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W ith more than 40 locations across the U.S. and 
Canada, and the majority of its staff having 10 or more 
years tenure, Target Specialty Products takes pride 
in its ability to provide a full range of custom pest 

management, turf, and ornamental solutions. “We have some 
of the most highly qualified salespeople in the industry working 
with our customers to develop solutions uniquely tailored to their 
needs,” said President David Helt. 

The value of this is evidenced by the words of the company’s 
customers, such as that of Tom Randazzo, owner of Optimum Pest 
Control in Bethpage, N.Y. Randazzo has owned his business for 12 
years but has had a relationship with Target Specialty Products for 
more than 20 years—having grown up in the industry. At the age 
of 17, Randazzo began working at his father’s company which also 
used Target. Thus, he said, “They’ve known me since I was a kid.”

With such industry longevity, Randazzo knows he has a choice 
of product providers, and he chooses to work with Target Spe-
cialty Products. “They just have always been good to me,” he said. 
“They provide fast service and timely delivery.”

Founded in 2007, Optimum now has six employees and focuses 
primarily on residential accounts but is a full-service business. So, 
simplicity and ease are essential to Randazzo. 

“I choose to shop in one place not just for loyalty, but also conve-
nience,” he said. “I like to keep it simple.” Target Specialty Products 
and his sales contact, Senior Technical Sales Representative Rick 
Allen, provide that convenience.  

If Randazzo ever does have a problem, which “is extremely rare,” 
he said, “They always take care of it. I’ve never really had any serious 
issues with Target. I get a text or a phone call every week from Susan 
Pettey asking if I need anything. She knows the product line. I check 
my storeroom, determine what I need, and place the order.”

When he does call the Long Island Service Center in 
Westbury, N.Y. with a technical question, Randazzo speaks 
with either Louis Hendler or David Montoya. “They’re al-
ways very reponsive. They’re just good people.”

In addition to providing products and services, Tar-
get provides training and education. “We have a full-
staff training department at Target that works out in the 
market with our customers to provide full-line training 
for not only products but the usage of products,” Helt 

said. Target also trains its customers on how to develop solutions 
for their customers, and it provides support for PMP recertification 
credits.

Having simple and regular access to a full range of products, as 
well as product and customer solution training, provides a certain 
value for customers. And it is a value that doesn’t need sales or 
special offers to retain business. “I may place an order for a special 
offer if it’s a product that I use and we need, but I won’t change 
my product choice to save $5 a case,” Randazzo said. “I take ad-
vantage of sales and special offers, but it’s not my motivation for 
selecting a particular product.”

“I like to use what I use; I don’t fix what doesn’t need to be fixed,” 
he said. “I’m very loyal to Target because they keep it simple.” 


