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month after Mercadito
Hispano added a
butcher shop to its gro-
cery store, bakery,
video and music oper-
ations, which include a
restaurant and other
products, its presence

as a cultural nucleus in a predominantly
Spanish-speaking neighborhood is
growing.

Pablo Rivas, 19, an employee at the
family-owned business, said the butcher
shop was added in response to demand.

“There are no butcher shops here, so
people were asking for it,” Rivas said. 

Butcher Jorge Chavarria doesn’t
speak much English but said he likes to
cut meat and cook it in a new 30-by-30
section in the back of the store. 

Rivas said the Woodford Avenue store
will offer meats better known to tradi-
tionally Spanish-speaking cultures,
which have a different cut and aren’t
offered in most stores in Bowling Green. 

The store priced the meat, some of
which is imported, by comparing it to
similar products found in Nashville,
Rivas said. 

The butcher shop is mostly busy on
the weekends when people aren’t work-
ing, he said. 

Owner Gloria Escoto, who’s had the
business since 2001 with her husband,
Jose, said she’s glad to be able to offer
more to customers. 

“I’m happy because more people will
come,” she said. “I care for my commu-
nity.”

Being the neighborhood store also
helps those who don’t have transporta-
tion.

“Some people don’t have cars or rides
so it’s easier to come here,” Escoto said.
“People don’t have time to go to Wal-
Mart or Kmart.”

Escoto boasts health department
inspection scores of 100s and 99s since
she’s owned Mercadito Hispano as a tes-
tament to her sound business practices. 

“The grocery is growing and grow-
ing,” she said. “In the beginning we were
small and then added little by little.”

Rivas’ cousin, Enrique Menjivar, is
one of the store’s managers and is usual-
ly at the front counter, but was out sick
last week. 

Gustavo Obeso knows the impact of
stores like Mercadito Hispano and Las
Camaradas on Bowling Green’s west
side.

Obeso, a full-time Spanish instructor
for Western Kentucky University, said
the stores are known as “bodegas” to
people from Central and South America,
mainly Costa Rica, Ecuador, Honduras
and El Salvador, or “tiendas” to people
from South America. 

The stores are usually family-operat-
ed in neighborhoods, he said. 

“They’re little Wal-Marts that sell
basic stuff for the home. They eventual-
ly add more and more stuff,” Obeso said.
“A tienda can be as big as a home. 

“It’s a place where you socialize. If
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Study: Hispanics
often the target
of deceptive ads

A new study by the Better Business Bureau
shows the Hispanic community is bombarded
with ads offering false information and often
false hope for disease cures or a better lifestyle. 

Charlie Mattingly, a spokesperson for the Bet-
ter Business Bureau in Louisville, said that Cyn-
thia Mulligan, also an employee of the Louisville
Better Business Bureau, looked for Kentucky ads
and examined them against the code of advertis-
ing and Federal Trade Commission guidelines,
and found many of the ads were deceptive. 

“Certainly there were people here who were
targets of some of that
advertising,” Matting-
ly said. “Part of it is an
effort to exploit an
advantage of dealing
with people who may
have language issues
at times.” 

Mattingly said he
saw a mortgage ad
quoting terms in Span-
ish that sounded good
but would have the
person sign the paper-
work quoting different
terms in English,
something Mattingly
thinks was aimed to
take advantage of a

non-English speaker.
“It’s not unusual that those schemes target

those who are at a disadvantage in terms of cred-
it or those seeking opportunity for employment,”
Mattingly said. “That would be true if you were
Hispanic or any other person.”

More than half the deceptive ads were health-
related, and made false claims for weight loss
products and “disease cures.” 

The ads claimed treatments and cures for seri-
ous diseases, most often diabetes and cancer. 

Work-at-home and business opportunity ads
with questionable claims represented the second
most common type of ads found during the study.

Better Business Bureaus serving Louisville,
southern Indiana and western Kentucky took part
in the study.

The FTC sent letters to 166 advertisers and 77
media outlets warning about potentially decep-
tive advertisements targeting Hispanics.

The ads were spotted during a one-day study
of Spanish-language newspaper, magazine, Inter-
net, radio and TV ads. Individuals (from across
the U.S. and in five Latin American countries)
who took part in the study focused on identifying
potentially deceptive ads aimed at Hispanics in
three areas: health, credit and business opportuni-
ties.

Get-rich-quick schemes for at-home craft
assembly and envelope stuffing were also found,

Cesar Vela (from left) and William Lopez, both of Bowling Green, chat over drinks while Horyando Murillo eats lunch at the restaurant at Mercadito His-
pano, a Spanish market on Woodford Avenue.

Tito Guillen, a worker at Mercadito Hispano, bags baked goods
Friday.

Mercadito Hispano recently opened a butcher shop in the back
of its store and offers fresh meat to shoppers.
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Area bank
deposits up
4 percent
By AMEERAH CETAWAYO
The Daily News
acetawayo@bgdailynews.com/783-3246

Total bank deposits in southcentral Kentucky as
of June 30 were more than $3.5 billion, up about 4
percent from $3.4 billion in 2005, according to the
Federal Deposit Insurance Corp. 

There are 26 bank holding companies in south-
central Kentucky, 11 of which made gains in market
share from last year, according to the FDIC.

Of the 15 bank holding companies in Warren
County, 10 made gains in
market share.

The report put Warren
County deposits at $1.4 bil-
lion, up about 5 percent from
more than $1.2 billion from
last year.

Pete Mahurin, senior vice
president for Hilliard Lyons,
said market share information
is significant. 

“Market share is very
important in any business as
(with gains) you have more
dollars and more units to
stretch your costs,” Mahurin
said.

The bank mergers of 20
years ago nationwide led
many to believe that there
would only be a handful of
banks left, Mahurin said. 

“There used to be three banks and two savings
and loan companies in Bowling Green, now there’s
a host of them,” Mahurin said. 

Mahurin said changes in banking regulations
have made it easier for banks to expand to other
areas. 

An increase in total deposits is also an indicator of
a strong economy, he said. 

“A lot of these people just look at this area as a
land of opportunity,” he said.  

Mahurin said market share data is something that
should be evaluated from a long-term standpoint to
determine the overall performance of a particular
bank.

“Sometimes you can have a school board account
or very large government account that is bid out that
may shift from one bank to another, which may
affect your market share,” Mahurin said. 
Porter Bancorp Inc. re-brands banking entities
in Barren, Hart and Edmonson

Louisville-based Porter Bancorp Inc. changed the
names for banks in Barren, Hart and Edmonson
counties in January, according to David Pierce, chief
financial officer for Porter. 

“The reason banks change their name is to stan-
dardize things and for cost reasons,” Mahurin said.

Sales of raw milk on the rise
By HAROLD BRUBAKER
The Philadelphia Inquirer

PHILADELPHIA — Convenience
is the key to where most Americans
shop for food, especially for some-
thing as basic as milk.

But that’s not the case for Cherry
Hill, N.J., resident Suzanne Musetto,
who makes regular trips to Pennsylva-
nia for something she can’t buy in
New Jersey: raw milk.

Musetto swears by the health bene-
fits she perceives in milk that has not
been pasteurized, or heat-treated, to
kill bacteria: a stronger immune sys-
tem and better digestion.

“Milk that’s pasteurized is really a
dead product,” Musetto said, referring
to the destruction of enzymes and
beneficial bacteria. Musetto, her hus-
band and 17-year-old son go through
three gallons of raw milk a week,

some of it in the form of yogurt she
makes.

Thanks to consumers like her, raw-
milk sales are growing in Pennsylva-
nia, one of the few states that issue
raw-milk permits and allow retail
sales, according to interviews with
farmers and retailers. Raw-milk sales
are not formally tracked. The number
of farms with permits to sell raw milk
or make cheese from raw milk has
jumped from an estimated 20 in 2003
to 57 now.

This surge is part of a movement of
consumers toward foods that are not
easily available through the industrial-
ized food system, such as beef from
cattle raised on grass instead of grain
and eggs from chickens that get to
wander outside and eat bugs.

By allowing raw-milk sales, Penn-
sylvania is bucking the federal Food

and Drug Administration, which calls
raw milk “inherently dangerous.”

Pennsylvania officials, however,
believe raw milk is safe if regulated.
They also see its financial benefit to
farmers, who sell raw milk to con-
sumers for $4.50 or more a gallon at a
time when they are getting little more
than $1 from dairy processors.

Like New Jersey, the neighboring
states of Delaware, Maryland and
Ohio prohibit raw-milk sales. New
York offers a license, but only 12 are
active.

Pennsylvania is the fourth-largest
dairy state, behind California, Wis-
consin and New York, but it is los-
ing market share to Western states.
Raw and, separately, organic milk
represent a strong niche for the
state’s relatively small dairies, some
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A lot of
these people
just look at
this area as
the land of
opportunity.
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Mercadito Hispano

204 Woodford Avenue
Bowling Green

Owners: Gloria Escoto
and Jose Escoto

Manager: Enrique Menjivar
Butcher: Jorge Chavarria 
Store phone: 745-0130
Restaurant phone:

842-6365


