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BUSINESS AS USUAL—
With Potential For Growth

PMPs report fleas are a modest portion of their 
overall revenue, but that doesn’t mean there 
isn’t room for growth, particularly if this essential        
service for pet owners is marketed properly.

Slow and steady is the overriding theme of the flea market, with pest management 
professionals (PMPs) reporting business as usual concerning demand for the service. 
Weather conditions can prompt more calls, some say. “July is a big time for us in the 

Midwest,” says Jeff Preece, president, ZipZap Termite & Pest Control in Pleasant Valley, 
Mo. “We tend to get an increase in calls at that time.”

Preece prepared this year by inviting a manufacturer rep to give a talk to his team about 
flea control. “He wanted to go on a site, so we took him out to a property to show how fleas 
can just pop up and you don’t want to wait to treat them,” Preece says. 

Preece estimates ZipZap receives two to five calls every day during summer for flea control. 
That’s more than other PMPs we talked to, who might get a call every week or a couple of 
requests for the service during the course of a month. Though in the dog days of summer 
— pun intended — fleas tend to harbor in low-growing bushes and overgrown grasses, areas 
close to the house that provide shade. 

“This year has been a typical year for fleas, but we are getting more requests for outside 
treatments,” says Rick Zunker, president, Community Pest Solutions, Woodstock, Ga. Still, 
Zunker says he gets a handful of calls every month specifically asking for flea control services.

FLEA ACTIVITY  
Mosquitoes and bed bugs present a larger market share of potential business for PMPs, but 
fleas still prompt calls for service. PCT magazine’s annual 2017 State of the Flea Market 
Report, sponsored by Zoëcon, surveyed PMPs about flea pressure, control methods and 
market growth. Of those surveyed, 91 percent of respondents offer flea control services. This 
mirrors results from the 2016 report, and is 1 percent higher than in 2015 (90 percent). 

Indeed, flea control is business as usual. 

91%
9%Yes

No

9 OF 10 PMPs OFFER 
FLEA CONTROL SERVICES
Does your company location offer 
flea control services?

Number of respondents: 196

Number of respondents: 178; Source: Readex Research

FLEA CALLS ON THE RISE

Over the past year, do you feel the 
incidence of flea infestations has 
increased, decreased, or remained 
the same in your market area?

32%

51%

16%
Increased

Remained the same

Decreased

Cannot compare; not 
involved a year ago: 1%
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Those 9 percent of companies that do 
not provide flea control cited reasons in-
cluding “more hassle than it’s worth,” or 
the service is not an issue for customers. 
The small market is another reason for not 
offering the service, while others said they’re 
simply not interested or do not want to 
compete with veterinarians. 

The majority of PMPs do offer flea 
control because when customers need the 
service, they want to provide a solution. 
Preece says, “We do have some customers 
who will treat their yards for fleas through-
out the year. They have pets and they don’t 
want fleas or ticks, so we do a preventive 
treatment.” 

This year’s Flea Market Report indicated 
increased flea pressure in those parts of the 
country reporting conducive weather con-
ditions. Thirty-two percent of respondents 
said they’re seeing more pressure, while 51 
percent noted no change and 16 percent 
said flea occurrences have decreased in their 
market area. 

Brian Smith, president, Smith’s Environ-
mental Services, says this summer fleas are 
on the increase in Tyler, Texas. “We had a 
wet spring and the heat is here, so we are 
getting more and more calls for fleas,” he 
says. This goes for households with pets, 
and even those without four-legged loved 
ones living among them. “We catch squirrel 
fleas in wooded areas, and those are larger, 
darker and tend to be more aggressive than 
the usual cat or dog flea.”

Though usually, the calls come in be-
cause either a vet has recommended a pet 
owner get the home treated; or the flea bites 
the wrong host — the ankle of the owner 
when it’s after the pet. “Fleas will jump off 
when they realize it’s not their preferred 
host,” Smith says. Though by then, they’ve 
left evidence and this prompts a call to the 
pest control company. 

MORE REVENUE POTENTIAL?
While flea control doesn’t produce the 
recurring revenue of general pest control or 
the volume of calls like bed bug or mosqui-
to work, when customers need the service 
or have failed with an over-the-counter 

solution, they call in the pros. Flea control 
is a rather small part of business for Jose 
Sevilla, president, ASAP Pest Control in 
Damascus, Md. He estimates the service 
is about 5 percent of his overall revenue. 

This is more revenue than the average 
PMP reported in the survey. Eight percent 
of respondents said flea control represents 
5 to 7 percent of overall revenue. Fifty-one 
percent said flea control is 1 to 2 percent 
of revenue. 

How much revenue are PMPs gener-
ating from flea control? The majority (82 
percent) say less than $10,000 per year. 
Of those, 64 percent are making less than 
$5,000 a year selling flea control services. 

Is this any different than revenue in 
years’ past? Not really. Fifty-three percent 
of respondents have seen flat growth, while 
14 percent report a decrease and 29 percent 
saw an uptick in flea control business. 

“Here in Wisconsin, we’ve actually been 
doing less flea control than in the past,” says 

John Gonzales, president, 4 Brothers Pest 
Control, Berlin, Wis. “I think it might be  
because the market has a lot more products 
for pet owners to use.” 

Though some PMPs are optimistic about 
growing their flea control business. When 
asked whether they expect a change in 
revenue, 39 percent said they anticipate 
doing more flea business in the future; and 
54 percent expect it to remain the same. 

Flea control is a market staple, even 
if a modest piece of the overall pie in 
the majority of PMPs businesses. When 
customers call for fleas, the ability to ac-
commodate them is what’s most important 
for those pest management professionals 
who provide the service. Over-the-counter 
solutions are not squeezing out the need 
for professional treatments, Seville says. 
“Some homeowners who try to take care 
of a flea problem themselves do not have 
success and realize they might have to call 
a professional to do it,” he says.  

FLEA SERVICES A MODEST PORTION OF OVERALL REVENUES

$500,000 or more

$100,000-$499,000

$25,000-$99,000

$10,000-$24,999

$5,000-$9,999

$1,000-$4,999

$500-$999

Less than $500

None

How much total revenue did your location generate in 2016 from all flea control 
services?

What percentage of your location’s overall service revenue is generated from flea 
control services?

Number of respondents: 178; Source: Readex Research

30% or more

20%-29%

15%-19%

10%-14%

8%-9%

5%-7%

3%-4%

1%-2%

None

No answer

33%

1%

1%

2%

3%

4%

7%

8%

18%

51%

4%

2%

2%

7%

7%

18%

16%

11%

4%

Mean: $18,100

Mean: 4.5%

Number of respondents: 178; Source: Readex Research
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A BITE  
From The  
MARKET
How are PMPs promoting flea control, and 
could this service prompt an opportunity to 
take more market share?

T he flea control aisle at the local re-
tailer has expanded from the collars, 
shampoos and sprays of years back to 

a range of treatments for pets from topicals 
to tasty chews that make protecting 
animals a painless pursuit. There 
are options in the market, and 
vets can prescribe flea control products in 
the office that prevent pets from being an 
attractive host. 

What does this technology mean for pest 
management professionals’ (PMPs) flea 
control business? Do these products compete 
with what pest control companies offer — or 
are consumers now more educated about 
fleas and diligent about treatment across the 
board, leading them to seek out professional 
services? 

“With the advances in flea control because 
vets have better technology that are easier for 
pet owners to administer, you’d think the flea 
population would diminish,” says Jeff Preece, 
president, ZipZap Termite & Pest Control, 
Pleasant Valley, Mo. “But, there are still quite 
a bit out there because we have wild animals.” 

Forty-four percent of survey respondents 
said half (or more) of customers try to solve 
flea problems themselves. That leaves the 
majority who do not rely on their own de-
vices and over-the-counter solutions, alone. 

PRICING LEVELS VARY

How much does your location charge 
for a typical residential flea control 
service job?

Number of respondents: 178; Source: Readex Research Number of respondents: 179; Source: Readex Research

37%

17%

5%

15%

11%

8%

3%

3% $500 or more

$400-$499

$300-$399

$250-$299

$200-$249

$150-$199

$100-$149

Less than $100

MEAN:
$214

FLEA SERVICE REVENUE 
GROWING MODESTLY

In the past three years, has the 
percentage of your location’s 
revenue generated from its 
flea control services increased, 
decreased, or remained the same?

29%

53%

14%

4%

Increased

Not involved 
three years ago

Remained 
the same

Decreased
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“The biggest reason we get calls is that 
people notice bites around their ankles or on 
their legs and, of course, the second reason 
is that when they take their pets to the vet, 
the vet suggests treating the house,” says John 
Gonzales, president, 4 Brothers Pest Control, 
Berlin, Wis. 

Jose Sevilla, president, ASAP Pest Control, 
Damascus, Md., tries to educate customers 
about fleas’ disease-carrying potential. “Fleas 
can transmit cat scratch fever, and they do 
carry some diseases, so inform customers 
who think they can do it themselves,” he 
says. He gets some calls inquiring about fleas 
that end with, “I’ll just go to Home Depot 
and buy a fogger.” 

But there are risks with using DIY 
products because labels get ignored, and 
homeowners aren’t trained to treat pests. 
Survey respondents addressed this issue, 
with 83 percent saying that customers do 
not understand risks associated with using 
“bug bombs” and do-it-yourself treatments. 

“The active ingredient in those products is 
low, and while they might contain an IGR it 
is not as effective as professional products,” 
Sevilla relates to customers. 

Education is a significant component of 
marketing any service, including flea control. 

GOING TO MARKET 
Are PMPs marketing flea control as a service, 
as they would with mosquito control or bed 
bug treatments? Yes — and no. Preece has 
a page on his company’s website dedicated 
to flea control information. “We market it 
that way so if someone is searching for flea 
control online, our page will hopefully pop 
up,” he says. “But, we don’t send out direct 
mail saying, ‘It’s flea season…’

“When customers have a flea issue, we 
want them to identify us when they search for 
answers on their phones,” Preece continues. 

Rick Zunker, president, Community Pest 
Solutions, Woodstock, Ga., doesn’t directly 
market flea services, but he educates custom-
ers by letting them know that the mosquito 
control services they buy can also help pre-
vent fleas. “Flea control is not the treatment 
we’re doing [on mosquito jobs], but certainly 
if fleas come in contact with the product it 

will control them, as well.”
Gonzales also does not directly market 

flea control services. “Our biggest marketing 
pushes are general pest control, mosquitoes, 
bats, wildlife, things like that,” he says. “We 
don’t specifically say, ‘fleas,’ but we do specifi-
cally talk about mosquitoes and ticks because 
those are pests that everyone is freaking out 
about now. But, if someone calls and asks us 
if we take care of fleas, certainly, we say, ‘Let’s 
set up an appointment and take a look.’”

On the other hand, Brian Smith in Tyler, 
Texas, does let customers know if it’s a heavy 
flea season so they can call Smith’s Environ-
mental Services for treatments. “This year, 
we did advertise that fleas and mosquitoes 
might be bad,” he says. 

If customers get mosquito service, he’ll let 
them know that applied in the dark, shady 
areas where bushes grow, the broad spectrum 
product he uses is labeled for fleas, too.

When asked what aspects of flea con-
trol PMPs advertise in marketing efforts, 
respondents noted benefits that apply to 
services across the board, including: service 
guarantee, certified technicians, excellent 
control, free inspection, benefits of preven-
tive treatment; eco-friendly products, price 
and pet protection. 

Word of mouth also plays a role in 
marketing a service like flea control. For 
example, if a customer’s neighbor is facing a 
flea infestation, the client might ask how to 
prevent the issue at their home. Smith says, 
“We can get on the lawn and help take care 
of the client, and we might treat the barrier 
between yards.” 

BOOSTING FLEA BIZ
If flea control services are stable, yet some-
what stagnant, what could pest control oper-
ators do to boost the service and potentially 
position flea treatments as a revenue gener-
ator rather than a, “Yeah, we treat fleas” side 
service? And, is this an area of the business 
PMPs are willing to invest in? 

It seems based on comments from PMPs 
about consumer interest in mosquitoes and 
the inclusion of fleas on some broad spec-
trum labels, there could be a cross-marketing 
opportunity that could be communicated 

more directly to clients. Some PMPs are 
already doing this, marketing directly for 
mosquitoes and then noting the benefit of 
also keeping fleas away. 

Does it make sense to partner with local 
veterinarians to be a pest control provider 
of choice if the vet sends a pet owner out 
to get the home treated? And, what about 
marketing that details flea protection bene-
fits? In our survey, 27 percent of respondents 
were not providing any leave-behinds when 
treating for fleas or other pests. And the 
majority of leave-behinds that technicians 
do leave offer instructions for after treatment 
(61 percent). 

The future outlook for growth in the flea 
control market is steady, with a number of 
pest management professionals  — 39 percent 
— feeling optimistic about selling more of 
the service. 

For most at this point, the service is not 
the main course, but rather a side. Smith 
says, “Flea control tends to be an add-on for 
most customers.” 

PMPs OPTIMISTIC ABOUT  
2017 FLEA SEASON

Compared with 2016, do you 
anticipate the percentage of your 
location’s revenue generated from 
its flea control service to increase, 
decrease, or remain the same in 2017?

39%
Increase

54%
Remain the same7%

Decrease

Number of respondents: 178; Source: Readex Research



WAYS3
Flea control revenue has grown in recent 
years and is expected to continue this 
climb in the year to come. These �ndings 
were sourced from the “2017 State of the 
Flea Control Market Survey” conducted 
among Pest Control Technology readers 
from across the United States. Though not 
representing one of the larger segments 
of the professional pest control industry, 
the anticipated growth of �ea control as a 
service o�ering should have PMPs giving 
careful consideration to how best 
maximize its value. Based on key results 
from the survey, here are three ways PMPs 
can do just that:

Among respondents, 44% reported that the majority 
of their customers will attempt a DIY �ea control 
solution before consulting a professional. Additionally, 
83% of PMPs claimed that their customers don’t 
understand the risks of using “bug bombs” without the 
guidance of a licensed professional. This combination 
presents a potentially dangerous situation for 
customers and highlights the need for more education 
around �ea control.

Customers will likely research local solution providers 
and costs before �rst attempting a DIY approach, so 
make an e�ort to educate them about the value of 
professional service through this initial touch point 
with your company. 

Whether it’s on your website, social media channels 
or on the initial call, ensure that they understand the 
potential health risks of attempting to “bug bomb” 
without the assistance of a professional. You can also 
explain the shortcomings of these solutions as only 
capable of reaching the surface of treated areas, not 
penetrating deep into the carpet �bers where �ea 
eggs and larvae are found as with a professional 
application of Precor® IGR products.

Only 46% of PMPs surveyed answered that they 
currently practice “resistance management” in their 
�ea control protocol. While some questions still 
remain behind the science of common �eas and 
pesticide resistance, nearly all researchers agree that 
a comprehensive integrated pest management (IPM) 
program is needed for the most e�ective control of 
these pests.

The customer plays an important role in a complete 
IPM program for �eas, implementing proper cultural 
practices such as grooming and cleaning. For the 
PMP, an e�ective �ea control protocol should be built 
around the use of an IGR as the primary method of 
long-term control combined with insecticides for the 
immediate knockdown of adult �eas. To prevent against 
resistance, it is important to rotate insecticides with 
di�erent modes of action and consider the use 
of synergists with insecticidal treatments. 

Considering the mix of products 
recommended for an e�ective 
�ea control IPM program, it’s no 
surprise the survey reported
that 85% of PMPs are utilizing 
combination products as their 

primary treatment option for �eas. Precor® 2625 
Premise Spray is one such combination product that 
o�ers all of the recommended components of a 
proper �ea control product mix in one can.

IGR (S)-methoprene has been relied upon to protect 
the public health for more than 40 years, and 
interrupts the �ea life cycle to prevent the development 
of larvae for more than 200 days. A combination of 
three insecticidal active ingredients and synergist 
PBO provides immediate, contact kill of adults. With a 
360-degree valve and 2,625 square feet of coverage 
in each can, Precor® 2625 Premise Spray presents 
the ideal combination solution to maximize any �ea 
control protocol.

Maximizing the e�ectiveness of your �ea control 
service can help you maximize potential revenues. 
By improving your customer education, protocol 
practices and product selection, you’ll be best 
positioned to tap into this potential for your business.

ADVERTISEMENT

1 | Convert the “DIY” Customer 
Through Education

2 | Get Comprehensive 
in Your Approach

3 | Find the Winning 
Combination

to Maximize Flea Control
E�ectiveness & Pro�tability

Precor, Precor 2000, Petcor and Zoecon with design are trademarks of Wellmark International. Central Life Sciences with design is a 
registered trademark of Central Garden & Pet Company. ©2017 Wellmark International
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SHARING 
BEST PRACTICES

How do you manage a flea infestation, 
and what technologies are available to get 
the job done efficiently? PMPs talk about 
how their flea control programs work. 

The dog is scratching like mad. Your 
customer gets a bite on the ankle — a 
nasty one. Fleas are the culprit, and 

the first stop might be the vet to take care 
of the pet. But since fleas aren’t going to 
march out the door once the four-legged 
family member is treated — they’re cozy on 
the couch, in the pet bed, along baseboards 
snuggled into carpet — then home treatment 
is necessary, and that extends to outdoors. 

You get a call. What’s the treatment for fleas? 
How can we get these pests out of the house? 
What’s the difference between your service and 
what I can buy at the store? 

These are questions pest management 
professionals (PMPs) are likely to get when 
someone calls to find out more about con-
trolling fleas once they’ve infested the home 
and/or pets. 

General use insecticides and insect growth 
regulators (IGRs) are predominantly used 
for control, with 95 percent of respondents 
to PCT’s 2017 State of the Flea Market 
survey using these two treatment modes in 
tandem. Also important is vacuuming — 
which requires the customer’s cooperation, 

Flea Control Protocols—

INSECTICIDES, IGRs TREATMENTS OF CHOICE

What service protocols are included in your location’s flea control programs.

95%

95%

74%

62%

60%

45%

13%

Number of respondents: 178; Source: Readex Research

General use insecticides

Insect growth regulators

Vacuuming (prep)

Outdoor treatments

Veterinary treatment of pets

Source reduction/sanitation

Exclusion

What is your location’s 
primary treatment regimen 
for controlling fleas?

85%
Combination 
of general use 
insecticides and 
insect growth 
regulators

Perimeter treatments  2% 

General use insecticides  6%

Insect growth regulators  6%



ADVERTORIAL
State of the 

FLEA 
MARKET20

17

State of the Flea Market   9   Zoëcon/Central Life Sciences

and education from PMPs to help home-
owners understand why their participation 
is important for the flea control program 
to work. Outdoor treatments are becoming 
part of PMPs’ regimen for flea control, with 
62 percent saying they treat inside and out-
side. And 60 percent emphasize controlling 
fleas on the pet with treatments. 

“For several years, we just treated the 
inside for fleas, but as we gained more 
knowledge of treatments and found out 
where fleas were coming from, we adapted 
our service to include treating outside,” says 
Rick Zunker, president, Community Pest 
Solutions, Woodstock, Ga. 

Zunker says not many PMPs in his area 
treat outdoors for fleas — control measures 
are usually focused on inside hot spots like 
the pet’s bed, furniture where pets sleep and 
perimeter applications. “We try to take care 
of the problem on all sides,” he says. “The 
goal is to prevent the fleas from coming 
back in.”

AN INTEGRATED APPROACH 
An “all sides” approach begins with a 
thorough inspection at Berlin, Wis.-based 
4 Brothers Pest Control. “We inspect the 
property from top to bottom, even if they 
believe they only have fleas in the living 
room, if we just treat that space they’ll move 

to other areas of the home,” said 4 Brothers 
President John Gonzales. 

Gonzales uses glue traps to monitor 
flea activity. This tool is also helpful for 
determining whether follow-up service is 
necessary, he says. “But our service, to begin 
with, is a multiple-stop process that includes 
the inspection and initial treatment, then we 
follow up within seven to 10 days,” he says. 

During that follow up, glue traps are 
checked to see whether the treatments were 
effective. The thing is, customers have a job to 
do during that week or two of initial control, 
as well.  “We let customers know we are 
dealing with an insect that has a complete 
life cycle: egg, larvae, pupae, adult,” adds Jeff 
Preece, president, ZipZap Termite & Pest 
Control, Pleasant Valley, Mo. “We’ll work 
on the pupae and adult stages by using an 
adulticide and IGR, but they need to get 
their pets on a flea prevention program and 
do the vacuuming,” he says. 

An integrated approach is necessary to 
get rid of fleas, otherwise reproduction 
and re-infestation occurs. That approach 
includes a combination of treatments plus 
IGRs, along with vacuuming and addressing 
fleas on pets. 

Combination Treatments: Brian Smith 
at Smith’s Environmental Services in Tyler, 
Texas, rotates IGRs and adulticides, partic-
ularly in situations where there is an intense 
infestation. He’s using a combination of 
both products, which is how the majority 
(85 percent) of respondents said they treat 
fleas. Just 6 percent said they use only IGRs. 
“We might use everything from a natural 
pyrethrin to other products labeled for 
inside flea control, and ready-to-use aerosol 
sprays,” Smith says

IGRs can provide a “boost” to outdoor 
treatments so broadcast applications of 
products labeled for multiple insects 
(mosquitoes, ticks, fleas) are even more 

CUSTOMERS: BEWARE OF “BUG BOMBS”

Do you think your location’s customers understand 
the risks associated with using “bug bombs” as a 
do-it-yourself flea treatment?

Number of respondents: 178; Source: Readex Research

83%
No

Yes
17%

“WE’LL WORK ON THE PUPAE AND ADULT STAGES BY USING 
AN ADULTICIDE AND IGR, BUT THEY NEED TO GET THEIR 
PETS ON A FLEA PREVENTION PROGRAM AND DO THE 
VACUUMING.” — JEFF PREECE, ZIPZAP TERMITE & PEST CONTROL, 

PLEASANT VALLEY, MO.
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targeted to the flea population, Zunker says. 
Vacuuming: Customers must commit 

to vacuuming at least daily to remove live 
fleas, eggs, larvae and pupae. This 
helps to physically remove 
fleas from the space, no 
matter their stage in the 
lifecycle. Smith tells 
customers to wrap the 
emptied vacuum bag 
or canister in a clear 
plastic bag and set it 
out in the sun and heat 
for the day. “This will help 
eliminate the vacuum as a 
re-infestation source,” he says.  

Vacuuming is a flea control protocol for 
74 percent of respondents.

Treating Pets: You can treat the house, 
but if a pet continues to bring fleas into 
the home, then the customer still has a 
problem. Over-the-counter flea control 
products have evolved, and veterinarians can 
provide prescription medications, as well. 
Some formulas knock down existing fleas; 
others are preventive and provide repellant 
capabilities. 

 
ECO-FRIENDLY ALTERNATIVES  
Some PMPs promote eco-friendly pest 
control in their flea control marketing (19 
percent of respondents), while others (14 
percent) promote the benefits of preventive 
treatments (see chart at right). 

Rick Moskovitz, president, A-Plus Pest 
Control, Skokie, Ill., switched to natural 
products in 2001 and promotes the fact his 
company specializes in green pest control 
services, feeling it gives him a competitive 
advantage.

PREVENTING CALLBACKS 
The tried-and-true control method most 
PMPs rely on today for managing fleas 
indoors and outdoors involves the use of 
both general use insecticides and IGRs 
to address adult fleas and to stop the 
reproduction cycle. Vacuuming frequently 
bolsters these control efforts, and treating 
pets is critical for realizing the best results 
and preventing callbacks. 

Those are the conditions of the agreement 
in order to get a no-cost follow-up visit. “We 
usually call back within 30 days if we haven’t 
heard from the customer,” he says. “If it’s a 
heavy infestation, we automatically schedule 
a callback because we know the property will 
probably require another treatment.” 

Zunker finds that treating indoor/outdoor 
during the visit improves efficacy and helps 
manage flea issues on a long-term basis 
because it addresses the source: Fleas come 
from the outside (and from pets that bring 
them from outside). He says, “We’ve been 
getting good results by doing the flea service 
this way.” 

According to the survey, 61 percent of 
respondents say the callback rate for flea 
control services is 4 percent or less. “We’ve 

noticed with our follow-up visit 
that there is a big difference 

in activity,” Gonzales says, 
indicating that treatments 
are effective with that 
layered approach and 
customer compliance. 

Smith will guarantee 
flea treatments for up to 

90 days if the customer 
has followed through with 

vacuuming and treating the pet. 

SERVICE GUARANTEES FOCUS OF MARKETING EFFORTS

What aspects of your location’s flea control services do you feature in your 
marketing efforts?

44%

34%

34%

28%

19%

14%

12%

9%

35%

Number of respondents: 178; Source: Readex Research

Service guarantees

Certified technicians

Excellent control

Free inspection

Eco-friendly products

Benefits of treating preventively

Low prices

Pet protection

Do not feature flea control 
services in marketing efforts

Instructions 

post treatment
Instructions 
post treatment

Instructions post treatment

MOST POPULAR LEAVE-BEHINDS

When your company treats for fleas or 
other pests, what leave-behinds do your 
technicians provide customers?

61%

21%

16%

8%
6%

Instructions 
for after 
treatment

Literature 
about your 
company 

Homeowner 
brochure

On-pet flea 
product

Other

Vacuuming is 
a flea control 
protocol for 

74%  
of respondents.
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FUN FACTS ABOUT FLEAS 
What’s up with those jumping, biting pests that latch on to pets and can 
quickly infest a home? PetCareRx shared these “freaky facts” about fleas 
that you can pass along to customers, in case they are curious to know 
more about what motivates these buggers.

Instructions 

post treatment
Instructions 
post treatment

Instructions post treatment

Fleas are wingless and get 
to the host by jumping.

There are more than 
200,000 species and 

sub-species of fleas that 
we know of, and they’ve 

been around for about 
100 million years.

In the United States, the cat 
flea is responsible for nearly 
all of the fleas found on 
dogs and cats. 

The average flea 
has a 2- to 3-month 

life span. It can 
live 2 months to 

100 days without a 
blood meal.

When fleas jump, they accelerate  
20 times faster than a space shuttle.

Fleas can beat the current 
Olympic long jump world 
record by about 970 feet.

Fleas can jump 30,000 
times without stopping.

(Source: www.fleabites.net)

Fleas can pull 106,000 times 
their own weight, which is like 

2,679 double decker buses.
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STEP UP YOUR FLEA & TICK CONTROL
Precor® 2625 spray connects you with easy control of fleas, ticks and a wide 

variety of other crawling insects. Precor® 2625 aerosol delivers a quick kill of 

adult fleas, ticks and other listed insects, while (S)-methoprene breaks the 
flea life cycle. The extended coverage area of 2,625 square feet, along 

with its 360-degree valve and System III compatibility, delivers maximum 
flexibility. Precor® 2625 spray provides pest management professionals the 

performance to step up treatment protocols to solve any infestation.

See how you can step up insect control with 
Precor® 2625 Premise Spray at Zoecon.com

360° valve

control area

• (S)-Methoprene
• PBO
• Pyrethrins
• Tetramethrin
• Etofenprox
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