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platform are presented to fellow busi-
ness and community leaders through-
out our four counties. 
 Most of us are hybrids - we 
see news in print and online. In recent 
years, the way the world reads and 
reacts to stories, advertisements and 
more has evolved. If you are a die-hard 
print reader, you will still have access 
to the hard copy. If you are more of 
an online reader, we will have you cov-
ered there also. Digital is becoming 
even more dominant in the way we 
live, so VBR is amping up its online 
presence while still providing a print 
version of the news you have come to 
expect, use and enjoy since September 
2009.

Todd Breland - General Manager
Valley Business Report - VBR e-Brief

(956) 310-8953
todd@valleybusinessreport.com
www.valleybusinessreport.com

“Connecting You To Local Pro-Business 
News”

 Summer’s here and we all balance work 
with taking the family on a much-needed vaca-
tion. It’s also an opportunity to freshen up the 
system, grease the wheels and get ready for the 
second half of the calendar year.
 We at Valley Business Report go 
through the same work questions you do, and 
this summer we are becoming more active on 
several fronts. A brand new website will launch 
by mid-July along with some other tweaks to 
our products, greater enhancing visibility for 
readers and advertisers. 
 For almost eight years, our sole purpose 
has been to serve as a catalyst for continued Rio 
Grande Valley economic development. We be-
lieve when you share positive business news, the 
opportunity for continued growth and prosper-
ity is greater. With all things happening in the 
world, isn’t it refreshing and uplifting to have at 
your fingertips happy news? 
 As we transition into a more digital 
era at Valley Business Report, you can count 
on continued entrepreneurship, business and 
industry profiles that are relevant, useful and 
exciting. Highlighting our region’s successes 
through true journalism is our mission, while 
advertisers who partner with VBR’s multimedia 

Traveling the Digital Highway
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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.



brewing beer in Erie with 
a basic home brew kit that 
everyone starts on their 
kitchen stove,” Padilla 
said.
 They are just two 
of dozens or more craft 
brewers – from the Padre 
Island Brewing Company 
to Julian Ybarra, who 
crafts beers for the Blue 
Onion in Weslaco. 
The craft beer market is 
growing nationally, and 
locally. Last year, just the 
volume share of craft beer 
in the beer production 
market was the highest 
percentage ever at 12.3 
percent. The Rio Grande 
Valley has been helping 
to increase that volume 
especially over the past 
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Brewing is a Special Craft
By Henry Miller
  Kyle Orgera is on one end of the craft 
beer spectrum, he brews about 10 times a year. 
Now that his brother is in town, the two plan 
to brew more and have talked about opening a 
business.
 Steve Padilla is on the other end of the 
spectrum. After finding the taste for craft beer 
while in school in Erie, Pa., he decided then that 
the Valley needed more options and more places 
to drink the specialty craft. In April, Steve and 
his wife Bertha opened Big River Brewery at 
505 W. Nolana Loop in Pharr.
 The brewery, which has about a dozen 
tables and seating at the bar, offers among other 
beers their Cha-Cha blonde ale, Sal del Rey 
Amber, Wanderlust IPA and Midnight Magic 
Oatmeal Stout. They are open from Monday 
through Friday from 2-10 p.m., Saturday from 
noon to 10 p.m. and Sunday from noon to 6 
p.m.
 “It was literally a life-altering event 
drinking that first craft beer and I just started 

There are several craft brews ready and on tap to choose from at the Big River Brewery.  (VBR)

Craft brewers have a variety of options for ingredients, like cocoa beans, when 
creating the beer.  (VBR)



three or four years.
 Craft breweries are popping up in the 
Valley as home-brewers move from hobbyists 
to career-minded. But the jump isn’t an easy 
one. There’s a huge difference in brewing up 50 
gallons of your favorite ale at home and then 
jumping in head first with a five-barrel system 
where each vat can produce 155 gallons.
 While that may sound like a lot, it still 
easily fits withing the definition of an American 
craft brewer, which is defined by the Brewers 
Association as “small, independent and tradi-
tional.” Small meaning producing six million 
barrels of beer or less, independent meaning 
less than 25 percent of the brewery is owned  
or controlled by an alcoholic beverage industry 
member that is not itself a craft brewer and tra-
ditional signifying the a majority of the alcohol 
volume in beers derives from traditional brew-
ing ingredients.
 Orgera is a Harlingen resident. He 
and his brother come from a family of cooks 
and restaurant owners, so cooking – even if it’s 

liquid – is something they are both drawn to. “I re-
member the first batch we did,” he said. “We had a 
boil over and it got into every nook and cranny – 
places we didn’t even think it could go into.”
 Now Padilla has commercial grade equip-
ment, can make 155 gallons of beer and has up to 
120 five-gallon kegs in his cooler at any one time.
 But the jump from home brewing to the big 
time is a large leap. There’s equipment and ingredi-
ent costs, licenses and permits and, in Padilla’s case, 
construction.
 Ybarra didn’t have to worry about some of 
those issues. “I guess you can call me a cheapskate,” 
he said. “I used to hand out six packs of pumpkin 
ale or whatever I was into at the time for the holi-
days. The second year I did that the owners asked if I 
would mind selling this stuff. It was just a matter of 
licensing and they applied and that was that.” 
 The craft brew market is a competitive mar-
ket as breweries are becoming more and more popu-
lar. While the volume percentage was a 12.3 percent, 
the revenue was closer to 20 
percent in 2016. But it’s 

not an easy field to jump into. There’s plenty of 
science and math behind all the lovely-colored 
refreshments. Ales take about 10-14 days to 
make while Lagers need three to six weeks to 
ferment to be in the best condition. 
 “You can have all the formulas and apps 
that will help you out,” Padilla said. “Nothing, 
though, beats your sensory profile – taste your 
beer while you’re cooking it, while it’s ferment-
ing and when it’s finished. Just like a chef, you 
need to taste your product all the way through 
the process.”
 That process includes deciding what 
type of beer, what flavor, how much bitterness, 
what ingredients and much more. “You’re going 
to throw away some bad batches, that’s just the 
way this works,” Padilla said. “But I got a lot of 
opinions from friends. I like being innovative 
and tweaking the recipe, looking at new ingre-
dients. It just took at one beer in Erie and I was 
hooked.” 
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Kyle Orgera, left, and his brother Keith Orgera brew about 10 times per year but 
have plans to start brewing more often.  (VBR)

Kegs of different craft brews sit in the cooler at Big River Brewery in Pharr.  
(VBR)



 Ybarra has been 
home-brewing since about 
2008, so he had a head start 
on what started growing in 
popularity in about 2011. “All 
I had at the time was a stack 
of books,” he joked. Now, the 
Blue Onion in Weslaco cir-
culates about eight different 
styles of beers but Ybarra said 
he has to cap per se. “I’ll throw 
in a one off once in a while 
and enjoy having the liberty to 
doing that.”
 Many of the craft beer 
businesses said they aren’t nec-
essarily into the business of 
making a “mega brewery,” as 
Ybarra said. “That’s what I love 
about the spot I’m in. I don’t 
have to worry about diving 
into the business aspect too 
much. Of course I wouldn’t 
mind growing but I’m not go-
ing to lose sleep over that.”

For more information, visit 
www.bigriverbrewery.net and 
www.myblueonion.com.
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Steve Padilla, owner of Big River Brewery in Pharr, stands in front of his beer vats. Big River Brewery opened in April.  (VBR)



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

some ideas and tips.
 However, if you were to 
reverse that process and focused on 
the tricks, it wouldn’t work as well. 
In fact, it might not make much 
sense at all. Or, it might just con-
fuse you completely.
 Leadership is like that. 
Once you get your feet wet, then 
it’s time to read the books because 
then it makes more sense. In my 
leadership courses, I don’t push 
for reading lists or similar assign-
ments. The assignments I give fo-
cus on trying out actual leadership 
techniques or challenges. After you complete the 
course, then you can read books about leadership.
 If you can’t go through a leadership course, 
I would suggest that you look for leadership oppor-
tunities in your community or at a church environ-
ment. They don’t have to be huge challenges; even 
small ones will do. Try on a small challenge, then go 
for a slightly bigger challenge.
 For example, you could volunteer for a 
committee or project in your church or with a civic 
group. The advantage of those types of organizations 
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Leadership Comes In The Doing
By Arnoldo Mata
  I am often asked to recommend some 
books on leadership. I have a list of favorites, 
but I stopped giving it out. Instead, I have some 
simple advice: Leadership comes in the doing, 
not in the reading.
 When they ask me to explain, I turn 
the conversation to bicycles. How did you learn 
to ride a bicycle? Did you read a book about it? 
No, you probably watched someone else do it, 
and then tried to jump on and do it yourself. Af-
ter the first fall, you probably asked somebody 
to help and hold you as you tried to balance, 
maybe your parents, sibling, cousin or neighbor. 
 They probably followed you around for 
a while until you were able to keep going on 
your own. Then there was no stopping you. Af-
ter that first successful solo ride, you probably 
spent the rest of the day riding around until way 
after dark.
 Once you get the hang of it, you can 
start to learn some tricks and skills on your bike. 
For example, you might want to learn how to go 
over a ramp, do a wheelie or even do a sliding 
stop. Today, you might watch a video on You-
Tube or watch your friends and neighbors for 

is that you 
will likely 
be working 
with people 
who have 
been involved 
for a num-
ber of years. 
They have a 
lot experi-
ence. They 
will welcome 
your leader-
ship service 
and help you 

along. In the same way that your father or 
mother held on to you when you first got on the 
bicycle, the other members of those committees 
will guide you and help you out until you get a 
strong handle on the assignment.
 You can always ask questions about 
why or how things are done. You can ask for 
advice and guidance as well.
 Once you feel confident, you can try a 
bigger challenge. You might try to be the chair-
person of that committee. There likely will be 
a former committee chair still on the commit-
tee who could help you along the way. They all 
want you to succeed because they are commit-
ted to the organization’s success. Also, by trying 
this out in a smaller, non-work environment, 
your job is not at risk!
 Once you feel confident, you can start 
seeking out leadership opportunities in your 
work environment. Test it out. Then take on 
bigger challenges. Make it known to your su-
pervisors that you are interested in growing 
your leadership skills.
 After that, start reading books. They 
will make more sense. There are countless 
books, but the four I always recommend are: 
“Good to Great” by Jim Collins; “The Lead-
ership Challenge” by Barry Posner and James 
M. Kouzes; “The 7 Habits of Highly Effective 
People” by Stephen Covey; and “The New One 
Minute Manager” by Ken Blanchard and Spen-
cer Johnson. There are others, but I recommend 
them every time.
 Leadership comes in the doing, but 
read as much as you can.

Arnoldo Mata heads Leadership Resource Group, 
specializing in leadership and management train-
ing, grant writing and strategic planning, with 
more than 25 years working with non-profit orga-
nizations, community organizations, local govern-
ments and private businesses. He can be contacted 
at arnoldo.mata@hotmail.com.
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R e w a r d 
teamwork. 
 Everyone 
appreciates 
words of 
praise from 
their boss or 
team leader, 
e sp e c i a l l y 
when others 
are around 
to hear it. 
As mem-
bers achieve 
individual 

goals, praise 
is appropriate, but make a concerted effort to cele-
brate cooperation and the lending of a hand no mat-
ter how small it may be. Make it clear to your team 
that your praise for them grows tenfold when they 
work together.

Set the example. 
 This is perhaps the most meaningful way to 
build solid teamwork. Cooperate with the managers 
and leaders in your peer group. Do it openly and dis-

By JC Cruz
 Harmoni-
ous and effective 
teamwork lies at 
the heart of success 
for any organiza-
tion.
 The path 
to good teamwork, 
however, can be 
arduous. Even 
the best managers 
have trouble get-
ting everyone to 
cooperate.
 E f f e c t i v e 
teamwork needs effective management. Expect-
ing people to “just get along” is not a realistic 
expectation. Teamwork doesn’t come naturally 
to everyone, and members’ goals and expec-
tations can differ greatly. Despite its obvious 
benefits and our natural inclination to work 
in social settings, good teamwork must still be 
nurtured, encouraged and learned. 
 Managers should consider the follow-
ing:

Good teams take time to mature. 
 Be patient but persistent in formulating 
cooperation and productive harmony among 
members. Don’t demand harmony and don’t ex-
pect perfection, but do make a conscious effort 
whenever possible to move toward your goal.

Listen to your team. 
 Your members know what they want, 
but translating that into what a team can expect 
to achieve collectively requires your keen aware-
ness of where their talents and personalities best 
fit together and where conflict can be avoided. 
Listen to each of them and then adapt the team 
structure and assignments based on what you 
hear. Work with the flow of energy, not against 
it.

Talk about teamwork. 
 Put it on an agenda and define it as 
a group. What does good teamwork look like 
to everyone? Have them share and discuss it 
openly and as often as necessary until everyone 
is comfortable, engaged and agreed on a defini-
tion. Make expectations clear, but also be sure 
those expectations were mutually developed and 
not solely based on your preferences and wishes. 
Lastly, post the mutually developed definition 
or expectations for everyone to see and revisit 
them annually.

cuss your own group efforts and achievements 
with your team. Show them how much you 
value teamwork and how your teamwork with 
your peers benefits your whole team.

Train for Teamwork. 
 Send your team to a seminar or work-
shop on team training. Send them together, if 
you can. Make it a professional development 
goal for your team. Or, hire a trainer or a teams 
coach to come on-site for a day or two of in-
tense team development. Make it a priority. 
Your team (and organization) will thank you.
 Give these ideas some serious consider-
ation. Put them to work for you. Then, let me 
know how your teams are doing and how they 
are working together to achieve great things for 
your organization. I would love to hear from 
each of you.

JC Cruz is an executive coach and organizational 
consultant specializing in team development, hu-
man dynamics and workplace harmony. He served 
16 years as vice president and chief strategy officer 
for STC before entering private practice. Visit So-
teloCoach.com or email jose@sotelocoach.com.
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Vermillion Opens in Harlingen
By Henry Miller
 George Perez sits down at a table in-
side the recently opened Vermillion restau-
rant in Harlingen. He takes a taste of the 
ceviche that was just placed in front of him. 
The ceviche is as fresh as could be, the colors 
from the diced tomatoes, jalapenos and on-
ion radiate from the plate, emphasizing the 
freshness. The chips that accompany them 
carry with them the warm smell of the oven.
 “We’re not Vermillion yet,” Perez 
says as other orders are placed before the 
guests including nachos, onion rings and 
fried shrimp tacos with charro beans. “We’re 
getting there. We are going to get there – 
I have no doubt.” If they’re not there yet, 
they’re close – the taste is unequaled, fresh 
with distinct flavors. The temperature of 
the food is perfect and the display itself is 
mouth-watering.
 For many residents of the Lower 
Valley, the Vermillion name carries a long-
standing tradition. A comfortable atmo-
sphere, top-notch service and exquisite 
tastes have made the original Brownsville 
location a favorite. The fact that it has been 
open since 1934 – 83 years – is a testament 
itself to how it’s a part of the Brownsville 
community.
 “I worked 38 of those years there,” 
said Perez, who became the owner a little 
more than 18 months ago, purchasing it 
from Dan Davidson, who had purchased it 
from his dad. “It’s no longer in the family,” 
Perez said. “But Mr. Davidson is a mentor 
and like a dad to me, so it still is in some 
sense.” In fact, Perez went to Davidson to 
ask his advice about opening the Harlin-
gen location – and to get his blessing. “If 
he would’ve said no,” Perez said, as his eyes 
darted to where customers sat throughout 
the restaurant, making sure they were taken 
care of. “We wouldn’t be here today.”
 Perez, 51, started working at the 
Vermillion when he was 13. What was sup-
posed to be just a part-time job during his 
middle school years turned out to be so 
much more. “I started as a dish washer and 
the rest is history 38 years later. I love it – it’s 
in my blood. There isn’t one job I’ve nev-
er done. You have to know every aspect if 
you’re going to be good and there’s not one 
thing I don’t know – even when it comes to 

fixing and repairing and remodeling.”
 Owning an existing successful restau-
rant like the one in Brownsville and opening a 
new franchise in a city with a completely differ-
ent culture is tough enough. Opening in a loca-
tion where business after business has shut down 
may sound absolutely insane but, despite being 
open since just April 4, the clients are starting to 
trickle in a little more every week. Perez, how-
ever, doesn’t concern himself too much with the 
location and other things he can’t control – he’s 
all about making sure the things within his con-
trol are done to perfection.
 “Like any restaurant that first opens, 
we’re not up to par – and certainly not by Ver-
million standards. We are doing better, but 
not Vermillion better,” Perez said. “Over there, 
half of the staff have been there for 30 years or 
more. Over here, everything is new – different 
staff, different city, different work ethics – and 
we don’t know anybody. But we’re going to get 
there.”
 If desire and pure will were enough to 
make everything successful, the Vermillion’s 
Harlingen location would already be at 100 per-
cent with Perez pushing all the buttons. How-
ever, there are many more factors, including 
the fact that Harlingen has many cookie-cutter 
type Mexican restaurants, where the food comes 
plentiful and comes cheap. That alone keeps the 
competition tough.

 But on this weeknight, nearly every 
person who meanders through the entrances 
are coming in dressed from work, the clien-
tele that Perez is hoping to attract. Most head 
over to the bar section before ordering but 
some sit around a table and start with some 
appetizers – onion rings and nachos are both 
extremely popular. Perez looks over at them, 
always the perfectionist when it comes to his 
restaurants. He places a lot of pressure on 
himself, it’s what drives him.
 “The city has been good to us,” Perez 
said. “Even though we have disappointed 
some people with our service or with our 
food because they know the Vermillion and 
what it means, I just ask them to give us an-
other opportunity. Every day we talk about 
what we can do – it’s a nice place, but it’s not 
Vermillion warm yet. We will get there.”
 Perez prides himself with the results 
of his 38 years of hard work – and rightly so. 
Of course if he had to do it all over again, 
there would be a little different path when it 
comes to education. “If I had a choice to do 
it again, I would get an education and finish 
college. Sure, I’ve done well but it has taken 
many, many, many years. I’m happy but is 
has been a lot of hard work; maybe with an 
education it would’ve taken half the time.”
 But from a hands-on experience, the 
knowledge Perez has gained as a worker in 

Owners Iselle and George Perez opened their second Vermillion Restaurant, this one in Harlingen.  (VBR)
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every area of the restaurant busi-
ness for 38 years is indispensable. 
Plus he still has a hand on the 
earlobe of Davidson, who he calls 
“the face and voice of the Vermil-
lion – even though I tell him what 
to say now,” he jokes. He’ll tug on 
that earlobe quite often to ask ad-
vice and is quick to admit that he 
still learns from his friend and pre-
vious owner.
 “He was happy with just 
the restaurant in Brownsville – if it 
ain’t broke, don’t fit it,” Perez said. 
“So when I went to him to get the 
blessings to open in Harlingen, I 
was 50-50 on what he would say. 
He knows – he’s seen – that I’m 
not afraid of hard work. He told 
me that and he said do it – so I did 
it because of that.”

The Vermillion is located at 1601 
W. Harrison Ave. in Harlingen and 
115 Paredes Line Road in Browns-
ville. Visit www.thevermillion.com.

The Vermillion uses the freshest ingredients available for their shrimp tacos and charro beans at left, and for their nachos, 
covered with delicious avocado slices at right.  (VBR)
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Hidalgo into a destination 
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Call TODAY for more info!

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

Hill Country Cool Down
parks built by the CCC during 
the Depression. 
 Today park rangers lead 
a 90-minute, 1.25-mile guided 
tour that offers a mix of geology, 
local history and pre-history.  
 A broad, 52-step stair-
way, built by the CCC, leads 
down to the cave where dim 
lights play over interesting for-
mations and rock shapes. Let 
your imagination go and you 
can see the Queen’s Watch Dog, 
the frozen waterfall (flowstone) 
in the Cathedral Room with a 
pool beneath it and much more. 
In the Hall of Gems, minerals in 
the walls glitter like colored glass, 
and the edge of Balcones Fault is 
visible in the ceiling as the ranger 
plays his flashlight over the rock. 
 We step along wide trails 
that gradually dip to 135 feet be-
low the ground. At one point, 
the ranger says, “Walk this way,” 
and we hunch over like Igor in 
“The Bride of Frankenstein” to 
inch through a passage with a 
four-foot ceiling. 
 The ranger points out 
the occasional, solitary tricol-
ored bats curled up in rock 
crevices. “They look like over-
cooked chicken nuggets stuck 
to the ceiling,” comments one 
cave traveler. During the Civil 
War, Confederate soldiers used 
the nitrate-rich bat droppings to 
make gunpowder here. Skunks 

By Eileen Mattei
 As the Valley heats up, head to the hills. 
The Highland Lakes region of the Hill Country, 
northwest of Austin, offers great ways to cool 
off. First, go underground.  
 Six miles southwest of Burnet, the un-
derground caves at Longhorn Cavern State Park 
stay a cool 68 degrees year round. Unique in 
Texas, the cavern was carved out over millen-
nia by a fast-flowing underground river. You can 
tell by the way the curving, smooth-sided trails 
wind through arches and open into large rooms, 
just like a meandering river. The cool, mysteri-
ous underground refuge has attracted Coman-
ches, bandits, Confederate soldiers, speakeasy 
operators, wedding planners, spelunkers and 
travelers from across Texas.
 In 1934, soon after Longhorn Cavern 
became a state park, men in the Civilian Con-
servation Corps arrived and began chipping 
away at tons of hardened mud by lantern light. 
Removing the centuries of silt with a wheelbar-
row for a salary of $30 per month, they un-
covered tunnels as well as cave ornaments like 
the 18,000-year-old, 15-foot-long Great Icicle, 
formed by water dripping down through lime-
stone. Longhorn Caverns is one of 29 state 

A guided tour group descends to the entrance of Longhorn Cavern for a 
90-minute tour.  (VBR)

Lights play over the quartz deposits in the Hall of Gems.  (VBR)
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205 E. Ocean Boulevard

956.233.4100

Raymondville
729 E. Hidalgo Avenue

956.699.4000

South Padre Island
2701 Padre Boulevard 

956.761.8589

McAllen
8000 N. 10th Street

956.664.8000
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A flashlight illuminates formations resulting from centuries of water trickling down through limestone 
inside Longhorn Cavern at the site named Crystal City.  (VBR)

and ringtail cats are among the animals that 
wander into the cave. After the ranger warns 
us that he is turning off the lights, we are im-
mersed in total darkness for all of 6o seconds. 
That’s long enough for us to realize our eyes will 
never adapt.
 Up in the huge cavern known as the In-
dian Council Room, Comanches worked long 
ago on projectile points where, later on, bandits 
and Texas Rangers chased each other. During 
prohibition, this space was a speakeasy lit by 
candles and lanterns. A 1935 poster advertised 
the Council Room as the world’s “only under-
ground ballroom,” with 35 cooks and dancing 
to the Bunny Johnson Orchestra. There was free 
admission for ladies. “The acoustics are great,” 
the ranger adds.
 For the more adventurous, Longhorn 
Cavern offers longer Wild Cave tours up to 
three hours long where you crawl, climb and 
squeeze through small spaces to see hard-to-
reach formations and the cave’s “basement.”  
While you are in the Highland Lakes area, keep 
cool on a Vanishing Texas River Cruise on Lake 
Buchanan. The 22-mile, three-hour trip takes 
you past cliffs, wildlife and waterfalls. 
 For savory meals, try Enoteca (Medi-
terranean cuisine) and the down-home cook-
ing at Trail Blazers plus 22 brands of root beers 

from around the world. Save time for a long, cool 
one at Save the World Brewery. Down the road in 
Marble Falls, the Bluebonnet Café has Pie Happy 
Hour from 3 p.m. to 5 p.m. In the evening, head to 
Canyon of the Eagles Resort for dinner and stargaz-
ing under the guidance of the resident astronomer. 

 On the water, underground or enjoy-
ing a museum or restaurant, you will find a wel-
come getaway in the Highland Lakes.

For more information, visit Longhorncavern.com 
or call 512-715-9000. 

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

(956) 969-8648

A member of the Davis Equity team since 2003, Keith 
works primarily in land acquisitions and assemblage. 

Keith is a McAllen native and draws upon his 
extensive experience in home building from his 

former tenure as president of Kinsolving Construction 
Company in Austin, TX. He, along with each member 

of the Davis Equity team, brings considerable 
knowledge and experience to each transaction.

Keith Kinsolving

A Full Service Commercial 
Real Estate Brokerage Firm
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Creating High-Impact 
Entrepreneurs in the RGV

By Dr. John Sargent, Dr. Pablo Rhi-Perez 
     and Sylvia Robles
 Entrepreneurship is alive and well in 
Texas. Every year Inc. Magazine publishes a list 
of the 5,000 fastest growing small- to medium-
sized privately owned companies in the United 
States. Of the top 1,000 firms on the 2016 list, 
71 are based in Texas. Of these, 30 are located 
in Dallas, 19 in Houston, 18 in Austin and four 
others are scattered around the state. Perhaps 
the most famous company on the Inc. list in 
2016 is Austin-based Yeti Coolers. Started in 
2006 by two brothers, in 2015 the company 
generated $470 million in sales. 
 UTRGV has a privileged position in the 
education and economic system in our region. 
During the 2016-2017 academic year, roughly 
28,000 of the brightest, most ambitious indi-
viduals in the RGV passed through our doors. 
What if we could create an entrepreneurial eco-
system at UTRGV working with community 
partners where students and alumni regularly 
start and grow companies that end up on the 
Inc. 5000 list? As entrepreneurship faculty at 

the Vackar College of Business and Entrepreneur-
ship (VCOBE), we believe our students have the 
potential to create high-impact firms. Our oppor-
tunity is to create world-class programs and provide 
mentorship that will help get them there. 
 Fortunately, there are several examples of 
outstanding entrepreneurship programs in Texas 
that we can learn from to help make these lofty goals 
a reality. For the past 30-plus years, UT Austin has 
sponsored a variety of programs designed to help 
launch and grow great companies. For example, Mi-
chael Dell benefited from “adult supervision” and 
growth capital from Dr. George Kozmetsky, the dean 
of UT’s business school in the 1960s and 1970s. UT 
Dallas, TCU, the University of Houston and Rice 
University all have world class entrepreneurship pro-
grams. 
 There has been significant progress in our 
efforts to increase the quantity and quality of our 
entrepreneurship programs since the formation of 
UTRGV. This success is due in part to the active 
leadership of Dr. Mark Kroll, the dean of VCOBE. 
Specific initiatives include the launch of the Center 
for Innovation and Commercialization, the creation 
of the Rio Grande Valley Angel Network, the rede-
sign and launch of our undergraduate entrepreneur-
ship major, the growth of multiple student organiza-
tions which have entrepreneurship as part of their 
mission, and, in Fall 2017, the launch of an entre-

preneurship minor designed for students from 
outside VCOBE. For the first time, university 
students in the RGV will have access to a broad 
range of initiatives designed to nurture and 
shape in productive ways their entrepreneurial 
ambitions. 
 Each year the culmination of our entre-
preneurship education programs is our business 
plan competition. Now in its eighth edition, 
Rafael Munguia, a McAllen-based businessman 
and UT Brownsville alumni, is sponsoring the 
event for the next five years. Twenty-plus student 
teams entered the contest of which six were se-
lected to compete for $5,000 in the final round. 
Jose Chavez, a UTRGV medical student, took 
first place for his plan to launch a peer-to-peer 
learning platform designed for students seeking 
entrance into medical school. A team of mechan-
ical engineering students took second place for 
their invention designed to help individuals with 
Parkinson’s Disease improve their handwriting. 
Will either of these ideas grow into a Inc. 5000 
company or become the next great Texas startup 
with $430 million in revenue? Maybe, maybe 
not. What we do know is it would be unwise 
in the long run to bet against the energy, ability 
and resourcefulness of UTRGV students, alum-
ni and residents of the Rio Grande Valley. 

Members of the Brownsville and Edinburg Collegiate Entrepreneurship Association student organization at 
the business plan contest.   (VBR)



back credit card. 
Make sure you pay 
off the balance ev-
ery month so that 
you don’t incur in-
terest, and have the 
cash rewards linked 
to your college sav-
ings account. This 
isn’t going to gen-
erate a fortune, but 
every dollar counts! 
What other little 
streams like this 
can you find?
 Consider 
an in-state school. 
Most high school seniors have a preference for the 
college they’d LIKE to attend, and in some cases 
there’s a good reason for their choice. Very often, 
however, this preference is largely influenced by 
peers and marketing. College costs have spiraled, 
however, with private institutions charging up to 
$45,000 per year (and we’re not even talking about 
the Ivy League; Harvard will cost you more than 
$60,000 per year). The real difference in education 

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

 SUNDAY IN CHURCH

* Stock #D1222, VIN: 2LMPJ6JR3HBL25554, MSRP: $39,185, Sale Price: $37,885.15, 36-month lease with $2,750 
in Lincoln Rebates. 10,500 miles per year, $3,000 plus TTL due at signing, Payment $439.00 per month, Security 
Deposit Included. Expires 6/30/17.
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By Humphrey G Thomas
 You’ve always had good intentions 
about building a college fund for your kids. 
Now they’re getting older, and you’re nervous 
because you still haven’t really started.
 The first thing you should know is that 
you’re not alone -- not by a long shot. Many 
American parents are in the same position. But 
you know what? Regret is a waste of time and 
energy. You can’t turn back the clock -- you just 
need to get started today.
 And it is important. A college degree 
used to give a young person an edge in life. 
These days, with a much higher percentage of 
the population attending college, that’s not 
quite as true. A college degree is the standard 
now. The kids who will have an edge in the fu-
ture are the ones who graduate with lower debt. 
Americans owe more than $1.2 trillion in col-
lege loans, and it’s becoming a noose around the 
necks of the next generation.
 Here are some ideas for making up 
some of that lost time. I encourage you to 
implement as many as possible in a full-court 
press.
 Open a 529 Savings Plan. Although 
they’ve proven to perform best over a period of 
a decade or more, it’s still worth it. If you only 
have a few years left to contribute, you’ll natu-
rally have a lower risk tolerance and should gear 
the plan with more conservative investments.
 Consistently contribute as much as 
you can. This is the key. Modest contributions 
made from every paycheck soon begin to add 
up. If you’re starting late, you’ll want to be as ag-
gressive with this as you reasonably can afford.
 Dedicate an additional income. If 
you’re concerned that the amount you can save 
is just not going to add up quickly enough, you 
might look for a temporary income that you 
can set aside entirely for the college fund. Some 
part-time moonlighting? Maybe even some-
thing the family can do together from home or 
on weekends?
 Get your kids to contribute. They 
are going to be the main beneficiaries, so they 
should certainly have a part in building it. This 
might include a part-time job while they’re 
still in high school, and during their summers 
off. Did you know that a national study by the 
University of California found a correlation be-
tween college students’ grades and how much 
they were contributing to the cost of their edu-
cation? The more they paid personally, the bet-
ter their grades.
 Look for little streams of extra money. 
For example, you’re going to be paying house-
hold bills anyway, so pay them all with a cash 

The Big College Catch-Up 
and career placement between the 
more expensive out-of-state college 
and the closer one may not be worth 
the large difference in cost.
 Take advantage of a commu-
nity college for core subjects. This 
is becoming very popular. The first 
year of college is mostly just those 
general education subjects that ev-
eryone has to take, regardless of their 
eventual major. Lots of students now 
choose a year (or even two) at a local 
community college, and then trans-
fer to graduate from a more expen-
sive school. This saves a lot of money.
 Make the most of higher 
education tax breaks. A couple of 

examples: The Hope Credit is available to tax-
payers who have incurred expenses related to 
the first two years of postsecondary education. 
The Lifetime Learning Credit is available based 
on the first $10,000 in postsecondary education 
expenses paid by the taxpayer during the tax 
year. Refer to IRS publication 970 to see if you 
qualify for these or other tax benefits related to 
education.



into a new market. 
 As a strategy, a business may tap new cus-
tomers in the target market through increased pro-
motional sales efforts or through loyalty programs 
and discounts. A taco stand, for example, might offer 
a “2x1” promotion on “Taco Tuesdays” to draw in 
existing customers and attract new ones.
 When current customers and target markets 
are maximized with little to no room for growth, of-
fering the current product/service in a new market 
may be an option. Market expansion is best when 
the product/service of the business is prominent and 
strong. Even though this strategy is riskier than mar-
ket penetration and involves costly advertising and 
marketing efforts, the positive standing and influ-
ence of the product/service are more easily trans-
ferred to new markets. A property-management 
company that successfully remodels and sells houses, 
for example, may decide to use its knowledge, expe-
rience and contacts to expand into the commercial 
real-estate market by remodeling and selling office 
buildings. 
 Contrary to market expansion, line expan-
sion focuses on offering a new product/service to its 
current market. This strategy is best implemented 
when customer needs have changed and there is 
room to grow by solving additional customer prob-
lems. With this strategy, the strength lies in fulfilling 
the needs of current customers by providing a new 
or complementary product/service. For example, a 
burger joint may adapt to changing customer needs 

Growth Strategies in Business
By Soraya Cepeda
 For most business owners, growth is 
a necessary goal and an important stage of the 
business life cycle. It is important to note, how-
ever, that timing is critical when setting this 
target. The right time depends on various fac-
tors, such as the current stage of the business, its 
financial position and the industry in which it 
operates, among other considerations. 
 It is also imperative to conduct a care-
ful analysis of the business’s ability to undertake 
growth. For example, does the business have 
solid, financial management? Are there effective 
processes in place to meet increased customer 
demand? Does it have the right team to sup-
port accelerated growth? If such an evaluation is 
favorable, the next step is to decide how to grow 
a business.
 There are four basic growth strategies 
to consider: market penetration, market expan-
sion, line expansion and new business develop-
ment, each with their own advantages and dis-
advantages.
 Market penetration increases the mar-
ket share of a business when it sells additional 
products/services to existing customers or sells 
to new customers within its current, target mar-
ket. Although this growth strategy is limited 
and the least risky, it is easier and less costly to 
maintain current customers and attract new 
ones within a specific market than to expand 

by offering healthier options, such as turkey 
or falafel burgers, side salads instead of french 
fries, or a wheat bread substitute, among other 
choices. 
 Lastly, the fourth strategy is to develop 
a completely new business. New business devel-
opment may be achieved by introducing a new 
product/service to a new market. This strategy 
is the most risky and challenging of all four ap-
proaches and can be quite costly. Nonetheless, it 
may result in high returns and reduce business 
risk through diversification. This strategy may 
also be the best option if the business is ready to 
diversify and all other strategies have been ap-
plied and depleted.
 These four strategies may be imple-
mented individually or combined to spur 
growth in a business. With the right approach, 
business owners may achieve their growth-ori-
ented goals and reach this significant stage in 
their business life cycle with great success.

Soraya Cepeda is a research assistant at the 
UTRGV SBDC where she assists business advisors 
with market research. For assistance on planning 
the growth of your business, the UTRGV SBDC 
provides confidential, one-to-one business advise-
ment by appointment, as well as business training 
for existing and new businesses. For more informa-
tion call (956) 665-7535 or email sbdc@utrgv.
edu.
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and Salt Water Pool!
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SportsmanBoats.com

5701 Padre Blvd.
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windwaterspi@gmail.com
www.windwaterspi.com

Offering Catch & Grill from Balcony



Solar Screens are Hot in RGV
By Henry Miller
 Rene Castro’s dad asked him a simple 
question – could Rene make a solar screen for 
one of the windows in the house.
 “I went to Home Depot, bought the 
material and made it,” Castro said. “Then he 
just said ‘You should do this on the side.’ But  I 
knew nothing about the solar screen business.” 
A few weeks later, he decided to start RRC 
Quality Solar Screens and now, nine years later, 
he’s making screens for all window shapes and 
sizes, both for residential homes and commer-
cial businesses, servicing from Rio Grande City 
to Brownsville.
 “I just started to look into it and de-
cided maybe it was something I could do,” said 
Castro, who works out of his McAllen home, 
which he installed solar screens all around. “It 
sure has made a difference in my house and it 
makes it more comfortable.”
 Unlike shades, which are on the inside 
of the house, screens are on the outside. The sun 
will hit the screens first and much of the blis-
tering South Texas heat will be absorbed by the 
screen before it reaches the actual window, thus 
keeping the house cooler. “They act as an insu-

lator,” Castro said. 
“They make the 
home more energy 
efficient.”
 C a s t r o 
said 30 to 40 per-
cent of energy is 
lost through win-
dows; the more 
windows, the larg-
er amount of en-
ergy lost. “You can 
still see through 
them (from the in-
side of the house),” 
Castro said. “But 
inside they make 
the home so much 
more comfortable. 
If you usually keep 
the air let’s say at 
78 degrees, you 
can actually turn 
it up to 79 and it’s 
still comfortable.”
 C a s t r o 
also installs roller 
shades, which go 
on the interior. His biggest job was installing screens 
in all 34 Fred Loya offices. Unlike screens, which 
can come at and 80 or 90 in its tint rating, shades 
can be 100 percent black where you can’t see in or 
out. Castro said the 80 or 90 indicates how tight 
the mesh is for the screen. You can see a little better 
through a lighter screen. “Let’s say you’re looking at 
a license plate in front of the house. You can read 
it with the 80 but it’s a little blurry with the 90.” 
Possibly the biggest misconception clients have is 
that the blinds will act as extra security protection at 
night. That’s not the case; they act just like windows 
at night. If there’s more light inside the house than 
outside, you can see right through the screen.
 On an average-sized home, Castro esti-
mated that it would take about 2.5 years to break 
even on the investment through energy savings, and 
that doesn’t count any A/C maintenance; since the 
screens keep the house cooler, the A/C doesn’t need 
to work as hard, and won’t turn on as often. And 
since the screens don’t need to be replaced for 15-20 
years due to fading from the sun’s constant beating, 
the savings just keep increasing over the years.
 Most of Castro’s work comes through his 
Facebook page or his website. He will then go visit 
the home, and give the estimate. He requires half 
down and the other half after the project is done. 
In an area where sunny days are aplenty and there’s 
never a shortage on heat, there is some stiff com-
petition in the business. Castro says what separates 

him, besides the nine years in the business, is the 
website and Facebook page. “People see that I’m 
an actual and credible business,” he said. “A lot 
of the people who install solar screens are just 
random people and it can make clients skepti-
cal. They don’t want to give any money because 
they’re afraid they may not see them again.”
 The personal contact with possible cli-
ents might be Castro’s favorite part of the busi-
ness. “I’m really thankful to still do it,” he said. 
“The first two years, it was hard and I was learn-
ing and there were a couple times I felt like I was 
going to quit. Screening would take me eight to 
10 hours, straight time. I also work a full-time 
job so having to do a house that would take that 
much time, if I would have three houses in a 
week, it was incredibly difficult. But now I can 
screen a house in three to four hours, so I’ve 
increased my efficiency.
 “I’ve been fortunate. This is a family-
owned business and I don’t want to make it any 
bigger, well, maybe a little more work – but 
what I like the most is getting to meet different 
people and talk to people; see what other people 
do. It gives you a sense of community a sense of 
your community. Been happy about that.”

Visit rrcsolarscreens.com or on Facebook search 
RRC Quality Solar Screens.
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Rene Castro, owner of RRC Quality Solar Screens, works on a custom-size solar screen 
for a client.  (VBR)
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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 im-
portant than ever. Here’s an 
easy-to-understand guide to 
your most common options. 

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 ac-
count? In fact, you should 
rarely — if ever — consider 
this option until you are at 
least 59.5 years old. Other-
wise the IRS considers this an 
early withdrawal, and will as-
sess 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, de-
pending on your age and tax bracket, you might 
only receive $700 of the $1,000 withdrawal. 
More important, you give up the compounding 
growth effect on that money — the ability of 
your savings to earn interest on top of interest.

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 con-
venient 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. Pick better investment options.
 Today’s employers can use their bar-
gaining 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 number 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 option 
to do so. Another consideration when compar-
ing the IRA option to staying with your present 

Retiring, Changing Jobs? Do this.
plan is knowing that the process used to evaluate in-
vestment options in a 401(k) generally is subject to a 
higher standard of care than in an IRA.

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 in-
dex funds and well-priced target-
date funds that may help make 
your investment selection deci-
sion less complicated than pick-
ing 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 
employer makes only become 
yours after you are fully vested 
with your company. Find out 
when you become fully vested 
before you leave your job.



For consideration in one of our featured sections, email your photos to 
info@valleybusinessreport.com

In the  Spot light

UETA’s Roel Delgado, RGV Hispanic Chamber CEO Cynthia Sakulenzki, Entravision’s 
Flower Guerrero and Logos’ Victor Sotomyor enjoy the RGV Hispanic Chamber of Com-
merce’s Manic Monday Mixer at Fuzzy’s Taco Shop in McAllen.  (VBR) 
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•Retail Centers
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WWW.VALLEYSTEELINC.COM
2400 WEST U.S. HWY. 77 BLDG. D,

 SAN BENITO, TEXAS 78586
OFFICE 956-399-4006 • FAX 956-399-4360

Maria Cisneros, economic development manager for the Economic 
Development Corporation of Weslaco, talks to representatives from 
Weslaco ISD, Hidalgo County, UTRGV, STC, U.S. Small Business 
Administration, LRGVDC and the City of Weslaco during its inau-
gural procurement seminar.  (VBR)
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Johnathan Eric Medina and Janine Marie Campbell kick-start the Leadercast RGV Summit where attend-
ees learn how purpose motivates teams to build stronger organizations and inspire individuals to lead with 
intention.  (VBR)
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Open Thursday - Sunday 
11am to 4pm 

(or until sold out)

(956) 565-2246
546 Hidalgo St, Mercedes

In the  Spot light

Top:  Mike Blum is honored with receiving the 2017 Community Service Award on April 
25 at McAllen Convention Center. Seated at the table next to Blum are McAllen Mayor 
Jim Darling and actor and movie producer of “God’s Not Dead,” David R. Wright.  (VBR)

Right:  Mike Blum and wife Pat celebrate at the luncheon to honor his service to the com-
munity.  (VBR)
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market and boosts our local and national economy.  In FY 2016, the federal government 
also exceeded the Small Disadvantaged Business 
goal, awarding 9.52 percent of contracts total-
ing $39.13 billion. In the Lower Rio Grande 
Valley District, SDBs were awarded more than 
$29 million in federal contracts.
 The federal government also exceeded 
its subcontract goals for awards to women-
owned small businesses. In the Lower Rio 
Grande Valley District, WOSBs were awarded 
more than $14 million in federal contracts.
 While each federal agency is responsi-
ble for ensuring the quality of its own contract-
ing data, SBA conducts additional analyses to 
help agencies identify potential data anomalies. 
As part of its ongoing data quality efforts, the 
SBA is working with federal agency procure-
ment staff to provide tools to facilitate review of 
data implement improvements to procurement 
systems and conduct training to improve accu-
racy. 
 The overall federal small business prime 
contracting performance released today by the 
SBA, as well as a detailed explanation of the 
calculations, is available online at http://go.usa.
gov/Nxxd.

About Lower Rio Grande Valley District Office
The SBA’s Lower Rio Grande Valley District Of-
fice is located in Harlingen with a branch office 
in Corpus Christi. To learn more about SBA’s pro-
grams and services, visit www.sba.gov or call the 
LRGV District Office at (956) 427-8533.

RGV Small Business Wins Big
By Angela Burton
  Service-disabled U.S. Marine veteran 
Richard Valent spent years serving his country 
overseas. The U.S. Small Business Administra-
tion  served him in return by opening doors to 
federal contract opportunities at record levels in 
fiscal 2016. 
 Valent runs ACE Global, a telecom-
munications firm in Corpus Christi. Within 
months of becoming certified in the SBA 8(a) 
Business Development Program, his company 
secured a large contract to provide janitorial 
services for the U.S. Department of Homeland 
Security.
 In fiscal year 2016, the federal govern-
ment exceeded its three-percent contracting goal 
for small businesses owned by service-disabled 
veterans (SDVO). These businesses received a 
record 3.98 percent of federal contracts, total-
ing more than $16.34 billion dollars, nation-
wide. In the Lower RGV District, SDVOs were 
awarded nearly $800,000 in federal contracts.
 Today, Valent has created eight full-
time and six part-time jobs in the community, 
proving that when small businesses secure fed-
eral contracts, it strengthens the American job 
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Richard Valent of ACE Global has created eight full-time and six part-time positions since receiving a federal 
contract thanks to some aid from the Lower Rio Grande Valley Small Business Association.  (VBR)





The Valley’s Pro-Business News
www.ValleyBusinessReport.com

ValleyBusinessReport
RBV

For the latest in RGV pro-business 
news across the web, find us online!

THE NEW VBR!
Join us on our digital journey to provide you with the best, 

most up-to-date positive business news in the Rio Grande Valley!

for reading VBR for nearly 
the past eight years. As the 

digital world has transformed us all, Valley 
Business Report will be making some adjust
ments on how we deliver the Valley's 
pro-business news.

VBR's digital presence 
will be enhanced greatly 

including a new, interactive website plus a 
strong presence on social media. Our e�orts are 
to create a stronger connection between 
readers, subjects of editorial content and
advertisers.

THANK YOU

COMING SOON

If you enjoy reading the 
printed version of VBR and 

it is helpful to your business, we kindly request 
your paid subscription to continue receiving
the monthly publication. Your $24 annual 
investment will start with the July edition. 
Please submit a check or credit card payment 
by June 25 to receive your printed copy.

about any of the above 
information, contact 

todd@valleybusinessreport.com. To submit 
subscription payment by June 25, please 
contact crystal@valleybusinessreport.com.

NEXT STEPS

QUESTIONS


