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Hello All, 
 
I hope everyone is having a great season. The mosquito population has seemed to level out, 
at least in our area for now, and we are heavily engaged in the battle against stinging in-
sects.  
 
The Summer meeting was recently held at the Bavarian Inn in Frankenmuth. Thank you to 
Dave Driver and Rhonda Wise for putting it all together. We had sessions covering Mosqui-
toes and some of the newer technologies available to us in pest management. We also had 
the opportunity to meet some of the new Manufacturer Reps. The Dept of Ag was in attend-
ance and wanted to let us know that they are slowly attempting to return to business as usu-
al. They introduced a few new field reps and reminded us that they will be focusing on 
school inspections in the coming year. 
 
The MPMA PAC golf outing was held at this same time. We were able to raise $1641.21 for 
the PAC and Bill Welsh's team took home the trophies. Thank you to everyone who  
contributed. 
 
I know Jaimie Pilbeam was taking photos throughout the event, so stop by our facebook 
page and check it out!  
 
Watch our website for information on upcoming training events. 
 
Wishing you all the best, 
 
Andy Peterson, 
MPMA President 
 
www.mipma.org 
 
 
 

7KH�3UHVLGHQW¶V�&RUQHU 
By Andy Peterson MPMA President 
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The Importance of the MPMA Scholarship and PAC Fund 
 
The Michigan Pest Management Association provides two scholarships each year.  One for $500 and one for $1,500.   
We are fortune that MPMA is able to provide these scholarship opportunities.  The MPMA supports and encourages  
individual and corporate contributions to the General Scholarship Fund.  MPMA’s goal is to assist students in their  
academic endeavors and to support the professional pest management profession by helping deserving and outstanding  
students attain their educational goals. 
 
“It’s because of our member firms that continue to contribute to the General Scholarship Fund that allows the Association  
to provide these well-deserved scholarships.” commented Bill Welsh. 
 
The PAC fund is used to support Legislative issues that directly affect the pest  management industry.   There is currently 
 numerous legislative and regulatory issues going on that will affect the pest management industry.   
 
If you would like to support either the Scholarship or PAC Fund please mail a check (personal check only for PAC Fund)   
to MPMA, PO Box 26546 Fraser, MI 48026.  Please indicate on the check which fund you are supporting.  Thank you for  
your continued support. 
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According to Entrepreneur.com, 86% of Americans agreed that the COVID-19 crisis will create a new nor-
mal and have a lasting impact on society. As companies reel in the wake of the pandemic, business own-
ers must make difficult decisions on where to spend and where to save. According to AdAge.com, the 
right approach during economic uncertainty is to increase, not decrease, your marketing spend to ensure 
your business isn’t lagging behind competitors when the economy revs up again. This article will explore 
marketing tactics you can implement today to help grow your business in a post-COVID-19 world. 

CONDUCT A MARKETING AUDIT 
Before you can tackle expanding your business, it’s important to take a step back and examine where 
your company is currently at, both internally and externally. The Harvard Business Review notes that 
CMOs invested more in marketing analytics in 2020 than any other category as a direct result of the pan-
demic, citing the need for marketers to make rapid decisions that were still anchored in data. By con-
ducting a marketing audit, you’ll gain a new perspective on your marketing program, allowing you to see 
what’s working and what isn’t. With real data at your disposal outlining your marketing program’s budget, 
performance and results, you’ll be able to make decisions based on facts and figures instead of merely 
conjecture. 

SmartBug recommends first describing all marketing goals and objectives, both long-term and short-
term, such as increasing company visibility, audience size and market share. Next, create a buyer perso-
na—a representation of your ideal customers based on data and research to help you focus your time on 
qualified prospects. Next, identify the competition, making note of any overlapping products or services 
with your own offerings to help you find ways to differentiate yourself. Be sure to map out your entire in-
ventory of marketing assets currently at your disposal, and then analyze the data you’ve assembled to 
help you create and implement a plan of action that optimizes ROI. For example, if you notice your social 
posts get more engagement when posted in the morning, be sure to schedule future campaigns during 
those times to maximize their impact. 

MAKE AUTHENTIC CONNECTIONS 
According to the Harvard Business Review, in the wake of COVID-19, many marketers pulled back on 
campaigns and canceled events, focusing instead on communicating with their customers and building 
community. Sprout Social recommends investing in resources that yield better connections with custom-
ers that allow you to get to know them on a more personal level, as data they collected found 64% of con-
sumers want brands to connect with their customers—when people feel connected to a brand, 57% will 
increase their spending with that brand and 76% will buy from that brand over a competitor. 

(Continued on next page) 
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Inc.com notes that now is not the time to send tons of emails for the sake of communication, but rather 
sharing information, tools and resources to help consumers get through the ongoing pandemic. The U.S. 
Chamber of Commerce recommends making your customers needs front and center in all of your com-
munications, whether it’s relevant and timely information or a discount on essential products or ser-
vices. To identify and adapt to every customer’s unique communications 
needs, Forbes.com recommends asking them how they would like to receive communications and then 
meeting them where they are. Consider enabling a scalable solution for SMS if your customers prefer to 
text, or investing in a customer relationship management tool like HubSpot if email is the preferred 
method. To uncover people’s shifting attitudes and behaviors, Entrepreneur.com recommends investing 
heavily in Voice of Customer (VoC) engagement and listening programs that can help provide insights on 
how to best move forward. 

BE AGILE 
The COVID-19 pandemic forced companies in every sector to completely overhaul their marketing plans 
in order to adapt to their customers in real time. Companies that were agile and able to embrace the 
transition to virtual were among the first to bounce back economically, with FastCompany.com reporting 
that as a result of the pandemic, 77% of consumers are now more willing to use technology to avoid in-
teracting face-to-face. WordStream.com highlights the importance of social media as a tool to connect 
with and get to know your post-COVID customer passively and actively, citing a study from CMO that 
found 84% of companies were using social media for brand building and more than 54% have used it for 
customer retention. 

SproutSocial.com notes that social platforms like Facebook, Twitter and Instagram enable two-way con-
versations between brands and people at a level of intimacy that other forms of marketing can never 
achieve. Forbes.com notes that 74% of customers now rely on social media to guide their purchasing 
decisions, with PwC finding that 58% of people have increased their social media use since the begin-
ning of the COVID-19 pandemic, and 86% expect to maintain their current level of use. 

To meet your customers where they are, it’s incredibly important for your business to have an active 
online presence on social media. Consumers are looking to get to know your company on a more per-
sonal level. In fact, in a recent Facebook survey, 62% of respondents said that they have become more 
interested in a brand or product after seeing it in Facebook Stories, so be sure to incorporate this fea-
ture into your overall marketing plan. Forbes.com also notes that 67% of consumers consider video to 
be the most transparent type of social media posts, so consider layering in a behind-the-scenes video 
into your Facebook strategy to give your customers and authentic glimpse into your company. 

While it may seem counterintuitive to lean into spending during a pandemic, research shows that com-
panies who invest in their marketing programs in times of economic uncertainty reap the benefits long 
after the dust settles. By conducting a marketing audit to assess what’s working and what isn’t and ad-
justing accordingly, investing time in authentic connections with customers and staying agile and em-
bracing virtual, you’ll ensure your business continues to grow not only now, but post-pandemic as well. 

Cindy Mannes is the executive director of the Professional Pest Management Alliance. Vis-
it www.npmapestworld.org/ppma for more information. 
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NPMA PUBLIC POLICY 

 
NPMA is the most credible and tireless advocate for the pest management industry before 
policymakers at every level. Our industry is 
represented before Congress, federal and 
state agencies, state legislatures, the admin-
istration, and in the courts. We partner with 
industry representatives in every state to en-
sure that our voice and representation is as 
clear in state capitals throughout the country 
as it is in Washington, DC. Not only do our 
public policy efforts support the future of our 
members' businesses, but we also provide 
help to individual members who want to un-
derstand more about how public policy 
changes will impact their business. 

NPMA's advocacy staff monitors significant legislation and regulations that either promise 
to improve or threaten to damage the business environment for pest professionals. In addi-
tion, NPMA maintains a Political Action Committee and a network of grassroots activists to 
give members an opportunity to make their voices heard at all levels of government. All of 
these programs are vital elements of a successful advocacy effort. 

To get engaged you can: 

¨ Check out PestPAC and ensure you have a prior approval form on file to learn more 
about the industry’s political giving. 

 
¨ Contact NPMA Policy staff to learn more about getting engaged with the Public Policy 

committee or the SPAR program. 

¨ Join the industry at our annual Legislative Day in March. 

As an essential industry, NPMA is committed to protecting America’s food, health, and 
property. This commitment is woven into all of our public policy activities. 
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 Rhonda Wise                               
                                                       Phone:586-296-9580 
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 (Sample) 

REGULATION 637 POSTING STICKERS 
Michigan Pest Management Association has posting stickers according to Regulation 637 Standards Available for 
pest control companies at a reasonable rate.  Each sticker has a house/cloud and is easily removed from window 
and doors.  Sticker costs: Member Rate= $80.00 per 1000, NON Member Rate=$125.00, plus shipping.  Please 
fill out the enclosed form and mail it with your check or money order to:                 

M.P.M.A.  
P .O.  BOX  26546 

Fraser, MI 48026-6546 
--------------------------------------------------------------------------------------------------------———————————————————————————- 

POSTING STICKER ORDER FORM          
NAME:______________________________________________________ 
COMPANY:______________________________________________________ 
ADDRESS:______________________________________________________ 
CITY:___________________________  STATE:________ZIP:________PHONE:________________________ 
Shipping-1,000-$9.00 over 1,000- $14.00 :____________________$ ENCLOSED:$_________________ 
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                                                    Term Ends: 02/2022 

Andrew Peterson, President 

North Shore Pest Control 

175 43rd Street 

Bloomingdale, MI 49026 

Nobugs@btc-bci.com 

                      Term Ends: 02/2024 

Bill Welsh 

Rose Pest Solutions 

8674 W ML Ave. 

Kalamazoo, MI 49009 

616-292-4998 

                                   Term Ends: 02/2023 
James Myers, ACE 
Orkin 
1161 E Clark Rd #146 

DeWitt, MI 48820 

(517) 927-4864 

                                                   Term Ends: 02/2022 

Jason Sullivan 

Action (WDI) Specialist, Inc. 

P.O. Box 118 

Manistee, MI  49660 

231-723-6888 

                  Term Ends: 02/2023 

Kevin Denardo 
5HQWRNLO�(KUOLFK� 

41169 Vincenti Court 

Novi, MI 48375 

 

                                                   Term Ends: 02/2022 

Charles Bellgraph, Secretary /Tres. 

Aardvark Pest Management, Inc. 

2925 Remico Street SW 

Grandville, MI 49418 

616- 530-9800 

                Term Ends: 02/2022 

Jamie Pilbeam 

Superior Pest Control 

4251 Stafford Ave. SW 

Wyoming, MI 49548 

616-247-7500 
 

 MPMA 

PO Box 26546 

Fraser, MI 48026 

(P) 586-296-9580 

(F) 586-296-9581 

                                                   Term Ends:  02/2022 

Steve Alcala, Vice President 

Pronto Pest Management  

10130 Capital Street 

Oak Park, MI  48237 

248-399-4298 
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Pa

          Term Ends: 02/2022 

David Driver, Allied Representative 

Veseris 

20994 Bridge Street 

Southfield, MI 48033 
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MPMA 2021-2022 TNT Schedule 
 

In-Person Training: 
9-9-2021: Dearborn–  8 7A or Core 

10-14-2021: Grand Rapids– 8 7A or 7B 
11-17-2021: Owosso– 8 7A or 7F 
12-9-2021: Ann Arbor– 8 7A or 7F 

 

Two Virtual Training dates will also be added before the end of 2021. 
 

The 2022 Annual Winter Meeting is February 10 & 11, 2022 at the  
FireKeepers Casino & Hotel, Battle Creek, MI.  

 
 Please feel free to contact me at rwise@mipca.org with any questions.  

Registration links are e-mailed out and can also be found on MPMA’s 
 web-site at www.mipma.org 
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2021 Asian Giant Hornet Update 
 

The Asian Giant Hornet (AGH), Vespa mandarinia, gained no-
toriety in 2020 as the “murder hornet,” a name referred to by 
multiple media outlets throughout the United States. The AGH 
was discovered in 2019 in British Columbia, Canada, and 
then again discovered in not only Canada but also in North-
west Washington state in 2020. The AGH is an invasive wasp 
that is native to Asia and is the largest species of hornet in 
the world, reaching two inches in length and up to a three-
inch wingspan. 

The AGH is a social wasp species that construct underground 
nests in pre-existing holes or burrows. Mated queens begin the lifecycle in the spring and will seek 
and find a suitable spot to begin establishing a colony. The colony will grow over the summer and 
begin producing reproductives in the fall to mate, and then mated females will overwinter to begin the 
process again the following year. 

AGHs will attack and destroy honeybee hives. They enter a “slaughter phase” and will kill honeybees 
by cutting their heads off and can entirely decimate a honeybee colony in a few hours. They will con-
sume the brood of the honeybees and will also feed their own young the immature honeybees. These 
hornets will sting people if disturbed with a potent venom and have a tendency to sting repeatedly. 
While they do have a powerful sting, they are mostly a concern for anyone who is allergic to bee or 
wasp stings. 

While there were a few single sightings of AGH workers in Washington and Canada, in late May 2020, 
the first queen was detected in Custer, WA. The Washington State Department of Agriculture (WSDA) 
began placing traps around the state in June 2020 in areas where sightings had been confirmed of 
AGH. Not long after, another AGH queen was detected further south in Bellingham, WA. Several other 
captures occurred in June and July, including a worker and a male AGH. 

In September, a resident notified WSDA about a possible sighting and the first live AGH was captured. 
In October, another live AGH was captured and a tracking device was put onto the live AGH to see if 
the hornet could be tracked to the location of the colony. WSDA was able to follow the path of the hor-
net for about an hour before the signal dropped. 

On October 21, 2020, using the tracking device again on a hornet, the very first nest of AGH was 
found in the U.S. This led to an extensive effort by WSDA, wearing extreme protective suits, to eradi-
cate the nest. They first vacuumed out as many hornets as possible, followed by application of CO2 in 
the cavity to kill the remaining hornets inside. Four days later, the tree was cut down and the portion 
containing the hornet cavity placed into a freezer to kill any remaining hornets. 

Beginning in July 2021, WSDA will start placing traps in areas with confirmed sightings up to a 5-mile 
radius of the center of confirmation. As of early May 2021, there have not been any confirmed sight-
ings of AGH by WSDA or from British Columbia, Canada, but we will have more details once trapping 
begins and the wasps become active again in later summer. For updated information, vis-
it https://agr.wa.gov/departments/insects-pests-and-weeds/insects/hornets. 
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