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» E X E C U T I V E  V I C E  P R E S I D E N T ' S  M E S S A G E

P art of the mission of pest control companies across the globe is ensuring that 

they provide their current and future customers with the services they need 

on a routine basis. And, with the busy season fast and furiously beckoning, it 

is essential that pest management professionals get the training they need to prepare 

for this year’s season. That’s where NPMA comes in. 

NPMA offers one stop shopping for all your educational needs. Whether you 

prefer to absorb new materials through conferences and meetings or by reading and 

researching or through state-of-the art online learning forums, NPMA helps train 

tens of thousands of professionals each year. Our experts address topics of necessity 

for owners, managers, and technicians alike. Below are some of our most recent 

educational offerings. 

NPMA on Demand Webinars
The NPMA on Demand webinar series offers biweekly opportunities for business 

owners and staff to hear from industry and academic experts on technical 

issues, regulatory and legislative concerns, sales and marketing tips, and business 

management strategies. Each webinar is held at 1:00 p.m. ET and NPMA members 

can listen to recorded sessions by logging into www.npmapestworld.org. 

NPMA Online Learning Center
The NPMA Online Learning Center launched in 2011 with Bed Bug Basics— 

NPMA’s first online program offering extensive bed bug training for pest 

management professionals. Over 400 pest management professionals have signed up 

for Bed Bug Basics, which teaches the basic information needed to provide bed bug 

control services, including bed bug identification, biology and behavior, inspection 

techniques and treatment methods. Upon successful completion of the course each 

student receives a certificate of completion and a special patch that can be added to 

their uniform. Learn more at www.pestworld.learningzen.com. 

Bed Bug Forum 2012
The Bed Bug Forum 2012, scheduled for May 2–4 in Anaheim, California, is designed 

to offer a forward-thinking, strategy-driven experience for pest management 

professionals, offering the latest information from legal, technical, business, and 

customer-oriented perspectives. This conference moves beyond bed bug basics and 

focuses on solutions essential to properly managing your business. For the most up-

to-date information, visit www.npmapestworld.org. 

Bugstore
Don’t forget the hundreds of resources available to you at www.bugstore.org, NPMA’s 

online store. Offering training materials, sales and marketing tools, and technical 

manuals, this is truly a one-stop-shop for your company’s educational needs. And, 

don’t miss out on our winter clearance sale, where you can save up to 60% on some 

of our best selling merchandise.

NPMA wants to ensure that your team has the tools it needs to be successful. Take 

advantage of these opportunities and propel your company to the next level. Start 

today and log on to www.npmapestworld.org. «
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Social insect behavior has been the topic of numerous research projects and 
of interest to such diverse fields of study as robotics, computer programming, 
social evolution and even traffic flow management. 

P est management professionals are also a 

group that has, for many years, made obser-

vations on termite behavior and drawn conclu-

sions from those annotations. One point that must 

be understood, but often overlooked, is the neces-

sity of separating the behavior of the individual 

termite from that of the group (colony).

This point became clear to me only after Jeff 

Whitman, a masters student at UGA, video-graphed 

and scored worker termite behaviors. The entire rep-

ertoire of worker actions involved four basic ‘activity 

categories’: walking and resting, grooming, eating, 

and excavating. Aside from walking and resting, 

the single most consistent behavior—performed by 

every termite every day—at the level of an individual 

termite was grooming another termite. The only 

body part a termite worker cleans for themselves is 

the antennae. As a result termites depend on their 

nest mates for overall body cleanliness. Jeff record-

ed that termite workers chewed and swallowed five 

things: 1) cellulose they picked up for themselves, 

2) something picked up while grooming another 

termite, 3) regurgitation, 4) something ‘requested’ 

from another termites mouth, and 5) something ‘re-

quested ‘from another termites rear-end. Jeff’s video 

comparison of termite workers from small colonies 

(containing workers, soldiers, king and queen) to 

groups of randomly-selected workers (removed from 

a colony as is done when conducting lab experi-

ments) indicated that regurgitation and ‘something 

picked up after grooming’ was likely used for 

processing information about ‘what is my role?’ and 

‘what is your role?’ in the group, respectively. The 

other three chewing behaviors are believed to fulfill 

the nutritional needs of the individual and colony. 

An examination of his data on the frequency of 

the different food acquisition schemes illustrates the 

difference between individual and group behaviors. 

If one looked at the type of food an individual termite 

ate in a day there was no consistency or pattern. In 

other words, one termite might not eat in a 24 hour 

period while the second would have 10 meals from 

another termite’s mouth and 3 from another’s rear-

end, while the third would have 20 meals of cellulose 

they picked up for themselves and 2 each from the 

mouth or rear-end of a nest mate. However, when 

Jeff combined the feeding frequency data from 36 

termites he found an equal 1/3 split between the 

three types food acquisition schemes for the group 

(colony). So the unpredictable displays of individual 

Schizophrenic
Termite
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behavior provided a predictable equality at the level of 

the superorganism or colony. Similarly, when he exam-

ined the time spent in each behavioral category he found 

that the average termite worker does nothing (walking or 

resting) for 80% of the day but if he looked at the activity 

of the group, at any given moment, at least one worker 

termite was doing something. The group was always ac-

tive while the individuals did nothing most of the day. 

The problem of understanding termite biology 

is complicated by the schizophrenic behavior of the 

individual animals that make up a colony and it is the 

colony ‘behavior’ that PMP’s usually see/record/report. 

Researchers however, more often examine individual 

behaviors and extrapolate them to the colony level. A 

classic example involves use of the terms repellent and 

non-repellent termiticide. 

The term repellent termiticide was coined in the 

scientific literature in the mid-1980’s from experi-

ments conducted in petri dishes and glass tubes. The 

term was used for insecticides that stopped colony-

level tunneling while providing little termite mortality 

in bioassay. Repellent means “pushing away or driving 

back” and this is appropriate for the observation of the 

actions of an artificial termite ‘colony’ in a petri dish… 

but not from the perspective of the individual termite. 

Termite workers that encounter soil treated with a “re-

pellent termiticide” are not pushed away or driven back. 

Instead they are killed—relatively ‘quickly’ compared to a 

“non-repellent”. The end result, at the colony level, is that 

the tunnel being built through “repellent” soil stops/ends 

and few other termites die (mostly because a dead termite 

blocks access to continuing that particular tunnel). 

Every scientist knows that the observation of “repel-

lency” in bioassay is dependent on the concentration of 

termiticide and that this explanation ignores individual 

termite behavior in deference to the easier explanation at 

the colony level. Yet, how many PMP’s understand this 

nuance? The terminology serves (very well) to explain 

‘differences’ between chemistries and products but misses 

the mark from the perspective of biological reality. 

How important is it to understand ‘biologi-

cal reality’? Not a problem until the PMP tries to 

explain why their experience in the field (the real 

world) doesn’t match with representations found 

on the worldwide web. The issue is further exacer-

bated by scientific explanations that fail to see the 
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difference between individual and colony behaviors. 

Hence results that describe, “transfer” back to the 

‘nest’ and ensuing colony demise with either baits 

or termiticides. 

The reality that all termiticides are barriers that 

exclude termite colonies from a structure is not 

amenable to the business of selling a service that dif-

ferentiates one provider (or product) from another. 

The upshot can end up making the PMP sound like 

a schizophrenic to their customers. Imagine the PMP 

trying to explain to a client what termites are doing 

in their home. “How can an animal that spends 80% 

of the day doing nothing cause such damage to my 

home?” How about… “Explanations of termite behav-

ior have to be viewed within the context of a group 

reaction to a variety of events that are difficult to 

predict and even science does not fully understand the 

mechanics of how individual termites communicate. 

Our best guess can be wrong because we can’t gather 

all the information needed to explain every situation.” 

Sound like someone who is unsure, unstable, and used 

to waffling? Maybe it does not pay to explain or even 

understand “biological reality”. 

It is, however, important to keep abreast of the 

latest in scientific research and try to understand 

how that ever-changing knowledge base can help 

when making business decisions. Jeff Whitman’s 

work on termite behavior has lessons for scientists 

and PMP’s that will take some time to be accepted 

and interpreted in a meaningful synthesis of 

biological and business realities. The bottom line, 

however, is what your experience within a given 

business model is what produces satisfied customers 

and employee’s. 

We all know that any effort to manage termite 

infestations is only as good as ‘the person at the end of 

the hose’ and it has been my experience that compa-

nies eventually determine the best products and best 

practices that provide them success with their business. 

It’s a group effort, the result of numerous individual 

decisions… kind of like a termite colony—or is it? «

Dr. Brian Forschler is a professor in the Department 

of Entomology and Nematology at the University 

of Georgia. He is a frequent contributor to NPMA's 

programs and events.
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Q I found very small (less than 1 mm) insects 
entering a customer’s home around a base-
ment window well. At first I thought they 

were springtails, but I checked them under the mi-
croscope and they didn’t have a tail. Any idea what 
they could be?

A You were right, they are springtails! Al-

though the catapult-like tail (or furcula) is 

the easiest way to identify most springtails, 

not all species have a tail. The springtails that you 

are encountering are in the family Hypogastruri-

dae. In fact “snowfleas” which are sometimes found 

feeding on algae that is growing in snow banks are 

one species of Hypogastruridae that are sometimes 

seen in the winter months. The dark blue color of 

these insects cause them stand out on the white 

snow. In this case, it might be a good idea to talk 

to your customer about installing a window well 

cover to reduce the amount of snow and rain that 

get into the basement window well. Springtails 

require high levels of moisture to survive, so reduc-

ing moisture and eliminating a food source should 

solve the problem. Additionally, sealing around the 

window with caulk will serve the dual purpose of 

keeping both springtails and cold air out. 

Q An elementary school that I service has 
asked me for recommendations about what 
they should do to protect students from bed 

bugs. Any recommendations?

A Recently, NPMA released a series of commer-

cial protocols to help customers in various 

commercial markets develop proactive bed 

bug plans to protect themselves and the people that 

they serve. In addition to schools, protocols have been 

developed for retail stores, hotels, medical facilities, 

corporate offices, multi-family housing and apart-

ments and public transportation.

Regarding your specific question about schools, here 

are some tips from the protocols to share with your client.

If bed bugs are found in a classroom or other loca-

tion, do the following:

 ■ Get specimens, if possible, for professional 

identification.

 ■ Check the surrounding area thoroughly for more bed 

bugs, and then arrange for an inspection as soon as 

possible by an in-house or outside pest management 

professional.

 ■ Consider the use of a certified bed bug scent 

detection canine team to locate all bed bug sites.

 ■ Map out bed bug sightings and confirmed findings.

 ■ Use control tactics consistent with school IPM 

guidelines and regulations.

 ■ Include nonchemical approaches such as steam 

treatment, cleaning and vacuuming, heat treatment, 

reducing clutter, trapping and monitoring.

 ■ All areas that have been serviced for bed bugs should 

be inspected and monitored until no more bugs have 

been found for at least two months.

If bed bugs are found on a student:

 ■ If a bed bug is found on a student or on a student’s 

belongings it suggests, but does not prove, that the 

student may be living in a home with bed bugs.

 ■ Students suspected of having bed bugs should be 

discretely removed from class so a school nurse or 

other authorized staff member can check for bed 

bugs in clothes and possessions. (Bed bugs are very 

seldom found on the body.)

Each of the protocols provides practical informa-

tion that clients from each market segment can use 

including, proactive tips, recommendations about 

how to respond to a bed bug incident, how to prevent 

BY JIM FREDERICKS

A S K  T H E  E X P E R T»

Bed bug nymph, Cimex lectularius, Source: http://phil.cdc.gov/phil
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bed bugs, and things to avoid. These easy to read, 

publications can be provided to clients as a value 

added part of your pest control service. 

The protocols are available on NPMA’s con-

sumer-oriented bed bug outreach website www.

allthingsbedbugs.org . Simply click on the “Best 

Practices” tab on the left side of the screen, then 

choose commercial protocols.

Q Our client found a small insect climbing up 
the wall in their office. It looks a little like a 
spider, but it only has six legs. Should we be 

concerned about it, or is it just something that found 
its way in from outside?

A The insect that your customer found is 

a spider beetle. Previously, spider beetles 

were thought to be an independent family 

of insects, the Ptinidae, but recently they have been 

moved to the Anobiidae subfamily Ptininae. There 

are multiple species of spider beetles, but the insect 

you submitted is the shiny spider beetle (Gibbium 

psylloides). 

Spider beetles are considered stored product 

pests, so control methods are similar to what you 

would do if the customer had an infestation of 

Indian meal moths or drugstore beetles. The first 

and most important step is to find the source of 

the infestation (typically an infested store grain 

product) and remove it. Technicians often report 

spider beetle infestations in neglected rodent bait 

too. If you don’t have luck finding an infested food 

product, check for rodent bait that might have been 

forgotten somewhere in the office, that may be the 

source of the infestation. «
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I n recent years, brands large and small have taken ad-

vantage of social media outlets like Facebook, Twit-

ter and YouTube to achieve their marketing goals. As 

the popularity of incorporating social media programs 

into more traditional marketing strategies continues to 

grow, so too does interest in finding new ways to inte-

grate those programs with online media buys in order to 

take advantage of the enormous number of social media 

users who visit the sites on a daily basis. While including 

online advertising in your company’s media plan may be 

nothing new, including social media sites like Facebook 

in that buy is certainly a newer trend, and one that’s 

quickly gaining popularity. Why not make the most of 

Facebook’s 800 million users by not only interacting 

with your fans on your page, but by purchasing ad space 

that will ideally drive more eyes to your business?

Facebook introduced its advertising system in 

2007. The site’s immense popularity has helped 

grow its advertising so that it now surpasses Google, 

Yahoo!, and Microsoft in ad revenue, with Facebook 

ads accounting for an astounding 28 percent of all ads 

seen online, up from 23 percent last year, according to 

a 2011 report from ComScore. This massive success 

is proof that more brands are choosing to spend their 

advertising dollars with Facebook, and begs the ques-

tion: Is it right for my small business as well?

Benefits of Advertising on Facebook
While the top advertisers on Facebook include universal 

power brands such as AT&T and the Walt Disney Com-

pany, only 20.9 percent of Facebook’s ads come from 

the top 100 advertisers in the U.S. That means that close 

to 80 percent of the ad dollars spent on Facebook come 

from a variety of smaller brands that view the spend as a 

creative way to maximize their media buy and generate 

brand awareness among their target audience. 

One of the most appealing factors in the current 

Facebook media buying process is the straightforward 

and relatively simple method of selecting a very specific 

target audience by choosing from seemingly endless 

traits like gender, age, location, and interests. Interests 

range from actual brands and pages that a user may 

be a fan of to broader categories including everything 

from politics to education and pop culture. Consider the 

Virginia-based florist whose goal is to increase awareness 

of her wedding services. She might have a small budget 

for a brief month-long campaign, but because Facebook 

allows users to target niche audiences, the florist is able 

to identify women ages 20–30, who live in Virginia, are 

fans of popular wedding websites and are engaged to 

be married. By narrowing down the audience who will 

see an ad, the advertiser is able to funnel its buy onto 

the pages of the exact users who are most likely to be 

interested in the product. 

At the same time, Facebook also offers advertisers the 

flexibility to revise and adjust their ad spend at different 

times throughout the length of a campaign. For example, 

a month-long campaign can be broken into 4 week-long 

increments, each with its own weekly budget. This op-

tion is especially appealing to businesses whose services 

are more popular or necessary during a particular season 

or time of year, as it allows them to make the most of 

what are often small budgets. 

Another perk is the ability to easily swap creative and 

copy to make several versions of an ad to run in the same 

campaign. This allows advertisers to test the effective-

ness of each design and learn what types of messages 

and graphics appeal most to their audience, without 

having to go through the ad buying process multiple 

times. Variety in advertising is a good thing. Just be sure 

to keep a consistent brand message and elements that 

will help consumers easily identify your brand versus the 

thousands of others bombarding them each day.

Top 3 Tips for a Successful Facebook  
Ad Campaign
A recent report from MerchantCircle.com found that 22 

percent of small businesses have used Facebook Ads, and 

65 percent of those businesses would use them again, 

based on the ease and flexibility of placing the media 

buy. However, this isn’t a foolproof process, and there 

certain guidelines one should follow in order to ensure a 

successful campaign.

First, take the time to define your marketing goals. 

Perhaps you would like to increase the number of fans 

BY MISSY HENRIKSEN

EXECUTIVE  
DIRECTOR, PPMA

ADVERTISING 
ON FACEBOOK

M A R K E T I N G  C O R N E R»
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you currently have on your profile page, or maybe you 

would rather drive traffic to your website in the hopes 

of increasing awareness of the services you have to offer. 

Taking the time to outline the specific purpose of your 

ad campaign is the first step toward determining the 

most effective way to achieve that goal through your 

purchase. If your goal is an increase in fans, you might 

choose to employ an ad that allows users to “like” your 

page through the creative. Likewise, if an upswing of 

website visitors is your objective, your ad should link out 

to your brand’s website instead of its’ profile page.

After you’ve identified your goals, decide how you 

are going to measure the success of your campaign. 

Choosing an arbitrary number of fans or website page 

views may seem like the best way to judge whether 

your ads are working, but avoid pinpointing one 

figure or factor as your sole success metric. If your 

Facebook page has seen an increase in fans, but your 

engagement with those fans is still nonexistent, what 

have you achieved? Look at the bigger picture and 

consider active users and comments, in addition to 

straightforward “likes” and click-throughs.

Finally, develop an advertisement that will speak to 

your audience through the copy and graphics. Strive 

to keep them consistent with your brand’s look and 

feel, so that ads are instantly recognizable as belong-

ing to your business. When developing your message, 

try to focus on aspects of your brand that set it apart 

from competitors, like special offers or promotions. 

Facebook allows for only 135 characters in the body 

of an ad, so get creative with the copy and take the 

time to craft a call-to-action that will be both memo-

rable and compelling to your audience.

Facebook Ads has been an astounding success thus 

far, and given the fact that the brains behind Facebook 

love to introduce new and different interfaces and 

tools to the site, there may be more advanced market-

ing opportunities on the horizon.«
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