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 Even the Valley is subject to win-
ter-like conditions every blue moon. Win-
ter weather before the actual first day of 
winter, December 21? You don’t say.
  Jack Frost did say. And he spoke 
with a voice not normally heard in the 
deepest region of Texas. Rain with wind 
chills in the low 30s is a language very few 
of us comprehend, and with good reason. 
After all, our northernmost neighbors re-
side in the Rio Grande Valley from No-
vember through mid March to enjoy the 
great outdoors without the aggravation of 
snow-shoveling and subzero wind chills. 
  Compared to north Texas and be-
yond, we fared quite well in December. And 
that’s exactly why we enjoy the comforts of 
home. For all but five to seven days, the Rio 
Grande Valley has about as perfect of a winter 
one could expect. Our four counties are truly 
blessed.
  These ideal weather conditions help 
maintain our current population and add resi-
dents who bring home, leisure and entertain-
ment spending habits to our regional economy. 
New commercial and residential construction 
and development barely take a break, unlike 

other markets seen in the news lately where blizzards 
and dangerously freezing temperatures shut down a 
region’s construction process until at least March. 
The adverse impact this postponing of commercial 
and residential development inflicts upon many 
businesses is quite devastating, but not here in the 
Rio Grande Valley.
  Thankfully, we can conduct business as usu-
al for at least 11.5 months per year with very little 
down time. Even 500 miles to our north they are 
not as fortunate as we are when it comes to weather 
interference, which delays everything from personal 
and corporate attendance to production to sales. 

Those delays play a major role in a region’s 
economy, but here in the RGV we rarely 
deal with weather conditions hindering 
development, transportation, buying and 
selling. 
  As we start 2017, let’s make sure we ex-
ercise our freedoms to live, work and play 
as consistently as any region in the United 
States. Being in a nearly perfect geographic 
region of the country carries a far greater 
advantage than many might appreciate. 
All you have to do to absorb that reality is 
click on the tube or internet and check out 
Chicago, Minneapolis or Fargo’s 10-day 

forecast. No thank you; I’m good with deep 
South Texas.
  Let’s work smart and together this year 
to continue a strong economy for Starr, Hidal-
go, Willacy and Cameron counties. Happy New 
Year to VBR readers and advertisers!

Todd Breland - General Manager
Valley Business Report - VBR e-Brief
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todd@valleybusinessreport.com
www.valleybusinessreport.com
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Stay updated all month long with news from around the Valley.  Sign 
up for our weekly e-mail e-Brief at www.valleybusinessreport.com.



27, spend 600 hours on academic studies and ap-
proximately 900 hours on clinical work. “The main 
difference with us is the hands-on, which is the ma-
jority of their time,” given the convenience of being 
located in a busy hospital, said program coordina-
tor Stephanie Hamby. Six instructors with hospital 
experience guide students as they rotate through 
different clinical specialties, gaining experience and 
confidence. 
 The LVN school doesn’t have pre-requisites 
other than a high school diploma and high scores 
on the entrance exam and interview.  LVN graduates 
receive a certificate of completion and go on to take 
the Texas licensing exam with a high success rate.  
“The employment rate is pretty high within the first 
six months,” Hamby said. Some graduates continue 
on to get their RN.
 “Post-secondary education is challenging, 
but it’s amazing. I see people who want to change 
their life. I think education is the only industry that 
changes lives,” said Jose Gonzalez, South Texas Vo-
Tech executive director. He explained that dealing 
with people who have a lot of issues, some even 
wanting to drop out, and then working with them 
and seeing a positive  outcome is highly rewarding. 
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The Other Path to Skilled Jobs 
By Eileen Mattei
 Individuals who want technical train-
ing without taking the academic courses re-
quired by South Texas College, Texas State 
Technical College and Southmost College can 
enroll at Rio Grande Valley’s privately owned 
vocational schools.  Providing no nonsense, 
adult-focused education, the proprietary school 
courses that focus on healthcare jobs prepare 
students for careers in vocational nursing, mas-
sage therapy, dental assisting and medical office 
skills. The end result is a certificate or diploma, 
and the skills and knowledge required to pass 
specific state licensing exams.
 To keep their accreditation and finan-
cial aid stream, the for-profit schools must meet 
state and national standards for student course 
completion and student placement. But student 
and employer satisfaction is the true test.
  The LVN School at Valley Baptist 
Medical Center Harlingen is probably the re-
gion’s oldest vocational school. Now in its 60th 
year, the12-month program enrolls up to 55 of 
the top qualifying students.  The licensed vo-
cational nursing students, whose average age is 

“They get placed and come back and say thank 
you and that STVT changed their life.”
 STVT, which has campuses in Browns-
ville, McAllen and Weslaco, cites 10-year job 
growth statistics to inform students about fields 
that have high potential for employment and 
good salaries. Professional massage therapy is 
forecast to have job growth around 22% while 
medical assisting is pegged at 23%.  
 “Placement is essential to keep accredi-
tation. We must make sure there is a real and 
continued demand,” for graduates of each pro-
gram, Gonzalez said. Each program must place 
70% of its graduates. Texas Workforce Com-
mission’s cut off rate is slightly lower. Day and 
evening courses provide flexibility for working 
adults.  Students are evaluated weekly on soft 
skills such as punctuality, responsibility and 
participation for a professionalism grade.
 For Professional Massage Therapy 
graduates, the placement rate is 84%, and 63% 
of the graduates pass the state licensure exam. 
(Those that don’t pass can work in chiropractor’s 
offices, for example.)  “There’s always a market 
for PMTs. The advantage of the program is they 

Graduates from the Valley Baptist Medical Center School of Licensed Vocational Nursing recite the nursing pledge during their commencement ceremony in De-
cember  2016. (Courtesy)



front office soft skills to clinical procedures skills 
such as EKGs. Gonzalez said student have the op-
portunity to specialize during their externship. Up to 
25% of them are hired by their externship employer.
 Before graduation, students prepare for the 
state exam, with the fee included in their tuition, to 
become registered medical assistants. “That’s what 
employers are looking for now, a higher standard 
of quality,” Gonzalez added. RMAs can move up 
the career ladder to become office managers. One 
graduate has gone on to medical school.
 Gonzalez said STVT’s Program Advisory 
Committee of more than 45 regional employers 
provides feedback on overall student performance, 
the equipment, the faculty and the lesson plans. 
“That lets us see if we are meeting job market ex-
pectations,” which is important facet of  keeping 

can have their own busi-
ness, once they get their 
license,” Gonzalez said, 
noting graduates can 
work for medical offices, 
spas, clinics and gyms.
 The seven–
month, 600-hour PMT 
program has about 50 
students enrolled year-
round. The youngest 
ones are right out of high 
school, but Gonzalez said 
one student is close to 
70 and pursuing a long-
delayed career dream. 
Students must complete 
50 massages to graduate, 
so STVT offers the pub-
lic full-hour massages by 
students for $30.
 S T V T ’ s 
10-month medical as-
sisting program currently 
has 123 students learning 
skills in the classroom and during 200-hour 
externships in medical offices. STVT instruc-
tor conduct site evaluations to confirm the 
students will be performing all the skills from 

accreditation. The school, which was started in 
the 1970s by the Rodriguez family, has been 
owned by Ancora since 2013. “They are push-
ing us to impact the community because we 
have a social responsibility; we’re not only here 
as a business. The priority is doing things right.”  
Students participate with charitable organiza-
tion, aiding colonia toy drives, and supporting 
autism and Down syndrome patients.
 Twenty years ago, the Valley had a 
shortage of qualified dental assistants, and Dr. 
Juan D. Villarreal of Harlingen Family Den-
tistry decided to start Dental Assistant Train-
ing. Today, he, along with Dr. Vivian Teegardin 
and Dr. Glen Thomason, are the instructors for 
the eight-week course held twice yearly for 10-
15 students. 
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2016 graduates of Harlingen Family Dentistry’s Dental Assistant Training  celebrated receiving certificates 
in a field that is projected to have more than 20% growth over the next  seven years.  (VBR)

2290 W. Pike Blvd. Suite 100 - Weslaco, Texas 78596
info@davisequity.com          www.DavisEquity.com

(956) 969-8648

A big 

to our own CJ Trevino
on earning his Texas Real 
Estate Brokerage License

A Full Service Commercial 
Real Estate Brokerage Firm

CONGRATULATIONS 

Dr. Vivian Teegardin and Dr. Juan D. Villarreal are two of the 
instructors for Harlingen Family Dentistry’s in-house Dental As-
sistant Training.  (VBR)

South Texas Vo-Tech Executive Director Jose Gonzalez said the 
placement rate for Professional Massage Therapy graduates is 
84%.  (VBR)



 Dr. Villarreal said that while Harlingen 
Family Dentistry is the largest dental practice 
in Texas in one facility, the entire dental com-
munity benefits from a flow of trained dental 
assistants. Harlingen Family Dentistry’s 140 
employees include 40 who are or were dental 
assistants.  “Each dentist has several assistants. I 
work with three.” 
 “Dental assistant training, with both 
didactics and lots of hands-on, gives them the 
tools and the vocabulary for the job. We recom-
mend 150 hours of internship,” Dr. Teegardin 
said. The students shadow and then work under 
a supervisor at the dental office. 
 Graduates of the state-registered 
school are eligible to take the Texas licensing 
exam.   They can move on to dental hygiene or 
administrative careers. “We assist them in find-
ing jobs. This acts as good stepping stone if they 
are interested in the field.”
 Of course, vocational schools address 
more than healthcare skills.  Ankjaer Jensen 
of Loran International ran a welding school 
as part of his business, but the training is on 
hiatus.  “We’ve got plenty of welders. What we 
need are machinists,” he said.  Welding training 
is expected to rebound once LNG plants and 
pipelines begin construction later this year. 
 In the meantime, Plumbers and Pip-
efitters Local 853 offers classes for plate and 
structural welders who want to upgrade their 
skills and become pipefitters. Then the pip-
efitters join the union. The ongoing sessions, 
which are always filled, have a waiting list.  
 Adults aiming to launch careers can 
take the shorter, less-traveled path of attend-
ing a vocational school.  Training in fields with 
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plentiful jobs can lead to oppor-
tunities in a variety of positions. 

For more information, see stvt.edu, 
harlingenfamilydentistry.com and 
Valleybaptist.net. 

Dr. Vivian Teegardin and Chelsi Tristan, a recent graduate of Dental 
Assistant Training, check a patient  at Harlingen Family Dentistry.  
(VBR)

A South Texas Vo-Tech Medical Assisting student gives her first injection to a human, a 
fellow student, while instructor Maria Ibanez coaches and observes the procedure.  (VBR)
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said. In fact, a brew pub 
is under construction in 
Pharr.  “The guy opening 
it came in and learned how 
to brew here, with equip-
ment from here.” Local 
brewery Rabble Rouser, 
which distributes only to 
bars and restaurants such 
as Santa Fe Steakhouse and 
Roosevelt’s, initially got 
supplies from RGV Brew. 
 Rather than cut-
ting into the market for 
brewing supplies, Mayer 
sees local microbreweries 
boosting interest in mak-
ing craft beers at home. 
RGV Brew draws custom-
ers from across the Valley 
and deep into Mexico. It 
stocks about 50 varieties 
of grain from Belgium and 
Germany along with 50 
types of hops from France, 
England, Germany, Aus-
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Brews Brothers
By Christian Winston 
 By day, Rudy Mayer works in Reynosa 
as a maquila manager. At night and on week-
ends for the past 20 years, he has brewed his 
own beer.  But two years ago, Mayer gave up 
brewing time to open RGV Brew, a homebrew-
ing supply store.
 “There was no place closer than San 
Antonio to buy homebrewing supplies,” Mayer 
said. Multiple attempts to buy supplies online 
were plagued by incomplete orders that made it 
impossible to brew the beers he wanted.   
 Once Mayer discovered Border Brew-
ers, a homebrewing club founded in 2012, he 
realized he was not alone in his search for a good 
supplier. A card-carrying member of the Ameri-
can Homebrewers Association and a certified 
AHA beer judge, Mayer and his wife Deborah 
opened the part-time store to meet a need. The 
limited hours (6 p.m.- 9 p.m. Tues.-Thurs. and 
Sat. 12-5) suit most customers.
 “Two-and-a-half years ago in the Val-
ley, just buying a craft beer was a challenge.  
Roosevelt’s had craft beer on tap.  Now Holi-
day Liquor, Feldman’s and H-E-B carry craft 
beers and more restaurants do, too,” Mayer 

tralia, New Zealand and Slovenia.  The yeasts 
required to start beer fermenting are available 
dried or liquid. 
 RGV Brew doesn’t sell beer, since that 
requires a TABC license.  Mayer said individu-
als can make about 250 gallons of beer annually 
for personal consumption. “Or you can give it 
away.” 
 Mayer would like to hold more classes 
than they have to date: On National Homebrew 
Day in May, about 10 people were there, brew-
ing. On Learn to Homebrew Day, a different 
crowd attended the demonstration.  He also 
held Girls Pint Out, for women who want to 
learn home brewing.  
 The tidy store, brimming with stainless 
steel kettles, funnels, dark bottles and hydrom-
eters, leaves no doubt that sanitation is critical 
during brewing. Swing top, corks and bottle 
caps of all colors help to differentiate the types 
of home-bottled beer. “You can order labels 
or print them yourself,” he said. The labels his 
artist wife made for him are prominently dis-
played.
 Almost all homebrewers move away 
from bottling their beer to putting it in kegs, 
Mayer said. “It takes more expensive equip-
ment, but bottling takes more work.” Home-
brew recipes typically make 50 bottles with the 
beer ready to drink in three weeks to six months, 
depending on the recipe.
 A phone call interrupted Mayer’s dis-

Rudy Mayer suggests a customer taste toasted malt, an ingredient in home-
brewed beers.  (VBR)
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For more info, see rgvbrew.com. 

Deborah Mayer, an artist, designed the labels for her husband’s beers. 
(VBR)

RGV Brews stocks dozens of homebrewing kits that make it easy to start making your own 
beer.  (VBR) 

cussion of homebrewing.  “A Russian Imperial 
Stout kit? I just sold the last one, but I have all 
the ingredients you’d get in a kit.  I can put the 
ingredients together for you,” he said.   
 Kits are an all-in-one brewing system, 
Mayer explained, with the appropriate mashed 
grain depending on what you want to brew: Bel-
gian season, English brown ale, or an IPA as a 
few of the dozens of choices.  “Do you like big 
blondes?” Is the question on the Imperial blonde 
ale kit.  With one of the kits and some basic 
brewing equipment such as a 24-quart stainless 
steel pot and bottles, you can make a five-gallon, 
50-bottle batch for around $150.  
 If you’re more adventurous, Mayer is will-
ing to guide you.  “We’ll help you find a recipe, or 
bring your own in to get the ingredients. Most of 
the people who brew beer love to talk about it and 
are extremely helpful.” 
 Visitors receive a free introductory copy 
of AHA’s magazine, Zymurgy. The store gives 
discounts to members and offers deals on startup 
equipment.
 One of Mayer’s homebrews -- a horchata 
cream ale -- was available to sample at Brew in 
the Woods held at Valley Nature Center in Wesla-
co. He is coordinating the battle of the brews at 
IMAS’s 2017 Brewseum.
 RGV Brew sells kits and bottles for mak-
ing wine and mead. “It’s easier than beer, but it 
takes longer.”  Whatever you choose to brew, you 
can be sure of support and encouragement from 
RGV Brew and all of your friends.
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Moving Mountains Stone by Stone
By Eileen Mattei
 In the beginning, John Webber couldn’t 
afford to buy a delivery forklift, which is a major 
issue when you are moving pallets of stone that 
can weigh around 5,000 pounds. In 2002, he 
had started Southern Stone as a one-man busi-
ness after a customer of his lawn service asked 
him to put in a stone walkway.  Moving moun-
tains of stone held more appeal and potential 
for him than pushing a lawn mower.
 “I was really nervous about making ex-
penditures, so I waited quite a while to get set 
up to deliver,” Webber recalled. Poor-boying, 
he unloaded rock for customers by hand in the 
evening after closing the Southern Stone yard 
for the day.  Eventually he got a hitch to tow a 
second forklift to deliveries. Then, after two to 
three years in business, he got a driver.  
 “Life got good at that point.  A driver 
was big deal.  At the time, I would have liked 
to skip that first phase, but looking back, it was 
important. I can tell my kids to work hard be-
cause I did.” He asked questions and learned 
along the way.
 “Not that I’ve made it, “ Webber said.  
“I believe you never own success. You only rent 

it, and rent is due 
every day.” 
 His early 
days also serve 
him well when 
new employees 
have a bit of an 
attitude about 
bosses in air-con-
ditioned offices. 
They’ll soon see 
Webber driving a 
forklift and being 
hands-on when-
ever necessary.   
“The way I look 
at it is if I do my 
part and come up 
with new ideas 
and keep look-
ing a big picture, 
everyone comes 
out.  When I see 
all the employ-
ees’ cars here, it’s 
a reminder that 
there’s no playing around.”  
 Webber “discovered” stone 14 years ago, 
and initially carried 10 types of Mexican stone.  
“The market is always changing, but I have the larg-
est selection of stone in the Valley,” several hundred 
kinds of stone.  
 Most of that selection is visible online, 
where it is less overwhelming for customers to sort 
through. Webber focuses on making a “smoother 
customer experience. The contractor’s customer 

needs to have a good experience and that reflects 
well on the contractor.” Southern Stone’s main 
customers are contractors in the home construc-
tion market.
 “Our website is meant to be used by 
contractors to look at stone and use it as a tool. 
The contractor gives us the measurements and 
we translate that into materials and costs, so 
there’s minimal waste and more predictability,” 
Webber explained.  “It’s to make their lives eas-
ier, and they will send more people to us. Most 

of our materials 
go to new con-
struction.  From 
the contractor’s 
perspective, they 
have a lot of con-
cerns.  Quality is 
one of them, but 
predictability and 
accuracy are more 
important.” 
 Webber said 
using a digital 
scale when selling 
material is essen-
tial. “Even after 
14 years, I can’t 
look at a pallet 
and tell you what 
it weighs.” 
Southern Stone’s 

John Webber can be found both in the stone yard and the office.  (VBR)
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Shifting 400-pound boulders and 5000-pound pallets requires sturdy equipment.  
(VBR)



sales specialists have to work their way up to 
that position, first gaining at least a year’s ex-
posure to stone either in the yard or the office.  
Do-it-yourselfers and others selecting stone 
they will live with for many years seek gentle 
reassurance on their choices and designs. “This 
is new to most people.  They’ll have ideas in 
their mind.  It helps that Robert (Garza) and JP 
(Jose Perez) are naturally artistic,” Webber said.  
“They are valuable to people with questions. 
 “Most of the cost of rock is freight, es-
pecially now that we are bringing things from 
far away. We’re moving mountains,” Webber 
said.  They now carry the brand Cultured Stone.
 Landscape products, such as Mexican 
beach pebble, remain popular, although the 
segment is smaller as the home construction 
segment has grown.  At his own house, Webber 
has used stone inside and out: waterfalls, path-
ways, courtyards and walls. 
 “In the future, I plan to expand elec-
tronically,” Webber said. He intends to contin-
ue improving the business, with the help of his 
wife Sylvia, whom he credits with supporting 
the family while the business was getting off the 
ground.  Her business card reads ‘Owner’s boss.’  
Faith and forklifts: both can move mountains.

For more information, see southernnaturalstone.
com.
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A water feature made with majestic plum stone from Stone Mountain.
(VBR)

Stone Mountain staff move slabs onto the digital scale.  (VBR)
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Masters of the Shipping Business
By Henry Miller
 Linda and Mario Gaona wanted to be 
entrepreneurs and were eager to start their own 
business. That was 29 years ago, and the Rio 
Grande Valley was an opportune place to start a 
business. They opened U.S. Mail and More, one 
of the first – if not the first --  non-United States 
Postal Service mail rooms in the Rio Grande 
Valley. Today, their first franchise location sits 
in its original site at 1001 S. 10th Street, Suite 
G, in McAllen.
 “We were really excited and wanted 
to get into the entrepreneur business,” Linda 
said.  On a trip to California they had seen a 
similar business doing well. “We were ready and 
thought it was a great investment. We read a lot 
and just knew it was the right thing to do. It was 
new to the Valley, and we believed it was going 
to be successful.” Nearly 30 years later, it’s hard 
to argue that point.
 Not only did the Gaonas open their 
first store, they followed with three more fran-
chises around McAllen. Later they closed two 
of them but the one at 2403 North 10th Street, 
Suite B, remains open. Linda runs the franchise 
on South 10th and Mario oversees the business 

on North 10th.
 “When we first started, 
it was new to the Valley and 
not many people knew about 
our services,” said Linda, who, 
like her husband, was born and 
raised in McAllen. “We started 
growing clientele locally and 
then started gaining a lot of cli-
entele from Mexico. This has 
just been a great experience.  Be-
ing close to the border is ideal 
for us, and it’s very convenient 
for many of the people from 
Mexico to have a U.S. address 
where they can send and receive 
mail and do a lot of business.” 
 U.S. Mail and More 
offers mail boxes, FedEx, UPS, 
USPS, shipping material, DHL 
and is a shipping center for all 
of the major carriers. Competi-
tion between the major delivery 
services is a positive thing for 
U.S, Mail and More.  That helps 
offset economic challenges, like 
the slow fading of stamps and 
letters as the Internet became 
the preferred way of “mailing 
letters.” The fact that they are 
official authorized UPS and 
FedEx shipping centers means 
their clients can ship packages. 
They can also receive packages 
as long as they have one of the 
nearly 1,500 mailboxes available for rent from the 
two centers. Having multiple services available also 
means that when one goes on strike – like UPS did 
in 1997 and could possibly do again this year – cus-
tomers can still ship through other options.
 The Gaonas, however, have faced stiff com-
petition from national chains such as The Mailing 
Store and The UPS Store. But there’s something to 
be said about first-mover advantage and developing 
a loyal clientele. In fact, three of them have been 
with them for all 29 years.
 “We pride ourselves on customer service,” 
Mario said. “Many clients can’t read or write, and 
we will fill out their shipping labels and do what 
they need. It’s not something that other places will 
always do. And if we don’t do it, a lot of the people 
we help won’t go anywhere else to get it done.”
 “A lot of our customers – probably 40% – 
are from Mexico, and they have been coming here 
for years,” Linda said. “They may need to use Mon-
eyGram to send money back home or do some in-
ternational mailing. USPS has gone through a lot of 
changes, and they all offer so many options. They’ve 

increased their services to keep them in competi-
tion.” And that helps U.S. Mail and More.
 But it’s not a business that Mario would 
jump into so quickly these days. Technology has 
bitten into profits, but it’s also been costly to 
the same clients trying to keep their cost down. 
“We’ve had a lot of people who come in here 
and want to ship something, for example, after 
they sold it on eBay,” Mario said. “They’ll weigh 
the item on their bathroom scale and when they 
come in they are surprised that the weight and 
the cost is more and now they’re faced with los-
ing money.”
 Linda said she’s looking forward to 
more services being offered by the different de-
livery services. The Gaonas have their eyes and 
ears open and are itching to expand in the North 
McAllen area. “We’re looking to open some-
where around Trenton Road,” said Linda of the 
heavy traffic area about six miles north of their 
original store. “We’re not sure where yet, but we 
are looking.”

For more information, call 631-0378. 

Mario and Linda Gaona opened their US Mail and More franchise 29 
years ago and currently own and operate two centers in McAllen.  (VBR)
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 405 N. Stuart Place Road

956.428.4100

Brownsville
470 E. Morrison Road

956.547.5100

Los Fresnos
205 E. Ocean Boulevard

956.233.4100

Raymondville
729 E. Hidalgo Avenue

956.699.4000

South Padre Island
2701 Padre Boulevard 

956.761.8589

McAllen
8000 N. 10th Street

956.664.8000
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Bad Underwear Can Ruin Your Day
By Arnoldo Mata
 Bad underwear can ruin your day, a 
boss of mine told me. I never learned what cir-
cumstances inspired that conclusion.  
 The conversation revolved around how 
underwear is something only the person wear-
ing it can assess the problem with the fit: too 
loose, too tight, comfortable in some situations 
but not in others, better with some clothes but 
not others, etc. When the underwear is wrong, 
it bothers you all day long, taking the sparkle off 
a great day in a personal way. No matter how or 
where you sit, walk or stand, that bad feeling is 
there all freaking day long – until you take it off.
 This applies to any clothing or shoes 
you wear. They may look good, but they can 
also be uncomfortable or even painful. My boss 
made a deft connection from there to the or-
ganization where we worked. Each company, I 
was told, has some pain or discomfort points. 
Systems don’t quite work right, are just a little 
behind, departments fail to connect, customers 
have to wait longer than they should. Part of our 
job, my boss said, was to figure out if we were 
contributing to those pain/discomfort points or 
eliminating them, because we provided services 

to other departments and not to outside customers.
 The problem, generally, is that we become 
used to those discomforts. People stop thinking 
about irritations because they are always there.  We 
don’t notice them anymore and learn to live with the 
pain/discomfort. Some of those discomfort points 
are internal and some are external. Some only the 
customers see. Some only people on the inside see. 
In all instances, these pain points slow you down like 
a sore ankle. Enough discomfort points, and the or-
ganization slowly grinds to a halt, like having painful 
ankles, knees and hips all at once. 
 It takes some effort to identify those dis-
comfort points, once we accept them as part of the 
fabric of life. Still, one way to improve a group’s 
performance is to start to address those discomfort 
points. Customers certainly notice when pain points 
start to disappear. Employees seem to get energized 
when those points fade away. Pain points are a drag 
on an organization’s success. 
 We also have personal discomfort points 
that we need to address. They usually have to do with  
personal performance challenges.  This can include 
not being focused on your goals, not keeping up 
with your skills, not committing to what you’re do-
ing and procrastinating. You know when you’re not 

up to speed. You know when you’re not working 
toward your goals. You know when you’re falling 
behind everyone else in your skills or knowledge 
set. When you first notice it, it feels bad. Yet 
once you get used to the lower standards, you 
start to accept it as a fact of your existence. 
 The organization is a reflection of its 
leadership. If the organization has some discom-
fort points, then that’s what the leadership is tol-
erating. That also indicates that the leadership 
tolerates some personal discomfort points.
 By then, you are not living up to your 
potential and neither is your organization. That’s 
when you really have to take a good look at 
where you and your organization are and where 
you want to be. You’re not going to change ev-
erything all at once. Pick a couple of easy targets 
and start working on those. As you start to feel 
success, you will be energized to do more, and 
then some more and then just a little more.
 In short, it’s better to change that bad 
underwear or even do without it than to keep 
using that bad underwear over and over again.

Arnoldo Mata heads Leadership Resource Group. 
He can be reached at arnoldo.mata@hotmail.com.
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One Way to ScaleUp a Business
By Eileen Mattei
  When your mother wants you to work 
in her business, it’s not easy to say no.  Caroline 
Grajeda once jokingly told her mother, “As soon 
as I’ve paid off my vehicle, I’ll come work for 
you.” Celia Grajeda had opened Bake A Cake in 
Pharr in 800 square feet in May 2005, pursuing 
a long time dream to have her own business. 
 “My mom is a creative hands-on per-
son and saw the need in the Pharr area for a 
cake decorating supply store. She ran the store, 
gave classes and in 2008 moved to space that 
was twice as big,” Grajeda said. “It was tough 
then, even when watching expenses, when the 
bad economy affected everyone. I helped her 
out, but I was working full time as a manager 
elsewhere.”
 Yet Celia took her daughter’s offer seri-
ously.  When she found a second location late in 
Dec. 2014 in Mission and opened Bake A Cake 
2 in Feb. 2015, Caroline became the hands-on 
manager and part owner. Family involvement 
didn’t end there. “My dad decided to invest in 
the second location and became a partner, but 
Mom is still the boss.” 
 Grajeda, who has a business adminis-

tration degree from UTPA, also 
oversees purchasing and mar-
keting as well as handling the 
company’s books. Because her 
parents speak only Spanish, Gra-
jeda alone signed up for SBDC’s 
ScaleUp program last fall. “We 
want to grow the business to 
another level.  We want to be 
well-known as the place where 
you come for all cake decorating 
supplies. We want to be the go-to 
place.”
 “We’re structuring the 
business where we can moni-
tor every single aspect of it and 
that’s helping us.  Doing market-
ing research has opened our eyes 
to how many bakers are in areas, 
what they are looking for the 
most.”  
 Grajeda now tracks 
where the people are coming 
from and what brought them to 
Bake a Cake. “Numbers don’t 
lie. I’m making sure we monitor 
the numbers. We ask customers 
where they heard about us and 
see which ad is getting the best 
response.”
  ScaleUP has helped 
Grajeda stay on top of spending 
by analyzing the numbers frequently.  “They teach 
us how to turn over the inventory, making sure we 
keep the products that are selling best on hand and 
be aware of products that aren’t moving. ScaleUp 
helped in understanding product rotation and keep-
ing my eye on things to make sure the best-selling 
items are always in stock because that keeps the cash 
flowing.”
 Grajeda said the eight-week course required 
participants to have their financials accessible since 
they were used for assignments.  “They’ll teach you 
how to convert them to percentages so it is easier to 
read.  We compare them month to month and go 
back. What percent was operating expenses?  Did I 
buy more inventory this month?”  
 “ScaleUp taught me the importance of do-
ing this on a daily basis to make a profit consis-
tently,” Grajeda said.  “It’s been an eye-opener. The 
whole ScaleUp group is like ‘Wow!  No wonder I 
have not been getting the numbers I’m looking for.’” 
 Grajeda is convinced what she has learned 
and applied will help Bake A Cake grow Valley wide. 
“Right now we are going to focus on expanding the 
customer base and then maybe expanding locations. 
But first we need to strengthen our two locations. 
We have the information to do that now.”

 “It’s fun to run your own business but 
even more fun, more interesting, is learning how 
to run it correctly,” she said. Grajeda’s parents are 
learning along with her. “I explain the informa-
tion to them, so they see what we need to work 
on. Once you do the research and you know 
your business, you know where your customer 
is.” 
 Grajeda researched Pharr and Mis-
sion markets, looking at the income per capita 
and the traffic at each store. “The customers are 
very different between Mission and Pharr, even 
though the per capita income is nearly the same.  
Mission has the reputation for having more 
money and I sell products in Mission that won’t 
sell in Pharr. It’s interesting how that shows up.”
 ScaleUp does not tout one form or path 
for advertising over others, Grajeda said. “You 
need to know your customers and make sure 
wherever you advertise is going to target them.”
  After ScaleUp graduation in December, 
Grajeda and her classmates will stay connected 
to the program. “They want to know what we are 
implementing.”  And see what the Grajedas are 
cooking up to grow their business.

For more information, see bakeacaketx.com.

Carolina Grajeda displays a cake decoration made with Isomalt, a sugar 
substitute.  (Courtesy)
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Bake A Cake customers learn how to use Isomalt to decorate a cake with instruction from a well-known decorator.  (Courtesy)



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

Join our VIP Club
text "Pier19" to 63975

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,

Join our VIP Club"
text "Seafood" to 72727

956.761.1160
www.schlitterbahn.com

Experience a warm welcome the 
moment you enter our lobby.
Free super start breakfast.

Spacious rooms with kitchenettes.
Clean and friendly.

956-761-6300     
www.super8padre.com

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.

Join our VIP Club text "Pier" to 63975    •    (956) 943-PIER

Private Beach Access
and Salt Water Pool!

6200 Padre Blvd
(956) 761-4744

www.travelodgespi.com

Private Beach Access
and Salt Water Pool!

See 
Your Business 

Featured Here!
Call Todd

(956) 310-8953
Todd@ValleyBusinessReport.com 1985 W. Bus. Hwy 77, San Benito, TX  •  (956) 399-5123

SportsmanBoats.com

5701 Padre Blvd.
956.761.4913 

windwaterspi@gmail.com
www.windwaterspi.com

The Only Hotel Facing The MarinaSee 
Your Business 

Featured Here!
Call Todd

(956) 310-8953
Todd@ValleyBusinessReport.com



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

Join our VIP Club
text "Pier19" to 63975

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,

Join our VIP Club"
text "Seafood" to 72727

956.761.1160
www.schlitterbahn.com

Experience a warm welcome the 
moment you enter our lobby.
Free super start breakfast.

Spacious rooms with kitchenettes.
Clean and friendly.

956-761-6300     
www.super8padre.com

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.

Join our VIP Club text "Pier" to 63975    •    (956) 943-PIER

Private Beach Access
and Salt Water Pool!

6200 Padre Blvd
(956) 761-4744

www.travelodgespi.com

Private Beach Access
and Salt Water Pool!

See 
Your Business 

Featured Here!
Call Todd

(956) 310-8953
Todd@ValleyBusinessReport.com 1985 W. Bus. Hwy 77, San Benito, TX  •  (956) 399-5123

SportsmanBoats.com

5701 Padre Blvd.
956.761.4913 

windwaterspi@gmail.com
www.windwaterspi.com

The Only Hotel Facing The MarinaSee 
Your Business 

Featured Here!
Call Todd

(956) 310-8953
Todd@ValleyBusinessReport.com



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

Now serving 

Beer & Wine 
at our Weslaco Location!

18   Valley Business Report     January 2017

Are You Ready to Sell the Company?
By Eileen Mattei
  “Most small businesses try to mini-
mize their bottom line for tax purposes. And 
then they do a 180 and want to show a very 
healthy bottom line for a potential buyer,” said 
Rick Wickett, managing partner of BizAlliance 
Advisors, a business brokerage. Wickett prefers 
working with an owner one to two years ahead 
of time to help that 180 turn result in an in-
creased valuation for the business.  “There are 
things we can do to help you increase the value 
of your business up to 71%.”   
 “It’s surprising how many people say, 
‘You know, I’ve thought about selling the busi-
ness. I’ll be retirement age in two years.’ But 
the owner is so wrapped up with getting things 
done every day, they don’t step back and begin 
planning ahead,” Wickett said.
 Wickett himself once owned and sold a 
medical billing practice. “If I had only known 
then what I know now! Had I been more stra-
tegic, the business could have been much more 
valuable. At the time, I was just happy that I had 
enough clients to keep me busy and producing 
a nice income.  I had considered hiring an ad-
ditional person and adding more clients, but 

truthfully didn’t see the added value.  That 
was a mistake and could have produced a 
very different outcome.” 
 About 63% of owners looking 
to sell consult their accountant, and 52% 
consult attorneys.  “They want to keep it 
private, and they realize they need advice,” 
Wickett said. 
 Late in 2015, after careers in bank-
ing and title insurance, Wickett joined real-
tor Barry Batsell and Eduardo Richa, a for-
mer Trico manager, to establish BizAlliance 
Advisors. The three had a vast network of 
connections, but getting a business listing 
is “unbelievably complicated. The owner of 
a business has put years and years of  hard 
work into it, and they want to know that 
signing an agreement will get them results,” 
Wickett said. 
 “We try to take it step further. 
We’ve recently licensed software called the 
Value Builder, where an owner completes a 32-ques-
tion survey free of charge.” A database of 25,000 
businesses enables a business to be evaluated on set 
criteria.
 “The initial summary page is free. If the 
customer wants to go into it deeper, I will bring a 
28-page report and sit down with them for several 
hours and review it. If they like what they  see, the 
next step is they hire us for a fee or monthly pay-
ment.” The business owner gets monthly assign-
ments to look at specific segments of their company.  
“When we meet, we are not talking pie in the sky. 
We talk about what you find and determine action 
items that will create value.”
  “I’ve learned that what adds more value to 
a company is the owner being able to be less in-
volved,” Wickett said.  “A business that can run 
without the owner being there every day, all day, is 
more saleable.  When every customer wants to deal 
with owner, the buyer will ask, ‘what happens when 
you’re not here?’ The buyer needs to see they won’t 
have to be there 70 hours a week, to protect their 
$500,000 or more investment.” 
 B i z A l -
liance Advisors 
focuses on busi-
nesses with rev-
enue between 
$400,000 and $10 
million. Own-
ers with revenue 
over $1 million 
are most amenable 
to building value 
through their ad-
vice, Wickett said.  
The survey gives 

an estimated value and, “when we say we think 
we can get it up by as much as 70%, we’re going 
to get their attention.” 
 The modules delve into scalability, how 
customers rate your business, growth potential, 
recurring revenue and cash flow. Does one cus-
tomer constitute more than 15% of your rev-
enue?  “We’re advocating giving you some time 
away from the front line to think.” Another rea-
son to plan ahead, Wickett said, is to get advice 
from tax counsel to minimize tax consequences. 
For appraisals of equipment and industry spe-
cific assets, BizAlliance brings in specialists. 
 Batsell is an active partner, Wicket add-
ed. Sales of businesses that include real estate 
must involve a realtor.
 Some owners use BizAlliance Advisors 
to build value, because they have a next genera-
tion family coming up, Wickett said. Younger 
companies can use the services to increase com-
pany value, too. “We can’t create a market for 
your business, but when there’s a market we can 
help.”
 With no Valley-based business bro-

kers until now, local 
companies have used 
agencies in Corpus 
Christi and Austin.  
Now BizAlliance Ad-
visors is getting the 
word out about their 
hands-on assistance 
that makes a business 
more valuable and 
more saleable.  

For more info, see bi-
zallianceadvisors.com.

Rick Wickett  (Courtesy)
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Deep into Hobbies and Heroes
By Henry Miller
 There was a time where Topps had the 
baseball card market locked up. The same can 
be said for DC and Marvel comic books. It was 
a time when a young boy or girl would wait anx-
iously for the next Spider Man edition to ap-
pear on the stands or opening that pack of cards 
maybe meant completing the set.
 That entire landscape has been bull-
dozed, flattened and rebuilt. Yesterday’s fun 
hobbies for kids have transitioned into a hard-
core competitive industry that, over the years, 
has built a wider audience. While there may 
be fewer superhero style comics printed, which 
used to rule the industry, now there are more 
options and that has drawn in that larger comic 
book base. That’s just fine with brothers Chris 
and Adan Salazar, owners of Hobbies and He-
roes at 5401 N. 10th Street in McAllen. 
 “Movies, sports and other channels 
have helped grow the buying base, and that’s 
been an incentive for the companies to keep 
printing a greater variety of comics,” Adan said. 
“Now there are more targeted markets, there 
are more titles for teens, for adults, for women. 
More comic characters are turning into movies.” 
 Chris enjoyed reading Iron Man com-
ics as a child. At that time, Iron Man was a 
secondary character – he took a backseat to 
the likes of the big three – Batman, Superman 
and Spiderman. Robert Downey Jr. and Holly-
wood, however, have turned Iron Man into one 
of the biggest box office superhero sensations. 
“He wasn’t very popular when I read his com-
ics,” Chris said. “He was just mediocre when it 
came to superheroes. Now he’s one of the flag-
ship characters.”
 More than $248 million is spent 
monthly on the top 300 comics per month, ac-
cording to the website statisticbrain.com. That 
doesn’t include magna comics, the Japanese 
bound books that target teens and adults. Hob-
bies and Heroes prefers to stay with the tradi-
tional comic books, or graphic novels as many 
call them today. 
 The store also offer sports cards, figu-
rines and the latest in those figurines – Funko 
Pops. Modeled after bobble heads figurines, 
Funko Pops have tapped into the collectibles in-
dustry almost overnight. It has a wide range of 
characters – from athletes to superheroes to the 
whole group of characters from the Big Bang 
Theory, and much more.
 “They have taken off in the last 18-24 
months,” Adan said. “They have grown so fast 
it’s going to be hard for the company to con-
tinue to grow at that rate. But whoever set up 
their licensing and marketing did an amazing 

job.”
 Not only has 
the comic book and 
figurine industries 
changed, so too has 
the baseball card in-
dustry. Once, buying 
single packs was the 
way many collectors at-
tempted to complete a 
set. As more and more 
companies began print-
ing cards, collectors 
started collecting entire 
sets at a time or started 
collecting their favor-
ite players. Now, the 
full sets have taking a 
backseat once again as 
the companies have be-
come more innovative.
 “ T h i n g s 
changed around 2000 
when the companies 
started doing things 
like putting a piece of 
something a player used in a game inside a card,” 
Chris said. “You can find pieces of a shoulder pad 
or of a jersey or helmet or ball. It’s made it more 
fascinating for collectors to have chance to get a 
card that has something that was actually used in 
a game. Sometimes there are authentic autographs 
on a player’s card. It’s definitely changed the way 
people collect cards.”
 As in most other businesses, the brothers 
face competition with the internet. E-commerce, 
especially Ebay for cards and comics, have become 
competitive and, Adan said, digital comics will 
continue to grow slowly. “That’s why the bigger au-
dience base is so important, especially for the local 
comic book or card store. Kids don’t read as much 
these days. The video game industry has eroded a 
lot of the sports cards and comic book industry.”
 Sites like Ebay are filled with sports card 
collectibles. Chris said these type of sites with no 
overhead can easily offer consumers any card they 
want. The biggest difference – and one of the best 
reasons – to visit the local store or dealer is you see 
what you are getting. “You never really know what 
you are going to get when you order a card online,” 
Chris said. 
 The card season is doing well this year, es-
pecially in Texas. All the rage is in the Dallas Cow-
boys’ rookie sensations Dak Prescott and Ezekiel 
Elliott. Chris said as long as the Cowboys keep 
winning, those two cards and figurines will remain 
at the top of the popularity list. 

For more information, see Hobbies and Heroes on 
Facebook. 

Chris Salazar, co-owner of Hobbies and Heroes in McAllen, displays in front of 
him the wide range of collectibles the store has for all type of consumers - from 
casual to avid readers and collectors.  (VBR)



Generations of Gloor Lumber
By Eileen Mattei
 Recently, a woman walked into Gloor 
Hardware & Specialty Lumber and, mystified, 
asked her companion, “Are we in Gloor’s?”  She 
had reason to be confused.  Since late August, 
the 64-year-old lumber business has undergone 
a total makeover inside and out. 
 “We’re trying to bring it back to the 
glory it was,” said Stanley Tomlin, Gloor Hard-
ware & Specialty Lumber’s general manager 
since August.  “We’ve just gone through a major 
restocking of merchandise. We literally took ev-
erything out and brought in everything new.” 
 Inventory that had been around for 
up to 20 years – tools, nuts and bolts, shovels 
-- was sold off at deep discounts or given away 
to a local church. Tomlin replaced their non-
longer-attentive hardware supplier of 30 years 
and adjusted the pricing structure. New exterior 
and interior lights were installed, and trees were 
trimmed to make the business more visible.  
 Tomlin began with changes in the out-
side lumber yard and warehouses.  He was aware 
that the employees were concerned about get-
ting out of their comfort zone and doing things 
in a new way.  “I told them they would not be 

working harder. 
They would be 
working smarter.  
Now it’s easier to 
reach certain plac-
es.  We had a lot of 
cleaning up to do. 
We got it done, 
and they have ad-
justed really well.”
 A l t o n 
Gloor, who owned 
the large stretch of 
land from Paredes 
Line Road to the 
Expressway and 
helped develop it, 
moved his lumber 
store there after a 
fire at the original 
location. Gloor 
donated several 
parcels of land to 
the city (including 
the water tower 
site) along what is 
now Alton Gloor 
Blvd.  The com-
pany, which has 
sponsored Little 
League since 
1953, continues 
to donate trees to 
the city instead of 
having them bull-
dozed.  Gloor’s 
sons Len and Les 
got into the fam-
ily businesses, 
with Len running 
Gloor Lumber 
until his death. 
Then Les hired 
Tomlin, who had 
lumberyard expe-
rience. 
 “ O u r 
mainstay is cus-
tom builders, 
with a lot of small 
contractors and 
some walk-in, do-
it-yourselfers. The 
custom builders, 
they know that it 
is all about qual-
ity. No one can 
compete with us 
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Manager David Garcia and employee stand by a re-organized display inside Gloor 
Lumber.  (VBR)

General manager Stanley Tomlin had all high quality lumber moved into Gloor’s ware-
house.  (VBR)
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on quality. We have all number one lumber. We 
buy structural grade. Contractors don’t need to re-
turn unusable studs because we sell only what we 
would use ourselves,” Tomlin said.
 Prime wood is kept inside the warehouse 
or under a roof. Even lesser grades stored outside 
are wrapped for protection against sun and rain.  
Inside big 4x12 cedar beams and other wood prod-
ucts are remarkably straight and knot-less.  “We are 
one of the few stores carrying 1x12 lap-and-gap. 
The lip breaks so easily,” Tomlin explained, “but 
we handle wood very carefully.  My fork life opera-
tors are told, number one, to be safe and number 
two to drive slowly and handle wood with respect 
so it doesn’t break. We do a lot things by hand that 
others do by forklift.” 
 Gloor has been embedded in the com-
munity for generations and is still family-owned, 
Tomlin said.  “A lot of people don’t understand -- 
and it’s really dear to my heart -- that every penny 
you spend in this store stays in Brownsville, Texas.”
 Gloor’s future will include more sup-
plies for custom home builders: outdoor kitchens 
in particular as well as custom light fixtures, wall 
outlet covers with built-in LED lights and sen-
sors.  “We’re not done yet. We’re still re-organizing 
and deciding what to do,” manager David Garcia 
said. “Your custom home builders and really good 
contractors do plan ahead.  We’re talking with one 
who hasn’t broken ground yet.”
 Tomlin said Gloor might expand into 
farm and ranchette supplies such as hog panels, 
gates, water troughs and electric fencing. “We are 
on edge of town and have got the space. We can be 
competitive.”
 Besides quality products, Gloor excels at 
customer service, Tomlin said.  “We like to treat 
customers well and show them the respect they are 
due. Now we need to bring in different folks who 
haven’t seen the changes and how we have brought 
the store up to date.”  

For more information call 546-4244.

THE VALLEY’S 
ONLY SOURCE FOR 

LINCOLN 
LUXURY.

877-686-7411 
1400 EAST HIGHWAY 83 • 
www.BoggusLincoln.com

 SUNDAY IN CHURCH

Thousands of board feet of Grade One lumber are 
sheltered inside Gloor’s warehouse.  (VBR)



Crystal Santos Breland
Independent Beauty Consultant
(956) 283-4243
www.MaryKay.com/CrystalBre
Se Habla Espanol.˜
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In the  Spot light

The LRGVAIA (Lower Rio Grande Valley American Institute of Archi-
tects) recently held its annual holiday party dinner event. 2016 Board 
President Manuel Hinojosa welcomed regional architects, general con-
tractors and other guests.  (VBR)

956•843•7400
www.c i t yo fh ida lgo.ne t
www.h ida lgoedc.com

Revitalizing 
Historic Old Hidalgo 

into a destination spot 
of the RGV!

The Nueva Vida Hidalgo Project is focused on 
remodeling existing buildings for local entrepreneurs 

while capturing their ideas, imagination, energy       
and passion in such a way that it will change         
the culture and economy of our community.   

Call TODAY for more info!

On November 30, Mid Valley Nursing & Rehabilitation helds its Grand Opening on 
the north side of 2 Mile West in Mercedes. Area chambers of commerce, business and 
community leaders throughout the region celebrated the doors opening of this new medi-
cal and healthcare community.  (VBR)
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