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4. Fees matter. 
 The investment costs you pay directly 
impact your returns and the size of your nest egg 
when you retire. A growing number of 401(k)s 
offer you access to lower-cost index funds and 
well-priced target-date funds that may help make 
your investment selection decision less compli-
cated than picking among a group of individual 
funds. That said, you shouldn’t necessarily ignore 
a great fund just because it charges more.

5. Watch out for your vesting schedule.
 While you always get to keep 100 
percent of the money you contribute to your 
401(k), any matching contributions your em-
ployer makes only become yours after you are 
fully vested with your company. Find out when 
you become fully vested before you leave your 
job.

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 at (956) 874-8750. 

2. Keep your plan growing tax-deferred.
 Most 401(k) plans give you the option to 
keep your savings within the plan when you leave 
the company, which is an easy and convenient way 
to keep your savings growing tax-deferred until you 
need to begin withdrawals. But you also have the 
ability to roll them into a new employer’s plan or an 
IRA. It’s a good idea to compare all three options to 
see which is likely to produce the best results.

3. In general, pick the plan with better investment 
options.
 Today’s employers can use their bargaining 
power to pick investments for their retirement plans 
that are often better managed and offer lower fees 
than what you might find in a new employer’s plan 
or IRA -- even taking into account the greater num-
ber of investment options that IRAs may offer. So, 
sometimes it makes sense to stay with your current 
plan when you retire or leave, if you have the op-
tion to do so. Another consideration when compar-
ing the IRA option to staying with your present plan 
is knowing that the process used to evaluate invest-
ment options in a 401(k) generally is subject to a 
higher standard of care than in an IRA.

By Harvey Lopez
 As more workers plan to continue 
working later in life, at more organizations, the 
ability to preserve their nest egg and keep it 
growing when they leave their current company 
is more important than ever. Here is an easy-
to-understand guide to your most common op-
tions to keep your 401(k) working for you.  

1. Don’t cash out.
 Let’s say you’re changing jobs and have 
just $1,000 in your 401(k). Once you’ve left your 
employer, why not just cash out the account? In 
fact, you should rarely -- if ever -- consider this 
option until you are at least 59.5 years old. Oth-
erwise the IRS considers this an early withdraw-
al, and will assess a 10 percent tax penalty on the 
amount withdrawn. Plus, your plan administra-
tor will withhold 20 percent of the amount to 
cover the federal income taxes that will be due 
on the entire amount withdrawn. So, depend-
ing on your age and tax bracket, you might only 
receive $700 of the $1,000 withdrawal. You also 
give up the compounding growth effect on that 
money -- the ability of your savings to earn in-
terest on top of interest.

Keep That 401K Working for You
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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.



Marshall Hutts Road – the road that runs parallel 
to the Arroyo. It’s also the road where bait stores 
pepper the front of their business and surroundings  
with signs and banners that read  things like “Fresh 
Shrimp” and “Live Bait”  with the hopes of attract-
ing each day’s largest share of customers. The stores 
aren’t large but they are crammed with fishing gear 
from corks to rods and reels to filet knives, nets, bait 
… but it all somehow fits snug.
 On this perfect fishing day with the tem-
perature about 70 degrees, there’s a sprinkling of 
customers at each of the competitors’ places. Most of 
them have some signature that separates them from 
the other. For Cochran it’s making sure he has what-
ever the customer wants – that means he needs to 
keep up with today’s latest trends. And while some 
of the local shops have a bar attached to it or sell beer 
and and groceries, Cochran is 100 percent fishing, 
fishing tools and more fishing.
 These stores are not the Bass Pro Shops or 
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Fishing Huge for Coastal Areas
By Henry Miller
   The landscape will tell you that you are 
in a different place. Bait shops and bait stores, 
cabins, homes and apartments for rent – during 
the summer in most fishing cities -- but here in 
Arroyo City, the weather is great for fishing year 
round. Fishing is the lifeblood of this town.
 Seated along the Arroyo Colorado, 
this similar-named city is all about fishing – 
and you’re almost a stone’s throw away from a 
small, locally owned bait shop to service all your 
needs. While other places in South Texas like 
Port Isabel and South Padre Island have other 
attractions to bring in crowds, Arroyo City is all 
about fishing.
 “If anyone comes into the store and asks 
for something and I don’t have it, I go and get it 
so the next time someone asks for it, I’ve got it. 
We have everything the fisherman wants,” said 
Jerry Cochran, owner of the Bait Shop at 36690 

the Cabelas. These stores are the mom and pop 
shops that deliver high-quality service, a friend-
ly face and, more often than not they will have 
exactly what you need for that fishing trip with 
the kids or for that time alone on the weekend 
getaway.
 “I’ve been coming to this area since 
I was 16,” said Andy Noriega, from Weslaco, 
who took the 35-mile trip to The Bait Stand, 
not to be confused with The Bait Shop – this 
one has Dirty Reds Cantina and Grill attached 
to it, a popular place both among the regular 
fisherman and those who are just in the area 
for a vacation getaway weekend. Noriega pur-
chased some live shrimp with hopes of catching 
mainly speckled trout and redfish with his kids. 
“I would come here with friends as soon as we 
were able to drive.”
 Noriega and his wife Dulce Martinez 
and two sons Andy Noriega IV, 5 years old, and 

Bait stand signs pepper the the sides of the road in Arroyo City, even for stands like the Sanchez Bait Stand, that closed eight years ago.  (VBR)



Alex Noriega, 3 years old, ended the day with 
about 10 fish, including a catfish, some man-
grove snappers and sheep heads. He said that 
fishing has become so popular that being able 
to buy live bait is sometimes extremely difficult. 
“It’s a different scene today than it was when I 
was growing up,” he said. “So now we’re bring-
ing the boys and trying to introduce them to 
the sport and get them to feel the little fight 
with the fish.”
 Noriega purchased a full-size Star Wars 
fishing rod for his 5 year old just two days ear-
lier. After they were done for the day, the first 

things they asked was “Dad, can we come again to-
morrow?” 
 The bait shop industry is staggering. A re-
port by the National Oceanic and Atmospheric As-
sociation at NOAA.gov states, “According to the 
study, the first economic survey of its kind, in 2013, 
the most recent year for which data is available, these 
retailers contribute approximately $2.3 billion across 
the broader U.S. economy, including $796 million 
in income. In addition, the industry supports nearly 
16,000 jobs across the nation.” What’s even more 
mind-blowing is that when this study was done, it 
did not take into consideration the large chain stores 

– just the independent busi-
nesses. That means the 
study only reflects a por-
tion of what the industry 
does for not only coastal 
communities for the overall 
economic wealth of the na-
tion.
       There’s at least one 
thing that the most success-
ful independent bait shops 
have in common, working 
long hours – really long 
hours. “When I started 

this business, I had an ’86 Ford half-ton truck,” 
Cochran said. “Now I have seven diesel pickup 
trucks and have a lucrative business. But it only 
comes from working 18 hours a day, every day 
and working all night long when we have to go 
buy bait either in Port Lavaca or Corpus. We’ll 
go 48 to 72 hours without sleep – that’s how I 
made my business.” Cochran added that when 
he opened the business, there were six other bait 
shops to compete with – he said he’s the only 
one left of that group.
 Down the road from Cochran’s Bait 
Shop, which he opened in 2001, is the Bait 
Stand, with a more market-style set up. Walk-
ing into the store you are greeted with the same 
things you’ll find at a convenience store – sodas, 
beer, chips, ice cream and other daily necessities. 
However, along the walls and scattered through 
the aisles are rods and reels, fishing nets, corks, 
hooks and other supplies for the angler. At-
tached to the Bait Stand on one side is the bar/
cantina and on the other side is where they keep 
their live bait. On this day, they still had some 
shrimp left for Noriega and his kids.

For more information visit facebook.com/bait-
shoparroyocity
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Andy Noriega and his sons, Andy IV and Alex, enjoy a catch along the pier in 
Arroyo City. Noriega had just purchased some live shrimp for bait at the Bait 
Stand. (VBR)

Live shrimp is one of the most favorite types of bait for fishermen and sometimes 
can be hard to find due to the demand. (VBR)
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Jerry Cochran, owner of the Bait Shop in Arroyo City, says that a customer just 
needs to ask for something once and if the Bait Shop doesn’t have it, they will 
get it. (VBR)

Hooks, bobbers and corks cover one of the walls at the Bait Shop in Arroyo City. 
(VBR)
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       Over the course of his lifetime, Michael J. Blum has demonstrated an 
enduring dedication and commitment to service in and for our community. 
Since his move to the Rio Grande Valley in 1972, Mike has played a vital 
role in the success of McAllen.
       Mike served as the City of McAllen’s Director of Planning and 
Assistant City Manager from 1973 to 1979. In the decade after, he was the 
director of planning and partner for MBA Architecture Group. His current 
company, the Michael J. Blum Company, was created in 1988 to promote 

the development of the South Texas border region, and to provide an assortment 
of planning, real estate and development consulting services to business and 
government. Since 2004, Mike has served as a partner and managing broker for 
NAI Rio Grande Valley and member of the NAI Global network.
       Throughout his storied career, Mike has given his time, talent and voice to 
help the community. He serves on numerous boards and is actively involved in 
his synagogue as a board member, and he’s held various leadership positions on a 
wide variety of community boards.
       In response to his efforts, the Texas Industrial Development Council named 
Mike as the 1988 Texas Volunteer Industrial Developer of the Year.  In addition, 
Mike was selected to meet privately with President Bill Clinton to present vital 
information related to Interstate Highway 69 and the presidential permit request 
for the Anzalduas International Bridge. His years of work as a catalyst for 
McAllen’s success have earned him praise from the local community and beyond. 

such as horse blankets, canvas water buckets and 
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How to Keep Your Best Employee
By Eileen Mattei
  “Once you find somebody who shares 
your values and work ethic, you have to make 
a decision on how to keep them. If you just in-
crease their salary, you still risk losing them at 
any point. Laurie Tresch was an employee we 
needed to keep,” said Allan Crockett, who with 
his wife Terrie and sons runs Hilco, Crockett 
Farms and Gulf Coast Contractors.
 “Laurie is the face of Hilco, the person 
customers deal with. She has been instrumen-
tal in building good customer relations. She has 
also improved the manufacturing process and 
expedited production. She has found new mar-
kets and has positioned our company for con-
tinued growth,” Crockett explained.
 “Being in several partnerships over the 
years, I realized that being an owner/partner 
in a business enterprise makes you vested and 
dedicated to the company’s success. That experi-
ence convinced me that when you have a great 
employee, critical to the business, you want 
to make sure they have the best interest in the 
company at heart.”
 Hilco’s roots can be traced back to 1938. 
Back then, it manufactured ag-related products feed/crop tarps. Over the years, Hilco evolved 

into an industrial textile supplier. Oil field and 
manufacturing clients became an important fo-
cus, which continues to this day. Targeting mid-
stream production and manufacturing process 
needs, the highly specialized product line was 
manufactured at their Houston facilities until 
2007. That was the year Hilco made the move 
to consolidate its industrial side with its ag and 
recreational product production under one roof 
at its Harlingen facility. The move has stream-
lined management and improved quality and 
logistics.
 Recently, the Crocketts offered Tresch 
a percentage ownership of Hilco and, she ac-
cepted the offer, which includes a share of the 
company’s profits. In the interim, Tresch’s per-
formance reaffirmed the Crocketts’ decision.
 “When someone not only does the 
job well, but excels at it, you have to recognize 
that and act on it,” Crockett said. “She has the 
ability to spot market opportunities and mon-
etize them successfully. We’re heavily into oil-
field products, which fluctuate with the price of 
oil. Laurie was key in adapting products to fit 
the needs of the changing oil field.” With the 
automation of new rigs, Tresch recognized the 
opportunity to offer more products: computer 
console covers, protection for weather-sensitive 
hardware, fire equipment covers and everything 
in between.
 “I was surprised and very honored,” 
said Tresch, who has worked with the Crockett 

Hilco general manager Laurie Tresch confirms a boat cover pattern with long-time employee Manuel Lugo.   
(VBR)
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businesses for five years. “It’s turned 
from a job into a passion, some-
thing you want to put your heart 
and soul into, a labor of love.”
 “Hilco has provided prod-
ucts for the oilfield for over 30 
years, things that no one else in 
America makes. We have a high 
level of customer service, on-time 
delivery and maintain good rela-
tionships with clients and indus-
try peers. It’s important to me to 
keep the legacy alive, even as trends 
change and machinery changes, we 
continually adapt to new technol-
ogy.”
 Tresch, now general man-
ager, came to Hilco with retail 
management experience and has 
run her own online business, but 
she learned much more on the 
job. “I see Terrie as my mentor. 
The things she and Allan taught 
me have been priceless: everything 
about the business side and what it 
takes to maintain a factory.” She is 
proud of Hilco’s fabrication team, 
which includes team leaders Man-
uel Lugo and Mary Lou Guerrero, 
with more than 30 years’ experi-
ence. 
 “The textile industry is very dynamic 
and evolving. I have been able to streamline 
our supply chain to expedite turn around for 
our customers and quality control has been im-
proved as well. Whether you’re a long-time cus-
tomer, or a one-time embroidery client, I strive 
to provide a high level of service and commit-
ment to all.”
 While Hilco still manufactures a wide 
variety of ag products, the strongest growth has 
been in the recreational and industrial divisions. 
“From boat covers and hunting gear, which 
includes our one-of-a-kind Gun Mattress, to 
welding curtains and heat shields plus the very 
active industrial/oil field service sector, I take 
pride in being able to say our products are made 
in the U.S.A, and our clients agree.”
 When Tresch became a partner, it 
changed office dynamics in a good way. “Now 
when people ask if Laurie works for me,” Crock-
ett said. “I tell them, ‘No, she doesn’t work for 
me. She’s a partner.’ I like being her partner, not 
her boss. Her opinion is respected.” 
 As for Tresch, she equates becoming a 
partner with being adopted into a family. “It’s 
more than a business, it’s a family. It becomes 
part of who you are. It’s so much more than go-
ing to work. This is what you do,” she said.

For more information, see hilsport.com.

Allan Crockett, Terrie Crockett and Laurie Tresch changed their relationship from employers/employee to business partners.  
(VBR)
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Building Entrepreneur Help Center
By Linda Matthews
 The Center 
for Innovation and 
Commercialization 
at UTRGV in Wesla-
co is one step closer 
to becoming a reality. 
“Contracts and leases 
are signed and the ar-
chitect is developing 
the final drawings,” 
said Mark Kroll, 
dean of the Robert 
C. Vackar College of 
Business and Entre-
preneurship.  “This 
time next year, the 
CIC and all that it 
entails will be open 
for business.” 
 A knowl-
edgeable faculty base, 
CIC staff and a network of mentors will guide 
students and community entrepreneurs through 
the new venture development process to ensure 
entrepreneurial success in our region. In addi-

tion to housing the CIC staff, the 16,000-square-
foot space will include leasable incubator space, co-
working space, classrooms, conference rooms and 
a maker’s space. This initiative will give students, 
faculty and community entrepreneurs the resources 
necessary for them to be successful in launching a 
new business while providing a location for them to 
collaborate and work together.   
 When asked “What is the Center for Inno-
vation and Commercialization? And what exactly is 
an Incubator?” Kroll responded with a smile. “We 
have been talking about this project for some time 
now, and I always get asked these questions,” he 
said. To put it simply, the Center for Innovation 
and Commercialization is a very long name for a 
center that will help take new ideas to the market-
place.  
 “As for a business incubator, a good defi-
nition comes from an article I read in Entrepre-
neur magazine,” he said. “‘A business incubator is 
an organization designed to accelerate the growth 
and success of entrepreneurial companies through 
an array of business support resources and services 
that could include physical space, capital, coaching, 
common services and networking connections.’” 
The CIC will provide all the services mentioned as 
well as university resources such as research, subject 
matter expertise and student interns.
 It is the goal of the CIC to become the 
unified center that will increase opportunities for 
entrepreneurship education, new business creation 
and the commercialization of university discover-
ies, bringing additional economic benefits to our 
region. UTRGV, VCoBE and the CIC are uniquely 
positioned to live VCoBE’s mission by helping in 
the development of the region’s entrepreneurial 

ecosystem and generating meaningful advances 
in the region’s economic development by serv-
ing as the convener for region-wide initiatives. 
By working with other innovation and entrepre-
neurial stakeholders within the region, the CIC 
will supplement and enhance their efforts with 
the goal of creating a robust entrepreneurial eco-
system to increase prosperity and vitality to the 
Rio Grande Valley. 
 “The plan is for the CIC to service the 
entire Valley and not just the mid-Valley,” said 
Laurie Simmons, director of the CIC. “Innova-
tion and entrepreneurship drives our economy, 
and universities must play a major role in sup-
porting the innovators whose ideas create new 
businesses and jobs. We want UTRGV and the 
CIC to be the innovation hub of the Valley, pro-
viding the resources needed to create regional 
scalable enterprises that have potential to reach 
national or international markets.” 
 This collaborative effort between the 
U.S. Economic Development Agency, City of 
Weslaco and Weslaco Economic Development 
Corporation represents an investment of more 
than $3.2 million to construct and finish out 
the CICs new facility. This initiative will pave 
the way for a new innovative student experien-
tial learning experience, while providing local 
entrepreneurs the necessary resources and tools 
for them to create the next generation startup 
companies here in the Valley. 

For more information visit http://www.utrgv.edu/
en-us/research/services/economic-development/en-
trepreneurship/index.htm

An artist’s rendering of  UTRGV’s Center for Innovation and Commercialization being built in Weslaco.   (Courtesy)
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Being Good May be Bad for You
By Arnoldo Mata
 It’s something I’ve thought was true, 
and now there’s proof: Being good at your job is 
not always good for you. According to research 
from the Duke University Fuqua School of 
Business and published in the Journal of Per-
sonality and Social Psychology, very good em-
ployees get punished with more work and with 
higher expectations than other workers while 
getting paid the same.
 My wife used to tell me the same thing. 
She argues that good teachers get punished. 
When she was teaching first grade, she real-
ized that discipline was essential. She spent the 
first few weeks of every school year working on 
establishing a routine and order. She wasn’t a 
screamer, but she was consistent and firm. Her 
students were disciplined and learned because 
of it. She also spent quite a lot of time at home 
working on her lesson plans, making them in-
teractive and hands-on. They were fun and in-
teresting for the kids. 
 Some of the other teachers didn’t want 
to spend the time doing that, so they just ran 
off worksheets all week long – dull and boring 
for the kids but easy for the teacher. Some of the 
teachers just waited to see what she was doing 
and copied her work. Somehow, their lessons 
were never quite the same because they only 
copied materials but had no deep understand-
ing of how she imagined their use.
 When school board members’ rela-
tives, the principal’s relatives and other teachers 
enrolled their kids in that school, they wanted 
them in her class. When another teacher had 
a difficult or unruly student, they were often 
transferred to her class – because she had dis-
cipline. That other teacher was rewarded be-
cause she did not have the skills or discipline 
to handle that student. When the principal was 
being reviewed, her class was the model room 
the principal took visitors and administrators 
to. She could never have an “off” day. It was all 
added pressure.
 When her students moved up to sec-
ond grade the following year, the second-grade 
teachers fought to get her kids because they 
knew they were prepared and disciplined. She 
certainly took pride in that, but she understood 
that the second-grade teachers – and the prin-
cipal – expected more from her than from the 
other first-grade teachers. 
 Knowing how good she was, the prin-
cipal kept adding assignments that the principal 
did not trust to other teachers. She kept work-
ing more and more after school, not that anyone 
noticed or cared. That pressure – among other 
things (more paperwork, more documentation, 

more testing, etc.) – even-
tually took its toll. All that 
time, she was doing extra 
work while getting paid the 
same as the other teachers. 
She left the classroom.
 This is a danger to 
both the employee and the 
employer, as Christy Koval, 
a Ph.D. candidate and 
first author on the Fuqua 
School of Business study, 
pointed out. “Managers 
… should take note. If you 
take those high-self-control 
people for granted, you 
may risk losing them. While relying on go-getters 
might be a good short-term strategy — they’ll get 
stuff done — in the long run,” Koval suggests, “they 
might become dissatisfied with this burden we’re 
placing on them.”
 In other words, they are more likely to leave 
unless that burden is more evenly spread around 
your entire team. So, instead of relying on one or 
two superstars on your team taking up the slack, it’s 
time to start getting everyone else to start improving 

their work and 
polishing their 
skills if needed. 
Team work im-
plies that every-
one – includ-
ing YOU THE 
LEADER – 
does their share 
of the work 
and continually 
moves to push 
themselves to 
improve and do 
more.
 You, the lead-

er, have to be the person who models the way. 
You have to show that you are willing to improve 
your skills, learn something new, step out of your 
comfort zone, take on challenges you hadn’t be-
fore, work harder, and bring everyone else along 
with you, even if you have to drag them kick-
ing, crying and screaming. If you don’t show that 
you are willing to do that, why would anyone on 
your team take you seriously if you ask them to 
improve?
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Major Growth May Be Coming
share expertise to improve your 
community’s strategic position in 
the noisy landscape of economic 
development today.”
 Webster creates week-
end-long conferences where 
there’s the potential of a marriage 
of sorts, between these high-in-
demand site selectors and the 
area’s economic development 
experts. He brings seven selec-
tors, each with a specific industry 
expertise chosen for the region 
the conference is taking place. 
Forty-two South Texas develop-
ers attended a recent SiteLink 
conference at South Padre Island, 
sponsored by RSTEC, to listen 
to Webster, a generalist selector 
and other site selectors.
 “The collaboration ef-
forts were excellent and the selec-
tors learned about South Texas,” 
Webster said. “This is all about 
building relationships. The local 
people made us aware of what’s 
going on in South Texas. The 
perceptions of a border war are 
not real. For people who read 
the newspapers, it’s a war zone.”
 Ruszczak said RSTEC 
is all about promoting its mem-
bers, which include many of the 
local economic development 
councils and other economic 
developers. He said the organi-
zation is about promoting the 
region as a whole, putting the 
area on a higher level when it 
comes to attracting major com-
panies.
 “Our purpose is to promote our region as a 
whole to the outside world for investment,” Ruszc-
zak said. “We had these site selectors come to build 
a relationship, we will attend trade shows, whatever 
we need to do to increase the awareness of the RGV 
region and develop relationships the will help us 
compete on a higher level playing field and become 
a market that the major corporations will consider.
“Brownsville would be better off if a major com-
pany landed in Harlingen than if it landed in Colo-
rado. We are all about collaborating to increase the 
strength of the Rio Grande Valley.”
 The site selectors who attended the SPI Site-
Link Forum included experts on trade, auto manu-
facturing, travel logistics and call centers, among 
others. They took an extensive tour of the Valley, 
many times having eye-opening experiences.

By Henry Miller
 Site selectors are a group of experts who 
provide location strategy to corporations across 
the globe and for every industry, sector and 
function. According to Rio South Texas Execu-
tive Director Matt Ruszczak, they are like “com-
mercial real estate agents on steroids.”
 There are only a limited number of pro-
fessional site selectors, according to Paige Web-
ster, less than 300. Their role is to help com-
panies determining the best communities and 
properties for future relocation or expansion. 
“A major corporation will decide they want to 
grow or expand and then hire site selection pro-
fessionals to help determine where they will go 
to grow,” Ruszczak said. “They give them key 
criteria and they will go out and analyze and go 
through all the data and identify the best com-
munities to locate, or relocate.”
 Needless to say (but we are going to say 
it), developing a relationship with a qualified 
site selector is critical when it comes to econom-
ic development. Webster runs an organization 
called SiteLink that, according to its website 
sitelinkforum.com “convenes experienced site 
selectors and industry leaders in economic de-
velopment to connect, provide insight and 

 “We took them to Anzalduas Park right 
along the border,” Ruszczak said. “On the U.S. 
side there were families grilling out, playing 
catch and having a good time. Then you looked 
across the border into Mexico and families were 
grilling out, playing catch and having a good 
time. It definitely opened a lot of eyes.”
 In essence what RSTEC does is give its 
members a head start. While EDCs and other de-
velopers are good at recruiting companies from 
start to finish – the initial phone call to  “That 
full timeline that can be very long, from 18 to 
24 months, some may take 10 years a longer,” 
Ruszczak said.  “There’s a critical point along 
there when somebody makes a trip. Once they 
take that visit it becomes the sales job on a local 
level. Everything up to this point is relationship 

Tim Femster of Foremost Quality Logistics stands in front of a crane at the 
Port of Brownsville. Femster was one of seven site selectors who spoke at the 
SiteLink Forum at South Padre Island  (Courtesy)



May 2017      Valley Business Report   13

A group of site selectors stand in front of GE Aviation in McAllen. The group was given an all-day tour of 
the Valley from Brownsville to Anzalduas Park and more.  (VBR)

and general marketing. RSTEC exists to help 
amplify the first part from the initial contact to 
the site visit.”
 Webster said after the visits are made 
and the tours are all done and the selectors head 
to their homes all over the country, now it be-
comes the local economic developers’ responsi-
bilities to continue the relationship all the way 
to the finale – that ribbon cutting. He added 
that the McAllen EDC has already continued to 
build on relationships created during the forum 
and some of the site selectors will be return-
ing to not only look at McAllen again, but also 
Reynosa.
 “Once the site selectors have left it’s up 
to the local economic developers to reach out 
and continue the conversations,” said Webster, 
whose next site link conference is in Detroit in 
June. “I believe South Texas did the most me-
dia relations about the conference, that’s really 
key because they got the word out to the gen-
eral public. Pharr, Texas was not a member of 
RESTEC but they are now. 
 “There was a lot of eye-opening infor-
mation and because we were there, we could use 
more than just what we read or see from TV – 
we could get personal with the area,” Webster 
said. “We learned about the crossings – 35,000 
vehicles back and forth – it made us realize that 

ANA TURNER
NMLS 646006

Mortgage Loan Originator
(956) 821-3632

anaturner@ibc.com

JAIME JACKSON
NMLS 1300744
Mortgage Loan Originator
(956) 648-9347
jaimejackson@ibc.com

it’s a regional economy that includes Mexico. Plus 
you have the Winter Texans, spring break … it’s a 
whole another economy not to mention the maqui-
ladoras and cross commerce that’s going on.”

For more information, visit www.riosouthtexas.
com.
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An Old Business’ New Life
By Eileen Mattei
 Seventy years after Finnis Morris re-
turned home from military service in World 
War II and started Morris Welding & Boiler 
Service, the company is still relevant and thriv-
ing. The company has weathered changes: at 
one point it provided water well services and 
has added incinerator sales and services. And 
the ownership changed.
 But the demand for commercial boiler 
and boiler services has not changed. Boilers -- 
commercial hot water heaters -- supply hotels, 
restaurants, hospitals, apartment complexes, 
schools, factories and processing plants with hot 
water and steam.
 In May 2014, Efrain Malerva, an elec-
tromechanical engineer and owner of Reynosa’s 
JEM DSI Inc., purchased Morris Boiler Ser-
vices. Malerva, who holds an L-1 visa, is CEO 
of three longtime Reynosa businesses that are 
involved in designing and making automation 
systems for maquiladoras. He owns those busi-
nesses with his two brothers.
 But Malerva wanted to invest across the 
border for multiple reasons. When he learned 
that Morris Boilers was for sale, he talked to 

then owner 
John Allen 
and exam-
ined the 
company’s 
f inancia ls . 
“It was a 
good op-
portunity,” 
M a l e r v a 
said. He 
bought the 
M e r c e d e s 
b u s i n e s s 
with the 
proviso that 
Allen would 
consult gra-
tis for six 
m o n t h s . 
Morris Boil-
ers is a dba 
of JEM DSI 
Inc. 
 De-
spite a lack of experience with commercial boilers, Malerva felt qualified to run the company. Giv-

en that nine experienced employees were stay-
ing on, he believed his administrative skills and 
engineering background would lead to a produc-
tive match.  
 “It was a good decision. The business 
doesn’t have ups or down. It’s just very steady,” 
Malerva said. While he had to learn a few, new 
industry-specific details, he has focused on ad-
ministration and new contracts. After three 
years running the business, he feels everything 
is under control and operating smoothly. “I like 
the challenge of a new field. Right now, we have 
room to grow.”  
 He noted that the mid-Valley loca-
tion near I-2 is convenient for a business that 
is on call 24/7. Its service area extends from Rio 
Grande City to South Padre and Kingsville, with 
occasional calls to Corpus Christi and Laredo.   
Currently 70 percent of Morris’ work is servicing 
existing equipment and the balance is installing 
new equipment.  
 Malerva hired Mike Garcia, who has 
years of experience in safety and security, as gen-
eral supervisor. “We’ve been making changes. 
We care about the employees’ safety. We provide 
them with personal protective equipment and 
everything they need to make their job easier. If 
they say they need it, we get it for them,” Garcia 
said.   
 Garcia believes the new iteration of 
Morris Boilers is characterized by better commu-
nications and more benefits for the employees. 

Mike Garcia and Efrain Malerva stand in front of new boilers Morris Boiler Service will 
install.  (VBR)
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In part, that is driven by the fact it is hard to 
find skilled people, and the best policy is to treat 
long-term employees with respect and atten-
tion. “We are committed to a professional at-
mosphere that promotes equal opportunity,” he 
added. Boiler technicians attend annual train-
ing to maintain proficiency and obtain updates. 
The State of Texas sends inspectors to check on 
each boiler job and confirm that the work com-
plies with standards.    
 While local hospitals use boilers to 
make steam for sterilizing equipment and sup-
plies, and dry cleaners use steam for their proce-
dures, most of Morris Boilers customers expect 
a reliable supply of hot water for things like 
washing dishes, sanitation and cleaning. Lily of 
the Desert which processes aloe, Azteca Mill-
ing which makes masa, and International Paper 
which makes cardboard, all requires large vol-
umes of boiler water. Additionally, Monte Alto 
and Superior Foods need it for food processing. 
Malerva said the Brownsville Aquatic Center 
is a customer along with numerous school dis-
tricts and apartment complexes. 
 The company continues to service 
commercial incinerators for U.S. Customs, for 
example, and trash compactors.  
 Malerva said he now spends 80 percent 
of his time with Morris Boilers. Because he likes 
the challenges a new enterprise presents, he is 
considering starting another, unrelated business 
in the not too distant future when the opportu-
nity presents itself.. 

For more information, call 565-3189 or see mor-
ris-boiler.com.

Neatly organized fittings are ready for Morris’ tech-
nicians to select for installation or repair.  (VBR)
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Passion Leads Family Dentistry
By Henry Miller
 There are two concepts that seemingly 
every successful business person will mention 
when asked how they became successful – hard 
work and a passion for what they do, a passion 
for the greater good. Dr. Juan Villarreal, the 
founder of Harlingen Family Dentistry, is no 
stranger to any of those concepts.
 Villarreal opened the Harlingen den-
tal practice back in 1983. “I had just finished 
school and earned my degree. I was born and 
raised in Harlingen and I wanted to come back 
and give back,” he said. “I’ve been busy ever 
since.”
 Since then, his practice has grown – 
and grown and grown some more. Currently, 
according to the website harlingenfamilyden-
tistry.com, they have expanded with “Weslaco 
Family Dentistry, Brownsville Family Dentistry, 
Raymondville Family Dentistry and McAllen 
Dental Care. We also now have a clinic in Aus-
tin under the name of Bright Side Dental.”
 Villarreal credits his parents and a stint 
in the military as helping him shape his future. 
Hard work was no stranger to his family, espe-
cially after his mom died when he was just 13. 

“I had my own savings account after that at age 13,” 
he said. “My parents had just a secondary education 
but they had great work ethics and values that helped 
me tremendously as a got older, teaching me to be 
responsible.”
 He delivered newspaper by bicycle as a boy, 
building relationships with people who would later 

be his clients. He spent three years in the Army 
and then 10 years in the reserves while he was 
going through dental school. “It helped enhance 
my education and gave me more training; all 
those things added up. I had a lot of opportuni-
ties through the government that I’m thankful 
for so any other way would’ve been difficult to 
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One of the many labs/patient rooms inside the 30,000-square-foot Harlingen Family Dentistry building.  
(VBR)
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get through school.”
 His first of-
fice was a modest 
1,200-square-foot 
space and in 1985 
he built a new of-
fice and worked with 
1,800-square feet. 
But it didn’t stop 
there. From there 
he kept hiring doc-
tors and other staff 
as more and more 
patients came to see 
him. He grew to 
3,000 square feet, 
then 5,200. The peo-
ple kept coming, the 
staff kept growing and Villarreal made the jump 
to a 30,000-square-foot office where he rented 
out half. Now, he’s even using most of that half 
– 26,000 square feet at his Harlingen location, 
located at 1214 Dixieland Road.
 While many offices specialize in one 
type of dentistry, Harlingen Family Dentistry 
is sort of a one-stop-shop when it comes to 
patients’ needs. There is a children’s practice, 
general dentistry, orthodontics and paradontics. 
He has 140 people on staff, 13 doctors, eight 
hygienists, six lab techs and the list continues. 
“I like to have all the different area under one 
roof,” he said. “Doctors can compare notes and 
there’s always learning and communication go-
ing on. It makes us different.”
 When asked how many patients he 
served his answer was staggering – “I would 
estimate about 100,000,” he said. “We used to 
have a records room with files – I mean a big 
room and files were stacked top to bottom.” The 
numbers themselves are an indicator of his den-
tistry’s popularity, accountability and success.
 “The biggest struggle is to keep every-
one motivated all the time, to remember that 
we are the ones that provide that extra care and 
that we are setting examples to everyone who 
comes inside our doors,” he said. “But that’s all 
about bringing in good staff members who al-
ready have a caring attitude for the patients. The 
staff is 99 percent of it – that what makes a big 
difference, our care factor and compassion.”
 Villarreal also keeps up with ongoing 
education. He has been recognized by national 
and international organizations for his dentistry 
work, is the author of the book “TRUTH DE-
CAY: How Government Corruption Caused 
a Political Scandal Victimizing Texas Dentists 
and How It Could Happen to You!” He also en-
joys travel and photography as noted by many 
framed photographs he took, especially while in 
Africa. His favorite photo is of two zebras fac-

Dr. Villarreal working on a patient at Harlingen 
Family Dentistry.  (VBR)

ing each other. The photo looks like one zebra and a 
mirror image.
 But, when Villarreal came back to Harlin-
gen, he wanted to give back to the community in 
more ways than low-cost, high-quality dentistry. He 
also provides scholarships for students to help them 
go to college. Recently, he handed out three scholar-
ships along with Gen. Ricard Sanchez. “We love to 
give back and have this scholarship program where 
the students have a speech contest. Gen. Sanchez 
was here and we provided kids with an opportunity 

Dr. Juan Villarreal, far left, and General Ricardo Sanchez, far right, present schol-
arships to three students.  (VBR)



etc. Others will offer a place of business. I work at a 
restaurant, a grocery store or a post office. 
 For job seekers and entrepreneurs, the ques-
tion is an opportunity to showcase talent, ability and 
a desire for new opportunity. The best answer to one 
of the most common questions we will ever hear spo-
ken from a new acquaintance or fellow traveler is not 
one of title or industry, but of relationship building. 
And, the best way to build a new professional rela-
tionship is to offer the answer that conveys what you 
can do for them.
 Here are a few examples:
Barista: “I get up at 6 a.m. every day and serve folks 
the best coffee in town. I make a mean latte!”
Waitress: “I feed the lunch crowd and keep the cooks 
laughing at Chuck’s Diner on Elm Street.”
Bank Teller: “I help people with their daily bank-
ing needs and answer questions about consumer ac-
counts. Just ask.”
Auto Mechanic: “I keep the engines running, the 
fluids topped and the tires rolling. Need an oil 
change? Come see me.”
 Each of the examples above goes beyond the 
basic answer and go directly to the story of who you 
are and what you do for others. 

The Power of Storytelling
 Twitter gained worldwide fame in a 
phenomenally short period of time because it 
was the world’s first mini-blogging service for 
worldwide delivery of our every thought, idea 
and message. In 140 characters or less, we could 
convey most any thought imaginable, and LIKE 
and SHARE the thoughts of others with just the 
click of a mouse or the touch of a button.
 The world has since grown accustomed 
to short but powerful messages. The world of 
job searches and professional online presence is 
no different. Short is sweet, as they say. It’s also 
quite effective for business and job hunting.
 In today’s digital world where the next 
profile is just a click away, quickly conveying a 
compelling story and personality worth getting 
to know is vitally important. Today’s profile bi-
ographies and “tag lines” need to be immediately 
personable and likeable. They need the depth 
of personality and the verbal equivalent to the 
same open smile and self-confidence reflected 
in your profile picture. “I am worth getting to 
know and I feel the exact same way about you. 
Let’s talk.”

Building Your Story
 Services like LinkedIn, Twitter and even 
Facebook provide a short window for taglines, 
brief biographies and introductory messages. Ef-
fectively and consistently using these to convey a 
compelling story is your objective, and that ob-
jective should be guided by your professional or 
career goal: new employment, new business or 
new professional connections.
 Firstly, know your limits. Most online 
services limit you to 140-160 characters. A few 
offer up to 175 characters. Keeping your mes-
sage short is helpful. 
 Secondly, think about your work (or 
dream job) not in terms of title or duties, but 
in terms of benefits and results for the customer. 
What are customers most grateful for when it 
comes to what you uniquely bring to the work-
place? What do you want to be renowned for 
in your industry or area of business? What is it 
about your helping or serving others that gives 
your work a sense of purpose?
 Answer those questions, refine them 
into a short, but powerful, message and you 
have the recipe for a great, elevator adventure! 
Get started right away. You can email me at 
jose@sotelocoach.com if you want to run a few 
of your ideas by me first.  See you next time.  

JC Cruz is an executive coach and organizational 
consultant specializing in leadership development, 
human dynamics and workplace harmony. 

Career Coaching: Social Media 2
By Jose Cruz 
 In part one of our series on Social Me-
dia Presence for job seekers and small business 
owners, we spoke briefly on the importance of 
professionalism, quality and first-impression 
imagery. Your profile photograph plays a key 
role in introducing you to potential employ-
ers and business partners. While a good photo 
won’t secure you a job interview or new client, 
it will serve as the first example of how serious, 
personable and hardworking you truly are. An 
air of openness, competence, social intelligence 
and self-confidence, and you’ve passed the first 
of what will be a series of subtle but powerful 
tests in the quest to network and impress in to-
day’s digital world. With our photo discussion 
behind us, let’s talk about relationship market-
ing via online storytelling. 
 Perhaps you’ve heard this one: You step 
into an elevator with a single occupant and offer 
a hearty hello. Names are exchanged and the in-
evitable question soon arises to fill an otherwise 
uneventful 30-second ride to your destination. 
What do you do, they ask. Most people tend to 
respond in the traditional way. They offer a title. 
I’m a bank teller, a barista, a bakery manager, 
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Planning Your Company’s Future
By Janie Caballero
   It is important to take time to reflect 
on our past. We may think back on the past 12 
months and on what the future may hold in our 
personal lives. 
 Why is this introspection so impor-
tant? Greek philosopher Socrates once shared 
that the “unexamined life is not worth living.” 
While he may have been referring to the search 
for wisdom in general, self-analysis is valuable 
in evaluating our accomplishments and short-
falls, acknowledging those areas in our lives that 
need improvement. Ultimately, this illuminated 
perspective helps us to outline and plan out our 
personal goals – New Year’s resolutions. 
 Similarly, small business owners can 
benefit from this practice of self-assessment 
and planning. Taking some time to evaluate the 
business, its performance and future potential 
helps owners to better strategize and plan for 
future adjustments and growth. It’s true that the 
day-to-day requirements of owning and manag-
ing a business often takes over an owner’s time 
but properly evaluating the business is a crucial 
undertaking for effective, long-term, growth-

planning. 
 One highly-regarded program that can help 
existing business owners through this process is the 
Kauffman FastTrac GrowthVenture course. The 
30-hour, in-depth program helps established busi-
nesses assess and plan for sustainable growth and 
operational efficiency. For those very short on time, 
a three-hour snapshot of this program is also avail-
able through the Kauffman workshop “Listening to 
Your Business,” a free workshop available through 
the ScaleUp Rio Grande Valley Center at UTRGV. 
 This condensed workshop helps participants 
quickly evaluate and measure their business strate-
gies. Specifically designed for established business 
owners, it brings clarity to the growth-planning pro-
cess through the following activities. 

• Complete assessments that examine business 
performance and competitive positions.
• Visualize their business three years from now.
• Identify opportunities and available resources.
• Prioritize and formalize action steps.
• Develop an appropriate plan-of-action to grow 
their business

 At this workshop, business owners “learn 
by doing” as workshop facilitators guide participants 

through a process of reflection, vision and plan-
ning – leveraging their own entrepreneurial ex-
periences! At the end, each business owner leaves 
with a three-year vision, documented and ready 
for implementation.
 To learn more about the Kauffman Fast-
Trac GrowthVenture course for existing busi-
nesses or the “Listening to Your Business” work-
shop, small business owners should visit www.
utrgv.edu/scaleup. Through UTRGV ScaleUp, 
the 30-hour course is available for eligible par-
ticipants and includes other benefits, while 
workshops are open to any existing business in 
the Rio Grande Valley. For more information on 
the next course or workshop, contact the center 
at (956) 665-7535 or scaleup@utrgv.edu.  
 
Janie Caballero is the program director for ScaleUp 
Rio Grande Valley and a certified Kauffman Fast-
Trac GrowthVenture facilitator. Caballero, who 
has comprehensive experience in business planning 
and development, also provides one-to-one business 
advisement to small businesses.
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In the  Spot light

IBC Bank in collaboration with the Camara de 
Comercio Internacional (International Cham-
ber of Commerce), hosted a mixer to welcome 
the governor of the Republic of Panama. People 
in attendance included chamber members, local 
business owners, and IBC Bank executives and 
officers. Seen here are IBC Vice President Mark 
Magnon, Senior Executive Vice President Adrian 
Villarreal, Governor of the Republic of Panama, 
Lic. Raphael Pino Pinto, Executive Vice President 
Manuel Muniz and Senior Vice President Dora 
Brown. (VBR)

Board members of the Rio Grande Valley Hispanic Chamber of Commerce hosted Con-
gressman Filemon Vela at the chamber’s Mid-Session Congressional Luncheon.  (VBR)

THE WEB TEAM 
YOU’VE BEEN 
LOOKING FOR

www.mpcstudios.com

Celebrations took place at Texas Regional Bank as Doug Croft 
was welcomed as the new president/CEO of the Weslaco Cham-
ber of Commerce on April 20.  (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!

Revolving loan program available. 
Loans from $10K to $150K.



Bring Your Ideas



Exactly the port

The Port of Brownsville moves more 
steel into Mexico than any other U.S. 
port. It’s the largest land-owning port 

in the nation with 40,000 acres. And it has 
full congressional authorization to deepen 
its channel to 52 feet. Its FTZ ranks second 
nationally in value of exported goods, and its 
railroad continues impressive growth trends. 
Those assets and achievements continue to 
attract industrial development that other ports 
cannot – like three active LNG projects – all in 
Federal Energy Regulatory Commission review. 
Because of the steady South Texas breeze, it’s 
understandable why the wind energy sector 
selected the port for its base of operations. 
And with Mexican petroleum reforms a reality 
in 2017, more and more of our shippers are 
experiencing measurable success. In fact, the 
Port of Brownsville is in easy reach of a growing 
consumption zone of more than 10 million 
on both sides of the border, benefiting our 
customers with unparalleled rail and heavy 
haul logistics solutions. It’s the most important 
cargo transfer point on the Gulf of Mexico. The 
port that works – the Port of Brownsville. 

portofbrownsville.com
1000 Foust Rd • Brownsville, TX 78521

(956) 831-4592   1-800-378-5395

The port that works


