
THE TIES THAT BOND 

Cervera Real Estate's founder 

and chair, Allcta Cervera Sr. 

(center), and her daughters, 

Veronica Cervera Goeseke (fer 

left), CEO, and Allcla Cervera 

Lamadrid (far right), manag· 

Ing partner, are legendary In 

Miami's real-estate scene. 



Family Matters 

BY ASHLEY 
CISNEROS 

Taking the reins of the family busi
ness is always a risky proposition, 
marked by unique challenges but 

also incomparable rewards. 

Meet fi.ve fresh-faced entrepre
neurs who are catapulting their 

parents' ventures to the next 
level-one bold idea at a time. 
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A 
fter Veronica Cervera Goeseke purchased the 
first computer for Cervera Real Estate in the late 
'80s, a company founded by her mother Alicia 
Cervera Sr., her mother was quick to ask for her 
typewriter's whereabouts. She couldn't believe 

that her daughter spent $3,000 for the machine. Today, Cer
vera Goeseke, 56, and her sister, Alicia Cervera Lamadrid, 
53, are among an exciting wave of second-generation fam
ily business owners pushing to take their parents' ventures 
into the 21st century through innovative strategies, prod
ucts, and practices. But, as fulfilling as inheriting a family 
business can be, it also presents unique challenges. Famil
ial tensions can arise as second-generation leaders take 
the helm of companies started by their parents, aiming to 
strike a delicate balance between preserving tradition and 
evolving with the changing times. 
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Alic ia Cervera Sr. 
The "Queen of Brickell" made a name for her fledging 

real-estate furn by representing developers exclusively. 

Alicia Cervera Lamadrid 
became managing 

partner in 2011. 

GROWING AND MOVING 
Cervera Goeseke took over as CEO of 
Cervera Real Estate abou1 five years ago, 
a nd sister Cervera La mad rid became 
manag ing partner in 201 J. Their mother, 
now 81, founded the firm in 1969 and 
created a specia lization with in 1he real
esla te field in 1he 1970s by representing 
developers on an exclus ive basis. While 
the first computer came as a shock 10 
1heir mother, known as 1he "Queen of 
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Veronica Cervera Goeseke 
took over the CEO position 

five years ago. 

Brickell," the sisters have introduced ad
ditiona l technology to take the company 
into the 21" century. "We just insta lled 
a whole new accou nting program that 
automates everything from the day you 
sta rt 1he transaction to the day you close 
1he transaction, which is very important 
as our company has grown," Cervera 
Lamadrid says. Cervera Sr. remains active 
in the company to this day, and works 
with the new technologies and in nova-

t ions her daughters a re introduci ng to 
the company. 

In addit ion, the sisters have incorpo
rated more e-marketing and social-media 
elements into their marketing strategy, 
including boosting the firm's presence 
on Facebook, Twiner, and Foursquare, 
Cervera Goeseke says. "One lesson 1ha1 
mother has always ingra ined in us is that 
in order to keep on growing, you've go1 
to keep on moving," she says. 
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DIVERSIFYING BUSINESS LINES 
Like the Cervera sisters, Roberto Miquel 
sought ways to build on his father's suc
cess when he bought into his company, 
C&S Executive Transportation, in 2004. 
"When I first joined the company, my 
father was run ning everything the same 
way he did when he started in the 1990s," 
says Miquel, who now operates the com
pany with his fa ther and brother. "Imple
menting software, gett ing involved in 
socia l media, and revamping the website 
have been important changes." 

During the recent economic recession, 
Miquel felt that d iversifying the compa
ny's business lines could help C&S Execu
tive Transportation survive, especially 
when its corporate customer base was hit 
so badly. His plan worked. "Getting into 
the bus business allowed us to get shuttle 
contracts with churches and also schools, 
generating significant new revenue for 
the company," Miquel says. "Today, we 
have six buses in our flee t." During the 
peak of the recession, the company was 
able to keep business steady and even 
experienced some growth because the 
bus contracts balanced the loss of revenue 
from corporate cl ients. The company was 
able to avoid downsizing due to diversify
ing into shuttles, buses, a nd limos. 

CREATING NEW SERVICES 
Similarly, to the Cervera sisters and 
Miquel, Ernesto Avifi6 had plenty of 
fresh ideas for helping lead h is father's 
company, Marmol Export, USA, when 
he joined as executive vice president in 
2002. His efforts to incorporate digital 
takeoffs allowed the staff to do construc
tion takeoffs in half the time, giving them 
more time to review projects and submit 
proposals faster. In add ition, his leader
ship in creating the company's presence 
on Twitter, Facebook, Linkedln, and Yelp, 
has given the company more exposu re. 
Whi le Ma rmol Export, USA was founded 
as a dis tribution wholesaler of natura l 
stone in 1985, Avifi6 saw opportunities to 
grow profits by increasing services. Soon 
he persuaded his father to incorporate 
turnkey contracting services. 

"Not only do we supply the product 
for a job, but now we offer services to fab
r ica te, supply, and install the stone itself," 
Avifi6 explains. Later, Avino convinced 
h is father to add a construction division to 
the company. 1 n 2002, they received their 
fi rst hotel contract, a five-star hotel in Fort 
Lauderdale, Florida. "This kick started our 
reputation in the bus iness for the h igh-
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C&S Executive 
Transportation 

Roberto Miquel bought 
into his father, Carlos 

Calderon's, company in 2004. 

Today, the company was able to avoid down
sizing due to Miquel's push to diversify the 

business with shuttles, buses, and limos. 

j 
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IDEA: • 
Mobile Promotions 

In addition to marketing Marmol Ex
port, USA through Twitter, Facebook, 
Linkedln, Yelp, and Foursquare, 
Avin6 is tasting a piece of the 
gourmet-food truck craze. The com
pany allows a gourmet-food truck to 
operate in the company lot for extra 
promotion through Facebook and 
Twitter. 

end work," Avii'i6 says. The firm handled 
other hotel projects, each one bigger than 
the first. Today, Avi1i6 is planning for 
continued gradual growth and would like 
to see additional increases in the com
pany's construction contracting division, 
as well as the continued popularity of 
the firm's Eu ropean mate rials. He also 
enterta ins the idea of opening additional 
bra nches of Marmol Ex port, USA as part 
of the company's expansion. 

DEVELOPING TALENT, 
MANAGING GROWTH 
After Eduardo Cosentino's father ap
pointed him CEO of Cosentino North 
America, the world leader in quartz 
surfacing, in November 2010, he quickly 
began making pla ns to take the US op
eration to the next level, specifically in 
regards to developing both existing and 
new team members. 

"We are cu rrent ly in the process of 
opening more than LO Cosentino Centers 
in che Un iced States that w ill facilitace the 
sa les process for our commercia l custom
ers and homeowners," Cosentino says. 
"Al the same time, we've opened a main 
distribution hub at the port of Houston 
that will expedite our materia l delivery 
a nd increase our produc t availability." 

Cosen ti no is lead ing efforts to 
implement lea n-manu fac turing pro
cedures in both the fabrication a nd 
dist ribution sides of his business. In 
addition, he is spearhead ing initiatives 
to make h is brand relevant 10 consumers 
by focusing on point-of-purchase initia
tives, product integration, strategic ad
vertising campaigns, and social-media 
efforts. The company's la test d evelop
ment of recycled surfaces, ECO, has also 
a llowed Cosentino North America 10 

reach the growing green marker. 
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Marmol Export, 

Ernesto S. Avino Sr. 
founds Marmol Export, 

USA in 1985. 

Taking the company reins in 2002, Ernesto L. Avino 
Jr.'s efforts to incorporate digital takeoffs allowed 

the staff to do construction takeoffs in half the time. 

STRIKING A BALANCE 
In a culture in which family comes first, 
it can be challenging to keep personal 
and professional relationships in ha r
mony in a fam ily business. Good com
munica t ion is a big priority, Miquel says. 
"I bring my ideas 10 the table, and my 
farher, brother, and I discuss s teps and 
make dec isions together,'' he says. "Even 
when he retires, my dad w ill a lways be a 
part of the company." 

Second-generat ion small-business 
owners must mainta in the delicate bal
ance of honoring t radition while taking 
risks to move the company forward 
through the power of technology, inno
va tion, and expan sion. Avii'i6 works with 
many of the same vendors a nd cl ients 
h is father began working with when 
he founded the company. Many of his 
employees have a lso been working fo r 
the company s ince its inception. "Our 



customers know what they're getting 
when they work with us," Avino says. 
"We strive to bu ild re lationships." 

These Hispanic entrepreneurs a re 
not only sustaining the vision of their 
parents, but a re also strengthening their 
fam ily businesses so that they will ben
efit generations to come. Cosentino says 
he is proud of the re lat ionsh ips that he 
has built with colleagues from different 
professional backgrounds that have been 
extremely beneficia l for his business. 

"It's an honor to be able to fo llow in 
the footsteps of someone you've admired 
a ll you r li fe, a nd know that the success 
we continue to have will not only benefit 
ou r employees, but will also be a source of 
pride and honor for myself and my fam
ily," Cosentino says. "It's also extremely 
rewarding to know that the continued 
success of Cosentino and particularly its 
expansion in the North American market, 
wi II be passed on to the next generation of 
the Cosentino family." 0 

Cosentino 
North America 

Paco Consentino founds company 
with his brother, Eduardo, in 1979. 

• 

Today, Paco's son, Eduardo Cosentino, 
spearheads initiatives to keep the 

brand relevant for modern consumers . 

A true family operation, Eduardo 
Cosentino, CEO (right), works 
alongside his cousin, Isabe l Mar• 
tinez Cosentino (left), director 
of expansion for the Cosentino 
Group, to broaden the company's 
reach. 

• IDEA: 
Extreme Marketing 

Cosentino became an ac
tive partner with the reality 
show, Extreme Makeover: 
Home Edition on ABC, 
allowing the company to 
reach international and 
national audiences using 
both TV and social media. 
Company team members 
participated in building and 
furnishing homes for needy 
families. In addition, Cosen
tino donated countertops, 
fabrication, and installation 
services. 




