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Mark Bailey joined his father’s 
successful St. Augustine insur-
ance company, Thompson Bailey 

Baker, after graduating from Vanderbilt 
University in Nashville, Tenn., in 1984.

“My father created so much goodwill in 
this community for our family. It’s opened 
a lot of  doors,” said Mark Bailey, 47, presi-
dent of  The Bailey Group.

Bailey started his own company in 1996, 
and today it’s one of  the largest insurance 
and benefits brokers in Northeast Florida.
But he no longer sells property insurance, 
a cornerstone of  Thompson Bailey Baker. 
Instead, 75 percent of  The Bailey Group’s 
business comes from putting together 
group health insurance packages for cli-
ents such as Acosta Inc., which has 12,000 
employees; Nash-Finch Co., a wholesale 
food distributor based in Minnesota that 
has 3,000 employees; and the St. Johns 
County School District, which has 3,300 
employees.

Bailey and his 36 associates shop around 
a client’s needs to more than 70 insurance 
carriers and let the carriers bid on the job.

“We identify the best solutions and the 
details in those solutions for the end us-
ers,” said Deborah Croft, operations offi-
cer for The Bailey Group. 

The company also handles the insur-
ance needs for small companies, families 
and individuals. It also draws individual 
clients from its group client base to help 

with financial strategies like tuition and 
retirement planning. Twenty-five percent 
of  business comes from that sector.

It’s an approach that works. In 2008, The 
Bailey Group enjoyed revenue of  $6 mil-
lion, up 7.14 percent from 2007 when the 
company earned $5.6 million. Its average 
annual revenue increase was 15.67 percent 
over the past three years.

The Bailey Group also creates benefits 
handbooks and Web sites with online en-
rollment capability for group clients. It 
offers free financial and health wellness 
services to group clients, too. 

For the wellness services, the company 
surveys large employee groups to deter-
mine if  a majority of  workers are prone to 
certain health issues such as diabetes or 
high blood pressure.

“Essentially we figure out what makes 
them tick and what interrupts the tick-
ing,” said Lisa Crowell, one of  The Bai-
ley Group’s two wellness coordinators. 
Armed with data, the wellness coordina-
tors then offer free seminars for at-risk 
employees.

JEA is a group health customer. The Bai-
ley Group won JEA’s business three years 
ago because it offered the best price, but 
Bill Hegeman, JEA’s director of  employee 
services said he’s been most impressed 
with the company’s savvy service. For 
example, at the suggestion of  The Bailey 
Group, JEA changed its administrative 
processes July 1 and became self-insured.

Mark Bailey likes to explain his compa-
ny with this tagline: “Life. You live it. We’ll 
protect it.”

He came up with the concept while 
surfing in Fiji. Bailey wanted his fam-
ily to be protected should he not make 
it back. He thought his clients deserved 
the same protection.

— Marisa Carbone Finotti

The phone rarely stops ringing at 
Donovan Heat & Air in Jacksonville 
Beach, especially in June, a busy 

month for air-conditioning companies in 
Florida. But Donovan Heat & Air is not 
your average air-conditioning company.

Bill Donovan, 58, started the company 
in 1987 with his wife Linda. He’d grown 
up helping his dad fix air conditioners 
for G.E., and after college, owned his 
own air-conditioning company in Bowl-
ing Green, Ky. 

But business was slow and Donovan de-
cided to take a job in engineering at AT&T 
Corp. That, however, did not turn out to be 
a great move. So Donovan left the corpo-
rate world and opened another air-condi-
tioning company, this time in Florida. It’s 
a move he doesn’t regret.

“We’ve taken a more technical approach 
to the air-conditioning business, focusing 
on air-quality monitoring in the house,” 
Donovan said. His company installs all 
kinds of  systems, but has turned ocean-
front work, with all its moisture and hu-
midity, into a specialty.

Jack Bailey, who owns an oceanfront 
home in South Ponte Vedra Beach, is a 
happy customer. He turned to Donovan 
Heat & Air after finishing an expensive 
home renovation, 

“The air-conditioning pipes in the attic 
were sweating so badly water was leaking 
on our new ceilings,” Bailey said. Desper-

ate for help, he took the advice of  a friend 
who suggested he try Donovan Heat & Air.

The company sprayed a new, soy-based 
foam insulation product into the attic, 
closing all the air leaks that were contrib-
uting to the moisture and humidity. The 
insulation also has added benefits: it re-
duces dust and allergens in the home, has 
a high fire rating and saves on energy.

“I was up there the other day,” Bailey 
said, “and it was dry as a bone.”

These days, Bill Donovan is trying to 
hand over the reins of  his company to his 
two sons, Jimmy, 30, and Kyle, 26. Jimmy 
is in charge of  the more technical aspects 
of  the business, while Kyle handles the 
accounting and finance. Both grew up 
working at Donovan Heat & Air during 
high school. Both are college graduates 
and both earned their HVAC mechanical 
construction license.

Kyle Donovan often works the front 
desk. 

“My biggest thing is to provide the high-
est quality of  business to customers,” he 
said.

In 2008, Donovan Heat & Air enjoyed 
gross sales of  nearly $5 million. The com-
pany has experience an average annual 
revenue increase of  15.01 percent since 
2006. In 2009, according to Kyle, net profits 
are up, but sales are down a bit because of  
a rainy May.

The brothers hope to increase sales 
in the future with another new product: 
Donovan Heat & Air will design, install 
and maintain a solar electric system for 
your home or business.

As for Bill Donovan, the man who started 
it all, he’s finding it difficult to completely 
let go of  the company he created, especial-
ly in the summer, when air conditioning is 
a necessity in Florida.

— Marisa Carbone Finotti

Last January, James Pyle, president 
and CEO of  LandSouth Construc-
tion, called the top people in his 

company to the company’s conference 
room at its headquarters in South Jack-
sonville Beach. He told them he wanted to 
retool his general contracting company to 
be ready to capture a lot of  business when 
the recession ends.

Pyle asked everyone to help create what 
became the company’s mission statement: 
We transform ideas into first-class com-
munities by providing superior construc-
tion management services while building 
long-term relationships.

Pyle, 49, also hired a marketing compa-
ny to “get the word out” about LandSouth, 
which specializes in multifamily con-
struction including apartments, condos, 
nursing homes and even dormitories.

“We’re not doing a lot of  things differ-
ently. We’re just putting it out there now, 
which we didn’t do before,” Pyle said. 

Pyle’s company is one of  the few build-
ing contractors in the Southeast that’s still 
building, despite the economic downturn. 

In May, LandSouth started a 432-unit 
apartment complex in Kissimmee, a $30 
million project and in July, LandSouth is 
set to start a 312-unit apartment complex 
in Charlotte, N.C., a $25 million project.

This fall, Pyle expects to start two proj-
ects: a 336-unit apartment complex in Bra-
denton that’s a $23 million job, as well as 

a rehab of  a historic landmark in Down-
town Jacksonville. Pyle wouldn’t divulge 
details of  the rehab project just yet.

Despite these projects, Pyle said busi-
ness is slow. Even so, his company report-
ed its best year ever in 2008 with revenue 
of  $77 million, up 15.68 percent from 2007 
when revenue was $61 million.

Because of  those numbers, not only did 
LandSouth place among Jacksonville’s 
top 50 fastest-growing private companies 
with 15.68 percent average annual revenue 
growth from 2006 to 2008; it also placed No. 
6 on the Business Journal’s list of  the top 
10 companies by dollar-volume increase. 

This year isn’t looking as strong for 
LandSouth. In fact Pyle expects revenue 
for 2009 to be half  of  what it was last year. 
Still, he’s optimistic that come 2010, Land-
South will be back to its 2008 levels. 

“And by 2011, we hope to be 10 to 20 per-
cent beyond that,” he said. 

Since its inception in 1998, LandSouth 
has completed more than 6,000 multifam-
ily units in the Southeast, netting more 
than $400 million in revenue.

Pyle sums up his company’s success in 
just one word: relationships. 

Robert McDaniel, president of  Integra 
Land Co. in Lake Mary is a case in point. 
He develops multifamily housing projects 
and has worked with Pyle for 20 years.

“We trust each other implicitly,” Mc-
Daniel said. “That’s important, particu-
larly in difficult times. You want to work 
with people you trust.”

LandSouth’s Director of  Business De-
velopment Mike Taylor said it’s more than 
just relationships that have made Land-
South profitable. 

Simply put, Taylor said, “We’re success-
ful at what we do because we finish on 
time, on schedule and on budget.” 

— Marisa Carbone Finotti
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The unofficial motto at Atlantic Lo-
gistics Inc. is: “We’re around for the 
long haul.” No pun intended.

This family-owned freight broker based 
on San Jose Boulevard hires truckers to 
haul heavy freight such as military vehi-
cles and building materials anywhere in 
the United States, Canada and Mexico.

“We’re mostly a flatbed company,” said 
Rob Hooper Jr., senior vice president at At-
lantic Logistics. “Only 5  to 10 percent of  
our current business is dry freight, which 
means hauling loads for customers like 
Wal-Mart, Winn-Dixie or Walgreens.”

The company wants to expand into dry 
freight in the future, but heavy hauling is 
proving very profitable. Atlantic Logistics 
enjoyed $8.58 million in revenue in 2008 
and $7.06 million in 2007, and an average 
annual revenue increase of  14.52 percent 
since 2006. Hooper said the company is on 
the road to realizing revenue of  $9 million 
in 2009.

With just 13 employees, Atlantic Logis-
tics is quietly, dependably, getting the job 
done, despite rising gas prices and a high-
ly competitive  marketplace.

“Everyone’s counting nickels and 
dimes,” said Carlos Garzon, a logistics 
coordinator in Jacksonville for Aggreko 
North America, one of  Atlantic Logistics’ 
new customers. 

Aggreko rents power and temperature-
control systems all over the world. Lately, 

Garzon has been choosing Atlantic Logis-
tics to get the job done.

“They’ve been giving us the best rates,” 
he said. “And their team gave us the fastest 
response on some very big jobs.”

When the economy started to tighten late 
last year, Atlantic Logistics Vice President 
for Sales and Operations Johnnie Greene 
talked to his staff  about aggressively tele-
phoning its already loyal customer base.

“If  we’re not calling them, someone else 
is,” Greene said. He also instructed his 
staff  to ask for and follow up on referrals 
from longtime customers.  

“It all gets down to customer service,” 
Hooper said. That means giving custom-
ers honest bids, fair rates and competitive 
prices and treating truckers that way, too.

“We can’t move the freight without 
them,” said Hooper, adding that Atlantic 
Logistics must handle its cash flow care-
fully because it pays truckers upon com-
pletion of  a job, well before it’s usually 
paid by a client.

 Hooper’s parents, Bob and Evie, started 
Atlantic Logistics from their Jacksonville 
home in 2001. Bob Hooper, 65, spent many 
years in logistics. He and Evie are semi-re-
tired now, but they’ve given the company a 
strong foundation on which to grow.

And that’s just what Rob Hooper Jr. 
and Greene plan to do. They’re looking to 
make a big software upgrade soon, which 
means they could hire more remote bro-
kers to bid on work. And they’d like to own 
and operate some of  their own trucks, too, 
“following the Landstar model,” he said.

Of  course, Hooper said, “Landstar is the 
elephant and we’re the gnat.” But the mar-
ket is large and the potential for growth is 
great, especially when you’re a company 
like Atlantic Logistics that plans to be 
around for the long haul.

— Marisa Carbone Finotti
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