry about the 
weather holding up shipments.” After snowstorms 
delayed shipments, Trevino started a contest hav-
ing customers guess the delivery day as they awaited 
their favorite bagels.
 “We’re the only bagel shop in the Valley,” 
Trevino said, so the opportunity to have any of the 
17 kinds of genuine bagels draws foodies Valley 
wide. “If people find us early in their stay on the 
island, they are back every day. And some people 
come here to hang out.”  All the sandwiches have 
New York names, a nod to transplanted and visiting 
New Yorkers and people from Philly, New Jersey, 
New England and Canada. 
 With variations found in handmade bagels, 
Trevino won’t use a bagel cutter on them, first be-
cause they are not uniform and second, a machine 
could knock off the poppy seeds and other toppings.  
Trevino laughed about the skills needed to run her 
business.  “The hardest part is cutting the bagel in 
half. It’s not rocket science. It’s easy and fun.”
 Bada Bing is active on social media with Tre-
vino posting customers’ photos on Facebook.  “The 
kids have a great time with that.  We have Insta-
gram, Twitter and Facebook and we’re upgrading 
our webpage.” The bagel shop has also started a fre-
quent buyer/loyalty program with a mobile phone 
app.
 “In the corporate world, it’s very structured, 
but it’s very different from a small little shop,” Trev-
ino said. “Sometimes I get caught up and forget this 
is not corporate with big pockets. In a small business, 

you have to make really smart decisions, when 
you spend a dollar on marketing and inventory.  
I had no idea running a business can be so all 
encompassing. My sister comes and helps every 
once in a while.  I have a ton of customers who 
will just step up and help if I’m overwhelmed. 
It’s that kind of atmosphere here.”  Longtime 
customer and helper-if-needed Sally Scaman 
added, “It’s more like visiting a friend.” 
 But pitching in goes both ways.  “You 
live here and you want to make it better,” said 
Trevino.  “On the island we have a lot of differ-
ent charities, and we try and participate with 
everybody. You get to impact and serve the 
community.”
 Trevino said BadaBing’s hours are 
“8ish” to about 2 p.m., most days. “I sometimes 
close early to go fishing.  It gives me the flex-
ibility to do things I like and enjoy.”  But she is 
delighted about interacting with a big range of 
people.  “You get to listen to their stories and get 
to know them. Summer is very family oriented, 
instead of two or three at a table, it’s a family of 
six or 10. The arrangement of tables has to be 
different with the different demographics.” 
 Trevino is mulling expanding to McAl-
len and Brownsville. “I don’t know the best way 
to do it yet.  Running it all yourself, you can’t 
be in two or three places at once.”  Until Tre-
vino clones herself, bagel enthusiasts will head 
for South Padre for their next New York bagel 
tasting.    

For more information, see badabingbagel.com.  
5500 El Camino Real, Harlingen, Texas  78552

(956) 412-4100  ext.110
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Norma Trevino explains Bada Bing Bagels menu selections to a customer interested in a late lunch.  (VBR)
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The Rewards of Corporate Responsibility
By Scarlet O’Rourke
 You reap what you sow.  The adage 
that has proven itself true many times may also 
guide Valley businesses to boost revenue, im-
prove workplace morale and build solid roots in 
the community.  At the Lunch and Learn, host-
ed by the Harlingen Chamber of Commerce, 
staff from the Sunny Glenn Children’s Home 
educated business owners on the importance of 
corporate social responsibility.  
 Corporate social responsibility de-
scribes the continuing commitment by busi-
nesses to contribute to economic development 
while improving the quality of life of the work-
force and their families, as well as of the com-
munity and society at large, according to Bob 
Brown, clinical director for the SGCH. 
 “It is all of our jobs, whether we are 
a company, an individual, or a human service 
organization, to take care of what we have,” 
Brown said. “We need to be considerate of 
what is going on in the Valley. Not only are Val-
ley people our customers and employees: they 
are our brothers and sisters too.”
 This “feel good” look at business might 
sound expensive but, especially in a tight-knit 
community, businesses reflect the condition of 
the area they call home. If one struggles, so does 
the other. For many people, Brown said, cor-
porate involvement in community service is an 
increasing factor when deciding whether to do 
business with one company or another.
 He listed several practical ways for a 
business to positively impact the community 
and build up clientele in the process.
 The first step is finding an organization 
or cause that is relevant and legitimate, such as 
SGCH. Get in contact with the staff and find 
a need to fill.  Financial support is generally 
a quick way to get involved, although money 
does not need to come from business profits 
alone. Organizing raffles, asking for donations 
from clients, matching employee donations 
and giveback functions are good ways to collect 
capital to donate.
 One consequence is that the target 
organization often publicly announces that 
a business is involved in supporting them. As 
Brown pointed out, people are more likely to 
connect to a business with a “heart.” 
 This flows into public involvement 
and education, which are key ingredients in 
the equation. It is possible that a person would 
never know there was a children’s home in the 
Valley had the business not brought the infor-
mation to their attention. Bringing awareness 
of issues to the public along with chances to 
make a difference are great ways to form loy-

alties.  Reoccurring business transactions are more 
likely to ensue.
 Employers can also give back by volunteering 
their time, as well as offering their employees the op-
portunity to get involved. 
 According to Brown, the millennial genera-
tion entering the workforce is more concerned with 
connecting and making a difference in the world 
around them than previous cohorts were.  A socially 

responsible business might find that younger 
staff members will feel better about who they 
work for, thus increasing their productivity and 
efficiency.
 “What goes on in the Valley needs to 
matter to us,” said Brown. Taking the time, 
money and effort to support a community or-
ganization will help the local economy and thus 
help businesses. 

Bob Brown of Sunny Glen Children’s Home recommended that businesses find and fill a need at a local orga-
nization whose mission you care about.   (VBR)







the people who work with 
us now have been with us 
since the beginning.” That 
includes models who at-
tended schools without a 
placement agency. 
 Buezo, a willowy 
and articulate beauty, be-
gan in the modeling busi-
ness 20 years ago when at 6 
years of age she began com-
peting in beauty pageants 
in her native Guatemala.  
From there she landed pay-
ing jobs, the first being for 
a car magazine.  In 2007, 
she met McAllen native 
Jonathan Hess, who grew 
up in Guatemala. The two 
married and came to Texas 
in 2012.  They started their 
businesses when they real-
ized no one else filled that 
niche.      
 Hess Modeling 
Agency clients come looking for models or actors.  
“Some local production teams seek all their talent 

By Eileen Mattei 
 Jonathan Hess and Sindy Buezo-Hess 
intend to make their Hess Modeling Agency at 
the Studio on Broadway the go-to casting agen-
cy for deep south Texas.  After three years in 
business, they are supplying models and actors 
for regional commercials, promotional events 
and photo shoots in the Valley, San Antonio 
and beyond.    
 To develop the talent pool, the couple 
established the Studio on Broadway with artis-
tic and performing arts instruction in down-
town McAllen on Broadway. There youth and 
adults are trained in the foundational skills es-
sential for a successful acting and modeling ca-
reer:  talent (acting, dancing and singing), stage 
presence, makeup and hair, auditioning, work-
ing a crowd, and using a microphone. 
 “We are trying to prepare them to get 
jobs,” Hess said. “It’s about teaching students 
to push their talent forward so they end up 
working.”  As agents, Hess said, besides finding 
jobs for models and actors, they look out for 
their well-being on a gig (from drinking water 
to physical safety) and advise them.  “I always 
pay the models on time,” he added, often be-
fore the agency is paid by the client. “Many of 
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Talent Development = More Business

through us,” Hess said. “A lot of businesses now 
come to us directly. We provide TABC-certified 
models for alcoholic beverages,” those models 
being in demand for State Farm Arena events, 
festivals, concerts and sporting venues, promot-
ing tequila and beers.  Hess Modeling has sup-
plied dance teams at Clayton’s and television 
hostesses and event emcees as well as runway 
models for upscale stores, bridal shows and 
galas.  Their talent has appeared in numerous 
commercials that run regionally and in Mexico, 
such as a cough syrup spot that required a child 
and mom, ads with a family group or a grand-
mother, as well as car spots.     
 “The business here is definitely grow-
ing,” added Hess, who previously owned a de-
sign company. He works on campaigns, brand-
ing and product development with agency 
customers, providing fresh ideas. 
 Buezo’s career in Central and South 
America gave her knowledge of agencies in 
other countries, and that has opened doors 
for Hess models to find work there.  “We have 
the representation for several different kinds of 
talents outside the U.S.” Hess said. “The style 
of promoting seen in Latin America is moving 
north through here.  There is a reason why Uni-
vision and Spanish-language stations are big 
here.”  Their viewers are receptive to the kind of 
marketing they saw back home. 
 Classes at the Studio on Broadway are 
taught by professionals in each discipline who 
currently work in their field, said Buezo, who 
has a degree in marketing and has been an el-
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Sindy Buezo and Jonathan Hess opened the Studio on Broadway to connect 
companies looking for talent with Valley models and actors.  (VBR)



ementary teacher. “Teaching, modeling and 
marketing are the three things I like best. It’s 
hard teaching little ones, but they do learn. It’s 
better that they get a lot of experience young.” 
 Most of the students start modeling 
and acting classes between 7-10 years of age, 
but others have begun in their 30s.  “Every girl 
has different career goals,” Buezo said. Some 
want to be singers; others want to be televi-
sion hostesses or actresses; some prefer runway 
modeling and others are preparing for beauty 
pageants. 
 “With pageants, the girls get a chance 
to experience something they would not have 
otherwise,” she said. “It’s amazing how certain 
girls explode when they are on stage.”  
 Hess and Buezo have been collabo-
rating with professional photographer Rafael 
Sepulveda, also on Broadway, and his photog-
raphy students who work with Hess models.  
“We’re very excited about what’s going on on 
this corner,” Hess said. “Rafael’s producing a lot 
of photographers with good values and trying 
to create an art photography industry.”  That 
coincides with the models’ need to keep pro-
ducing material. 
 “You have to have a dream and the 
willingness to work to achieve it,” Buezo said.  
That applies to Buezo and Hess as well as to 
their students, models and actors. 

For more information, see hessmodelingagency.
com or call Studio on Broadway at 926-9499. 

Comfortable in front of the camera and in prepar-
ing people to work in front of a camera or a crowd, 
model Sindy Buezo and her husband Jonathan 
Hess are training models and actors.  (VBR)
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By Lori Vermaas
 “I’m looking for more waitresses,” said 
Al Lino, owner of Mel’s Diner in Rio Hondo, 
where boxes of beer line the wall. “Saturday 
night we didn’t have an empty seat. It was like a 
45-minute wait for dinner. A good problem to 
have.” 
 The popular family restaurant, former-
ly located between Rio Hondo and Los Fres-
nos on FM 106, outgrew its old digs, so Lino 
moved it in May to a 4,800-square-foot hangar 
at Rio Hondo’s former airport. Offering live 
country and Mexican music and a dance floor 
on Thursday through Saturday nights (with 
Lino as the disc jockey on Fridays), the diner 
is more of a honky tonk and grill than a tradi-
tional diner.  But Lino still maintains its origi-
nal roots.  “It’s a new diner for a new age. A 
place where you can take your kids, teach them 
how to dance, and then have a good meal.” 
 When Al’s mother, Imelda (the res-
taurant’s namesake), opened her restaurant in 
2006, her son hardly envisioned such growth. 
“There was just me, my mom and my step-
dad who worked there, with my brother and 
sister occasionally chipping in.” His mother 
struggled to develop the restaurant’s identity, 

Dinner in the Diner

favoring decorative themes that 
included old cars from the 1950s 

to the ‘70s.
  “Business was real slow at 
first. I remember playing board 
games, waiting for customers to 
come in,” Lino said.  “But a good 
year into it, we started getting 
busier.” Offering a little of every-
thing on its menu -- wings, burg-
ers, Mexican food, fish, fajitas, 
salads, BLTs -- word of mouth 
pulled in customers. Despite its 
modest, 1,200-square-foot size, 
“we used to get it packed in pret-
ty good.” 
 By 2010, his mother re-
tired and handed the business 
over to her son, whom she had 
taught how to cook, knowing he 
had a knack for it. In fact, the 
diner’s most popular dish, the 
one that has become its signa-
ture, is Lino’s creation. A burger 
stuffed with a sloppy-Joe-like 
shredded brisket on top, the 
Trashcan Burger actually started 
out as a mistake. During a busy 
dinner rush in 2008, Lino no-
ticed that some extra brisket was 
available. “I decided to put some 
on a burger and when I tasted it, 
it was awesome. I had my mom 

The former home of the Texas Air Museum is the new location of Mel’s Diner in Rio Hondo.  (VBR)
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Al Lino, owner of Mel’s Diner, poses with his popular dish, the Trash-
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try it, and she said ‘oh, that’s 
good.’”  He christened his in-
vention the Trashcan burger, 
although his mother bristled at 
the idea.  Many satisfied cus-
tomers later, Lino’s instincts 
have proven spot on, particu-
larly among young male diners, 
who are the sandwich’s biggest 
fans. “They go insane for it. We 
sell a lot of them.”
 Catering continues to 
bring in a large amount of busi-
ness. Begun during his mother’s 
tenure, the successful gigs are 
such moneymakers that Lino 
has had to upgrade all the sup-
porting equipment it requires. 
“We went from using the back 
of my truck to a small trailer 
to a 20-foot enclosed trailer to 
haul everything. We cook here 
at the restaurant; my warmers, 
my chafing dishes, ice chests 
and all my other equipment 
is in the trailer. I have a whole 
separate kitchen in there, too.”
 Most customers are lo-
cals, which has resulted in Lino, 
27, becoming a bit of a local 
celebrity. “I’m a people person. 
I talk to everybody,” he said at his restaurant, 
where he cooks as needed (he has four cooks) 
and even cleans. He’s also seen serving diners 
and visiting each table to say hello. “Everyone 
knows my name is Al, but at the Stripes (in Rio 
Hondo), they call me Mel. It’s like politics:  I 
shake everybody’s hand there.”
 Despite moving to a larger space, Lino 
is already worrying about whether or not it will 
do. Since the move, business has doubled. “I 
thought this one was going to be big enough,” 
he said. “But we need more kitchen equipment 
to keep up.  I’m thinking, where are we going 
to put it?” To address the increase in customer 
traffic, he’s finishing a renovation of a deck/pa-
tio area on the building’s east side.  Not only 
does he intend to create more seating space, he 
hopes its design features (palm tree shade and a 
water fountain decorated with rocks) will cre-
ate a relaxing ambiance for diners.
 A young restauranteur with big plans, 
Lino loves the food business. It’s in his blood. 
And he knows he’s blessed, especially as chain 
restaurants, like Subway, have started to move 
into the growing town by the Arroyo. Many 
residents have said to him that Rio Hondo 
needed his diner. The fact that Whataburger is 
opening up right down the road doesn’t faze 
Lino at all.  “I tell them to bring it on.”
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Al Lino built the standing bar counter that outlines the dance floor space at Mel’s Diner. Framed by shaggy cedar wood, the 
design is in keeping with the restaurant’s rustic country theme.   (VBR)
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By Eileen Mattei
 The journey is as memorable as the 
destinations when you travel the Blue Ridge 
Parkway through the Ridge District in south-
ern Virginia.  America’s longest and narrowest 
National Scenic Byway, the Parkway has been 
called “America’s Favorite Drive,” because the 
route winds through Appalachian hardwood 
forests passing the high ridges between the 
Great Smoky Mountains and Shenandoah Na-
tional Parks.  Cruising down the Parkway, you 
find yourself spellbound by miles of blooming 
rhododendrons and mountain laurels framing 
panoramic views of mountains and lush val-
leys.
 Heading south from Roanoke, the 
two-lane parkway built by the CCC during 
the 1930s serves as a drive through time past 
weathered barns and wigwag fences. Numerous 
pull-offs encourage stops to take in miles-wide 
vistas and enjoy the cool mountain air and 
shady forests.  At milepost 176,  historic Mabry 
Mill, a water-powered gristmill and sawmill 
dating from 1908, acts like a stop sign.   Inside 
the restored mill, park rangers and volunteers 
demonstrate mill operations and talk about life 
and crafts in a rural Blue Ridge community.  A 

Off the Path – Blue Ridge Mountains

stroll past the mill and blacksmith shop introduces 
some of the diverse plants flowering on the high pla-

teau and whets your appetite for the buckwheat 
pancakes which are the all-day specialty of Mabry 
Mill Restaurant.
 Turn off the Parkway at milepost 171.5 to 
visit Chateau Morrisette,  one of Virginia’s largest 
wineries, perched on a mountain side. Its upscale 
restaurant glories in reinvented southern dishes -- 
wild boar, apple brined pork chops and duckling 
with scallion dumplings, paired with house wines, 
of course.  The Petit Verdot is worth taking home 
and the Heritage after-dinner wine has hints of ripe 
plums.  
 Drift down 
into Floyd, where 19 
artisan studios, 13 gal-
leries and boutiques, 
along with farms (al-
pacas, organic veg-
etables and daylilies) 
will enliven a long 
afternoon.   Region-
al artists fill Troika 
Contemporary Crafts 
with appealing fabric 
purses, jewelry and 
ceramics, while inside 
New Mountain Mer-
cantile, fragrant soaps 
and candles vie for 
attention along with 
locally made natural 

fiber clothing, handmade Raggedy Ann dolls 
and woodcrafts.  Floyd Country Store, dating 
from 1910, hosts jamborees Fridays, Saturdays 
and Sunday.     
  At Milepost 120, the Roanoke Star 
and Overlook provides a panoramic view of 
the city and its surrounds.  In town, the O. 
Winston Link Museum captivates both train 
buffs and casual visitors with  evocative train 
portraits and displays. The Railwalk  takes you 
from a pedestrian bridge over operating tracks 
to the Virginia Museum of Transportation, 
with 50-plus locomotives and rail cars as well as 
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For Appalachian Trail hikers, Flying Mouse Brewery created to-go tankards.  (VBR)

Tea time at White Oak Tea Tavern, a restored log cabin built in 1783.  (VBR)



entertaining exhibits of early car and planes.  A 
vintage neon sign pours coffee into a cup high 
above the Center on the Square, the pedestri-
an-friendly, café-rich downtown near the Taub-
man Museum of Art. 
 Head north from Roanoke to Buchan-
an, where the Appalachian Trail crosses the 
Blue Ridge Parkway. Filled with small shops 
featuring hardwood floors and tin ceilings, Bu-
chanan has a reputation for attracting antique 
shoppers.  Take time to visit Buchanan Swing-
ing Bridge over the James River.  
 Swing west to Fincastle, seat of Bote-
tourt County, which in 1769 stretched all the 
way to the Mississippi River and Lake Michi-
gan.  Ten log cabins built of oak and walnut in 
the late 1700s survive to this day here.  Clap-
boards applied in the early 1800s have hidden 
their oak and walnut logs in enlarged, still-oc-
cupied homes for 200 years.  The self-guided 
walking tour stops at the one-room James and 
Jane Early Cabin.  Restored to its original state, 
the log cabin provides an eye-opening look at 
frontier life, from the door latch to the spin-
ning wheel and sleeping loft.  The exposed logs 
of the Crowder  House, now a compact two-
story honeymooners’ cottage,  speak volumes 
about a bygone era.      
 Heritage Family Market, operated by 
a Mennonite family, stocks a huge selection of 
jams, preserves and fragrant baked goods. Don’t 
miss Traffic Jam, a delicious mix of cherries and 
peaches.  Fincastle is a jumping off place for 
Upper James River kayaking trips.  

Mabry Mill is a favorite stop on the Blue Ridge Parkway in southern Virginia.  (VBR)
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 T h e 
Wine Trail of 
Botetourt Coun-
ty leads you to 
Virginia Moun-
tain Vineyards 
with great vistas 
and the irresist-
ible Strawberry 
Frost wine, 
made from fresh 
strawberries, and 
Traminette with 
citrus hints.  
 For a 
late lunch head 
to White Oak 
Tea Tavern in 
Cloyd House, 
a two-story log 
cabin built in 1783.  Savory chicken salads – spin-
ach-artichoke and cranberry-almandine -- top the 
menu and pair wonderfully with the curated teas.  
Then browse through Old Trinity School Quilt Shop, 
brimming with reproduction vintage fabrics and of-
ten a quilting class sharing and teaching. 
 Pull up to the Flying Mouse Brewery in 
Troutville and chat with hikers taking a break from 
the Appalachian Trail, only one-half mile away.  Join 

The Mennonites who run Heritage Family Mar-
ket in Fincastle stock it with old-fashioned jams 
and preserves.  (VBR)

them in sipping Flying Mouse porters and pale 
ales on the patio and touring the craft beer’s 
innards.  Down the road in Daleville, stop at 
Ikenberry Orchards where fifth generation 
growers of heirloom apples have baskets of Lo-
dis and Romes,  as well as authentic country 
hams, local honeys and preserves. 

For more information, see visitvablueridge.com or 
visitroanokeva.com.
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By Eileen Mattei
 To increase the number of project 
ready industrial sites in Texas, AEP Texas and 
its parent company hired McCallum-Sweeny 
Consulting Service, a top-ranked site and fa-
cilities consultant whose clients include Boe-
ing and Northrup Grumman.  With them, 
AEP created the Quality Site program to boost 
economic development of the communities in 
AEP service areas.  McCallum Sweeny certifi-
cation enhances the marketability of industrial 
sites and strengthens the region’s industrial 
property inventory. 
 In May, the first AEP certified Qual-
ity Site in Texas was announced at Valley In-
ternational Airport:  Harlingen Aerotropolis, a 
479.5-acre site formerly known as Harlingen 
Industrial Airpark.   
 “The certification reassures companies 
coming here that due diligence, in effect, has 
already been done,” said Frank Espinoza, AEP 
Texas manager of community affairs and cur-
rent Harlingen Chamber of Commerce presi-
dent.    “It is a huge feather in our hat to have 
the certification.  It gives us a big competitive 
advantage. What happens so many times is that 
an economic development group brings a pros-

The Shovel Ready Aerotropolis 

pect to a town, and the prospective site later proves 
to have issues that will delay construction and start-
up.”   That roadblock of development plans has 
soured many companies’ interests and deflected 
them to other regions.  
 The AEP Quality Site Program in effect vets 
a site. Given that McCallum Sweeny represent the 
gold standard for qualifying sites, they know the 

criteria a shovel ready site must possess.  Re-
quirements include completed environmental 
studies, engineered plans, the site being under 
control of an entity to confirm its price and 
availability, and the infrastructure in place to 
finish out utility connections within a certain 
period of time.  
  “You don’t want a site to have a fa-

Roy Covey of AEP, Harlingen EDC Executive Director Raudel Garza, Harlingen Chamber of Commerce 
President Frank Espinoza, Mayor Chris Boswell and VIA Aviation Director Marv Esterly jointly announced 
the future Harlingen Aerotropolis.  (VBR)

Artistic rendering of the future Harlingen Aerotropolis on the east side of Valley International Airport.  
(Courtesy)
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tal flaw,” said Roy Covey, AEP manager for 
economic and business development in Aus-
tin.  He explained that the program started 
two years ago with 22 communities applying 
for certification.  “Harlingen is really leading 
the state with the quality of site information 
and preparation.” An additional Texas site has 
now qualified with two more sites expected to 
achieve certification within the future.  Covey 
predicted that Aerotropolis, on the east side of 
the airport’s FBO, should attract light manu-
facturing, logistics and service companies.
 Espinoza, who championed the proj-
ect, worked closely with Harlingen EDC staff, 
particularly Industrial Development Director 
Ramiro Aleman.  “We’re so lucky to have this 
in Rio Grande Valley,” he said.  While Espinoza 
acknowledged the importance of  location in 
industrial development, he pointed out that 
SpaceX and UTRGV are increasing the visibil-
ity of the region.  “It’s also timing, timing, tim-
ing,” he said, referring to SpaceX and UTRGV 
sparking visibility of the region.  “Who knows 
what aerospace companies we can bring here 
now?”  
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By Francisco Arozco
 For many, confidentiality and non-
disclosure agreements create a feeling of mis-
trust or speculation about alternative agendas. 
However, NDAs play a crucial role in the de-
velopment of potential business transactions or 
partnerships.  NDAs allow the parties to fully 
evaluate a possible transaction while minimiz-
ing risks associated with revealing sensitive or 
confidential information.  A party entering into 
an NDA often focuses primarily on the general 
concept of not disclosing confidential informa-
tion, as opposed to the actual substance of a 
particular agreement. It is easy to understand 
that you cannot disclose confidential infor-
mation.  However, fully understanding what 
knowing or disclosing that information means 
for your particular company is more impor-
tant.  Although many people focus primarily 
on what the NDA defines as “confidential in-
formation” and how that information may be 
used, there are myriad of nuances and consid-
erations in NDAs that are equally important. 
 When evaluating how your confiden-
tial information may be used, or vice versa, it 
is important to fully evaluate the “permitted” 
uses or disclosures outlined in the NDA. Often 

Confidentiality Agreements

times, many different people – even third parties – 
need access to the disclosed information to evaluate 
the feasibility of a certain transaction. For example, 
if a manufacturer intends to use a state-of-the-art 

material in its design process, the specifications of 
the new material may need to be disclosed to third 
party vendors to evaluate the costs of integration. 
Additionally, if a business intends to solicit bids, 
provisions that allow the parties to reveal some in-
formation may be necessary. Therefore, in negoti-
ating the permitted uses of a particular NDA, it is 
important to consider the entire evaluation process 
and how to protect confidentiality given all the po-
tential permitted uses and persons to whom infor-
mation may be disclosed in the evaluation process. 
 Another underappreciated subject found in 
many NDAs – or the agreements that the parties 
enter into after disclosing information under an 
NDA -- is the extent to which a party may rely on 
the information provided.  If confidential informa-
tion is being provided for purposes of evaluating 
the feasibility of a transaction, the party evaluating 
the information legitimately expects to be able to 
rely upon the information. However, some NDAs, 
and the contracts that ultimately evidence the 
transaction the parties enter into, contain clauses 
that disclaim a party’s ability to rely on the informa-
tion that was disclosed. Reliance is a critical issue 
in legal disputes involving fraud, misrepresenta-
tion or breach of contract claims. When you spend 
time and money moving forward with a transac-
tion based on information disclosed after enter-
ing into an NDA, you should ask competent legal 
counsel to review your NDA and the contractual 
agreement you enter into based on the previously 

disclosed information. Disclaimers of reliance 
come in many forms and are often tucked away 
in seemingly innocuous provisions of an agree-
ment.
 It is also important to evaluate whether 
an NDA is unilateral or mutual. Businesses 
seeking bids from vendors often use unilateral 
NDAs before disclosing sensitive information 
vendors need in order to bid on a project. A 
potential vendor, however, wants the benefit of 
a mutual NDA to make sure that the disclosing 
business does not reveal to the vendor’s com-
petitors sensitive information obtained from 
the vendor over the course of the bidding pro-
cess and the parties’ negotiations. Negotiating 
a mutual NDA with a “most favored nation” 
type clause also provides an opportunity for the 
potential vendor to get the benefit of all infor-
mation disclosed to competitors in the bidding 
process. 
 NDAs are an integral component of 
fostering and evaluating potential business op-
portunities. Unless properly drafted and evalu-
ated, however, the implications of entering into 
an NDA may be more far reaching than one 
could imagine. In the event you need or are pre-
sented with an NDA, speak to qualified coun-
sel before entering into or using someone else’s 
stock NDA form. 

Francisco Orozco is an attorney with the Kantack 
Alcantara Law Office, P.C., whose practice in-
cludes estate planning and probate, real estate and 
business law.  For more information, see kantack-
lawoffice.com.  
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Tim Piller, Site Lead of ULA Harlingen Operations,  an-
nounced that ULA will remain a VIA tenant for at least 
five more years.  (VBR)

The McAllen Chamber of Commerce All About Women “Unite to Ignite” Business Seminar & Style Show 
Luncheon took place at the end of May.  Professional businesswomen came together to discuss and share 
their expertise on business, management, growth, dreams, professional relationships, stress management and 
more.  (VBR)
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At TechSpace in the McAllen Creative Incubator, Code RGV partnered with over 30 local program-
mers, owners of IT companies, and designers as part of the Code for America “National Day of Civic 
Hacking.” The effort used publicly available data from Valley cities and community partners to create 
free programs and applications for the betterment of the community.  (VBR)




