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In today’s digital age, it seems
that every time you blink,
there’s a brand new, must-have
social media tool bursting
on to the marketing scene.
Deciding which networks
are here to stay and could
have a significant impact on
your business and audience
is a challenge. Even more
challenging is figuring out how
to apply new social media tools
to your business successfully
and in a way that adds value to
your overall marketing strategy.
If there is any social media
site that you should absolutely
have in your arsenal but may
not have fully considered as
a tool to increase business
opportunities, it is Pinterest.

By Amy Bell
Pollinator health has remained a hot topic across the pest management
industry for nearly a decade. It all started back in 2006, when beekeepers
across the nation started reporting higher-than-usual colony losses. These
elevated losses have been described as Colony Collapse Disorder (CCD).

A NEW CHAPTER FOR PPMA
12	
When the Professional Pest Management Alliance (PPMA) was first
established in 1997, its mission was clearly defined by the passionate
group of industry professionals at the helm. The organization would
protect, defend and grow the industry, while simultaneously giving a
voice to the men and women across the nation who are committed to
protecting the public from the health and property threats associated
with pests. To achieve that goal, PPMA created a consumer marketing
program educating the public on the value of residential and commercial
pest control through tactics that vary year after year.

SAFETY PROGRAMS
14 WELLNESS
SHOULD BEAND
INTERTWINED
By Gary Shapiro
Over the past several years, there has been an ever increasing awareness
drawn to worker health as it relates to workers’ compensation, productivity,
employee wellness, and improving company culture.
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FROM THE NPMA PRESIDENT

An Ives Family Tradition
President-elect Russ Ives follows in the footsteps of his father and grandfather
When H. Russell Ives, president of Rose Pest Solutions in Troy, MI, begins his oneyear term as President of NPMA’s Board of Directors July 1, he will become the third
generation in his family to serve in the role, following his grandfather, Harlem (1954–55)
and his father, Bill (1977–78). PestWorld recently spoke with Ives about his goals for
the year and how his experience in the industry and NPMA involvement will shape the
direction for the association under his leadership.
How long have you been involved with
NPMA and in what capacity?
I was first involved in NPMA leadership as
Secretary and Treasurer. I pulled away a little bit
from some of the engagements that took me out
of town so I could spend time with my children
when they were young. I kept up the contact, but
not significant direct involvement, for some time.
The association has more members now than it
did when I was first involved, and it’s done a lot
of work to develop more services to provide to its
members across a whole variety of lines.
How has your involvement with NPMA
affected your business?
NPMA has been a part of our family business
almost since inception. My grandfather learned
a lot of his lessons from the Exterminators and
Fumigators Association, which then became
the National Pest Control Association and
then NPMA. It’s been a tremendous learning
environment for us over the years, providing
generations of our company with a wealth of
information and opportunities to get acquainted
with people throughout the industry who could
help us become better at what we do. see pg. 22
for related story, Growth by Association.
What do you see to be the most
important role of NPMA in terms of
serving its members?
One of the key benefits, as far as members are
concerned, is NPMA’s legislative and public policy
engagement. It’s the kind of thing that impacts
us the most when it’s not done well. It doesn’t
always get the credit it merits, but NPMA has been
instrumental in helping to protect our industry,
to tell the story of our industry to the public, and
to keep a vibrant opportunity for us to provide
services and do things to benefit the public.
2
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What are your top priorities for NPMA
under your presidency?
My top priorities revolve around three primary
elements. The first is to remain significantly
engaged in promoting solid public policy that
protects the public and also acknowledges some of
the truths of science that often get overlooked, so
that ultimately PMPs such as my own company can
continue to provide services that protect food and
health and property of those who rely upon us.
The second element is to look at how we can
continually provide additional services to our
members and, perhaps even more importantly,
make sure our members are aware of those services
and that they utilize the access that they have. I see
one of my key roles as president will be trumpeting
to the membership, ‘Look what you’ve got in this
association.’ It’s up to me to help our members
understand those benefits and take full advantage of
them to improve their businesses and their lives.
My third initiative will be filling the role that
Bob Rosenberg has filled in our organization.
Hopefully in the fourth quarter we will have that
person identified and on board to work with
Bob for a smooth transition, and to be prepared
moving into the future.
What does success look like for you
during your term as president of NPMA?
I think a successful year would include a
membership that remains as strong in numbers as it
is now, if not even stronger. Even more importantly,
I would like to see a meaningful increase in the
percentage of our members who engage directly
with NPMA, either in terms of attending a meeting
or in terms of implementing some part of the
service package that NPMA provides its members.
And, if we can avoid legislation and regulations that
are harmful to the industry, in my book it looks like
a pretty successful year.
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FLIES HAVE
A MORE
ATTRACTIVE
BAIT ON
THEIR MENU.
Zyrox® Fly Granular Bait
gives you a truly unique active
ingredient to help control flies
showing resistance to older
chemistries. The formulation is
not only highly attractive, but
also has a lower bulk density,
meaning fewer pounds of bait to
carry. So whether you’re applying
indoors or out, you’ll find it even
easier to bring your customers
an environment free of flies.

Learn more at
SyngentaPMP.com/Zyrox,
and don’t pass up yearlong
savings available at
PestPartners365.com.
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BY AMY BELL

What PMPs Need to
Know About Bee Decline
and the White House
Pollinator Strategy

P

ollinator health has remained a hot topic across
the pest management industry for nearly
a decade. It all started back in 2006, when
beekeepers across the nation started reporting higherthan-usual colony losses. These elevated losses have
been described as Colony Collapse Disorder (CCD).
“CCD refers to the sudden loss of a honey bee
colony’s adult population leading to death of the
colony,” explains Richard D. Fell, Professor Emeritus
with Virginia Tech’s Department of Entomology and
a consultant to NPMA. “We have no known cause for
CCD, and it is best referred to as a set of symptoms
used to describe this type of loss. Bee decline refers
to a much bigger problem related to a decline in not
only honey bee populations but also other bee species.
We have over 3500 bee species in North America, and
there is evidence that some of these other bee species
have declined in numbers.”
According to the Bee Informed Partnership, which
monitors bee colony losses across the nation, the
average total loss was 29.6% between 2006 and 2014.
Preliminary results reveal a total of 23.1% of the
colonies managed in the Unites States were lost over
the 2014/2015 winter.
“Colony losses are not new, but what is new is the
sustained high losses that we have seen on a yearly
basis, starting about the turn of the century,” Fell says.
“In Virginia we have been keeping record of annual

www.npmapestworld.org
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NPMA on the President’s Task Force
NPMA applauds the comprehensive approach of the President’s Task
Force. The Task Force recognizes that available science and data
point to multiple factors that may impact pollinators with varying
effects; and rather than point to one factor, the Task Force has
directed government agencies and key stakeholders to communicate
and work together to mitigate risks to bees. NPMA will continue
to work with government agencies and key stakeholders while
continuing to educate the structural pest management industry on
best management practices to preserve pollinator health.
—NPMA CEO Bob Rosenberg

losses since 2001 and they have averaged about 30%.
We may have had high losses occasionally in the past,
but not this sort of high loss year after year.”
Keep reading to learn more about bee decline
and how the recently released White House
pollinator protection plan could impact the pest
management industry.
Feeling the Sting from Bee Decline
Because pollinators play a vital role in the nation’s
food supply, the U.S. government is not taking bee
losses lightly. In fact, honey bees contribute billions of
dollars in added revenue to our nation’s agriculture
industry each year. However, the impact of bee
losses expands far beyond the economic impact on
beekeepers and reduced honey production. Because
honey bees also play a key role in the pollination of
many agricultural crops, hive losses are also negatively
affecting U.S. growers.
“Current estimates indicate that honey bees
contribute over $15 billion in pollination value to
American agriculture each year,” Fell explains. “Many
of the fruits and vegetables we consume require bee
pollinators to set fruit.”
6
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The Blame Game
The majority of honey bee colony losses take
place during the winter when stress on colonies is
the greatest. While there are a number of factors
contributing to bee decline, Fell says scientists have
not singled out a primary cause. “However, we do
know that a number of factors affect colony health,”
he points out. “Varroa mites are a major problem
but certainly not the only factor contributing to
colony loss. Other factors include pathogens (viruses,
fungi, bacteria), queen failure problems, nutrition
and inadequate foraging sites, beekeeping practices,
environmental factors and pesticides. Our current
thinking is that several factors interact to cause decline
in colony health, leading to colony loss.”
Yet many people still place the full blame on
pesticides, particularly the neonicotinoid insecticides.
This group of insecticides is used extensively both in
agriculture and structural pest control. However, Fell
believes there is simply not enough evidence to prove
these pesticides are the primary cause for bee loss.
“In my opinion, the issue of neonicotinoids and
honey bees has been overplayed,” he says. “We simply
do not have the data showing that neonics are a
major cause of honey bee losses. There is no question
that they are toxic to bees and have caused some bee
kills, however, there is no good evidence that they
are a major factor in honey bee colony ‘decline.’”
He points to a recent publication from Australia on
neonicotinoids and the health of honey bees, which
states that these chemicals are not a significant issue to
honey bee decline.
“If neonics were such a problem, why don’t we
see high losses in Australia?” he poses. “Also if we
look at the data from pesticide residue analyses of
hives, neonics have only been found at very low levels
in less than 3% of the hives. Hardly numbers that
would explain the high losses we see across the U.S.”
While Fell says it is possible that neonics could be a
contributing factor, he says other pesticides are likely
having a greater impact—particularly miticides, which
have been used by beekeepers to control varroa mites.
“We tend to find these in almost every hive examined
for pesticide residues,” he adds.
Despite the lack of evidence, the European
commission voted in December 2013 to enforce
a two-year continent-wide ban on some uses of
neonicotinoid pesticides. Since the ban, farmers
www.npmapestworld.org

have experienced widespread infestations (of what?),
leading to an estimated 15 percent drop in this year’s
European harvest of rapeseed—the region’s primary
source of vegetable oil used to make food ingredients
and biodiesel.
Understanding the White House Pollinator Plan
In recent years, the NPMA has become deeply involved
in the pollinator issue. The association has worked
tirelessly to educate lawmakers and regulators and
defend the tools used by structural pest management
professionals. After many months of anticipation,
in May 2015, the White House Pollinator Task Force
finally released their 58-page plan entitled “National
Strategy to Promote the Health of Honey Bees and
Other Pollinators.”
“The plan is a very well thought out and
responsible approach to positively deal with a
complex issue,” remarks Steven E. Dwinell, Assistant
Director with the Florida Department of Agriculture
and Consumer Services’ Division of Agricultural
Environmental Services. “The emphasis on
improvement of habitat and bee foraging is correct
and the best option for improving honeybee health
and native pollinator populations. The approach is
exactly what the state agencies have been advocating as
a way to deal with this issue.”

www.npmapestworld.org

“Current estimates indicate that honey bees contribute
over $15 billion in pollination value to American
agriculture each year. Many of the fruits and vegetables
we consume require bee pollinators to set fruit.”
—Richard D. Fell, Professor Emeritus,Virginia Tech’s Department of Entomology
and a consultant to NPMA

Overall, there were no major surprises in the White
House plan. In fact, EPA highlighted the importance
of pesticides for the protection of food supplies
and human health. The plan also underscored the
importance of balancing these benefits with risks by
separating beneficial pollinators and pesticides in time
and space.
Here are the five most important factors pest
management professionals need to know about the
White House plan:

1

The strategy focuses on pollinator research.

The plan, which is being led by the USDA
and EPA, focuses primarily on increasing pollinator
health research and improving and expanding
pollinator habitats. The strategy also includes plans
for expanding education and outreach as well as
opportunities for public-private partnerships.

JULY/AUGUST 2015
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2

The EPA will prohibit foliar application
during contracted pollinator services by
December 2015.

According to the strategy, the EPA will propose a
prohibition on foliar applications of acutely toxic
products during bloom when they are used at sites
where bee colonies are present and under contract
for pollinator services. For sites that do not have
managed bees on premises and under contract,
EPA says Managed Pollinator Protection Plans
developed by individual states will effectively protect
managed pollinators.

3

The strategy outlines three major objectives.

The overarching objectives or benchmarks of
the strategy are as follows:
■■ Reduce honey bee colony losses during winter to no
more than 15% within ten years
■■ Increase Eastern population of the monarch
butterfly to 225 million butterflies
■■ Restore and enhance seven million acres of land for
pollinators over the next five years through federal,
state and public-private partnerships

4

The EPA will take a comprehensive approach
to assessing pesticide risk.

The EPA will reevaluate the neonicotinoid family
of pesticides in 2015–2017, according to a schedule

8

PESTWORLD

JULY/AUGUST 2015

“It is encouraging to see that the
plan acknowledges the many diverse
factors identified as potential
problems for this situation, such as
bee-killing pathogens and mites, bee
health and management practices,
pesticide use and reviewing its
safety to bees, degraded pollinator
habitats, and encouraging planting
more flowering plants and other
pollinator-friendly vegetation, instead
of targeting pesticides alone.”
—Chris Gorecki,Vice President–Government Relations
& Environmental Stewardship, Rollins

included in the plan. The assessment approach will
include new pesticide exposure and effect study
protocols as well as additional chronic and acute
toxicity screening. Preliminary risk assessments
for 58 active ingredients will be made available for
comment in 2015.

www.npmapestworld.org
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The EPA will work with states to issue
pollinator protection plans.

Each state will develop customized mitigation plans,
focusing on communication between beekeepers and
applicators to reduce the likelihood of exposure. A
number of states already have pollinator protection
plans in place and many others are in the process
of creating plans. This is why it is important for
structural pest management professionals to stay
involved during their state’s plan development process.
For additional resources, including your state’s
contact information, visit our industry page at:
www.pollinatorfacts.org.
The PMP Impact
Based on the current White House strategy, the
anticipated EPA restrictions should not have an
immediate direct impact on structural pesticide
applications. Even so, the NPMA policy staff will stay
engaged at both the federal and state level to protect
the structural pest management industry and defend
PMP product uses.
“We are obviously pleased to see the White
House plan promoting the health of bees and other
pollinators,” says Chris Gorecki, Vice President–
Government Relations & Environmental Stewardship
with Rollins. “Focusing on science-based research

to boost pollinator populations and find potential
solutions is critical. It is encouraging to see that the
plan acknowledges the many diverse factors identified
as potential problems for this situation, such as
bee-killing pathogens and mites, bee health and
management practices, pesticide use and reviewing
its safety to bees, degraded pollinator habitats, and
encouraging planting more flowering plants and other
pollinator-friendly vegetation, instead of targeting
pesticides alone.”
Gorecki goes on to explain that while consumers
are concerned about pollinators, they are bombarded
with misinformation. “Much of this misinformation
focuses on pesticide use by misguided groups who
seem to want to eliminate all pesticides,” he adds. “It is
important to find a research-supported, science-based
solution and then publicize it to consumers so we can
all work together to address the issue.”
A State-By-State Issue
According to the White House strategy, each state will
develop customized pollinator protection plans, and
some states already have plans in place. “State plans
have to be created by stakeholders within each state,”
explains Dwinell. “They are not mandatory and some
states may choose not to create a plan. In some states,
the state lead pesticide agency (SLA) will take the lead

3 Major Objectives of the White House Pollinator Task Force

“National Strategy to Promote the Health of Honey Bees and
Other Pollinators” Strategic Plan

Reduce honey bee colony
losses during winter to
no more than 15% within
ten years

www.npmapestworld.org

Increase Eastern population
of the monarch butterfly
to 225 million butterflies

Restore and enhance
seven million acres of
land for pollinators over
the next five years
through federal, state and
public-private partnerships
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Bee Aware &
Stay Informed
Want to keep up with
latest news and views
on pollinator health?
Visit NPMA’s
Pollinator Health
website at
pollinatorfacts.org to
stay in the know.

Tools for PMPs
Training
Downloadable
materials
Bee icons
BMPs
And much more!
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in plan development, in others organizations such as
Farm Bureau may be the initiators. Implementation
will also be the responsibility of the stakeholders.”
According to Dwinell, the biggest challenge with
creating state plans will be identifying and engaging
stakeholders. “This takes time. It is also necessary to
have face to face meetings and honest, open discussions
about the issues in the particular crop/pollinator
scenario. These can be uncomfortable at first, but are
necessary if an effective plan is to be developed.”
Gorecki says the Georgia Pest Control Association
members and its leadership were very involved in
public comment meetings, reviewing proposed
information and providing input to ensure the plan
included structural pest control components. “The
process provided the opportunity for input from all
stakeholders and the association endorsed the plan,”
he says. “The Georgia state plan is a common sense
approach to protecting pollinators, and it incorporates
many of the components of the National Pest
Management Association (NPMA), Pollinator Best
Management Practices, which we endorse.”
Donnie Blake, President of OPC Services (OPC
Pest Control) based in Kentucky, says his state
has not engaged on any state pollinator plans yet.
However, he’s prepared for the possibility. “We have
had some discussions with the Kentucky Department
of Agriculture about the pollinator issue, but there
has not been any regulator action proposed,” he says.
“If so we will work closely with KDA to draft any
such regulation.” Blake also points out that OPC has
trained their service personnel to handle any customer
inquiries on pollinators. “We have reviewed the NPMA
Pollinator Protection Best Management Practices

JULY/AUGUST 2015

“This takes time. It is also necessary
to have face to face meetings and
honest, open discussions about
the issues in the particular crop/
pollinator scenario.These can be
uncomfortable at first, but are
necessary if an effective plan is to
be developed.”
—Steven E. Dwinell, Assistant Director, Florida
Department of Agriculture and Consumer Services’
Division of Agricultural Environmental Services

with our service technicians, and we have updated
our treatment and inspection protocols to reflect the
NPMA BMP for pollinators.”
According to Dwinell, most of the state plans that
have been developed so far focus on agricultural
scenarios. “If PMPs step in as stakeholders, they can
get their concerns addressed,” he adds. He says the
most effective way to impact the development of state
plans is to get involved in the process. Visit www.
aapco.org/documents for information on existing state
plans and plans being developed.
Additionally, the NPMA has developed Pollinator
Best Management Practices and a model state
engagement strategy. Pest management professionals
should tap into these valuable resources when
speaking proactively with state regulators. Visit
npmapestworld.org/pollinator to learn more.
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Join the Professional Pest
Management Alliance in a

NATIONAL COMMUNITY
DAY OF SERVICE
to Promote Pollinator Health

AUGUST 22, 2015

For more information about this initiative and how
to plant a pollinator garden in your community,
visit: PollinatorFacts.org

W

hen the Professional Pest Management
Alliance (PPMA) was first established
in 1997, its mission was clearly defined
by the passionate group of industry professionals at
the helm. The organization would protect, defend
and grow the industry, while simultaneously giving
a voice to the men and women across the nation
who are committed to protecting the public from
the health and property threats associated with pests.
To achieve that goal, PPMA created a consumer
marketing program educating the public on the value
of residential and commercial pest control through
tactics that vary year after year.
Today, PPMA continues to thrive and find new
and relevant ways to share the industry’s story with
consumers, and recently started a new chapter when
Cindy Mannes stepped into the role of Executive
Director. It’s not the first time that Mannes, who
spent the past seven years as Chief Marketing
and Strategy Officer for Atlanta-based Arrow
Exterminators, will fill this position. Prior to her
transition to Arrow, Mannes was PPMA’s Executive
Director from 2001 through 2008, during which
time she oversaw the development of the advertising
and public relations materials, seminars and online
efforts designed to elevate the professionalism of all
individuals involved with the industry.

“This will be the first time
PPMA has had a leader who has
worked inside a pest control
company—and I’m confident that
Cindy’s inside knowledge of how
professional pest management
firms operate will add a terrific
layer of value, especially to small
and mid-sized companies.”
—Nicole Kirwan Keefe, Marketing and Advertising
Manager at Clark Pest Control in Lodi, CA, and a
member of PPMA’s marketing committee

Mannes’ return to the position was met with great
enthusiasm by PPMA’s Board of Directors. Tommy
Fortson, PPMA Board President and President of
Terminix Service in Columbia, S.C., remarked, “We
are very pleased to welcome Cindy back to PPMA.
Without her leadership and drive in the early days
of the organization, we wouldn’t have the strong
marketing engine we do today.” Likewise, Russ
Ives, PPMA Board Member, President of Rose Pest
Solutions in Troy, MI and incoming NPMA President,

A Chapter for

PPMA
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Q&A

with Cindy Mannes

referred to the change in leadership as “a wonderful
reunion with an individual who has been so
formative in the development of the aims, strategies
and purposes of PPMA since its inception.”
The State of PPMA
With a staunch commitment to protecting public
health, food and property from the dangers
associated with pests, PPMA employs a number of
marketing tactics throughout the year as part of its
ongoing consumer education campaign. At the core
of the program is a robust media relations strategy
which to date in 2015 has resulted in numerous
placements in national and regional media outlets
such as USA Today, The Weather Channel, Yahoo!
Health, Newark Star-Ledger and Denver Post.
Additional 2015 program highlights include the
production and distribution of a new public service
announcement in partnership with the American
College of Allergy, Asthma and Immunology; the
launch of NPMA’s Bug Barometer, a twice-yearly pest
forecast that garnered significant media attention;
and a hugely successful satellite media tour, featuring
celebrity spokesperson Bob Vila, that resulted in
more than 40 million impressions.
Mannes and her team are already hard at
work in the creation of the 2016 plan, which will
be presented to the Board of Directors during
their annual meeting at Pestworld this October.
While it won’t be her first time spearheading the
development of this marketing plan, she will no
doubt come at it with a fresh perspective given
her experience overseeing Arrow’s internal and
external marketing efforts over the past seven years.
According to Nicole Kirwan Keefe, Marketing and
Advertising Manager at Clark Pest Control in Lodi,
CA and a member of PPMA’s marketing committee,
“This will be the first time PPMA has had a leader
who has worked inside a pest control company—
and I’m confident that Cindy’s inside knowledge of
how professional pest management firms operate
will add a terrific layer of value, especially to small
and mid-sized companies.”

www.npmapestworld.org

We sat down with Cindy Mannes to hear more about her return to PPMA and her
expectations for the future of the organization.

Q

Tell us about PPMA’s role
within the industry.
Since the very beginning, PPMA has
been committed to growing, protecting
and defending the industry and the
organization has never wavered from
that position. We are the unified voice
for the hardworking men and women
of the pest control industry, telling the
story of what we do and why we do it,
and it’s my job to ensure we continue
to build on our platform and find new,
interesting and relevant ways to share
that story. The PPMA team has laid a
firm foundation over the past several
years, and I look forward to building
upon that foundation as there is still
much work to be done.

Q

What kind of opportunities
are on the horizon for
PPMA? How about challenges?
According to recent research from Gary
Curl of Specialty Products Consultants,
37 percent of homeowners with a
household income greater than $75,000
reported using professional pest control
services in 2014—higher than any other
year on record. While this is certainly a
promising indicator with regard to the
state of the industry, it’s also a clear sign
that there is still much room for growth!
This is the first time as an industry
that we are serving four different
generations—the Matures, the Baby
Boomers, Generation Y and the
Millennials—and we need to carefully
and thoughtfully craft marketing
strategies that will appeal to each of
them. A significant opportunity lies with
the population of 93 million Millennials
who have buying, researching and

purchasing habits that are much
different than those of previous
generations. As they begin buying homes
and starting families—significantly later
in life than their parents did, I might
add—we must utilize strategies that will
reach them through the digital and social
media platforms they frequent.
Each year we develop comprehensive
marketing strategies that will effectively
communicate our messaging, build on
our platform and make a positive impact
on residential and commercial pest
control. With my combined history at
PPMA and Arrow, I feel as though I’ve
never been so well equipped to lead our
team in the generation of innovative
and results-oriented marketing tactics
that will benefit the entire industry in
2016 and beyond. Of course, numerous
external challenges and threats to the
industry are always on the horizon,
especially as we approach an election
year when our role in defending the
industry could be more important than
ever when it comes to regulatory affairs.
As an organization, we need to remain
nimble and prepared for whatever may
be around the bend.

Q

How would you describe
your vision for PPMA?
An organization doesn’t know where it’s
going if it doesn’t have a strong vision,
and fortunately PPMA’s has remained
steadfast since the beginning. My hope
is that many more of you will come
along with us as we continue to grow,
protect and defend the industry. If you
are interested in learning more about
how you can join us, please contact me
at cmannes@pestworld.org.

«
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BY GARY SHAPIRO

WELLNESS
AND SAFETY
Over the past several years,
there has been an ever
increasing awareness drawn
to worker health as it relates
to workers’ compensation,
productivity, employee
wellness, and improving
company culture.

PROGRAMS
SHOULD BE INTERTWINED

T

raditionally, many organizations have used an approach where various groups
are working in their own silos to improve employee health safety, with varying
initiatives spearheaded by human resources, safety, and operation departments.
While each group’s intent is admirable, the varied degrees of communication,
efficiency, total costs, etc. has caused this approach to fail. An integrated approach is
vital to sustain these programs. Research by organizations such as NIOSH (National
Institute of Occupational Safety and Health) has shown that efforts combining
worker health promotional programs, such as weight-loss and smoking cessation,
combined with a company’s occupational safety initiatives, result in higher levels of
employee engagement, greater return on initial investments, lower insurance costs (for
both employee benefits and workers’ compensation), and fosters a more productive
workplace, as well as happier and healthier employees.
When employers separate safety, risk management, and benefits/human resource
functions, the impact of each of their efforts are measured and monitored separately,
and objectives may be counter productive to each other and the overall effectiveness is
reduced. Employees may feel that internal promotional and messaging efforts, when
provided by multiple leaders of their respective departments, seem disjointed or just
another “flavor of the month”. Even if your company doesn’t have individuals assigned
to each of the roles mentioned above concerted efforts should be made towards
improving the overall health and well-being of the employees while incorporating your
compliance and workplace safety efforts.

14 PESTWORLD
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The Opportunity

■■

Promoting overall health and wellness in an integrated
fashion will result in reduced direct costs, increased
productivity and happier employees at work and at

■■

home. Employee behaviors, both positive and negative
do not just switch on and off depending on whether

■■

they’re at home or at work. Promoting positive health
behaviors will carry over into their home life and

■■

many times to their families. The costs associated
with poor health have significantly increased for both
disability and workers’ compensation. One example
of how both areas are integrated is a statistic showing
that stressful workplaces contribute to a 30% increase
of coronary disease than a less stressful workplace (1).
In addition, there has also been increased frequency
of employee absenteeism due to high stress work
environments. Obesity, a national health crisis, is of
particular concern, with one study showing 183 lost
days per 100 full time employees with a BMI (body
mass index) of over 40, compared to only 15 days
for employees with a normal BMI (2). These lost
work days drive the workers’ compensation dollars
to be eight times higher for an obese person than an

■■

Empower a cross functional management/
employee committee with a budget and authority
to implement safety and wellness programs.
Defining metrics of success for all health, safety and
wellness components together.
Continuous safety training for both on the job and
off the job; include safety tips for employee families.
Consider high impact wellness programs such
as weight loss, smoking cessation, driver safety,
along with occupational safety programs such as
ergonomic analysis combined with a stretching
warm up program, drug free workplace, and
comprehensive fleet safety program.
Consistent communication from management
and high levels of employee engagement with an
accountability structure linked to performance
management.

Promoting overall health and wellness in an
integrated fashion will result in reduced direct costs,
increased productivity and happier employees at
work and at home.

employee of “average” weight according to a Duke
University Medical Center study.
What Your Organization Can Do
An integrated approach for both occupational safety
and overall health and well-being for your employees
may seem like a daunting task while balancing your
business goals, however, it should be a priority to
help achieve your goals. The efforts can be scalable
depending on your company size and resources
available, and it’s recommended that you pilot some
of the initiatives and don’t do too much too soon. The
goal is to have a long standing, sustainable process and
incorporate it into your company culture for the long
term, not just a program that is rushed through and
once a task is complete, it’s forgotten about.
Primary Implementation Process:
■■

Management commitment and involvement

■■

Safety and health education

■■

Employee engagement

■■

Driving safe and healthy behaviors

■■

Continuous improvement
Some additional suggestions for an integrated

approach
■■

Strategic planning for health, safety and wellness
given equal importance to business goals.

www.npmapestworld.org

Statistics show that companies who have
succeeded with this combined approach have
experienced less employee turnover, better
management/employee relations, and a much lower
total cost of risk. A healthy and happy employee
always makes a productive employee.

«

For an expert consultation, please contact
Weisburger Insurance Brokerage at 800-431-2794,
info@weisburger.com, or visit our site at
www.weisburger.com. Weisburger, a division of
Program Brokerage Corporation, is the nationally
endorsed insurance broker of the National Pest
Management Association (NPMA). With over 75 years
of experience, our experts are able to review your current
coverage and identify ways to protect your pest control
business during the dips and peaks of the industry.
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MARKETING CORNER

THE POWER OF

PINTEREST
AND PEST
CONTROL

IN

today’s digital age, it seems that every
time you blink, there’s a brand new,
must-have social media tool bursting on
to the marketing scene. Deciding which networks are
here to stay and could have a significant impact on
your business and audience is a challenge. Even more
challenging is figuring out how to apply new social
media tools to your business successfully and in a way
that adds value to your overall marketing strategy. If
there is any social media site that you should absolutely
have in your arsenal but may not have fully considered as
a tool to increase business opportunities, it is Pinterest.

Aside from the inherent value of your Pinterest presence
in and of itself, each pin that is linked to your website will
take people there whenever it is clicked by a Pinterest
user, where they are able to learn more about your
company and the pest control services offered.
The general perception of Pinterest is that it is a
site geared toward women and used by women who
are interested in recipes, crafts and fashion. Since the
site’s launch in 2010, however, Pinterest has grown
into a social media powerhouse for brands that are
looking for a new avenue to reach relevant audiences
and affect household purchasing decisions.
If you are unsure that Pinterest is a good fit for
your business and the pest control industry, here are
some powerful statistics that may change your mind:
■■ According to the Pew Research Center, 28 percent
of all American Internet users are on Pinterest,
with 17 percent of those users logging in daily.
■■ Although Pinterest is still dominated by women,
men now account for 33 percent of new sign-ups
16 PESTWORLD
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■■

■■

■■

in the U.S., and the number of men on Pinterest
doubled in 2014.
About 47 percent of online shoppers have made
a purchase based on a Pinterest recommendation
and the site generates 27 percent more revenueper-click than Facebook.
According to the American Consumer Satisfaction
Index, Pinterest is ranked as the top social media
site for user satisfaction.
The average pin is 100 times more viral than a tweet.

Pinterest and the Pest Control Industry
While there may be a large number of users, they may
not all fall within your target audience. Fortunately,
the most frequent users of Pinterest are ideal pest
control consumers. According to data from comScore,
the average Pinterest user has a household income
of more than $100,000 each year. Additionally, the
large presence of women on Pinterest is a perfect fit
for companies interested in influencing household
pest control decisions. As reported by SocialMouths.
com, 81 percent of women online trust Pinterest as a
reliable source of information and advice.
Pinterest is also known for being a hub of do-ityourself ideas and projects. The increased presence
of the pest control industry on the site is a key
part of enforcing the message online that calling a
professional is the safer and more effective solution
for home pest control. There is a significant value to
having another popular social media channel to affect
people’s perception of the pest control industry and
pest control professionals.
Aside from the inherent value of your Pinterest
presence in and of itself, each pin that is linked to your
website will take people there whenever it is clicked
by a Pinterest user, where they are able to learn more
about your company and the pest control services
offered. This is incredibly beneficial for increasing
referral traffic to your website; in fact, Pestworld’s own
Pinterest account is the fourth overall highest driver of
traffic to Pestworld.org, and the second highest social
media driver of traffic behind Facebook.
Using Pinterest to Grow Your Business
Pinterest differs from other social media networks in
both the mindset its users have while they are browsing
the site and the way Pinterest content is disseminated
and consumed. People using Facebook and Twitter are
www.npmapestworld.org

most interested in connecting with other users. People
come to Pinterest, however, for inspiration, ideas and
to learn about topics that interest them or are of use in
their daily lives. Pinterest users are therefore more open
to the influence of products and brands, making them
an ideal audience for companies that want to increase
their exposure and, ultimately, their sales.

About 47 percent of online
shoppers have made a
purchase based on a Pinterest
recommendation and the site
generates 27 percent more
revenue-per-click than Facebook.

SEO by focusing on using keywords in pin captions
that will ensure your pins stand out in people’s
searches, which can ultimately lead them to clicking
through to your website.
The Bottom Line
The value of Pinterest for the pest control industry
is clear, and as the number of regular Pinterest
users continues to grow, adding this tool to your
marketing efforts could provide a major boost to
web site traffic. If you’re new to Pinterest, check
out the site’s help guide for assistance with getting
started and head to Pestworld’s official Pinterest
page, www.Pinterest.com/PestWorld, for content
strategy ideas. Happy pinning!

«

Sources
The content on Pinterest also differs significantly
from that on other social networks. Content on
Facebook and Twitter, for example, is not meant to
be long-lasting, and quickly loses relevancy. The way
both of these sites present information only allows
recently posted content to be visible to people’s
friends or followers for a short amount of time,
usually just a couple of hours, before it is superseded
by fresher content.
On the contrary, Pinterest content is most often
evergreen, and will continue to resurface after it is
initially added to the site as users share pins with
their own unique sets of followers. According to data
from Pinterest, every pin is re-pinned an average of
11 times and half of a pin’s total traffic occurs three
months after it was originally pinned. Additionally,
many Pinterest users will find a pin that interests
them as they are browsing, pin it for future reference,
and then return to it at a later date when something
jogs their memory or they need the information—for
example, if a user pinned a pest control tip and then,
months later, discovered signs of an infestation.
Pinterest also differs from other social media
networks because instead of mindlessly scrolling
through whatever the site’s algorithm has chosen
to feature in the newsfeed, people use Pinterest as
a search engine to proactively find content that
interests them. For this reason, it is important to
make sure that any pins you add to your Pinterest
page are highly searchable. Play with your Pinterest

www.npmapestworld.org
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ASK THE EXPERT

the current problem. The body of knowledge about
bat bugs (and swallow bugs) is poorly developed at
this point but the first step should be to determine
if there is currently a bat problem in the house.
Check for possible bat entry/exit points under the
eaves, around the chimney, beneath the ridge cap,
and anywhere else in the vicinity of the infested
bedroom. Bat bugs will feed on people but we are
certainly not their preference, so if bats are (safely,
of course) evicted the infestation most likely won’t
be sustained. Once the bats have been evicted, start
your control and monitoring efforts on the recently
vacated roosting spot(s) and focus on other voids,
cracks and crevices, and areas in which you are
finding evidence of bat bugs.
One final note, although I understand why you
assumed bed bugs given the nature of the initial
infestation, remember that it’s always recommended
to get a positive ID before proceeding (and it doesn’t
hurt to save a few specimens just in case).
BY BENNETT JORDAN, PH.D.
NPMA

Q

Late last fall I was treating a house for bed
bugs and after three visits, I eliminated the
infestation (to the best of my knowledge).
Fast-forward to March and that same house has a
new (or recurring) infestation. The thing is, this is a
three story house in Ohio with a finished attic and
the recurrence is in an attic bedroom. I checked out
several of the bugs under a microscope and realized
they are actually bat bugs! I never thought to check
originally because the initial infestation was huge
and the bugs were only found on the first floor. What’s
going on here and how do I proceed?

A

It is certainly possible that this house
experienced a one-two punch of bed bugs
and bat bugs. The odds of this happening
are very slim, but similar occurrences have been
documented and there isn’t anything about the
presence of one species or the other that would
preclude the other from being in the same structure.
The timeline for the initial infestation could coincide
with bats leaving a roost in the structure to seek out
their hibernacula. Conversely, the fact that the initial
infestation was large and exclusive to the first floor
casts doubt on that notion.
Since it’s too late to be 100% positive that the
initial infestation was bed bugs, we can only focus on
18 PESTWORLD
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Q
A

What is the easiest way to tell the
difference between a beetle larvae,
a maggot, and a caterpillar?

If only there was an easy explanation.
Larval forms are classified based on
appearance, and the terms used to describe
larvae are not exclusive to individual insect orders
(Coleoptera, Diptera, Lepidoptera, etc.) While there
are a couple of exceptions, like scarabaeiform or
‘grub-shaped’ larvae that are exclusive to beetles,
not all beetles are grub-shaped. Vermiform larvae
are maggotlike, but this form is not exclusive to
flies. There are beetle, bee, wasp, ant, moth, and
flea larvae that are considered vermiform, too. The

Tenebrio molitor
adults and larva
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• Rapid knockdown and kill
• Powerful flushing action
• Indoor/outdoor applications
for flying and crawling insects
• General surface, spot, crack and crevice,
as well as fogging treatments

Learn more at Zoecon.com/Versatile

Always read and follow label directions. ExciteR, Elite with design, and Zoecon with design are
trademarks of Wellmark International. ©2015 Wellmark International.
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ASK THE EXPERT

best piece of advice is to analyze the morphology,
location found, and material infested for each larvae
you find to make an ID. Better yet, find an adult
while you’re at it!

Q
A

I recently got called out to a major small
fly infestation in a first floor apartment and
figured out that phorid flies are the problem.
What’s the easiest way to determine the source?
Phorid flies breed in moist organic matter,
which can be plentiful and available in
numerous locations in and around an
apartment building. The fact that only one apartment
appears to be infested will help narrow it down, unless
neighboring units are empty, non-responsive to such
issues, or the apartment in question just happens to
be the easiest way for the flies to surface. If you put
fly boards around the unit, you can probably narrow
down the general point of entry.

THERMAL

REMEDIATION
TEMP-AIR

®

Consider all possible breeding sources and try
to tick them off the list starting with the most likely
and easiest to determine. Are there any obvious
sources of decaying organic matter in or around the
unit like visibly dirty drains, compost containers,
overwatered plants, animal carcasses, dumpsters,
garbage and recycling cans, grass clippings, organic
debris under or around appliances, or a downspout
causing an abundance of water outside the unit? The
most difficult phorid fly problems are associated
with plumbing problems like broken drains pipes
under slab floors. Of course, these aren’t easy to check
but there are a couple of tricks that can help you
determine if that’s the source of the breeding material.
Put pieces of clear tape sticky side down over drain
openings or floor cracks while leaving some space
in between them so air can still flow. This will catch
adult flies as they are traveling between the breeding
source and the rest of the apartment to help you pin
point what is sustaining the infestation.
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BED BUG HEAT TREATMENT EQUIPMENT

FROM

THERMAL

REMEDIATION
TEMP-AIR
FROM

®

135°F

Kill Zone

THERMAL IMAGE

(800) 836-7432
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ACTUAL IMAGE

ThermalRemediation.com
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If your employees are exposed to
respiratory hazards that require
protection — can your
company pass an

AUDIT
to comply with

OSHA

29 CFR 1910.134
regulation?

To be in full compliance, your
facility must have the following:
✓ Written Respiratory Protection Program
✓ Employee Medical Evaluations
✓ ANNUAL Fit Testing AND Training

National Fit
Testing Services has
developed solutions to get
your company in compliance
quickly and economically.
Call today for information about our
Train-the-Trainer program and tech
on-site options. FREE CONSULTATION.

✓ Annual Program Evaluation
✓ Record Keeping

NationalFitTestServices.com

NFTS accepts all major credit cards.

NATIONAL
Fit Testing Services
Providing Services in all 50 States

CALL (941) 400-6722 or EMAIL
NPMA@nationalfittestservices.com for FREE Consultation

»

MEMBER SPOTLIGHT

GROWTH BY

ASSOCIATION

One small company grows by leaps and bounds
because of the connections it’s made through NPMA
BY PAULA YOHO

B

efore they were co-owners of a million dollar
pest management firm, Jason Sayre and
Michael Panichi were friends who worked

“My thoughts were, there are 222 working days a
year, so if we can do two bed bug treatments per day,
we can make a decent living,” explained Sayre. “So
that’s how it started. We got a van, a little shop, and I
just started marketing our company.”

“I have a drawer full of business
cards from owners of multi-million
dollar pest control companies who
will take my call any time because
of NPMA.”

in very different worlds—Sayre worked in sales and
Panichi was a probation officer for the county drug
court in Chicago. Though they often talked about
collaborating to purchase apartment buildings,
neither envisioned a prosperous future in pest
control. All that changed over a meal at Chipotle. At
the time, Sayre was out of work. He had found recent
success selling bed bug services to clients, and tossed
out an idea to Panichi over burritos: ‘How would you
like to get into the beg bug business?’ One thing led to
another, and they were in business as Platinum Pest
Solutions in Lansing, Illinois, just outside Chicago.

22 PESTWORLD

JULY/AUGUST 2015

The company quickly grew from three
employees—the two partners and a general
manager—to 15 employees, 10 vehicles, and a million
dollars in revenue by the end of the first year. They
attribute their success, in part, to an open-minded
approach to management and the willingness to
take suggestions from others. More importantly,
though, Sayre and Panichi credit their engagement in
NPMA for setting the company on path to a growth
trajectory neither anticipated.
They became members early on, though not
actively engaged. During their first year of business,
Sayre and Panichi attended a Bed Bug Summit event
in Denver, where they met staff from Arrow Pest
Exterminators, a $155 million company based in
Atlanta, who invited them to visit Arrow headquarters
to meet with the executive team.
“They told us they were impressed with what we’d
accomplished, but said, ‘If you guys want to continue
this, you really need to get involved in NPMA,’” Sayre
recalled. “They named off Legislation Day, PestWorld,
Academy, all these things that we needed to do, and
we took their advice real serious.”
Since then, the Platinum team has taken part in
many NPMA events.
“Because of NPMA, we have made so many good
decisions,” said Sayre. “We have been able to talk to
the owners of Terminix, the owners of Action Pest
Control, the owners of Arrow—these are people who
have done everything that we’re trying to do and can
guide us in the right direction, and we’re learning
from their mistakes, so we don’t have to make the
same mistakes they did.”
www.npmapestworld.org

Platinum has also connected with NPMA’s
Leadership Development Group (LDG), through which
they have been paired with an industry mentor—Kevin
Pass at Action Pest Control—who provides them with
guidance on business issues, large and small.
“It has been very beneficial to us because we’re a
small business and we can’t make huge mistakes on a
regular basis,” explained Sayre. “Any mistake we can
avoid is a big deal, which is why it’s so important that
we’re involved with NPMA.”
It’s those connections that are key to NPMA, and
why Sayre and Panichi think every small PMP should
take advantage of the association.
“I can’t say enough good things about NPMA and,
especially the LDG committee,” said Panichi, who
was recently nominated to join the group and will
be attending Academy later this summer. “I have a
drawer full of business cards from owners of multimillion dollar pest control companies who will take
my call any time because of NPMA.”

www.npmapestworld.org

“I never would have imagined that people would be
so willing to help us so much, and I think that if we
give back to the newer companies, it’s just going to
help us in the future.”

At the end of the day, Sayre said, joining NPMA is
the best investment the company has made. Moving
forward, he and Panichi remain committed to
maximizing their NPMA connections to help their
company continue to grow.
“I never would have imagined that people would
be so willing to help us so much, and I think that if
we give back to the newer companies, it’s just going
to help us in the future,” Sayre said. “NPMA is a great
association, I just wish more people would get more
involved, because the more people that are involved,
the better for all of us.”
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CALENDAR OF EVENTS

JULY 29–AUGUST 1

JULY 15–17

CAROLINAS/
MID-ATLANTIC
SUMMER CONFERENCE

ACADEMY 2015
Henderson, Nevada

Myrtle Beach, South Carolina

5
1
0
2
HENDERSON,
NEVADA

OCTOBER 20–23

JANUARY 5–7, 2016

PESTWORLD 2015

PESTECH3.0

Nashville, Tennessee

San Jose, California

FOR MORE INFORMATION ON THESE OR OTHER NPMA EVENTS, PLEASE VISIT WWW.NPMAPESTWORLD.ORG.
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