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Family-oriented Dryco
relies on loyalty and
processes to maintain

job quality
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By Allan Heydorn

ryco’s “Christmas in April” party
D isn't the reason many of the Cali-

fornia contractor’s 125 employ-
ees have stayed around so long — but it
is a symbol of the reason they stay. The
Christmas party, delayed for five months
each year so employees can spend time
with their own families over the actual
holiday, features typical kid-focused activi-
ties, silly adult games, mechanical bull
riding, and good food at a country-and-
western bar they rent for the day. It's held
before the season kicks into high gear,

“We're a very family-oriented compa-
ny. Family first, that’s the secret for us,”
says Daren Young, president. “We're the
kind of company that loses sleep when
we run out of work — not because we're
not making money but because we have a
bunch of people who depend on us. If we
run out of work they’re not working.”

But something is working. Dryco, which
last year became a member of the Pave-
ment Network, has grown steadily until it
became a $21 million company in 2000.

It hit a few bumps of its own but today is
established as a full-service paving, con-
crete, and pavement maintenance business
that succeeds not only because it knows
how to do its job but in large part because
it cares for its employees and its customers.

“People don't care how much you
know until they know how much you
care,” Young says. “Because if you care, it
shows, and that applies to your customers
as well as your employees.”

Initially Young worked for his father.
“The longer | worked for my father the
more | learned and the more I learned the
more | realized that the guys my dad had
working for him weren't very good.” Young
says. “Dad had the good fortune of find-
ing Rafael Torres in the day labor pool and
he hung on to him. Once we started this
company | knew | needed people who knew
what they were doing and wanted to do a
good job, not just earn a paycheck.”

Dad’s health started to fail rapidly and
he was in and out of the hospital there was
a heart attack and then and other issues.
The business struggled and we got into a big
hole. Young's father suggested his son get
his own license and start his own company.
That way the new company could hire the
father and have a clean fresh start.

“We added tennis courts because tennis court
construction and maintenance is a precision job with no
margin for error and that suited us,” Daren Young says.
“It suited the way we like to do business.”

It took almost two years to dig out of
the hole his fathers company had dug but
Young worked hard and listened to the
advice his dad gave him. He returned all
phone calls, showed up when he was sup-
posed to and he did a good job always try-
ing to under-promise and over-deliver.

“We started with less than zero — we had
no health insurance when my 2nd child
was born, we paid cash.- so it was tough,
but that's what gave us the discipline to get
where we are today,” Young says. “I just
hustled. I went to our suppliers and worked
with them on a cash basis and paid off my
Dad’s debt a little bit every month. | told
them that when | got them paid off | was
going to start my own company and | want-
ed them to give me credit and they all went
“Whoa! Of course we're going to give you
credit if you pay this off, and they all did.”

He started the company in 1985, finish-
ing the first year with $750,000 in sales,
jumping to $1.1 million, then $1.7 million,
a pace Dryco would continue until 2000.
In 1988 he incorporated and made Rafael
Torres Vice President and 10% owner.

“It turned out that many of the peo-
ple who had big driveways also had big
properties, and many had several prop-
erties, and they asked us to bid their
other properties,” Young says. “We

transformed ourselves over 15 years from
a driveway contractor to a commercial
pavement maintenance contractor.”
Eventually Dryco added concrete
services, tennis court construction and
maintenance, and small grading and
underground work. Today Dryco gen-
erates $21 million annually from a mix
of grading and paving (60%), con-
crete (30%) and coatings (10%, which
includes sealcoating, pavement marking,
and tennis court work). The grading
and paving division employs 50 people,
30 people work in the concrete division,
25 people work in the coatings division,
and another 25 work in the office.
Young says 95% of Dryco’s work is on
commercial or industrial properties, and
about 40% of that is through general con-
tractors. Dryco worked to transition into
the commercial and industrial market by
marketing and advertising to it, but it was
a steady process rather than a quick switch.
“Growth and additions came along as
the need for it arose,” Young says. “We
grew by necessity, not by planning; that’s
the safe way to do it. You're not going to
get hurt if you don't extend yourself until
you really need to.”
Young says 80% of Dryco’s work is
from repeat clients.















