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 If someone could please pass the 
crystal ball, I would appreciate it. 
 What is in store for the Valley’s 
economic future? How will the current 
and upcoming political picture impact 
deep South Texas manufacturing, tech-
nology, industry, healthcare, tourism, res-
idential development? Sure, many things 
are uncertain right now, but here’s a pre-
diction.
 Let’s just say corporate headquar-
ters across our state, country and beyond 
really begin to take notice the Rio Grande 
Valley has plenty of aces in the hole: 
available land, warehouses, commercial 
properties, low cost of living, skilled and 
trained job force, great tax incentives and 
much more. With all the media attention 
on our area due to a major political revamping, 
could there be some serious commercial and res-
idential progress in our region’s not-so-distant 
future? I say yes, and I am certain our munici-
palities are working on infrastructure, preparing 
our region for this very possible scenario. 
 Our four counties are very rich with 
opportunities and are open minded for more 
development while increasing the Valley’s qual-

ity of life. All 32 cities in the Rio Grande Valley are 
well-positioned to benefit from additional industrial, 
manufacturing, retail, hospitality, tourism, profes-
sional services and more development. Still to many 
investors, developers and others outside of our re-
gion, the Valley is an “unknown.” 
 Really, how many outsiders have ever been 
here? Much of what they think they know about our 
four counties comes from the national news media, 

which, in many ways, is a very non-factu-
al depiction of who we are and what we 
are. We all have heard stories from some 
in North Texas and beyond about our re-
gion being unsafe, but between our local, 
state, regional and federal law enforce-
ment agencies, we live and operate busi-
nesses in a very safe region of the world. 
 The Rio Grande Valley is a great area 
to own and operate a business, and raise 
a family. The Valley’s educational institu-
tions are equipping students of all ages 
with skills, training, certifications and 
degrees, including bilingual curriculums 
putting graduates at a major advantage 
for job and career choices. The Valley is in 
a prime position to lead the state and our 
nation with economic development and 

prosperity for generations to come. 
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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.



ing them right is what sets the successful places apart 
from the rest.
 Moore’s dad purchased D&M Cleaners in 
1976 and Moore purchased it three years later, part-
nering with his mom until her death in 1993. They 
have three locations – McAllen, Edinburg and Pharr. 
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Keeping Clean, Doing it Right
By Henry Miller
  Marty Moore looked down at the ru-
ined pair of jeans in his hands, the jeans he had 
promised a first-time customer of D&M Clean-
ers to clean and just shrugged. “Looks like we 
bought these jeans,” he said as he stared at the 
black that ran all over the white designer jeans. 
“That’s the right thing to do.”
 Moore promptly called the custom-
er and told her what happened. She returned 
to the store and gave him the receipt, pleased 
with the service he was providing. “I was a bit 
stunned. They were $1,100,” he said.  “She told 
me though that she got them for $580.” Moore 
offered her two options – a check for the total 
amount, or he would give her more than $580 
in future credit. She chose the latter option, 
pleased with the outcome of the day.
 “Our name, our credibility, was more 
important than $580,” Moore said. “She’s still a 
regular customer and her most recent monthly 
bill was $1,300. Doing what’s right is a smart 
move. It’s always the smart move.”
 In the world of dry cleaners, laundro-
mats and commercial cleaners, customer service 
is a priority according to the owners. There are 
so many “fly by night” places that just offer the 
basics, that working with customers and treat-

All the operations equipment, however, resides 
at the Pharr location. Not only does D&M pro-
vide dry cleaning, but it also provides laundry 
services, alterations, sewing, wedding gown 
preservation and more. “What sets us apart is 
our goal to try and put whatever you brought us 

More than 700 articles of clothing go through D&M Cleaners in Pharr on a daily basis.  (VBR)Workers still do things the old-fashioned way, like 
ironing clothes to remove wrinkles.  (VBR)



back into its 
new condi-
tion – that’s 
m a n i c u r -
ing it. And 

the wedding 
gown preser-
vation is a re-
ally neat pro-
cess.”
 H a v i n g 
the industrial 
e q u i p m e n t 
all in one 
place helps 
Marty and his 
brother Tony 
maintain the 
highest pos-
sible quality – 
they strive to 
see and touch 
every single 

piece that comes into the 
store, which means 700-
900 articles of clothing – 
daily. “As it goes out the 
door, one of us inspects it 
– we have our hands on 
nearly everything.”
 What many 
people may not know – 
the mystery behind dry 
cleaning has absolutely 
nothing to do with “dry” 
cleaning. The process be-
gan like many great in-
ventions do, accidentally. 
According to battisons.
com, a fabrics specialty 
site, “The modern histo-
ry of dry cleaning began 
with a happy accident 
caused by a clumsy maid-
servant. At some point in 
the 1840s, French tex-
tile maker Jean-Baptiste 
Jolly’s maid accidentally 
knocked over Jolly’s 
kerosene lamp onto a 
linen tablecloth. Jolly 
was surprised to find that 
the linen in that spot 
became much cleaner. 
Jolly quickly turned this 
revelation into an exten-
sion of his business, and 
the firm of Jolly-Belin in 
Paris is historically cred-
ited as the first dry clean-
ing business, using kero-

sene as its primary cleaning material.”
 Since then the solvents/mixtures used 
in the dry-cleaning process have developed, 
working on a larger variety of stains as well as a 
greater variety of materials. There are more than 
one option but Moore tends to stay with the 
more environmentally safe products. He also 
finds that is has been safer for some of his cus-
tomers.
 “I had a customer who had been using 
other cleaners and had a skin rash,” Moore said. 
“He went to the dermatologist and they pre-
scribed him a cream but it would go away. He 
started doing business with us and it has been 
cleaning up. We are always keeping up to date 
on the different products, especially when it is 
safer for the environment and our customers.”
 Moore has seen the competition change 
over the years but his sense of customers first 
is what he says makes the company stand out, 
with clientele from Brownsville to Rio Grande 
City. In fact, he is a firm believer that when a 
new competitor comes into the market, it’s bet-
ter to lend a hand than anything else.
 “Competition has changed in the fact 
that we have so many more discount cleaners, 
the $1.50 stores,” Moore said. “We’ve seen them 
pop up and have seen them close. I believe its 
crucial that the business of dry cleaning have a 
good name, no matter who is doing it.”
 Moore recently spent time with a new 
operator who had re-opened a store. They dis-
cussed pricing strategies, cleaning techniques 
and other business aspects.
 “I tried walking him through it; he was 
as green as could be,” Moore said. “I tried to 
mentor him the best I could. It makes the in-
dustry look better when people are doing things 
right. When you are paying what you pay for 
your garments, it’s an investments. You might 
want to take care of it.”
 And for Moore, who is at the store ev-
ery day at 5:30 in the morning (“I like to get 
a head start and spend time in The Word,” he 
said.) it all comes down to customer service. 
Products may change, technology may change 
and clothing may change, but Moore said if you 
take care of people, they will reciprocate.
 “Customer service never changes,” said 
Moore, whose other passion besides dry clean-
ing is a prison ministry he runs. “What I have 
enjoyed in the last 40 years is relationships with 
customers. We have made lifelong friends. We 
encourage our customer service people to make 
a friend out of customers. Lets not keep them 
strangers, lets make them friends pretty quick. I 
believe we do that better than anybody.”

For more information, visit D&M Cleaners on 
Facebook. D&M Cleaners’ main production site is 
located at 129 W. Park St. in Pharr.
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Marty Moore, owner of D&M Cleaners, inspects a gown before it’s ready to head 
out the door.  (VBR)

Color-coordinated tags keep things organized for each day of the week.  (VBR)
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A full alterations department helps make D&M Cleaners 
a one-stop shop for clothing needs.  (VBR)

Clothing is flattened out and pressed from the body to the sleeves and collar.  (VBR)

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

(956) 969-8648

Development specialist Dale Davis graduated from 
UT Austin in 1979.  He founded Davis Equity Realty 

in 1984 and currently serves as President of the 
company.  Davis Equity Realty is a commercial real 

estate development �rm specializing in retail 
shopping centers, o�ce buildings and commercial 

land development.  Contact the professionals at 
Davis Equity Realty for all your commercial 

real estate needs.

Dale Davis
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erybody in there.”
 Just in its first year, Spartan Boxing has paid 
off it equipment and is looking at a variety of rev-
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Hitting it Hard in the Ring
By Henry Miller
 Rick Gonzalez was unhealthy; he was 
pre-diabetic and pre-hypertensive. After spend-
ing many years in the medical field, this wasn’t 
the route he planned on taking, still in his 30s. 
He decided to give boxing a try. As a child, he 
wanted to try karate or boxing but growing up 
on humble means, he didn’t have the opportu-
nity.
 Now, he and his wife Marie Portales 
are managing partners of Spartan Boxing, with 
an 11,000-plus-square-foot gym, that trains 
both amateurs and professionals and makes 
classes available for free once a week for any-
body. “When I was growing up I didn’t have the 
opportunity to join a gym. I wanted to learn 
this or try that but we didn’t have the money. I 
missed my window of opportunity. That in itself 
was a major motivator for me to open the gym 
– to open it and make it available for anybody.”
 The free class is held every Tuesday 
from 6 to 7:30 p.m. Gonzalez is considering 
moving it to Fridays and make it free all day. 
“Maybe people are struggling with weight, or 
they’re just unhealthy but not sure what to do. 
They can come here once a week – we want ev-

enue streams and forecasting a 30-percent in-
crease in revenue next year. “At first we were just 
going to be a training center, but now we are 
looking into holding more USA Boxing tourna-
ments here and focus on memberships. There 
are a lot of kids that are ready to compete but 
there are no tournaments locally, so we want to 
pursue that angle a lot more.”
 Spartan Boxing’s facility is complete 
with boxing rings, speed bags, heavy bags and 
other necessities for complete training. There 
are restrooms and a shower and locker room 
along with a small store. Gonzalez said he has 
four licensed trainers who volunteer to teach 
classes but also can be hired to do personal 
training at the gym.
 In the main office at Spartan Boxing, a 
promotional poster hangs on one of the walls. 
Featured on the poster are four Spartan box-
ers who won the first USA Boxing tournament 
held at the gym. Three of those boxers come 
from a program Gonzalez calls “Fight for Suc-
cess.” Spartan Boxing partnered with the RGC 
Community Foundation, a 501c which allows 
Spartan to receive donations. With those dona-
tions, Gonzalez is looking to bring in more kids 
to participate. That program runs every Tues-
day.
 “We have the staff availability and a 
large gym to have this program,” Gonzalez said. 
“There’s no catch to it, just show up on Tues-
days. Those three who won the tournament 
were fighting against other schools and clubs. 
These guys put in the time and did real well. 
Not only are they showing up, but competing 

Elizabeth Cavazos works on the heavy bag while training at Spartan Gym.  (VBR)
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at a level with other athletes who have more re-
sources. The only thing we need to do is get the 
word out. If someone wants to come and box, 
there’s an opportunity here.”
 Gonzalez said he has members as young 
as 5 years old. At that age, however, he informs 
parents that they will need to take the class with 
their child. “When they are that young, we 
evaluate them. We usually say 7 and up because 
it’s usually a question of focus with a child that 
young. We have parents who bring their kids 
because they are too aggressive and we have par-
ents who bring them to hopefully make them 
more aggressive. But once they get in the ring, 
it becomes very addictive.”
 The staff has gone through USA Box-
ing training, which maintains strict guidelines 
on how to train all ages, and give each trainer 
courses in how do look for concussions and 
how to treat them. Gonzalez said that, along 
with the heavy marketing the business does on 
Facebook, Instagram and their YouTube chan-
nel, helps ease a lot of anxiety parents may have 
before letting their child step into the ring.
 While most of the members are in their 
earlier years (meaning 30 and under), there are 
some older members as well. Gonzalez said it 
doesn’t matter what age anyone is, if they are 
looking to get healthy, then they have open 
doors. “We have all ages here,” he said. “Origi-
nally boxing was just something to keep me 
healthy and fit. In lieu of a doctor prescribing 
medications, I said I was going to change my 
lifestyle, eat healthier and be in better shape. 
Now I want to make that available for the entire 
community.”

Spartan Boxing is located at 5517 N. Ware Road in 
McAllen. The gym number is (956) 682-4072 and 
website is www.spartanboxingandfitness.com. For those 

Jacob Soto works with Kimberly Leon in the ring at Spartan Gym.  (VBR)

interested in more information on the Fight for 
Success program, call Gonzalez at (956) 454-
3366

Spartan Boxing is a sanctioned gym and has train-
ers licensed by USA Boxing.  (VBR)
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Career Coaching: Social Media
By Jose Cruz
 Maintaining a professional and active 
online presence is critical to personal success in 
today’s economy. No worthwhile career or job 
search is begun less there has already been some 
prior level of engagement online with industry 
peers and potential future employers. Manag-
ing your online presence is critical to your long-
term career success.
 Maintaining a professional and job-
ready presence online is important, even if you 
are not actively seeking employment. Engaging 
peers and industry experts online, maintaining 
the latest knowledge and expertise, and main-
taining a current portfolio of projects, achieve-
ments and recognitions, are all important tasks 
to undertake no matter where one may be in 
their career. It pays to be prepared.
 There are many professional network-
ing and career websites available today. Linke-
dIn, Indeed, and CareerBuilder are but three of 
hundreds such sites utilized worldwide. As of 
third quarter 2016, more than 467 million per-
sons and organizations held accounts on Linke-
dIn alone. Executive recruiters and talent search 
firms pay high premiums each day for access to 

their databases. 
 Do not 
wait until you are 
job hunting to cre-
ate an online pres-
ence. Always be in 
the act of building 
your reputation 
and professional 
network online. 
Then, when the 
time comes for 
you to seek out 
employment, your 
online community 
will have already 
become familiar with your education, experience 
and professional achievements. Many profession-
als engage industry peers and enterprises online, 
dialoguing in professional groups, and sharing news 
and information as it becomes available across their 
ever-growing network of peers. Being a part of that 
daily engagement is always important to good rela-
tions and future job hunts.

Getting Started
 Good social media presence, such as those 
viewed on LinkedIn, doesn’t come easy. It requires 
careful planning and consideration. 
 Over the series of several issues, this column 
will present topics of interest for developing a strong 
online presence for job and career development. In 
this, the first in that series, we will be discussing 
your photo, or online avatar. If you have ever logged 
into Facebook, Twitter or LinkedIn, then you know 
that a photo is a basic component of every account. 
This article will focus on the proper use of a per-
sonal photo for a professional online presence.

Your Photo
 Let’s start with the most basic rule of pro-
fessional online presence: always use a professional, 
high definition photo for your avatar or account 
image.  This cannot be overstated. A picture, as the 
saying goes, is worth a thousand words. Your first 
impression is your most powerful. Never let your 
online presence be absent a photo of yourself and 
never allow anything less than a quality, profession-
al image represent you online. 
 The best photos for online presence bear re-
markable similarities: they are all bright, clear and 
memorable. Research consistently shows that the 
best facial expression in a professional “hire me” 
photo conveys trust, openness and integrity. The 
best photos for conveying such trust and openness 
are those in which the person is bright, cheerful, 
smiling openly and looking directly into the camera 
with confidence and strong presence. 

 Rely on a pro-
fessional photog-
rapher to provide 
the proper ab-
stract background 
and lighting and 
never attempt to 
take these pho-
tos on your own. 
Explain to the 
photographer the 
purpose for the 
photo and that 
you wish to con-
vey confidence, 
competence and 

trust. Then, let them do the rest. Ask your pho-
tographer for advice on how to present your best 
self for the photo shoot.
 Don’t settle for one or two photos. Take 
and review several varying shots. Select four to 
six photos from the set and share them with col-
leagues and friends. Ask them to help you choose 
the one photo that best reflects your honest and 
trustworthy demeanor and self-confident pres-
ence.  
 When you have chosen your photo, 
be consistent and use the photo across all of 
your online avatars, apps and social media ac-
counts. Unless you have a private account that 
only family can see, the use of a consistent image 
is important for one very good reason: today’s 
employers will scout social media for how you 
manage your presence online when you think no 
one else is watching. A good axiom to follow is: 
always act online as if your bosses were watching.
 Lastly, ensure you update your photo 
every one to two years. Updating your photo is 
important to ensure recognition when meeting 
in person as well as to adapt or adjust photos for 
changing trend in acceptable professional pho-
tography.
 Happy hunting! Part two of our series 
will discuss online biographies and taglines.

JC Cruz is an executive coach and organizational 
consultant specializing in leadership development, 
human dynamics and workplace harmony. He 
served as vice president and chief strategy officer 
at South Texas College from 1998 to 2014 before 
entering private practice. JC holds an MBA from 
UTPA and is a doctoral candidate in organiza-
tional leadership at Northcentral University.  He 
is the recipient of the 2007 Distinguished Alumnus 
award from the National Hispanic Institute and a 
recognized 2014 Master Presenter by the National 
Institute for Staff and Organizational Develop-
ment.

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!

Revolving loan program available. 
Loans from $10K to $150K.
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Giving to Make the Biggest Impact
By H. Thomas
 Margie Warrell wrote in Forbes maga-
zine, “Gratitude is an antidote to life’s hardships 
and a magnifier of its blessings.” 
 One way to express our sense of grati-
tude is through charitable giving. Helping oth-
ers in need and contributing to worthwhile 
causes has the power to add so much meaning 
and depth to our lives.
 I love that I get to work with people 
to order their financial lives and to plan for the 
future, so that they have the means to both live 
well and to give well.
 With some planning it’s possible to 
give more money, more efficiently, and to have 
a bigger impact. Here are 3 basic questions you 
should think about:

1.  WHAT and WHEN Are You Going to 
Give?  Make Giving a Part of Your Total Fi-
nancial Plan
 We’ve all heard the safety instruction 
given by flight attendants before takeoff; they 
always tell us: “In the event of an emergency, 
fit your own oxygen mask first before helping 
children and others.”  Isn’t that selfish? No, it’s 
just wise. If you pass out from lack of oxygen 
yourself, then you are not going to be able to 
help anyone else.
 The people who are able to give most 
generously over their lifetime are those who 
have a plan to do so. Giving has to be done in 
a way that makes sense and is sustainable. For 
instance, if you have a high level of debt and are 
living paycheck to paycheck, you will always be 
very limited in how generous you can be. But if 
you follow a financial plan to become debt free 
and to build resources for the future, the day 
will come when you’re able to give much more 
freely.

2.  HOW Are You Going to Give?  Use the Best 
Charitable Giving Vehicles
 A high proportion of the charitable giving 
that goes on is made up of simple cash gifts given in 
response to appeals. People hear about a need, and 
they write a check. This is honorable and a lot of 
work is funded this way.
 There are, however, some far more effective 
ways to give. Here are three tools to consider:
 Donor-Advised Fund. A DAF is established 
by a public charity. It allows donors to make chari-
table contributions, receive an immediate tax ben-
efit and then recommend grants from the fund over 
time. An easy way to think about a donor-advised 
fund is like a charitable savings account.
 Charitable Remainder Trusts. A CRT lets 

you convert a 
highly appreci-
ated asset like 
stock or real es-
tate into lifetime 
income.
       How does 
it work? You 
transfer an ap-
preciated asset 
into an irre-
vocable trust. 
This removes 
the asset from 
your estate, so 
no estate taxes 
will be due on 

it when you die. You also receive an immediate 
charitable income tax deduction at appraised at fair 
market value.
 The trustee then sells the asset, paying no 
capital gains tax, and re-invests the proceeds in in-
come-producing assets. For the rest of your life, the 
trust pays you an income. When you die, the re-
maining trust assets go to the charity(ies) you have 
chosen. That’s why it’s called a charitable remainder 
trust.
 Private Foundations. A foundation enables 
a donor to express the charitable wishes of the fam-
ily in perpetuity. Since a private foundation is a 
charitable organization, it is exempt from federal 
tax on its income, although it must pay a one-to-
two percent excise tax on its net investment income.
 America has a long tradition of private 
foundations, and they offer great flexibility regard-
ing their structure and management. They do, how-
ever, involve a considerable effort and expense at 
startup, so they are usually only established when 
considerable assets are involved.

3.  WHO Are You Going to Give To?  Find the 
Best Recipients
 There are thousands of charitable orga-
nizations, and obviously who you choose to give 
to will depend on what causes you are most pas-
sionate about. That will require some thought. 
But even when you know the area you want 
to work in, not all charitable organizations are 
equal. 
 You need to do some basic research 
about any charitable organization so that you 
avoid scams. But even once you’ve screened 
out anything dubious, the fact is that not all 
are equally effective. Accurate information and 
sound practices are crucial.
 Two websites - charitywatch.org and 
goodintents.org - provide lots of great informa-
tion and assistance in evaluating charitable orga-
nizations.

Humphrey G. Thomas is an accredited asset man-
agement specialist and a certified divorce financial 
analyst at HG Thomas Wealth Management, LLC 
in Brownsville. Contact him at hgthomas.com. 
Estate planning is done in conjunction with your 
estate planning attorney, tax or CPA.

MMA-TX.ORG/SATPREP
956.423.6006

admissions@MMA-TX.org

GET READY!
SAT & ACT PREP
         AT MMA
JUNE 19-23, 2017

320 Iwo Jima Blvd. »» Harlingen, TX  78550

FOR BOYS ENTERING GRADES 9-12

SAT & ACT PREP AT MMA »»
A Weeklong Day Camp for College-Bound Boys

Days 1- 4:  9 a.m. to 4 p.m.
Practice & Review in Math & Verbal 

Day 5:  9 a.m. to Noon
Adventure Day

Register your son TODAY! 
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Putting the Ahhh in Aloe
inflammatory and an analgesic 
and is useful in wound healing, 
increasing blood flow, moistur-
izing and easing burns whether 
from the sun, hot pans or radia-
tion. “We have a lot of people 
using aloe during radiation treat-
ment.” 
 Waller last year retired 
from a position as a science teach-
er to devote his full time to Aloe 
Re-Leaf and its growing clientele. 
He no longer has to stay up until 
midnight manufacturing prod-
ucts. Waller himself fillets the 
aloe leaves in a small processing 
facility where the fresh juice is 
compounded in small batches 
with ingredients such as glycerin 
and Vitamin E for the lotion, for 
example. “Within three to four 
hours, it is finished. That’s as 
fresh a product as you are going 
get.”
 The business is adding 
more plants to the thousands 
they already have in their fields. 
Waller has found steps he has 
to take when growing aloe and 
when processing it to obtain the 
highest quality. 
  Initially the Wallers sold 
their products at the Don-Wes 
Flea Market, but switched to 
selling at market days in Harlin-
gen and Port Isabel, at craft and 
health fairs, festivals and online. 
Free samples of a quality prod-
uct and customer interaction 
are at the heart of the company’s 
success. 
 “What I enjoy is meeting people and edu-
cating them about aloe. I like them to try it and to 
see that they like it,” Bonnie said. Numerous times 
people have rubbed Aloe Re-Leaf on an aching 
hand, walked away and then circled back to tell her 
their hands had stopped hurting. 
 Bonnie told Todd they needed to produce a 
gel for local residents who had aloe plants in their 
yard but didn’t want to deal with the sticky, fresh 
aloe leaf. Todd produced a spray that is popular 
with sunburned beach goers. “That has really taken 
off this year,” she said. And after fielding requests 
for a night repair face cream for women, Todd con-
cocted both a night and day face cream. “We keep 
selling out. It was a good call,” she added. So was 
the decision to make Aloe Re-Leaf shampoo and 
body wash.

By Eileen Mattei
 After more than 15 years in the Valley’s 
aloe vera industry, involved in everything from 
production methodology to R&D at various 
Valley companies, Todd Waller in 1999 decided 
to go out on his own. He formed Pangea Phyto-
ceuticals, Inc. which today grows aloe vera bar-
badensis and manufactures aloe products under 
its Aloe Re-Leaf label. 
 Initially Pangea researched under a 
NIH grant, but Waller saw other possibilities 
beyond the studies that focused on single prop-
erties of aloe. “Aloe has so many good qualities. 
I like to keep it all intact,” Waller said. So Waller 
and his wife Bonnie bottled an aloe cream that 
appeared to aid persons with arthritis, shingles 
and psoriasis. They added an aloe lotion that 
helped dry, itchy skin and minor rashes. 
 “We don’t say our product does any-
thing. We say aloe does it, and our product 
is 98 percent aloe,” Waller said. “We say our 
customers experienced favorable results.” That 
wording and the non-drug name of Aloe Re-
Leaf keep them from running afoul of the Texas 
State Health Department and the FDA, which 
currently considers aloe vera an “inactive” ingre-
dient. Yes, aloe has been shown to be an anti-

 Customer input has prompted the cre-
ation of additional aloe vera products. “That’s a 
benefit of going out and meeting people. They 
tell you what they want, and after a half dozen 
requests, you look into it,” Bonnie said. Another 
benefit of being small is being able to respond 
quickly.
 Unlike most other aloe companies, Aloe 
Re-Leaf is not made from reconstituted aloe vera 
and doesn’t include preservatives. Additionally, 
aloe is the first ingredient listed in Aloe Re-Leaf 
products although it is typically near the last in-
gredient in many others. The lotions are direct-
ed at topical skin issues -- dryness, itching and 
burns  -- while the creams are more penetrating 
and are favorites of customers with arthritis, ec-
zema and the like. Gel is aloe as it comes out of 
leaf.
 Winter Texans were stocking up on 

Bonnie and Todd Waller stand in one of their fields of aloe vera that is in 
bloom.  (VBR)



NTB builds lasting relationships and 
vibrant communities.

 
Noble Texas Builders is a qualified local construction manager 

delivering proactive building solutions.  Our team of trusted 
professionals has extensive experience providing exceptional 

client services and satisfaction. We have dedicated craftsmen with 
diverse backgrounds who are available 24/7, 365 days a year.

 
We provide hands-on professional construction and management 

services with a single point-of-contact for your project.  We 
attract, develop and retain the best talent and foster a collabora-
tive working environment.  Our approach begins with our team 

building a strong partnership with our clients.  Every decision we 
make is in the best interest of our clients, from mobilization to 

occupancy with a significant emphasis on safety.  We can self-per-
form with a dedicated commitment to save clients time and 

money.
 

Building on Trust:
• Client-Focused

• Lifelong Relationships
• Quality Facilities

435 S. Texas Blvd. Weslaco, TX 78596
956.520.8183 (Ph) • 956.520.8238 (Fax)

www.nobletexasbuilders.com
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Aloe Re-Leaf has developed a variety of products by being aware of their customers’ needs.  (VBR)Aloe Re-Leaf prod-
ucts in March before 
leaving the Valley. But 
the company’s website 
is getting stronger. 
“The website has re-
ally taken off this year. 
Getting the word out 
that we ship has been 
important,” Bonnie 
said. Aloe Re-Leaf ’s 
Facebook page posts 
the locations and dates 
where the product will 
be available. 
 While most 
of the Valley’s aloe vera 
production and pro-
cessing have moved 
out of the region, Bon-
nie and Todd Waller 
have positioned their 
company to supply lo-
cally made relief in a 
leaf.

For more information, 
see mkt.com/aloereleaf. 



Helping You Live the One Life You Have 
the Best Way You Can

At Cryo Body Perfections, we work with 
our clients to create a tailored plan speci�c 

to their needs using holistic services.  

Whole Body Cryotherapy
Near Infrared Sauna

Whole Body Vibration Therapy
Medical Massage

Normatec Compression Massage
BioScan

Naturopathic Supplements & Skincare
Pilates

Cancer Exercise & Rehabilitation

5103 N. 10th Street, McAllen, TX 78504
 956.627.1231  •  www.cryobp.com  •  info@cryobp.com

Services
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DOMINATE!!!!
By Arnoldo Mata
  The first question I ask a group when 
I get involved in a strategic planning project is: 
why? Why are you developing a strategic plan?
 The answer to that determines what 
will happen. There are only four general answers 
people respond with:

1. Crisis – We have a crisis on our hands! 
We need to do something! We need to take 
action now!
2. Stay the same/survive – We’re okay with 
where we are and we want to keep going the 
same way.
3. Grow – We want to grow our business and 
expand. We’re tired of being small (size and/
or income).
4. Dominate – We want to dominate our 
sector or niche. We want to be the Amazon 
of ___________.

 That’s it. There are only four acceptable 
responses. Your answer may be different. How-
ever, once you parse it down to the core issues, 
it really is one of those four. It may be worded 
differently, but it is important that organiza-
tions cut out all verbiage and boil it down to 
the essential point. This provides greater clarity 

about what they want to 
achieve.
 The crisis is 
probably the hardest 
to work with because 
it generally means that 
some very painful deci-
sions lie ahead for the 
organization. A quick 
look at the numbers (in-
come, expenses, trends, 
etc.) can tell you wheth-
er it can be saved. Most 
organizations can survive, even if it’s in a very re-
duced or changed form. The leadership of this orga-
nization has already seen some of the problems and 
faced some hard decisions and have likely chosen 
not to take the hard path. They’re looking for a way 
to escape the fire without anybody getting burned. 
Sometimes, you just can’t do that.
 The number two company doesn’t really 
want to change. That’s their choice. For whatever 
reason, the owners are comfortable where they are. 
In this type of situation, the focus is on making 
sure no unseen problems are under the surface. This 
tends to look more at threats that may be coming 

up soon. The most 
challenging part of 
this is trying to see 
the unseen. This is a 
defensive position.
 The approach 
to the third com-
pany will depend 
on why they want 
to grow. Is it that the 
competition in their 
field is getting more 
difficult or that they 

see an opportunity no one is going after? In the 
first case, the company has to figure out how to 
deal with both its strengths and weaknesses. This 
requires an extensive look at everything within 
and outside the company. This may be a long, 
tedious process, but it yields results if the process 
is done well. In the second situation, when the 
company sees an opportunity, the focus is more 
on the strengths already present and speed. Op-
portunities rarely stay hidden. Once you see it, 
someone else will see it eventually. The first to 
enter the market is likely the one to win. How-
ever, you need to enter a new opportunity fully 
prepared. Too many companies enter a new 
market thinking that being first is enough. Re-
member Friendster, Netscape or the Palm PDA? 
They may have been first, but Friendster wasn’t 
really ready to handle the technical side of the 
product. They had great vision but very weak 
execution. Planning to enter a new market re-
quires thinking the process all the way through, 
not just the first sale.
 The most challenging one is number 
four. That’s the one I really, really want to work 
on. Wouldn’t you? This is a tremendous vision. 
I want to be part of this kind of enterprise. This 
kind of strategic planning is the most challeng-
ing. It requires a great amount of exploration and 
taking a multi-dimensional approach to growth. 
It means that every part of the company has to 
improve and become stronger. It requires a buy-
in from everyone, from the leader to the janitor. 
They have to put their career and income on the 
line because it can fail dramatically.
 Before you get to any of that, you have 
to ask why. Why do they want to be at that level? 
What has driven them to that point? There has 
to be a vision behind that why. Once they can 
answer that question, the work can start.

Arnoldo Mata heads Leadership Resource Group, 
with more than 25 years working with non-profit 
organizations, community organizations, local 
governments and private businesses. He can be con-
tacted at arnoldo.mata@hotmail.com.
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◊ M&A & Liquidation Planning

◊ Representation before the IRS
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956-542-2553
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“Slow and Steady” Investors
By Harvey Lopez
 With some $30 trillion poised to 
change hands over the next several decades from 
parents and grandparents to so-called Millenni-
als - those 90-million-plus Americans aged 18 
to 33 - the financial services industry will have 
its work cut out for it. Popular investing wisdom 
states that the younger you are, the more time 
you have to ride out market cycles and therefore 
the more aggressive and growth-oriented you 
may be in your investment choices. Yet Millen-
nials are hearing none of it.

As Investors: Wary and Conservative
 Indeed living through the Great Re-
cession and watching their parents and other 
older family members suffer financial losses 
may have taken a toll on these young investors 
-- and made them wary of investing in general 
and conservative in their investment choices. 
For instance, according to Wealthfront, an on-
line financial services start-up that caters to this 
demographic group, Millennials “have lived 
through two market crashes …” and … “value 
simple, transparent, low-cost services,” typically 
favoring index-based fund options over more 
exotic investment fare.
 Elsewhere, research conducted by MFS 
Investment Management found that Baby 
Boomers take a more aggressive approach to 
retirement investing than the much younger 
Millennials. Further, each group’s selected as-
set allocation is inconsistent with what financial 
professionals would consider to be their target 
asset allocation, given their age and investment 
time horizon.
 For example, Baby Boomers, on aver-
age, reported holding retirement portfolio as-
set allocations of 40 percent stocks, 14 percent 
bonds, and 21 percent cash, while Millennials 
allocated less than 30 percent of their retirement 
assets to stocks, and had larger allocations to 
bonds and cash than their much older counter-
parts -- 17 percent and 23 percent respectively.
 Further, when asked about their re-
tirement savings priorities, 32 percent of Baby 
Boomers cited “maximizing growth” as the most 
important objective, while two-thirds of Mil-
lennials cited conservative objectives for their 
retirement assets -- specifically, 31 percent said 
“generating income” was a top concern and 29 
percent cited “protecting capital” as their main 
retirement savings goal.

Perception Is Reality
 The study’s sponsors infer that the 
seemingly out-of-synch responses from survey 
participants reflect each group’s reactions -- 

and perhaps over-
reactions -- to the 
recent financial 
crisis. For Baby 
Boomers, the loss 
of retirement assets 
brought on by the 
Great Recession 
has made them 
more aggressive 
in their attempts 
to earn back what 
they lost. Fully half 
of this group re-
ported being con-
cerned about being 
able to retire when they originally planned. For Mil-
lennials, the Great Recession was a wake-up call that 
investing presents real risks -- and their approach is 
to take steps to avoid falling foul of that risk even 
though they have decades of investing ahead of 
them.

Educating Investors
 Cumulatively, recent research suggests that 
there is a considerable opportunity for advisors to 

d i s p e l 
fears and 
mispercep-
tions by 
educating 
inve s to r s 
of all ages 
about the 
i m p o r -
tance of 
c r e a t i n g 
and main-
taining an 
asset allo-
cation and 
retirement 

planning philosophy that is appropriate for their 
investor profile.

Harvey Lopez bring more than 25 years of wealth 
management, business solutions and insurance ex-
perience serving the Rio Grande Valley. If you have 
a question,  call Harvey 956-874-8750. © 2016 
DST Systems, Inc. Reproduction in whole or in 
part prohibited, except by permission. All rights 
reserved. 
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“beefed” Up Business Support
By Henry Miller
  Bruce Kroeker is very familiar with the 
Rio Grande Valley Livestock Show. The branch 
manager of Texas Farm Credit in Weslaco re-
members being on the parental side of four 
children who all “showed and raised animal for 
their entire (high school) careers at the show. 
We know it well,” he said.
 Kroeker was one of hundreds of bidders 
at the 2017 Sale of Champions at the 78th an-
nual show, representing Texas Farm Credit and 
bidding on the show’s top animals, all to raise 
scholarship money for the children who spent a 
year or longer raising their animals. More than 
$650,000 was raised from the Sale of Champi-
ons.
 During the 11-day show, featuring ro-
deos, rides, concerts, shows and more, more than 
$1.6 million was raised in resales. The final Fri-
day of the event is where students can sell their 
photography, artwork and other cultural proj-
ects they worked on. The final Saturday is the 
big day with the sale of champions, including 
market steers, goats, lambs, hogs and poultry. 
Sunday is where students sell their shop projects 
from barbeque pits to stools, coffee tables and 

much more.
      “Friday 
we had 81 
lots, Satur-
day we had 
289 and 
Sunday we 
had 275,” 
said Live-
stock Show 
G e n e r a l 
Manager DJ 
Wo r n e k e . 
“All that 
money goes 
back to 
the kids in 
a scholar-
ship form.” 
W o r n e k e 
added that 
there were 
a p p r o x i -
mately 3,000 
students participating in the different competitions.
 Kroeker said it’s a great opportunity to be 
involved in the community, investing in the future of 
the Rio Grande Valley and beyond. “We’re all look-
ing to support our youth of the Rio Grande Valley. 
We are investing in our future there. It’s great forum 
to invest in kids, who put up to a year or longer into 
their projects.”
 Many of the animals are sold to market to 
commercial buyers prior to the auction, so the bid-
ders are not actually purchasing the animals, but re-
warding the hard work by the students. Most of the 
students are part of their school’s FFA program or 
local 4-H organizations.
 According to 
the website www.rgvls.
com, the event’s mis-
sion is “To provide a 
safe and educational 
environment that pro-
motes family, commu-
nity and volunteerism.  
We strive to promote 
the youth of South 
Texas through lead-
ership development, 
agricultural education 
and competition with 
a goal of creating the 
leaders of tomorrow. “
  “All four of 
my children showed 
their full careers at 
the RGVLS,” Kroeker 

said. “We were raised as 4-Hers and showed all 
of our pre-college years. We still love it.”
 The show began in 1939 as a project of 
the Mercedes Chamber of Commerce and was 
held on a local livestock sales yard until 1949 
when it moved to its current location. The first 
permanent building was constructed in 1979. 
Prior to that, the show was primarily run under 
tents.  In 2005, the Events Center building was 
built.
 The six Grand Champions this year 
were Marco Jasso from Edinburg Vela FFA 
(Market Steer), Summer Wade from Harlingen 

Jesse Rodriguez and his wife Nicole B. Rodriguez look at the animals and check over the list of 
animals for bid during the Rio Grande Valley Livestock Show in Mercedes.  (VBR)

Dozens of bidders look on as 297 different animals - steers, hogs, goats, lambs and 
poultry - are showed for bidding. The money goes to scholarships for the kids who 
showed their winning animals.  (VBR)
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Open Thursday - Sunday 
11am to 4pm 

(or until sold out)

(956) 565-2246
546 Hidalgo St, Mercedes

Anna Rodriguez from Sharyland Pioneer FFA brings her reserve breed champion market steer (Maine Anjou) 
onto the bidding floor at the Rio Grande Valley Livestock Show.  (VBR)

South FFA (Market Hog), Melanie Turrubi-
ates from Sharyland FFA (Market Goat), Ty G. 
Rhyner from Arroyo 4-H (Market Lamb), Tim-
othy Champion from Queen City 4-H (Mar-
ket Rabbit) and Lily Ford from Borderline 4-H 
(Market Poultry).
 Cleve Ford, owner of Dargel Boats in 
Donna, found himself on both sides of the Sale 
of Champions. He sat during the sale as a bid-
der, but also as the parent of two children whose 
animals placed and were being shown during 
the sale. His daughter Lily earned grand cham-
pion in the Market Poultry category and had 
a third place Market Hog (Dark OPB). Ford’s 
son Cooper also came away with Reserve Breed 
Champion in the Market Hog (Other Cross) 
category.
 “Anytime your kid can make the sale 
and be rewarded for all their hard work, wheth-
er if it’s a grand champion or a third place, it’s 
tremendous,” said Ford, who was in Houston a 
day after the Rio Grande Valley Livestock Show 
with his family as they began showing hogs at 
that three-week event. 
 “We’ve got 13 more years of this, and 
we enjoy it,” Ford said. “These kids deserve to 
be rewarded for their hard work and we enjoy 
being a part of this.”
 Ford and his wife Miriam, who also 

showed animals at the event while in high school, are 
the chairpeople for a gala committee that organizes 
a huge fundraiser each November to raise money to 
give back to the children during the Sale of Cham-
pions. Anyone interested in being part of the gala 

and supporting the kids can go to the RGVLS 
Gala Club page on Facebook and like it. They 
will then receive notifications and updates on 
the event next year.



with 866.7 thousand.  Their numbers continue to 
grow.  
 In the Lower Rio Grande Valley District 
which covers 14 Texas counties, women were ap-
proved for SBA-backed loans worth $20.1 million 
in Fiscal 2016, a 104 percent increase over the Fiscal 

2009 loan vol-
ume.  About 
441 women 
were approved 
for a total of 
$106 million to 
start or expand 
a business in the 
last eight years.
     In 2011, 
the Women-
owned Small 
Business Fed-
eral Contract 
Program  was 
imp lemented 
to expand the 
number of in-
dustries where 
WOSB were 
able to com-

pete for federal contracts. This program enables 
Economically Disadvantaged WOSBs to com-
pete for contracts that are set-aside in industries 
where women-owned small businesses are un-
derrepresented.  
 Since the WOSB program was imple-
mented, LRGV women-owned firms have been 
awarded $69 million in federal contracts.
 Business counseling and training is a 
huge part of growth.  Through SBA’s Women’s 
Business Center Program which was established 
in 1988, SBA nationwide was able to serve 2.3 
million women in the last five years. These cen-
ters help women entrepreneurs start and grow 
successful businesses. Each provides training in 
finance, management, marketing and the inter-
net, as well as offering access to all of the SBA’s 
financial and procurement assistance programs.
 Entrepreneurship has become so much 
more than making money, but rather building 
societies that value competition and compas-
sion.  And the LRGV District Office is proud to 
serve the small business communities in all 14 
counties– we are here to help you start up, grow 
and succeed.

For more information on assistance SBA provides 
women entrepreneurs, visit https://www.sba.gov/
starting-business/how-start-business/business-types/
women-owned-businesses.   You can also contact 
the Lower Rio Grande Valley District Office at 
956-427-8533 for assistance.  

Angela Burton serves as the district director of the 
SBA that provides capital, contracting and coun-
seling services throughout 14 Texas counties.

SBA Assists Women Entrepreneurs
By Angela R. Burton
 It was just 38 years 
ago when the U.S. Small 
Business Administration  
began to dedicate resources 
and services to improve and 
increase women entrepre-
neurs, who now lead some of 
America’s most powerful and 
lucrative, job-creating firms. 
 The SBA established 
the Office of Women’s Busi-
ness Ownership in response 
to a 1979 executive order 
signed by President Jimmy 
Carter.  Prior to 1979, the 
term “woman entrepreneur” 
was rarely used. They called 
them “sidelines” or “part-
time projects.”  
 Today, there are 9.8 
million women-owned firms in the United 
States that generate $1.4 trillion in receipts.  
That’s more than the annual GDP of Russia, 
South Korea, Spain or Mexico.  Texas has the 
second highest number of women-owned firms 
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New York Deli
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(956) 631-8787

New York Deli II
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New York Deli III
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New York Deli IIII
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(956) 647-5703
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THE WEB TEAM 
YOU’VE BEEN 
LOOKING FOR

www.mpcstudios.com



1601D W Harrison
Harlingen, TX
956.230.3878

www.thevermillion.com

We saved a spot for you!

Now Open in Harlingen

Business Plan vs. Strategic Plan
By Arnoldo Mata
 What’s the difference between a busi-
ness plan and a strategic plan? And which one 
do you need? That’s a question I get on a regular 
basis, and you may need both at different times.
 The two tend to overlap because they 
rely on some of the same data and processes. 
However, they serve different purposes. Most 
people use a business plan to acquire financing 
for a business. An investor or bank wants to un-
derstand the nuts and bolts of how the business 
will operate: how much money will be needed, 
personnel, equipment, location, market, etc. 
The strategic plan, in very simple terms, details 
what you will have to do to be successful: how 
will you reach your customers, what specific ac-
tions will you take, who will do what, and what 
metrics will be used to determine your success.
 I use a football analogy to point out the 
differences. You’d need a business plan if you’re 
starting a new football program or taking over 
an existing team. How many players, coaches, 
trainers, groundskeepers, marketers and other 
personnel will you need? How much money 
will that take? How many games will you play? 
What league are you playing in (your market: 

high school, college, semi-pro, professional)? How 
many tickets will you sell for the first five years?
 You need a strategic plan to detail how you 
will achieve success, how you will actually play the 
game. On the field, what will you do to be success-
ful? For example, in a high school league, passing is 
likely not going to be a big part of the game because 
most high school quarterbacks are still developing 
and likely don’t have the rocket arm you might asso-
ciate with college or pro teams. Short passes maybe, 
but not long, deep passes. Likewise, field goals will 
not be a key part of your strategy, for similar reasons. 
Your winning strategy will likely depend more on 
a running game. In the pro league, you would use 
completely different strategies with a larger mix of 
plays and styles of offense and defense. 
 Of course, your specific strategies, regard-
less of the league, would depend on what specific 
strengths and skills your players and coaches (your 
staff and leadership team) bring to the field. Are you 
better on offense or defense? Will you rely on trick 
plays or brute running strength? How good are your 
special teams? Different leagues (markets) also have 
different rules and require different strategies. For ex-
ample, arena football has fields and rules significant-
ly different from other professional football leagues. 

Each requires different strategies for winning a 
game. You will also need different strategies for 
each opponent (various market segments).
 On the business side, selling tickets for 
a high school football team will primarily en-
tail targeting students and their parents, school 
employees and alumni. Attendance will not be 
very large, so ticket sales will be moderate. Sell-
ing tickets for a professional team will require a 
significant amount of marketing and advertising 
to a very large and broad market. Who is going 
to do that marketing and what kind of promo-
tions will they put in place? Will you offer differ-
ent pricing levels? What about group sales? Will 
you target season ticket sales more? What kind 
of metrics will you use to determine how effec-
tive that marketing program will be? 
 While only one team will win the 
championship, they all have to make a profit. 
Making the playoffs or winning a championship 
will certainly drive higher ticket sales, but you 
can actually have a very profitable team without 
winning a championship. An effective strategic 
plan is what gets you to that point: being profit-
able. And isn’t that the real goal of having a busi-
ness?
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For consideration in one of our featured sections, email your photos to info@valleybusinessreport.com.

In the  Spot light

Mid-March at the Heritage and Arts Museum attendees enjoyed craft beers, 
crawfish and music at the Harlingen Area Chamber of Commerce first an-
nual Ales & Tails Fest.  (VBR)

Late February, the Mercedes Chamber of Commerce held its annual Awards Ban-
quet recognizing local citizens for their outstanding accomplishments and achieve-
ments.  (VBR)

The Mission Economic Development Corporation has announced Ruby Red Ventures 
grant winners.  SweetConfetti won $16,000. SweetConfetti specializes in designing 
charming and lavish decor for dessert and candy tables. The company plans on merg-
ing creativity and technology to innovate in the event design industry. Geeks & Jocks 
won $14,000. This company is a collectibles company in Downtown Mission. Video 
game company GameSwipe won $12,500.  (Courtesy STATUS Magazine)

For a first in Texas, the SiteLink Forum was held in the Rio Grande Val-
ley at the South Padre Island Hilton Garden Inn Hotel. The event’s title 
sponsor was the Rio South Texas Economic Council. Economic development 
professionals from the United States and Canada were advised by seven na-
tional site selectors on the relocation and expansion decision making process.  
(VBR)






