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As we come to the close of another year, I 
want to take this opportunity to thank you 
for your business. On behalf of all of Bell 

Laboratories employees, I also want to wish you 
a healthy and prosperous 2020.

We continue to pursue the development of prod-
ucts that enable you to be effective and efficient 
at controlling rodents. Our newest introduction, 
the iQ line of products, is a powerful tool that 
enhances both your rodent control efficacy and 
maximizes your labor efficiency.

The new iQ line, powered by Bell Sensing Technologies (BST), takes our familiar Bell bait stations, live 
catch traps and rat snap traps and seamlessly integrates a sensing mechanism into them. This creates a 
powerful tool that, when paired with your phone and the Bell Sensing App, turns them into rodent 
data-gathering machines. 

Using BST, PMPs now are able to know everything about the rodent activity occurring at their accounts. 
When, where and how much activity will no longer be based upon educated guesses. It now will be known 
in extreme detail, and will be automatically collected and archived to provide trend analysis and proof 
of the efficacy of the service. No longer on ladders checking every trap in ceiling voids, technicians will 
know instantly which traps have had rodent activity. PMPs can provide their technicians the ability to 
know in real-time where hot spots are occurring, so more time can be spent addressing problem areas.  

This powerful system requires no gateways or complicated and costly infrastructure. Highly customized 
Bluetooth sensors allow data to be quickly gathered on-site from each iQ device, and then uploaded to 
the cloud directly from a smartphone. This is a complete rodent data gathering and management system, 
with the ease of use and affordability that allow it to be used at any account. 

Again, we appreciate your support and look forward to sharing this exciting 
new technology. 

Steve Levy
President and CEO
Bell Laboratories

A Powerful New Tool 
FROM BELL LABORATORIES
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“I have never bought as much roden-
ticide as I have in the past year.”

Lance Griggs of Spectrum Pest 
Management in Madison, Ala., isn’t the only 
PMP making statements like this one, as pest 
management companies across the country 
are challenged to keep up with rodent 
populations many describe as “flourishing.” 
Whether it’s an uptick in rat and mice 
infestations, as in Griggs’ market, or primar-
ily rats only, as PMPs in some urban and 
suburban markets report, rodents are out 
in full force. Is the industry up to the task?

You bet, says Sean Crowley, who has 
successfully managed a 30 to 40 percent in-
crease in rodent business at New England’s 
Pest Assassins this year. “We’ve come to 

ABOUT THIS SURVEY. The PCT 2019 State of the Rodent Market survey was 
sponsored by Bell Laboratories and compiled by Readex Research, a privately held 

research firm based in Stillwater, Minn. 
A sample of 8,713 owners, operators, executives and technical directors of pest control 

businesses was systematically selected from the PCT database. Data was collected from 459 
respondents — a 5 percent response rate — via an online survey from July 30-Aug. 8, 2019. 
To best represent the audience of interest, 20 respondents who indicated their companies 
do not offer rodent control services were eliminated from the survey. The margin of error 
for percentages based on the 439 respondents who indicated their company location offers 
rodent control services is ±4.6 percentage points at the 95 percent confidence level. Charts 
may not equal 100 percent due to rounding. 

Business Is 
BOOMING

expect a lot of rat calls from Newport (R.I.) 
and other coastal cities, but we’ve never 
seen the number of calls we’re getting from 
Boston suburbs. Rats are being displaced in 
record numbers as vacant-building demo-
lition and condo construction projects in 
markets like Quincy and Newton (Mass.) 
push them out of the sewers,” he says.

Similarly, a glut of construction projects 
are displacing rodents in metro Atlanta, 
where Billy Blasingame says his crew has, 
over the past two or three years, seen a 
sizable increase in house mouse calls from 
new residential neighborhoods, and many 
more Norway and roof rats in the vicinity of 
road construction projects. “Most recently, 
about a dozen distribution warehouses are 

being built where farms used to be, and 
the destruction of that 1,000 or so acres of 
woodland and pastures is driving Norway 
rats out into the open,” he says. 

Weather is a factor, too. Milder winters, 
as well as more acute weather events — hur-
ricanes, tornadoes, flooding — continue to 
contribute to spikes in rodent populations. 
Scott McGrath recalls the dramatic displace-
ment of rodents by Hurricane Harvey in 
2017, and overall he has noticed a change in 
the rhythm of rodent business in the Hous-
ton market as it relates to weather. “We used 
to get more calls when temperatures were 
cooler, but now, any temperature extreme 
seems to trigger activity. Cold snaps and 
100-degree days are among our busiest.”

Don Hudson, CEO of Wildlife X Team 
International, says that rat and mouse work 
offers a steady stream of business and rev-
enue to his franchisees. “We remain busy 
with rats and mice year-round, and we 
are seeing growth in this market wherever 
there are human populations. New neigh-
borhoods lead to new rodent calls.”

The following pages offer data from 
PCT’s 2019 State of the Rodent Market 
report, along with insights from your peers 
into how they are leveraging this robust 
market to their advantage. 
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A Tale of TWO CITIES
Managing rodent populations in city environments can be particularly 
challenging, whether you’re working solo or in collaboration with 
municipalities. Here, two PMPs share a glimpse into their own 
experiences in urban settings, which have helped them come away 
with unique rodent control insights and strategies.

NEW YORK CITY
Tom Sieminski didn’t become “PMP to 
the stars” by getting mediocre results. His 
high-profile clients in the five boroughs of 
New York, as well as the Hamptons and 
New Jersey, have the utmost confidence 
in his long-term rodent control strategies, 
carefully honed since he opened Team 
Pest Control in 1991. In addition to 
these celebrity homes and oceanfront 
properties, Team Pest Control services 
government and business buildings, 
restaurants, and multi-million-dollar 
apartment and condo complexes — many 
in the heart of the city.

“The growing human population 
drives growing rodent populations, 
because there’s more food, garbage and 
harborage,” says Sieminski, who reports 
that 30 percent of his business is rodent 

HAZARDOUS CLEAN-UP 
SERVICES: WORTH THE 

INVESTMENT? 
Exclusion and rodent-proofing services are 
part of the standard rodent protocol for many 
pest management companies. But PMPs 
often draw the line at hazardous cleanup. 
In part, that’s because it requires an invest-
ment in equipment and insurance. What can 
be most cost-prohibitive, though, says Vic 
Palermo, president and entomologist at Ultra 
Safe Pest Management, is the time a cleanup 
crew needs to sink into the effort.

“This kind of remediation is extremely la-
bor-intensive, plus it’s not the most pleasant 
kind of work,” he says. “We offer technicians 
incentives to make it worthwhile for them, 
but they really have to put extra effort into 
it, from training to the actual experience of 
prepping and cleaning the area. We don’t 
offer this to customers as a mainstream 
service, but some circumstances require us 
to go this extra mile.”  

Here’s what Palermo has invested to equip 
Ultra Safe staff for cleanups:  
• Training to educate technicians about 

protecting themselves and decontami-
nating areas without causing cross-con-
tamination.

• Specialized insurance policies to cover 
technicians faced with the unique hazards 
associated with this type of work.

• Large HEPA vacuums (smaller, portable 
vacs often aren’t enough).

• PPE including full-body protective suits 
and full-face respirators.

• Air cleaning machines and scrubbers to 
filter dust particles and recycle the air. 

• Disinfectants.

Additionally, Palermo has worked to build 
relationships with disposal companies to en-
sure his team has options for dumping waste 
materials. “The key to making a profit on 
cleanup is having the right equipment, staff 
and training, and setting clear expectations 
with the customer of our capabilities and 
what’s required to complete the job,” he says. 
“If they see the value, then we take the job.” 

work. “In some of the condos we service, 
the garbage is out of control. Residents 
dump their trash down a chute, where a 
compactor bags it, and then it’s stored 
until it goes out to the curb. So we have 
three hot spots for rats — the compactor 
room, the storage room and the curb.”

Adding to this particular challenge 
is the fact that Sieminski has to do his 
work “secretly,” because residents don’t 
want to be aware of potential rodent ac-
tivity. So while he goes all-out with bait 
stations, tracking powder, glueboards 
and snap traps in the compactor room, 
where no one visits, he carefully hides 
bait stations in the curb area, inside the 
4x4-foot square patches of soil where 
trees are planted. He baits in the storage 
room as well, but says that’s a tough 
spot: “The rodents aren’t too interested 

NEW YORK CITY

State of the Rodent Market Sponsored by4



PEST 
MANAGEMENT 
COMPANIES 
CAPITALIZING 
ON RODENT 
WORK
Source: Readex Research; Number 
of Respondents in 2019: 459
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Source: Readex Research; Number of Respondents: 439
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BUILDING 
BUSINESS 
WITH RODENT 
WORK
More pest management 
companies (nearly all of 
them!) are offering rodent 
control services than in 
any other year PCT has 
measured. Momentum 
has been steady since 
2016, consistent with 
demand. More than half 
of those surveyed in 
2019 said that rodent 
work has become a 
more significant portion 
of their business (16 
percent of total service 
revenue, on average), and 
22 percent consider it 
their top growth market 
— second only to ants, at 
25 percent.

58% say in the past five 
years, rodent control 
has become a more 
significant portion of 
their overall business

Rodent work accounts 
for 16% of service 
revenue, on average

65% expect 
increasing 
rodent 
revenues 
in the next 
year

Source: Readex Research;  
Number of Respondents in 2019: 439

OF PMPs 
OFFER 
RODENT 

CONTROL SERVICES — 
UP 6% SINCE 2016
Source: Readex Research;  
Number of Respondents: 459

96%

WHICH MARKET 
GENERATES THE 
MOST INCOME?
Source: Readex Research; Number of Respondents: 439
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in the baits because they want what’s in the 
bags,” he says.

Restaurants in the city pose an inter-
esting challenge as well. “The back of the 
house tends to be an afterthought to a lot 
of operators; as long as they don’t have a 
front-of-the-house problem, they don’t 
want to hear about the need for sanitation 
in the back,” Sieminski says. “We’ll go in at 
midnight after they close and put out glue 
boards in a gigantic ‘X’ or ‘T’ in the kitchen 
and dining room, and then send technicians 
in at 5 a.m. to clear them out before the 
restaurant reopens. We do this night after 
night until we get to zero, but the issue in-
evitably starts up again because, no matter 
how many times we try to communicate 
the vital importance of kitchen sanitation, 
operators just don’t prioritize it.”

Sieminski also has experience with tiny 
“ghost kitchens” located away from their 
parent restaurants. Teams come in at night 
to power wash the floors, walls and stain-
less steel equipment in these production 
facilities, he explains; unfortunately, rodent 
control devices can get washed away in the 
process. “I’ve learned to collaborate with 
these cleaning crews so we’re placing the 
glueboards after they’ve finished sanitizing.” 

“There’s no other restaurant culture in 
the world like New York,” he adds. “This 
city is its own animal.” 

BOSTON
It’s nothing new for Vic Palermo to be 
approached by the media about rats these 
days. Boston is among the U.S. cities with 
sizable rat populations, and Palermo and 
his team at Ultra Safe Pest Management 
have been able to turn this trend into new 
business opportunities. 

As rodent populations have increased 
throughout the decade, Ultra Safe has 
grown its rodent work to roughly 30 percent 
of total revenues, and now offers advanced 
rodent-related add-on services: custom 
exclusion methods to stop rodents from 
entering structures and specialized rodent 
debris clean-up services. (See “Hazardous 
Clean-Up Services” article on page 4.)

“I saw it coming seven or eight years ago 
and predicted that rats would become the 
new bed bugs in Boston,” he says. “We’ve 
seen rats proliferate here over the past four 
or five years.”

Public health is of utmost concern to 
Palermo and his team. The company website 
warns the public about rat-borne diseases 
— plague, jaundice, rat-bite fever, cowpox 
virus, trichinosis, salmonella, etc. — and 
of the health risks of fleas, ticks and mites 
that rats can carry into a home or business. 
Taking that concern one step further, Ultra 
Safe works with city agencies to help control 
rodent populations in public parks, schools 
and neighborhoods.

“Municipal work can be challenging 
because there continues to be a low-bid 
procurement mindset, which doesn’t typi-
cally align with our customized, integrated 
approach,” explains Palermo. “To stay 
profitable and deliver desired results, we 
have to be selective about which projects 
we bid on. Generally, when circumstances 
include a serious infestation and there’s 
a lot of pressure from citizens — parents 
at a school, for example — municipalities 
are more receptive to an aggressive plan 

of action. We encourage our customers to 
break out of that lowest-bidder mindset 
and commit to a customized, integrated 
program that will actually work.”

Palermo’s team starts these engagements 
off with a meeting of the various stake-
holders and people in charge — e.g., city 
officials, property managers, community 
leaders and residents. “The more leaders we 
can get involved, the better, because then ev-
eryone shares a common set of expectations 
and works toward the same goal,” he says. 

Local pest management professionals 
also work hand-in-hand with various health 
departments throughout the Boston area 
to educate restaurants and businesses that 
aren’t managing trash or other conducive 
conditions properly. 

“We make sure our technicians are 
well-versed in public health protocols as it 
relates to pest management,” Palermo says. 
“We’re always incorporating new programs 
like the NPMA QualityPro Public Health 
Certification into our ongoing training. We 
recognize the importance of maintaining 
a high level of knowledge and expertise 
while utilizing the latest information and 
technology available.” 

BOSTON
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PROBLEMATIC RODENT 
SPECIES IN YOUR MARKET
Source: Readex Research; Number of Respondents: 439
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TOP 10 ASPECTS OF RODENT CONTROL 
FEATURED IN MARKETING

Marketing: How to 
Get the Word Out 

McGrath Pest Control has reaped 
the rewards of pest-specific mar-
keting efforts for many years. 

Fresh off of posting a new educational 
rodent video to YouTube in anticipation 
of the fall/winter season, Scott McGrath 
says the company’s approach to market-
ing has evolved from a strong reliance on 
radio and print ads to a more varied plan 
that includes a lot of social media.

“We connect with customers and 
prospects through our Facebook business 
page and YouTube channel, Facebook 
neighborhood groups and Twitter, in 
addition to selectively using radio and 
print,” says McGrath. “We’ve targeted 
our radio budget to primarily support 
local home-and-garden programming, 
which reaches our homeowner audience. 
We rotate the spots to correlate with the 
seasons — promoting rodent services in 
the winter, for example.”

Not everyone goes rodent-specific in 
their marketing, though. Mark Gince-
rowski focuses on the Horne’s Pest 
Control brand in local TV commercials 
and online ads, while also keeping a 
strong social media presence. “We get a 
lot of feedback from people saying they 
love our commercials,” he shares. “What 
happens is that they connect with our 
brand rather than a particular service we 
offer. When they have a pest — any kind 
of pest — they think of us. This awareness 
has helped us earn a variety of readers’ 

Certified Technicians

Integrated Pest 
Management

Free Inspection

Preventive Service

Service Guarantee

Excellent Control

Monthly Service 

Public Health Risks

Eco-Friendly Products

NPMA QualityPro

Source: Readex Research; Number of Respondents: 439

choice awards, including Augusta Maga-
zine’s ‘Best of Home’ [10 straight years].”

The movement toward web-based 
marketing, whether ads, blogs, videos 
or social media, is consistent across the 
industry, although some PMPs feel they 
are continuing to get good returns from 
more traditional outlets. As CEO and 
franchisor of Wildlife X Team Interna-
tional, Don Hudson sees “a few holdouts” 
among franchisees who still advertise in 
the Yellow Pages. While the company’s 
ads tend not to be pest-specific, Hudson 
says they do mention rodent services. 
“We advertise rat and mouse control 
alongside our other services,” he says. 
“We identify the issues related to rodents 
and talk about the outcome the client 
would like to see. Then we explain the 
solutions that we know work.”

Joe Cardoso, Achieve Pest & Wildlife 
Solutions, Lincoln, R.I., engages with 
customers and prospects regarding rodent 
and GPC services via social media. “We 
advertise in neighborhood newspapers, 
but what customers really love are the 
contests we run every Friday on Twitter 
and sometimes on Facebook. We ask a 
quiz question — for example, ‘Can you 
name this pest?’ — and offer a free or 
discounted service to the first person who 
answers correctly. Generally that discount 
takes the form of a voucher for a friend or 
family member so that we can introduce a 
new customer to our services.” 

Sponsored by State of the Rodent Market 7



POWERED BY

NEW

INTRODUCING

PRODUCTS
TM

TM PRODUCT LINE UP

For information about upgrading your rodent control service, 
contact your Pest Control Distributor or visit www.bellsensing.com

INTEGRATED SENSORS OPTIMIZED MOBILE APP CUSTOMIZED PORTAL

• Record activity
• Generates 
 time stamps
• Know when & 
 where rodents 
 are traveling

• Collects data 
 from sensors
• Interprets results 
 by filtering 
 out noise
• Fast 
 recordkeeping

• Define rules
• Review data
• Monitor results
• Communicate 
 with customer

TM

TMTRAPPER® 24/7 TM

IQ™ products integrate proprietary BST sensors that turn some of Bell’s most popular products into powerful 24/7 rodent data gathering 
machines. Using Bell Sensing Technology, PMP’s will now be able to know everything about the rodent activity occurring at their accounts. 


