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The state of the market reflects a greener state of mind, as customers have 
come to truly appreciate the value of natural pest management solutions. 

They’re motivated, educated and involved.

R emember when you’d tell customers over and over 
again about the importance of sanitation and exclusion 
measures, and they’d say, “Yeah, yeah, yeah,” but then 

do none of it? Times just might be changing.
“We have practiced IPM, focusing on inspection, exclusion, 

prevention and sanitation, since our inception in 1983,” says 
Kevin O’Connor of Eliminex Pest Control, a GreenPro- 
certified company in Oakdale, N.Y. “But it’s only now — now 
that the public has become more educated about sustainable, 
low-impact solutions in everything from clean energy and 
recycling to renewable resources — that customers are actually 
implementing, rather than ignoring, our IPM recommenda-
tions. They have become more active, educated and motivated 
in their roles as part of the green pest control solution.” 

This mindset shift carries over into the use of green pest 
control products as well. Stephen Wheeler of Pest Pro in 
Cookeville, Tenn., says that offering natural alternatives to 
pesticides can open doors to new customers and lead to strong 
relationships. 

2018 STATE OF THE  
GREEN MARKET STUDY

Sponsored by Zoëcon/Central Life Sciences, the 
2018 State of the Green Market Study was conducted 
by Readex Research, a privately held research firm 
based in Stillwater, Minn. The survey sample of 2,870 
operators and executives of pest control businesses 
in the U.S. and Canada, representing 8,610 company 
locations, was systematically selected from PCT’s 
circulation file. Data was collected from 195 respon-
dents, with 152 of those stating their company lo-
cation used green pest control products in the past 
year. The margin of error is plus or minus 7.9 percent 
at the 95 percent confidence level. Results may not 
add up to 100 percent due to rounding.

State of the 
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61%

33%

1% 3% 1%

DO YOU CHARGE MORE, LESS OR THE 
SAME FOR USING GREEN PRODUCTS 
THAN TRADITIONAL PRODUCTS?

Only 
Use 

Green

Same More Less No 
Answer

Number of respondents: 152

 environmentally friendly
 eco-friendly 
 green  
 safe around children/pets
 botanical  
 all-natural  
 environmentally responsible
 low-impact
 natural  
 organic

TOP 10 TERMS FOR PROMOTING GREEN PROGRAMS

65%

57%

47%

31%

29%

24%

24%

24%

24%

24%

Number of respondents: 49 (those whose location promotes green pest control products/
services in its marketing materials); Respondents could select more than one answer

Sometimes there’s a misconception among consumers 
that pest management companies just want to come in and 
hose down the walls with insecticide. “When they find out 
you offer natural products, it gives you the opportunity to 
not only address their pest issues with those products but 
also educate them about the safety of conventional pesticides 
when they’re properly applied,” he says. “You earn their trust 
through that education process. I like to use green products 
indoors with a conventional barrier outdoors; most of my 
customers are open to this strategy.”

John Smith of Green Man Exterminator in Tobyhanna, 
Pa., believes in the all-natural approach. It worked for him, 
after all, when he needed to clear out a severe tick infestation 
in the home he purchased in 2006. That’s what inspired him 
to study pest control at Penn State and start his business. 
“Go green or shut down is how we felt when we opened, 
and it’s how we continue to operate today,” says Smith. 

How Much Green Do You Need? The 2018 PCT State 

of the Green Market survey asked PMPs nationwide about 
their use of green, or natural, products. On average, respon-
dents said that 18.6 percent of the products they use are 
green. That’s an increase over 2017, when the average was 
16.1 percent. In fact, 38 percent of respondents reported 
increasing their use of green products compared to last 
year. This is no surprise, given consumer concerns about 
the environment and their own health continue to be top 
of mind, and effective natural products are readily available. 

“Natural insecticides have definitely improved, not only 
in variety but in formulation,” says O’Connor. “You can 
now find botanical-based insecticides in every formulation 
that a traditional pesticide can be found in. There are liquid, 
aerosol, dust and bait formulations available today to address 
any pest control situation.”

Adds Wheeler, “As these products continue to improve, 
it would be silly for us not to use them. They’re better for 
us — for our technicians — as we apply them. If I could 
do everything green, I would.” •



Millennials 
(born 1981-1996) 

64% 20% 9% 0%
Generation X 

(born 1965-1980)
Baby Boomers 

(born 1946-1964)
The Silent Generation 

(born 1928-1945)

DEMOGRAPHIC GROUP 
MOST RESPONSIVE TO 
“GREEN” MARKETING

none of these 7%  |  no answer 1%

Based on your personal experience, what 
demographic group do you think is the most 
responsive to a “green” sales and marketing message?
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W ith an estimated $200 bil-
lion in annual buying power, 
millennials are expected to 

top every other generation in spending 
this year, says Forbes. That doesn’t mean 
they plan to spend with wild abandon, 
though. Quite the opposite: These 20- and 
30-somethings, possibly more than any 
generation before them, thoughtfully seek 
brands and companies whose values align 
with their own. 

What do they value in pest manage-
ment? Environmental responsibility. 
Concern for the health of their families 
and themselves. And, of course, solutions 
to their pest issues.

Millennials’ bent toward conscious 
consumption isn’t entirely new: The en-
vironmental movement of the late 1960s 
and early ’70s planted the seeds of what 
has grown into today’s sustainability move-
ment. The difference is that today we have 
the science, technology and insight that 
enable us to provide sustainable solutions 
that work. So while millennials may well be 
the strongest market for green solutions, 
baby boomers have been waiting for them 
for a long time. PMPs tell us that some of 
their best green customers are boomers.

Don’t discount the opportunity to 
market green solutions to Gen X cus-
tomers, either. These consumers, in their 
late 30s to early 50s, tend to be extremely 
health-conscious and open to the idea of 
natural products. Here’s what our 2018 
State of the Naturals research said: Given 

the choices of millennials, Gen Xers, baby 
boomers and The Silent Generation (age 
73-90), nearly two-thirds (64 percent) of 
PMPs said millennials are most responsive 
to green sales and marketing messaging. A 
fifth (20 percent) chose Gen Xers and 9 
percent baby boomers (the other 7 percent 
did not choose).

Go Green! Mick Lowderman started Go 
Green! Pest Control Services in Wichita, 
Kan., eight years ago, with one demo-
graphic market in mind: millennials. 

“When you’re starting a business, you 
need to think about how you’re going to 
build long-term relationships. I knew right 
away I wanted to focus on millennials, 
because they have the potential to be cus-
tomers for decades to come,” Lowderman 
explains. “How would we appeal to this 
generation? Sustainability. Green solutions. 

POWERFUL 
MILLENNIAL 
MARKET 
DEMANDS 
SUSTAINABLE 
SOLUTIONS

I knew that if we were truly a green com-
pany — not just a company offering green 
services as one option — we would distin-
guish ourselves as green experts and have a 
better chance of earning customers’ trust.”

Everything about Go Green is designed 
to appeal to millennials, Lowderman says. 
“We have sporty, decked-out cars; hip uni-
forms; paperless reporting; and electronic 
everything,” he continues. “We hire a lot 
of millennials, too, so that our customers 
feel at ease when technicians their own 
age make service calls, and we market our 
services primarily on social media.”

Lowderman believes that the company 
name is a strong promotional tool as well, 
explaining, “Locally we’re up against about 
50 other pest control companies — the 
competition is huge — but we often get 
the call over others simply because ‘green’ 
is part of our name.”•

Number of respondents: 152 
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SENSITIVE ACCOUNTS OFFER GREAT 
POTENTIAL FOR GREEN SOLUTIONS

W hile green products are being used in a 
wide variety of residential and commercial 
accounts, they are particularly appreciated 

in schools, daycare centers, hospitals and senior-living 
communities. More than two-thirds (69 percent) of 
PMPs said they use naturals in schools and daycare 
centers — a 14 percent year-over-year jump, 
and more than half (53 percent) use 
them in hospitals and nursing homes. 

Dale Nesbit of Mountain Pest 
Control in Glenwood Springs, 
Colo., services many of these 
accounts, sharing, “Botanical 
products are ideal for schools, 
and medical and senior-living fa-
cilities, because there’s little residual 
to be concerned with — less chance 
for exposure for the children, patients, 
seniors and staff.”

There’s plenty of market opportunity 
in these segments, when you consider the 
sheer number of facilities. For example, the National 
Center for Education Statistics reported 132,000 K-12 
schools in the 2013-14 school year (most recent count 
available), and the American Hospital Association re-
ports that there are 5,500 hospitals in the U.S. today. 
Senior facilities aren’t as easy to quantify, but estimates 

put the number around 16,000. 
What’s the secret to landing these accounts? Iden-

tifying the decision-makers and influencers, and 
educating them about the safety and efficacy of your 
green products and services.

“We generally start with the maintenance depart-
ment, since that’s where the pest control 

decision is typically made, but we 
also try to get in front of the ad-

ministrators who influence that 
decision,” explains Nesbit. “While 
the priorities of the maintenance 
department are eliminating the 
insects, the administrators are 
usually very open to a discussion 

about not only effectiveness but 
also the low toxicity and minimal 

risk of exposure.”
Remember when you’re going into 

these sensitive accounts, though, that 
they can be sensitive in other ways as well, 

warns Stephen Wheeler of Pest Pro, Cookeville, Tenn. 
“You have to be thoughtful about which products you 
will be using in each type of facility,” he says. “One issue 
I’ve run into is that seniors are often very sensitive to 
the odor of some natural products. You may have to try 
a few options before you identify the ideal solution.” •

Number of respondents: 152; Respondents could select more than one answer

schools/
daycare centers

69%
residential
68%

hospitals/
nursing homes 

53%

12%

15%
warehouse/
storage sites

25%
government 

buildings

other

APPLICATION SITES WHERE GREEN PRODUCTS ARE USED
In what types of application sites is your location most likely to use green pest control products?

Schools are a key market 
segment for green products.

41%
commercial/

office facilities



Change is nothing new to pest control. Since the first known efforts to protect crops from insects more 
than 4,500 years ago, the tools and tactics employed have constantly evolved. Today’s pest management 
professionals have seen that change come in the form of demands for softer, greener solutions. 

For Zoëcon, providing the industry with more environmentally compatible insect control solutions has been a 
driving force for 50 years. It’s what led to the discovery of the original insect growth regulator (IGR),  
(S)-methoprene, revolutionizing insect control with a solution that is as viable today as when it was first 
introduced to the market. Zoëcon continues forward on that path to this day, offering new control solutions to 
age-old infestations.

Much like with the first IGRs, skepticism over natural pest control products has slowly given way to wider 
adoption. This is driven by both increased customer demand and improvements to the selection of tools now 
available to PMPs seeking greener options. According to the 2018 State of the Green Market study, 56% of 
respondents stated they would choose a green product over a traditional pesticide if both are proven equally 
effective. For Zoëcon, this means providing professionals with additional natural alternatives to traditional 
products that can be used for a wider range of target insects and application sites. 

Today’s PMP now has access to natural product options for nearly any application need, including:

• ESSENTRIA® IC3 INSECTICIDE CONCENTRATE: Kills flying and crawling insects indoors and out;  
 for use on turf and ornamental and misting applications.

• ESSENTRIA® G: Granular format for outdoor use with residual control. 

• ESSENTRIA® ALL-PURPOSE INSECTICIDE CONCENTRATE: Broad-spectrum, low-odor insect control for  
 indoor and outdoor use.

• ESSENTRIA® WASP & HORNET SPRAY: Kills wasps, hornets, yellow jackets and spiders. Water-based 
 foaming action sprays up to 20 feet. 

This expanded availability of natural solutions has made it easier than 
ever for PMPs to meet the demand for green pest control in sensitive 
accounts including schools, food processing facilities, office buildings 
and residential areas—the primary use sites for 72% of surveyed PMPs. 
With more options, PMPs can introduce natural formulations into more 
of their standard treatment protocols beyond just sensitive accounts. 
Natural products are commonly used as preventative measures (47%) 
and on follow up visits (41%), which can help secure regular scheduled 
treatments. To a customer, these follow up appointments may be more 
agreeable with natural product applications.

While any industry has its trends that come and go, the shift to greater 
adoption of natural solutions likely signifies the beginning of a larger 
evolution in pest control. Millennials are the most responsive to green 
services, reported by 64% of professionals, and continue to represent 
a larger share of decision makers. As customers and application sites 
calling for natural pest control solutions continue to grow, Zoëcon will 
be there to help PMPs answer the call. Just as we have been for the 
last 50 years.

Zoëcon® Professional Products offers the industry’s most complete 
selection of pest control solutions, including the Essentria® lineup. 
These naturally derived products are FIFRA 25(b) exempt, offering an 
environmentally conscious option. A new aerosol product, Essentria® 
Wasp & Hornet Spray, joins three versatile formulations: Essentria® IC3 

Insecticide Concentrate, Essentria® G Granular Insecticide and Essentria® 
All-Purpose Insecticide Concentrate. The products are formulated with 
essential plant oils to provide an insect-specific mode of action for a 
broad spectrum of pests. To learn more, visit Zoecon.com.

History of Innovation,
With a

 Zoëcon turns a

EcoPCO is a registered trademark of Kittrich Corporation. Central Life Sciences with design is a registered trademark of  
Central Garden & Pet Company. Essentria, Zoecon and Zoecon with design are registered trademarks of Wellmark International. 
©2018 Wellmark International.
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USING — AND GETTING THE 
MOST FROM — GREEN PRODUCTS

PMPs are using green products in every stage of 
pest control. Almost half (47 percent) of survey 
respondents said they use them for preventative 
treatments; 41 percent for follow-up mainte-
nance; and 33 percent as the primary means 
of control. 

“We started offering mosquito and tick control 
services last year, utilizing organic cedar oils, which 
were quite effective,” says Kevin O’Connor of 
Eliminex Pest Control, Oakdale, N.Y. “We found 
that timing the pest control treatment to be per-
formed just before the pests become a problem is 
important to overall control, as the green products 
work best if applied directly to the insects.” 

These contact-kill properties of botanicals 
make them a natural for knockdown. Where 
PMPs are sometimes challenged is with residual 
control. We asked survey respondents how they 
extend residual in these products: 42 percent said 
they sometimes combine them with traditional 
insecticides, and 36 percent said they apply 
them more frequently. Only 18 percent said 
they recommend traditional pesticides in place 
of green products. 

Many PMPs, including Jack Den Uyl of Mos-
quito Squad, Holland, Mich., use adjuvants, such 
as surfactants and spreader-stickers, to enhance 
the efficacy and residual of green products. “After 
the contact kill, the natural oils we use have little 
to no residual effect on their own. They repel 
until Mother Nature degrades them, generally in 
a week or two, or until a hard rain washes them 
away,” says Den Uyl. 

That’s where frequency of application comes 
in. Mick Lowderman says that more frequent 
applications are no issue for Go Green! Pest Con-
trol Services, which uses only natural products. 
“It costs a little more to pick up new customers 

TYPICAL USES OF GREEN PRODUCTS
How does your location typically use green products in its pest control efforts?

OPTIONS UTILIZED FOR EXTENDED/RESIDUAL CONTROL
For extended or residual control with green products, what options does 
your location utilize or offer to clients?

Number of respondents: 152; Respondents could select more than one answer

42%
36%

18%
16%

13%
4%

 combine/mix green products with traditional 
chemistries (insecticides) 

 more frequent applications
 recommend use of traditional chemistries 

(insecticides) in place of green products
 other
 I don’t speak to my clients about this
 extended/residual control is not a concern

Number of respondents: 152; Respondents could select more than one answer

preventative 
treatment

47% 41% 33% 30%

follow-up 
maintenance 

treatment

primary means 
of control 

other

when you’re making more frequent trips, but it’s worth it because you’re building 
long-term relationships with people who trust you to honor their preference for 
natural products,” he says. Also, since certain “minimum risk pesticides” pose 
little to no risk to human health or the environment, depending on the label, 
they can be applied more frequently to gain control of stubborn pest populations.

In some cases, though, O’Connor says, it makes good sense to integrate tradi-
tional pesticides into the green program. “We go this route only after discussing 
it with our customer and getting permission,” he explains. “It’s usually when we 
determine that baits are needed to resolve an issue. Insect baiting has a lower 
environmental impact than broadcast treatments.” •
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GOING GREENPRO: 
COULD THIS 
DISTINGUISHING 
CERTIFICATION 
HELP YOU?

E liminex Pest Control began marketing 
“green pest control” services in 2008, but 
only recently earned GreenPro status. What 

inspired owner Kevin O’Connor to pursue this 
certification?

“We had been interested in becoming Quality-
Pro- and GreenPro-certified for years, but hadn’t 
acted on the opportunity,” O’Connor says. “The 
final catalyst was that commercial and government 
clients were requiring third-party green certifica-
tions of any company bidding on their contracts.”

O’Connor is one of many PMPs who are finding 
value in securing the GreenPro certification. Par-
ticipation in this NPMA partner program picked 
up steam in 2017, as customer demand for green 
services grew. 

“Even though a company may be offering green 
pest control services, there is a lot to be gained 
by organizing, training and testing your staff’s 
knowledge of green pest control practices and 
protocols,” shares O’Connor, who says the effort 
was well worth the time invested in earning the 
QualityPro and GreenPro certifications. (Only 
QualityPro-accredited companies are eligible for 
GreenPro certification.)

“I recommend that companies offering green 
pest control services invest the time to earn this 
certification, as it will focus your team and open 
up business opportunities in this growing area of 
pest control,” he adds.

The Evolution of GreenPro. When Quality-
Pro, NPMA’s certification arm, established the 
GreenPro program in 2008, they knew it would 
need to keep pace with evolving technologies, ser-
vice protocols and practices. Today they recognize 
that the way companies deliver green services can 

vary by geographic region, account type, 
target pest and many other factors. So 
while QualityPro has developed strict 
standards for GreenPro in collaboration 
with regulators, environmental advocacy 
groups and EPA representatives, the pro-
gram also offers flexibility. 

“The first iteration of the program was 
based on a very prescriptive 16-page set 
of standards. That protocol still exists for 
companies that want a template, but the 
latest version of GreenPro relies on a set 
of green principles that companies can use to craft their own programs, specific 
to their respective companies and protocols,” explains QualityPro Executive 
Director Allison Allen. 

Additionally, the GreenPro application and audit processes have evolved to 
include review by a panel of experts in the pest management industry, versus 
the previous practice of conducting audits in-house.

How QualityPro Supports Certified Businesses. Of course, certification 
only helps if it’s recognized and respected among your clientele. That’s why 
QualityPro promotes GreenPro certification to a variety of commercial indus-
tries — especially those that tend to incorporate green standards into their bid 
specs — as well as to consumers. They’re building credibility for the program 

and the companies that uphold GreenPro standards so 
that commercial and residential customers alike know 
that finding a reputable “green” pest control provider is 
as easy as visiting greenpro.org and entering their ZIP 
code. (Certified companies also display the GreenPro 
seal on their websites and marketing materials.) 

Benefits aren’t limited to GreenPro-certified businesses either, Allen points 
out. “Even if your company is not pursuing GreenPro certification, all Qual-
ityPro companies have access to GreenPro training and testing,” she says. 
“Through GreenPro, we’ve provided training to more than 22,000 technicians, 
helping them enhance their knowledge, capabilities and expertise in providing 
green services.”

Visit npmaqualitypro.org to find out more about QualityPro and GreenPro. •

PERCENTAGE OF 
COMPANIES THAT ARE 
GREENPRO-CERTIFIED

2016: 5%
2017: 7%
2018: 9%
Number of respondents: 2018: 195; 2017: 147; 
2016: 205
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WHY GREEN PRODUCTS ARE A 
NATURAL FOR MOSQUITOES
A sked about the three pests they are most likely 

to treat with green products, PMPs placed ants, 
occasional invaders and cockroaches into the 

top three spots, precisely where they ranked in last year’s 
study. Mosquitoes, however, soared past bed bugs and 
spiders to take fourth place this year, with 10 percent 
more respondents including mosquitoes in their top 
three than in 2017.

Why the growing interest in natural mosquito 
treatments? 

Many PMPs are doing more mosquito work. The 
combination of mosquito population swells caused by 
warming trends, and consumer awareness of mosqui-
to-borne viruses — West Nile, Zika, dengue and chi-
kungunya, among others — has PMPs’ phones ring-
ing. They have many green products to choose from, 
including natural foggers for knockdown and insect 
growth regulators for ongoing suppression.

Customers are demanding natural solutions. 
Again, consumers are educating themselves on the 
availability of natural solutions. Homeowners often 
make this choice for mosquitoes in particular because 
they want their yards to be safer for their pets, children 
and guests. 

Biology makes these pests more vulnerable. 
Jack Den Uyl of Mosquito Squad in Holland, Mich., 
explains: “Because mosquitoes lack a hard shell, like 
many other insects have, natural oils can penetrate their 
nervous system and kill on contact.” •
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PESTS COMMONLY CONTROLLED 
WITH GREEN PRODUCTS
What three pests does your location most 
commonly control with green products?

OTHER 22%   |   NO ANSWER 3%

Occasional 
Invaders

34%

Bed Bugs
18%

Ants
49%

Spiders
27%

Cockroaches
32%

Wasps/Hornets
16%

Mosquitoes
29%

Fleas
9%
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CUSTOMER PERCEPTIONS: 
WHAT’S IMPORTANT?

How important do you think it is to your 
customers that companies they do business with 

are described as each of the following?

GOING 
GREEN:

Like all things, the state of the naturals market is 
evolving. What follows is additional data from 
PCT’s State of the Green Market research spon-

sored by Zoëcon/Central Life Sciences. In reviewing the 
data, one thing becomes clear. While green technology, 
sustainability and eco-friendly products may mean dif-
ferent things to different people, there is no question a 

growing segment of American consumers are interested 
in ensuring their homes and businesses are not only 
protected from pests, but done so in the most environ-
mentally responsible fashion possible. It’s up to each 
PMP to develop a treatment protocol that meets their 
customers’ needs based on the markets they serve and 
the pest(s) causing the specific problem in an account. •

PCT asked key 
decision-makers 
at pest control 
companies 
throughout North 
America 
which of the 
following 
statements 
they agreed 
with. Here’s 
how they 
responded.

Number of respondents: 195

 I will choose a green product over a  
traditional pesticide if both have proven  
to be equally effective.

 The introduction of green products into the 
PMP’s toolbox has been a positive development 
for the industry.

 Manufacturers have done a good job developing 
green products to meet the specific needs of the 
professional pest management industry.  

 There has been a dramatic improvement  
in the efficacy of green products in the past  
3 to 5 years.

 The efficacy/field performance of all green 
products are essentially the same.     

56% 36% 21% 21% 11%

PMPs
SPEAK 

OUT

Number of respondents: 195

Number of respondents: 152

 Trustworthy and reliable
 Offer high-quality products 

and services
 Offer good value                                              
 Local
 Innovative
 Green

49%

32%

3%

16%

YesCompany 
does not use 
marketing 
materials 

No answer

No

93%95% 89% 79% 56% 19%

THE LATEST 
MARKET RESEARCH

NEARLY A THIRD OF COMPANIES
PROMOTE GREEN SERVICES

Does your company location promote green  
pest control products and services in its 

marketing materials?



Essentria and Zoecon with design are registered trademarks of Wellmark International.  
Central Life Sciences with design is a registered trademark of Central Garden & Pet Company.

©2018 Wellmark International.

Essentria® Wasp & Hornet Spray is a botanical, water-based solution that
uses foaming action to combat wasps, hornets, yellow jackets and spiders.
It is a botanical solution that can be applied to a wide range of indoor and
outdoor areas with a spray of up to 20 feet. Sodium lauryl sulfate enhances 
the activity and bioavailability of naturally repellent peppermint oil to ensure 
that Essentria® Wasp & Hornet Spray provides effective control that you 

can feel good about using.

Visit ZoeconFieldGuide.com to contact a Central Life
Sciences sales representative.

Zoecon.com

EXPERT 
GUIDANCE.
GREEN
CONTROL.
Essentria® Wasp & Hornet Spray 
uses botanicals to help knock
down target pests.

sprays up 
to 20 feet

water-based formula
features essential oils and 
foaming action on nests

kills wasps, hornets, 
yellow jackets and spiders
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