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L ast year, mosquito control revenue grew again at pest 
management companies, just not as much.

According to the 2021 PCT State of the Mosquito 
Control Market survey, which was sponsored by MGK 

and compiled by independent research firm Readex Research, 
50 percent of pest management professionals said revenue from 
mosquito control services increased at their locations. The average 
reported increase was 19.7 percent.

Fewer PMPs said this business segment grew, however, com-
pared to in years past. In 2019, 63 percent of PMPs reported a 
jump in year-over-year mosquito control revenue; 67 and 65 
percent cited increases in 2018 and 2017, respectively. 

Still, the service remained an important money-maker for the 
73 percent of pest management companies that offer it.

“It’s a significant part of the business. It plays an integral part 
in our total home experience that we look to provide our cus-
tomers,” explained Trey Strickland, technical leader at Waynes, 
an Anticimex company in Birmingham, Ala.

Mosquito control is a win-win for companies like Fahey! Pest 
and Lawn Solutions in Sarasota, Fla. “I think it’s a great added- 
value service to your customers and an added revenue stream to 
your company,” said Kyle Varona, the company’s general manager.

More customers had mosquito problems in 2020 and were 
motivated to act. According to the PCT survey, 59 percent of 

A GREAT YEAR
But Growth Slowed

PMPs said requests for mosquito control increased somewhat or 
significantly last year compared to 2019. 

The Asian tiger mosquito, a newcomer to New York City, gen-
erated more calls for Standard Pest Management. “It’s a daytime 
biter, and it’s a real quality of life mosquito that just annoys the 
heck out of people,” said Gil Bloom, president of the company.

In Houston, Psorophora ciliata, or the gallinipper mosquito, 
drove interest in mosquito control for Providence Integrated 
Pest Management. Mosquitoes are a perennial issue here, but last 
summer was the first time owner Kenneth Beason ran into this 
particular species.

“It’s enormous — almost the size of a wasp — extremely ag-
gressive, and they bite very hard,” said Beason, who felt the pest’s 
wrath firsthand while working in the field. 

Allen Langley, president of H & H Pest Control in Shelby, N.C., 
said mosquito-only companies developed the market. “Now, all of 
us are into it, and we make extra income off of it. It’s brought us 
a lot of new business,” he said.

Last year, mosquito control services on average generated 18.3 
percent of total annual revenue at companies, or about $54,600.

By comparison, 56 percent of PMPs said they earned less than 
5 percent of revenue from mosquito work in 2014, when PCT 
published its first Mosquito Control Market report. Back then, only 
38 percent of companies offered mosquito control.  
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Change in percentage of mosquito control service revenue at your company location:

Does your company location offer mosquito control services?

Source: Readex Research; 2020 respondents: 267; 2014 respondents: 381

2020

73%
YES

62%
NO

27%
NO 38%

YES

2014

Change in number of mosquito 
control requests in 2020 
compared to 2019: 

 increased significantly
 increased somewhat
 remained the same
 decreased somewhat
 decreased significantly

Source: Readex Research; Respondents: 195

Source: Readex Research, 2017-2021 

2020 vs 2019 2019 vs 2018 2018 vs 2017 2017 vs 2016

50%
37%

13%

63%

34%

3%

67%

29%

4%

65%

28%

7%

 increased      remained the same      decreased 

19.7%
average percentage that revenue 
from mosquito control services 
increased at companies in 2020
Source: Readex Research; Respondents: 84

18.3%
average percentage of overall revenue 

derived from mosquito control 
services at companies in 2020 $54,600

average total revenue generated by 
companies for all mosquito control services

Source: Readex Research; Respondents: 195

24%

35%
30%

9%

3%

cannot compare; 
was not involved 

before 2020

14%

Source: Readex Research; Respondents: 195
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According to pest management 
professionals who took part 
in the 2021 PCT State of the 
Mosquito Control Market 

survey, companies typically controlled 
mosquitoes using targeted applications of 
mosquito adulticides (71 percent), larval 
control (62 percent) and fogging (56 
percent).

In follow-up interviews, most said their 
employees use mist blowers to apply a syn-
thetic product and often an insect growth 
regulator to yards about every three to four 
weeks during mosquito season. 

“The key to successful mosquito pro-
grams is, per label, providing that complete 
coverage around the home where the mos-
quito’s going to rest or a mosquito’s going 
to look to breed,” said Trey Strickland of 
Waynes, which rotates products with dif-
ferent modes of action to ensure treatments 
remain effective. Waynes employees target 
shady, moist areas in the yard, such as heavy 
foliage and underneath decks and porches. 

H & H Pest Control adds a “sticker” to 
its product mix to help materials adhere to 
vegetation. “We seem to get better control 
with that,” said Allen Langley.

Other PMPs use green products, such 
as botanical oils. Because these products 
have shorter residuals than conventional 
pesticides, they need to be applied more 
frequently.

“We’re primarily using 25(b) products 
simply because of the rules and regulations 

MULTI-
FACETED 
Treatment 
Approach

here in New York state,” said Gil Bloom, 
Standard Pest Management. He has found 
25(b) products, considered minimum risk 
by the U.S. Environmental Protection 
Agency, to be effective, but he also makes 
sure clients understand their limitations. 

Matthew Jennings of SafeYard Mosquito 
Services has some customers in metro At-
lanta who want organic mosquito control. 
“Certain situations demand that I cannot 
use chemical,” he pointed out. This in-
cludes properties with koi ponds and those 
near natural bodies of water. 

Thoroughly documenting property con-
ditions helps companies provide consistent 

control, even if a different technician steps 
in to do the work. “You’ve got to learn the 
yard and find out the problem areas so you 
can notate it on the account. In the long 
run, that helps, because you’ll have less re-
treats, which nobody wants,” said Jennings. 

In 2020, the average callback rate for 
mosquito control was 6 percent. 

In addition to recurring mosquito con-
trol programs, 87 percent of companies 
offered special event mosquito control 
services, such as for outdoor weddings 
and community events. This accounted 
for only 8.3 percent of mosquito work on 
average.  
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special event services (outdoor weddings, community events, etc.)

targeted applications of mosquito adulticide

larval control

fogging

ongoing monitoring and/or maintenance

habitat modification

mosquito surveillance

automatic mosquito misting systems

other

96%
PMPs who agreed their company provides an 
essential public health service by performing 

mosquito control.

80%
PMPs who disapprove of using scare tactics 

to promote mosquito control services. 

66%
PMPs who agree mosquitoes represent a 

greater threat to public health than they did 
5 years ago. 

49%
PMPs who agree customers understand the 

risks of vector-borne diseases. 

PARTNERSHIP: A Core Component for Success
“Customer education for us is extremely important. We want to provide a really 
great service, but there are times where we have to have a partnership with 
the customer,” said Trey Strickland, Waynes. 

Customer help is needed to eliminate standing water in the yard to 
reduce mosquito breeding areas. This may include cleaning clogged 
gutters, re-grading low areas of the yard, and emptying toys, planter 
pots, equipment, tarps and tires.

“It doesn’t take much water to breed mosquitoes,” reminded Strickland.
Likewise, it is essential to set realistic expectations for mosquito control. “Never 

promise that you’re going to control and get rid of all the mosquitoes,” advised Andrew Taylor, Plunkett’s 
Pest Control. You’re trying to sell a reduction in population; otherwise, you’ll be back at the property 
multiple times for retreats, he said. 

In addition to educating clients in-person about mosquito control, PMPs said they reinforce key points 
via customer emails, social media posts and website content. 

8.3%
average percentage of 

mosquito control performed 
for special events

6%
average callback rate for mosquito 

control service in 2020
Source: Readex Research; Respondents: 195

Source: Readex Research; Respondents: 195; Respondents could select multiple answers

What types of mosquito control services does your location offer?

87%

71%

62%

56%

42%

33%

18%

17%

7%

PUBLIC HEALTH:  
Not a Big Motivator
Customers understand the 
risk of vector-borne diseases, 
agreed 49 percent of PMPs 
who participated in the 2021 
PCT State of the Mosquito 
Control Market survey.

And 66 percent of PMPs 
agreed mosquitoes repre-
sent a greater threat to public health than 
five years ago. That’s when Zika virus was 
endemic throughout the world. 

Customers, however, are more motivated 
to buy mosquito control service because the 
pests are a nuisance, said PMPs in follow-up 
interviews. Unless West Nile virus or some 
other mosquito-borne disease is making 
headlines, protecting their health is not top 
of mind.

“If it doesn’t get the press, it doesn’t 
exist ,” agreed Gil Bloom, Standard Pest 
Management. “I think pest control and people 
who sell mosquito repellent are the biggest 
groups trying to remind everybody about 
West Nile virus.”

Source: Readex Research; Respondents: 195







Impact of

COVID-19 
was Mixed 

More than a third (37 per-
cent) of PMPs said the 
COVID-19 pandemic 
had a positive impact on 

their companies’ overall pest control business 
in 2020, found the 2021 PCT State of the 
Mosquito Control Market survey.

When it came to mosquito control, how-
ever, only 26 percent said the pandemic 
had a positive effect, and half said it had 
no impact.

In follow-up interviews, some PMPs 
reported that more customers noticed the 
pests due to the pandemic’s stay-at-home 
orders.

“COVID has brought a higher focus 
for all to our living spaces, both indoor 
and outdoor. As people are home more, 
they’re spending more time outside, and 
they want to have a mosquito-free outdoor 
space. That’s become of great importance,” 

said Trey Strickland, Waynes.
SafeYard Mosquito Services in Holly 

Springs, Ga., picked up new customers 
who weren’t satisfied with their existing 
mosquito control service. “Yes, we did 
gain more business. The downside is peo-
ple were out in their yards more and they 
noticed every little thing,” said Matthew 
Jennings, owner of the company.

That made setting customer expecta-
tions — that service is about reducing 
mosquito populations, not eliminating 
them — all the more important, Jennings 
pointed out.

Most PMPs (70 percent) said their com-
panies did not adjust their mosquito con-
trol treatment protocols in response to the 
COVID-19 pandemic, and 81 percent did 
not expect the pandemic to affect the way 
their companies deliver mosquito control 
services to the marketplace long-term. 

 significant positive impact 
 modest positive impact 
 no impact
 modest negative impact
 significant negative impact
 no answer 

15%

21%

30%

26%

17%
11%

16%6%

6%

1%

1%

50%

In 2020, what impact did the 
COVID-19 pandemic have on your:

Source: Readex Research; Respondents: 195

overall pest control business

mosquito control business

Did your location adjust its 
mosquito control treatment 
protocols in response to 
the COVID-19 pandemic?

Source: Readex Research; Respondents: 195

Do you expect the COVID-19 
pandemic to have a long-
term impact on the way 
your location delivers 
mosquito control services 
to the marketplace?

70%
NO

81%
NO

30%
YES

19%
YES
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 as an add-on service 
 as a primary service
 as part of general pest control service

Service Opportunities, 

CHALLENGES
Typically, mosquito control was offered as an add-on 

service (85 percent) to residential customers (97 
percent), reported PMPs in the 2021 PCT State 
of the Mosquito Control Market survey.

At Fahey! Pest and Lawn Solutions, it can be added to 
general pest and termite baiting programs for about half the 
cost of a stand-alone mosquito control program. Although 
this increases service frequency from three to six times a year, 
it still makes fiscal sense. 

“It’s a significant costs savings for the customer, and it’s still 
profitable to us, because it’s the same guy adding an extra 10 
to 15 minutes to his service while he’s already on property,” 
explained Kyle Varona.

Nearly all PMPs (94 percent) said their companies provided 
no-obligation quotes to clients who inquire about mosquito 
control service. 

In follow-up interviews, some said mosquito control pro-
vides a path to convert clients to quarterly pest control pro-
grams. Others said their companies offer the service because 
they don’t want to lose customers to competitors who do. 

Mosquito control franchise companies were the primary 
competitors of this service for nearly half (48 percent) of 
PMPs, followed by local (21 percent) and national (10 per-
cent) pest control companies.

Local government entities providing vector control services 
were the main competitors for 8 percent of PMPs. “In my 
particular area, our county has a well-funded mosquito control 
district that performs very well, so mosquito control is not 
really part of my particular niche,” said Dustin Whitehead, 
owner of White Line Pest Management in Roseville, Calif. 

Likewise, the mosquito control districts are very effective 
in greater Minneapolis, said Andrew Taylor, technical director 
of Plunkett’s Pest Control. “They do a really good job of it 
up here. I don’t see us beating what’s currently being offered 
by the county,” he said.

Local and state regulations can inhibit a company’s ability 
to provide mosquito control service. 

In New York, for instance, applicators need separate 
licenses for larvaciding, lawn and turf applications, public 
health pest control and structural pest control. “Regulation 
makes it difficult to have a cohesive mosquito control pro-
gram in the state of New York,” said Gil Bloom, Standard 
Pest Management. 

For what types of accounts does your location offer mosquito 
control services?

Source: Readex Research; Respondents: 195; multiple answers

residential commercial government 

Does your location provide 
no-obligation quotes to 
customers inquiring about 
mosquito control services?

What do you view as your location’s primary competition 
for mosquito control business in your market area?

Source: Readex Research; Respondents: 195

Source: Readex Research; Respondents: 195

mosquito control franchise companies

local pest control companies

national pest control companies

government entities providing  
mosquito control services

regional pest control companies

other

none

48%

21%

10%

8%

6%

2%

6%

2021 State of the Mosquito Market Report 9

97% 70% 22%
OTHER
3%

How does your company offer 
mosquito control service?

94%
YES

85%32%

22%
6%

no

Source: Readex Research; Respondents: 195; 
Respondents could select multiple answers



 March 
 April 
 May
 June
 July
 we market our mosquito control services all year
 we do not market our mosquito control services  
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Effective Ways to 
SELL MOSQUITO 
CONTROL

T ypically, customers buy mos-
quito control service because 
they don’t want to get “eaten 
alive” when they go outdoors to 

enjoy their patios and pools, said PMPs in 
follow-up interviews.

“My target customer sees pest control as 
a part of home ownership. They’re already 
of the mindset that this is something I need 
to get,” said Kenneth Beason of Providence 
Integrated Pest Management. 

No surprise, PMPs were most successful 
marketing their mosquito control services 
to homeowners (53 percent) and families 
with young children (31 percent), found 
the 2021 PCT State of the Mosquito 
Control Market survey.

Beason said his mosquito clients have a 
higher household income, and at least one 
adult either works from home or is home 
with children full time. Usually, women 

are the decision-makers when it comes to 
this service, he said.

According to 64 percent of PMPs, 
word-of-mouth was the most effective 
type of advertising for mosquito control. 
Matthew Jennings of SafeYard Mosquito 
Services offers a discount for referrals; one 
of his customers holds backyard parties 
each year to show off the effectiveness of 
his mosquito misting system, which brings 
in new clients for Jennings.

Half of PMPs said they promoted their 
mosquito service online. Beason highlights 
his mosquito and general pest control 
service bundle on social media. 

He also does neighborhood mailings, 
which he follows up with timely door-to-
door sales. “That seems to be extremely 
effective,” he said. According to the PCT 
survey, 21 percent of PMPs had success 
with door hangers/cloverleafing.

Email marketing, cited by 23 percent 
of survey respondents, helped Fahey! Pest 
and Lawn Solutions convince a significant 
number of existing customers to add on 
mosquito control last year. 

“It was probably the most successful 
email campaign that we could remember,” 
said Kyle Varona, who plans to conduct a 
similar campaign for new and existing cus-
tomers this spring. “Not all of them realize 
you offer that service, so it’s making sure 
you’re getting the word out to them that 
you can help them with the protection,” 
he pointed out.

Other companies like Plunkett’s Pest 
Control rely on technicians to sell the 
service to clients.

Most pest management professionals 
(44 percent) said they begin marketing 
their mosquito control services to custom-
ers in March. 

Most effective types of mosquito control advertising:

Source: Readex Research; Respondents: 173; Respondents could select multiple answers

word-of-mouth
online (social media, company website, etc.)

email marketing
door hangers/cloverleafing

direct mail
company blog

billboards
home/mall show

newspaper
radio

television
yellow pages

other
none 

21%
17%

7%
5%
5%
4%
4%
3%
1%

8%
4%

64%
50%

23%

What month do you begin marketing 
mosquito control services to 
customers?

Source: Readex Research; Respondents: 195

44%

23%

11%
11%

2%
1%

9%



This should be another good year for 
mosquito control. Nearly two-thirds (64 
percent) of PMPs expected revenue from 
the service to increase in 2021, according 

to the 2021 PCT State of the Mosquito Control 
Market survey.

The average increase was projected to be 18.5 
percent. 

With more and more people moving to Houston 
from areas with less pest pressure, the future looks 
good for Providence Integrated Pest Management, 
said Kenneth Beason. “For those people, it’s a shock 
to the system to see some of the pests we have here, 
which includes mosquitoes,” he said.

Last year, the pandemic helped boost mosquito 
control for H & H Pest Control; this year, weather 
may be a factor. “We’ve had a really wet winter and a 
really wet spring, which is good,” said Allen Langley. 

Kyle Varona of Fahey! Pest and Lawn Solutions 
urged peers to consider offering mosquito control as 
an add-on service if they don’t already. “It’s not that 
expensive to perform the service as far as the equip-
ment and the material you have to use,” he said.

To prepare for the jump in business, 40 percent 
of PMPs said their companies planned to increase 
budgets for mosquito control application equip-
ment in 2021. 
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Expect  
DOUBLE-DIGIT 
GROWTH  
in 2021

About the Survey
The 2021 PCT State of the Mosquito Control Market survey was sponsored by MGK and 
compiled by Readex Research, a privately held research firm in Stillwater, Minn. A sample of 
4,229 pest control company owners, executives and technical directors was systematically 
selected from the PCT database. Data was collected from 267 respondents — a 6 percent 
response rate — via online survey from Feb. 24 to March 8, 2021. Seventy-two respondents 
indicated their companies did not provide mosquito control services and were terminated 
from the survey. The margin of error for percentages for the remaining 195 respondents is 
plus or minus 6.9 percentage points at the 95 percent confidence level. Charts may not 
add up to 100 percent due to rounding.

Effective Ways to 
SELL MOSQUITO 
CONTROL

Expected change in 
mosquito control revenue 
in 2021 from 2020:

Expected change in budget for 
mosquito control application 
equipment in 2021 from 2020:

Source: Readex Research; Respondents: 195

18.5%
Average expected change in mosquito control 

revenue by percentage points

64%  increase

29%  remain the same

3%  decrease

4% no answer

40%  increase

56%  remain the same

4%  decrease




