
    
      
        
          
        
      

    


​ZIP CODE KINGS

The Ultimate Guide to Growing 

Your Pest Control Company

Jonas Olson · Jake Sheldon · Danny Leibrandt

​


Copyright © 2025 by Jonas Olson, Danny Leibrandt, and Jake Sheldon

All rights reserved. No part of this book may be reproduced, distributed, or transmitted in any form or by any means, including photocopying, recording, or other electronic or mechanical methods, without the prior written permission of the publisher, except in the case of brief quotations embodied in critical reviews and certain other noncommercial uses permitted by copyright law.

ISBN: 9798270345877

The authors and publisher have made every effort to ensure the accuracy of the information in this book. However, they assume no responsibility for errors, omissions, or differing interpretations of the subject matter. This book is for informational purposes only and should not be considered legal, financial, or business advice.

Printed in the United States of America

​



	[image: ]

	 
	[image: ]





[image: ]


​Dedication
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To my dad,

You believed in me before I ever believed in myself.

You told me I’d never know if I didn’t try

and to never stop chasing my dreams.

That lesson changed the entire course of my life.

You were the hardest worker I’ve ever known.

Up at 3 a.m. to work the farm before your day job,

then shoeing horses late into the night.

And somehow, you still never missed a single game

or moment that mattered.

You showed me that greatness isn’t about luck or talent.

It’s built through discipline, consistency, and heart.

You lived that every single day.

You became the number one endurance rider in the world

because you understood what it really takes to be the best,

to outwork everyone and finish stronger than you started.

I’ll never forget riding my bike beside you as you trained,

watching you run next to your horse, Sarta,

for the last few miles so he could rest.

That image will never leave me.

It defines who you were: selfless, relentless, and full of heart.

On the day of your funeral, I wrote down my goals

and promised you I’d carry your legacy forward.

I promised that everyone would remember our last name.

The lessons you taught me are the same ones

I’m passing on to my girls.

Your legacy didn’t end, it multiplied.

This book is part of that promise,

a small piece of the legacy you built

through your example, your work ethic,

and your belief in me.
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​​​​​Foreword
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You don’t need to be famous everywhere—just everywhere that matters.

In a world obsessed with views, likes, and followers, it’s easy to believe popularity equals success. Instagram, YouTube, TikTok—every platform begs you to chase audience size. The competitive side of us as entrepreneurs wants everyone to know who we are and what we’ve built.

But here’s the truth: most wealth in America has been created invisibly. Quiet industries. Companies you’ve never heard of. Owners who never went viral—but who are wildly wealthy. They didn’t get there by being internet famous. They got there by being locally dominant.

Yes, building a brand and reputation is imperative. But the idea that everyone needs to know you is flawed. You don’t need millions of eyeballs. You need the attention of a fraction of that—your dream clients in the zip codes you serve, the ones with real problems and the disposable income to solve them.

That’s what Jonas Olson figured out. He went all-in on becoming unignorable inside the zip codes he served.

And it worked.

I’ve had a front-row seat to Jonas’s journey for years—as a friend, as someone he’s coached with, and as a witness to the kind of growth most people talk about but never pursue. In just five years, he sold his lawn business, pivoted to pest control, and committed to mastering door-to-door sales. Cold, heat, snow—it didn’t matter. He knocked.

Then he built a team and taught them to do the same.

The result? Zero to a million-dollar-a-month run rate in 5 years. Not by being trendy. Not by trying to be everything to everyone. But by staying focused.

If I had to describe Jonas in one word, it would be determined.

That determination didn’t just build a business. It built a new life. He stopped drinking. He got serious about his health. He got clear on what mattered most. And in doing so, he became the kind of person capable of leading, building, and sustaining what most people only wish they had.

Most business owners say they want that kind of life—financial freedom, exceptional health and energy, a business and life without constant stress—but they aren’t willing to do the work or make the sacrifice. Jonas did. And he still is.

This book is a glimpse into the mindset and marketing that made it possible. It’s not theory. It’s a blueprint. If you want to become the go-to company in your market—if you want to own your zip codes, not just dabble in them—pay close attention.

You don’t need the world to know you.

You just need to become unignorable to the people who matter.

This is your playbook.

—Jonathan Pototschnik
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​​​​​Preface
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Since I was 12 years old, I knew I wanted to run a lawn care company. 

At 24, I was working long hours at my day job and mowing lawns on the side with a push mower I bought from my savings. I’d get my fifty hours in by Thursday, then grind Thursday through Sunday cutting grass and knocking doors. I printed flyers, handed them out around my grandma’s neighborhood, and prayed someone would give me a chance.

For the first few years, I did everything myself. I didn’t know my numbers. I didn’t understand profit. I didn’t have systems. 

What I did have was a dream, and the grit to keep showing up when most people would have quit. I’ll never forget the day the bank called to say payroll had bounced. My stomach dropped. I didn’t care if I got paid, but I refused to let my guys go without. That night, I opened my mailbox to find a handful of checks just big enough to cover it. I drove straight back to the bank and promised myself I’d never be in that position again.

Looking back, every major turning point in my journey came from people.

When I stumbled across Service Autopilot, I put the coaching program on a credit card I couldn’t afford. That’s where I met Jonathan Potoshnik, who became my mentor and one of the most influential people in my career. He taught me leadership, showed me how to get out of the truck, and pushed me to work on the business, not just in it. More than that, he connected me with a community of owners who were going through the same struggles I was. 

For the first time, I realized I wasn’t alone.

Years later, I crossed paths with Lenny Gray and learned the power of door-to-door sales. I met Parker Langville, who came to train my team and showed us what was possible. And then there were the guys who became my foundation, James, Matt, and Dylan. 

James was living on his fiancée’s mother’s couch when I recruited him. Today he’s building a house of his own. Dylan showed up in a uniform and dropped six sales his very first day. Matt came from car sales and never looked back. These guys went from brand new recruits to partners in the company. They weren’t just employees, they became brothers, and they helped turn a scrappy little startup into a company doing over ten million dollars a year.

At every stage, the unlock wasn’t a new piece of software or a marketing tactic. It was people. A mentor who believed in me. A partner who showed me what was possible. A team that refused to quit when it got hard.

That’s why I wanted to create this book. Because I know what it’s like to feel stuck. To wonder if you’re going to make payroll. To sacrifice time with your family because you’re chasing a dream that feels like it’s slipping away. And I also know what it’s like to have someone step in at just the right moment to show you the way forward.

My hope is that this book becomes that moment for you.

I don’t get fulfillment from hitting another revenue milestone. What fires me up is when another owner texts me to say, “You changed my life. My business is thriving, my family is taken care of, and I couldn’t have done it without your help.” That’s the best return I’ll ever get.

So, whether you’re just starting out or running a multimillion-dollar operation, this book is for you. It’s the strategies, systems, and lessons that we’ve lived, tested, and proven. And more than that, it’s a roadmap to help you avoid the sleepless nights, the costly mistakes, and the years of trial and error.

People were the unlocks in my story. My hope is that through this book, I can be one of those unlocks for y​ou.

i



​​​Table of Contents



	[image: ]

	 
	[image: ]





[image: ]


PART ONE — STRATEGY & FOUNDATIONS

[image: ]





Branding...............................................1

Offers.................................................20

Traditional Marketing...................................33





	[image: ]

	 
	[image: ]





[image: ]


PART TWO — ORGANIC MARKETING

[image: ]





Local SEO.............................................56

Social Media...........................................79

Facebook Groups......................................94





	[image: ]

	 
	[image: ]





[image: ]


PART THREE — PAID ADVERTISING

[image: ]





Paid Search Ads......................................111

Paid Directories.......................................128

Facebook Ads........................................142





	[image: ]

	 
	[image: ]





[image: ]


PART FOUR — CONVERSION & RETENTION

[image: ]





Conversion Optimization...............................156

Automation..........................................172

Maximizing LTV.......................................187





	[image: ]

	 
	[image: ]





[image: ]


PART FIVE — MEASUREMENT & SCALING

[image: ]





Tracking KPIs.........................................204

Teams & Systems.....................................221

Acquisitions..........................................235



12-Month Roadmap.................................247

Keep Going........................................250

Next Steps.........................................252

Feedback..........................................254

Acknowledgements..................................255

viii

​​​​



	[image: ]

	 
	[image: ]





[image: ]


​Introduction

[image: ]




When I first started out in lawn care and eventually pest control, I never imagined I’d be writing a book like this. 

Back then, I was just trying to figure out how to keep the lights on and make payroll. Over time, I learned that the fastest way to grow is to surround yourself with the right people.

That’s exactly how this book came together. 

A few years ago, Jake Sheldon sold his agency and launched the Pest Customers Fast program to help pest control companies grow. He and I crossed paths, and before long we were building training together, turning it into a full program. Then in late 2024, we brought in Danny Leibrandt. Each of us brings something different to the table.

Jake is an expert in Facebook ads, virtual assistants, and automation. Danny is one of the sharpest minds in SEO, Google Ads, and PR. My strengths are branding, offers, sales, and traditional marketing. 

On our own, each of us can grow a company. Together, we’re a trifecta. That’s why we decided to sit down and create what we believe is the most complete pest control marketing guide out there.

We didn’t want it to be another business book that sounds good on paper but has no connection to real life. So instead, we did what we do best: we recorded 72 videos, each one built around a topic we’ve lived and breathed. We took those videos and carefully repurposed them into the chapters of this book. That way, what you’re reading here is the same thing you would hear if you sat across the table from us. It’s practical, it’s tested, and it works.

If you’d rather watch than read, those 72 videos are being released three times a week on our new YouTube channel, @PestControlMillionaires. 

And if you’re looking to go even deeper, you can join our marketing program, Pest Control Millionaires. In there, we have step by step courses on everything marketing related, along with weekly group calls and a community of owners just like you. Go to pestcontrolmillionaires.com if you’re interested.

Our mission is simple: to make sure pest control owners at every stage of the journey have the tools, knowledge, and confidence to grow. Whether you’re brand new with one truck or already running an 8-figure business, you’ll find strategies here that can help you get to the next level.

This book is the playbook I wish I had when we started. 

And now, it’s yours.

—Jonas Olson
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Strategy & Foundations

Build a strong base that sets your pest control business apart from the start.
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CHAPTER 1
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​​​​Branding 

by Jonas Olson

Before you dive into advanced tactics like SEO, Google Ads, or Facebook campaigns, you’ve got to get the basics right. Things like branding, naming, and positioning are the things that shape how customers see your company before you ever knock on their door or answer the phone. I know this from personal experience. 

When I first started out, I didn’t think too hard about branding or messaging. I just wanted to get the work done and bring in money. But over time I realized that if you don’t look the part, if you don’t stand out, it’s an uphill battle. Customers size you up in seconds, and the way you present yourself makes all the difference.

So, in this chapter, we’re going to cover branding, target markets, naming, truck wraps, mascots, and positioning. These might sound like simple things, but they’re actually the bedrock of your company’s reputation and growth. If you get these pieces right, everything else becomes easier.

​



​​​Understanding Your Target Market 

The first step to branding your pest control company is knowing who your customer really is. 

For residential pest control, most of the calls come from women. About 60% of the people who reach out to us are female, usually between the ages of 35 and 55. They live in upper middle-class neighborhoods, often in homes worth $300,000 to $600,000 or more.

Think of Sally Jones down the street. She’s in her late 30s or 40s, maybe early 50s. She’s got a couple of kids, she’s running them to soccer practice, she’s volunteering at school fundraisers, and she’s juggling work and family life. 

[image: A person entering a door

AI-generated content may be incorrect.]

She doesn’t have the time or energy to think about bugs in the house. What she wants is peace of mind. She wants to know her kids and pets are safe, and that her house is protected. That’s our customer.

On the commercial side, the picture changes. Most of those accounts are run by maintenance directors or facility managers. Roughly 80% are men, though you do see women in certain roles, like with HOAs. But the majority are men making decisions with a budget in hand. 

For them, cost is usually the deciding factor, which is why commercial can be tough. The accounts we want are the ones willing to pay more for premium service, not the ones shopping for the cheapest option.

For residential clients, the pain points are obvious. They think about mosquitoes in the backyard, roaches in the kitchen, or termites eating away at their home. If they’ve spent money on landscaping, they don’t want to see it destroyed by pests. It’s not just about safety, it’s also about curb appeal. 

People want to keep up with the Joneses. If the neighbors have pest control, they don’t want to be the one house on the street with weeds in the yard or ants in the driveway.

We target the upper middle class. The super wealthy usually aren’t the right fit because they delegate everything. They’ll have someone who manages the household and hires the HVAC company, the gardener, the pest control company, and so on. That’s a tough person to market to because they’re not really present. 

The better market is the family that’s home more often, but still too busy to deal with pest control themselves.

Messaging has to hit on pain points, and those pain points can be different depending on the neighborhood. A great way to figure this out is to read one-star reviews of competitors in your area. Maybe people complain that techs left the gate open. Maybe it’s poor communication or showing up late. Whatever the issue, you can use that feedback to shape your own marketing and show customers you’ve solved those problems.

As far as platforms go, most of these moms are still on Facebook. They’re active in local mom groups and community pages. They might scroll Instagram or TikTok, but they’re not usually looking for services there. If you want their attention, Facebook is still the place to start.

One last point: remember that nobody wants to call a pest control company. It’s a necessary evil. People would rather not deal with it at all. 

That means your job is to make the process as simple and painless as possible. The number one complaint in this industry is poor communication. Companies don’t answer the phone, don’t call back, don’t let people know when they’re coming. You can win a lot of business just by fixing that. 

Answer your phone, schedule quickly, send a reminder, show customers who’s coming, and follow up with photos and notes from the service. If you do that, you’ll not only solve their problem but also build trust and loyalty. Jake explains how to automate all of this stuff later.

​​​Positioning Your Company

A lot of guys go out into the market as the cheap local option. At first that might feel like it works, but it’s not profitable, and it makes it nearly impossible to scale. If you want to build a business that grows and lasts, you need to position yourself as a premium service from day one.

Most owners come into the industry the same way. They were a technician for another company, running a route, and they saw how much revenue that route was bringing in. They think, “I could do this on my own.” That’s the story for 90 percent of people in this industry. They leave, buy a truck and some equipment, and start their own company. 

The problem is that they think like a technician, not like a CEO.

As a technician, you know the service inside and out. You can solve any pest problem. You have knowledge that’s valuable. But too many owners undervalue that knowledge. Instead of charging what they’re worth, they copy the prices they saw at their old job, or worse, they undercut the competition. They’ll even call themselves things like “Affordable Pest Control” because they think that’s how to win. What they don’t realize is that it’s a race to the bottom.

If you position yourself as cheap, you’re going to attract cheap customers. And those are the toughest customers you’ll ever deal with. They want the lowest price, but they expect the most handholding. You’ll bend over backwards for them, and they’ll still give you callbacks and headaches. 

Contrast that with premium customers. If you’re charging $250 a quarter, and you’ve positioned yourself as the high-quality option, those customers don’t bat an eye. They just want their homes and families protected. They don’t nitpick. You hardly ever hear from them, because they’re happy. Those are the customers you want.

We raise prices every year. And yes, when you do that, you’ll lose some customers. Usually the bottom 10 to 20 percent will drop off. But that’s okay, because they’re not the customers you want anyway. The truth is that the top 20 percent of your customers often generate 80 percent of your revenue (the 80/20 rule). 

Go deeper and you’ll find it’s even more concentrated. Sometimes it feels like the top 1 percent of your clients are generating the lion’s share of your profit. That’s where you want to focus.

The reality is that it’s almost impossible to grow if you’re not profitable. 

In the beginning, when it’s just you, it might feel like you’re making money. You’re not paying yourself much, you don’t have employees, you don’t have a CSR, you don’t have overhead. You’ve got one truck and a sprayer. On paper, it looks good. 

But the second you try to add another truck, hire another tech, or invest in software, you realize the margins aren’t there. You don’t have enough money left over at the end of the job. That’s why so many companies get stuck at one or two trucks.

If you look at almost any market, the biggest companies in home services are also the ones charging the most. That’s not an accident. 

They know their value. They know their numbers. They understand profit per job. They’re able to pay more to attract top technicians. They invest in training. They drive the nicest trucks. They have the best branding. And because of that, they attract the right kind of customers.

Positioning is about more than pricing. It’s about how you present yourself to the world. 

Our customers don’t want a pest control truck in their driveway to begin with. Nobody brags about having bed bugs or termites. In fact, a lot of homeowners feel embarrassed when they see a pest control vehicle parked outside. 

But if that truck is clean, well-branded, and professional, it flips the script. Suddenly, the message is, “I use a top company. I can afford the best.” It gives them status. People want their neighbors to think highly of them, not wonder what kind of pests they have.

So how do you actually position yourself as premium? It’s not just one thing. It’s all the pieces working together. 

You need a great website. You need professionally wrapped trucks. You need uniforms that look sharp. You need a mascot and a tagline that stick in people’s minds. Each of those elements is a spoke on the wheel.

I’ve talked about this before using the wheel analogy. 

Every spoke represents a piece of your marketing. If you’re missing spokes, the wheel doesn’t roll smoothly. Dan Antonelli, the branding guy who I mentioned earlier, said something I’ll never forget. He said your brand is the hubcap. All your marketing revolves around it. 

That image stuck with me, and it’s how I think about branding today.

The hubcap is your brand. The spokes are your trucks, your website, your uniforms, your social media, your ads, your customer service. 

If you’re missing spokes, the wheel is wobbly. But when you put them all in place, it’s like pushing a boulder downhill. At first it takes effort. But once you get momentum, it’s almost unstoppable.

For us, part of positioning was choosing the right tagline. We wanted something short and clear that tied directly to our mascot. Our tagline became “Have a pest free day.” That actually came from one of my partners, Tyler. He put it on his truck, and I loved it so much that we rolled it out everywhere. 

Now it’s on all our vehicles, our website, and all our marketing. Every CSR ends their calls with it. Every technician says it when they leave a service. Customers hear it over and over, and it always makes them smile.

That tagline is more than words. It’s positioning. 

It tells people exactly what we do and leaves them with a positive feeling. It’s become part of our culture. 

Qwik Trip, a gas station chain up in Wisconsin, has a saying every employee uses when you check out: “See you next time.” It’s simple, but it sticks. It tells you they expect to see you again. That’s what our tagline does. Every time we say, “Have a pest free day,” we’re reminding people that we’ve got them covered, and we’ll be back when they need us.

If you want to grow a real company, position yourself as the premium choice in your market. Don’t race to the bottom. Don’t chase the cheap customers. Build a brand that looks and feels professional. Charge what you’re worth. Invest in your trucks, your uniforms, your website, and your people. Tie it all together with a clear brand and a consistent message. 

When you do that, you won’t just get more customers, you’ll get the right customers. And those are the ones who will stay with you for years and let you build something lasting.

​​​Company Naming Strategies

When I first started in lawn care, I did what most people do. I used my last name. I called it Olson’s Lawn Care. It felt natural at the time. 

Later I changed it to Olson’s Lawnscape. Then, when I added fertilizing and some pest work, I changed it again to Olson’s Lawn and Pest. I eventually sold that company. 

[image: ]

Starting over gave me a chance to do it right with branding.

This time I wanted a name that would stand on its own. I also knew I wanted a mascot. A character people would remember. 

I was in Wisconsin, so I thought about what people there already know and love. The badger is the state animal. Everyone knows the Wisconsin Badgers. So, I combined the local tie with what we did. First it was Turf Badger when we were focused on fertilizing. A year later we shifted more into pest control, so it became Pest Badger.

That name stuck.

I moved away from using my last name for a few reasons. I did not want the company tied to me forever. If you build everything around your name, it can be harder to sell. New owners often have to rebrand, and you can lose customers in that change. 

Some people make it work. Tommy Mello with A1 Garage is a good example. He built a big personal brand in that market. For me, I wanted something that was bigger than me.

Clarity matters. Your name and logo should make it obvious what you do. If you look at our mascot, Buggy the Badger, you get it right away. He is holding a fogger. He is stepping on a cockroach. He is doing pest control. Even if you never read the words, the picture tells the story. And if you do read the words Pest Badger, there is no confusion.

Avoid names that trap you in the wrong lane. 

I do not like names like Budget Pest Control or Affordable Pest Services. That pushes you into discount territory from day one. If you ever want to charge more, the name fights you. A customer will say, “I thought you were affordable.” Your pricing power is gone.

Also, avoid names that are too broad. XYZ Solutions or Olson Services does not say what you do. Even if you put a bug in the logo, it is not clear. 

Be specific. If you are a pest control company, say it. 

Having Pest or Pest Control in the name also helps with ranking your Google Business Profile, which Danny explains later. That is a bonus.

If you are already operating and thinking about a rebrand, the best time to do it is now. It will never be cheaper than it is today. One truck is easier to re-wrap than ten. At one million, five million, or ten million in revenue, the work only grows. If you know your name is holding you back, change it sooner rather than later.

Your name is one of the most important branding choices you will make. Make it clear. Make it memorable. Make sure it fits the position you want in the market. That is how you set yourself up to grow and to sell one day if you want to.

​​​The Power of Mascots

Most pest control companies don’t even think about mascots. 

They go with names like “Eco Pest Solutions,” “Budget Pest Control,” or “Advanced Pest Management.” Maybe they have a plain logo, but no real character tied to the brand. The truth is, they’re missing one of the most powerful branding tools available.

The idea of using a mascot in business is not new. It goes back to the 1800s. 

One of the earliest examples is Quaker Oats, with the old Quaker man on the label. Another is the Michelin Man, who’s been around since the late 1800s. Characters like that build recognition and emotional connection that last for generations. Somewhere along the way, a lot of service industries forgot that lesson. But the ones who use mascots right stand out in big ways.

So why do mascots work? First, they connect emotionally. People connect with animals or characters much faster than with a company logo or even with the owner. Animals especially come across as cute, safe, and trustworthy. 

A mascot builds memorability instantly. Think about Tony the Tiger from Frosted Flakes. Once you’ve seen him, you’ll never forget him. Mascots stick in your head.

That’s why I created Buggy the Badger. 

[image: ]I didn’t want the brand built around me. I wanted something bigger, something that could take on a life of its own. Buggy is on all our trucks, all our signs, and all our marketing. 

He’s not just a logo. He’s a character that represents us. 

We even call him our “late-night marketing manager” because every text message, every email, every piece of communication comes signed from Buggy, not me. Customers interact with Buggy as if he’s part of the team, because he is.

The beauty of a mascot is versatility. Buggy doesn’t always look the same. On a fertilizing truck, he’s pushing a fertilizer spreader. On a pest control truck, he’s wearing a backpack sprayer. On another, he’s checking bait boxes. He adapts to every service we offer. 

By looking at the truck, people can tell exactly what that vehicle is doing. That makes our branding clear and powerful.

When you design a mascot, you also have to think about tone and personality. I didn’t want a scary, muscled-up badger that looked aggressive. That wouldn’t connect with our customers, especially since most of them are women. 

I wanted Buggy to be fun, approachable, and friendly. He has a soft look, a happy personality, and messaging that’s witty and lighthearted. That tone carries through in all of our branding.

Additionally, a mascot lets you say things you can’t always say yourself. 

I can’t always be the super fun, cartoonish personality, but Buggy can. He represents that side of our company. It’s the same idea as Nike’s swoosh. The swoosh isn’t a mascot, but when you see it, you know exactly what it means. 

For us, Buggy is that symbol. In many markets, people don’t even need to read “Pest Badger” to know what we do. They see Buggy on a truck, holding a fogger or stepping on a cockroach, and it’s obvious.

Other companies have done this well too. My mentor, Jonathan Pototschnik of CitiTurf, uses a dog named Chester as their mascot. 

On pest control trucks, Chester is a detective. On lawn trucks, he’s a butler. Each variation matches the service. That’s the power of a mascot, you can adapt it to fit every part of your business.

[image: A collection of cartoon bears
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For me, fun is a non-negotiable part of our brand. 

I’m not the serious type, and I want our brand to reflect that. Buggy is fun and outgoing. He speaks directly to moms in a way that feels lighthearted and trustworthy. And this is just the beginning. 

With AI developing as fast as it is, there’s a real future where Buggy could come to life even more. Imagine an AI-generated Buggy doing TikToks, hosting a podcast, or sending personalized videos to customers. The brand personality we’ve created today will carry forward into new technology tomorrow.

The possibilities go even further. Picture giving a Buggy doll to every kid after a service. Or dressing someone up in a Buggy costume for a parade or a home and garden show. That’s the Smokey the Bear effect. 

Kids love mascots. They chase them down, hug them, and remember them. And wherever the kids are, the moms are too. That builds community trust in ways that a plain logo never could.

We’ve already seen it happen. Kids in our area recognize our trucks from TikTok. They’ll chase them down the street shouting, “Hey, you’re the TikTok guys!” That’s brand awareness at its finest. 

Even cooler, one of our employees’ younger brothers, who’s in fourth or fifth grade, drew a picture for school about what he wanted to be when he grew up. He drew a badger and wrote, “I want to be a Pest Badger.” That’s when you know you’re making a real impact. Not just on customers, but on kids, families, and even future employees.

A mascot also builds culture inside your company. 

Buggy is more than a marketing tool, he represents our values. We use him on posters around the office to display our core values. We use his voice in internal messaging. He’s part of how we rally the team. 

It’s not me pushing culture down from the top. It’s Buggy speaking for all of us. That gives the brand its own personality and makes it fun for employees as well as customers. And of course, mascots tie back to the purple cow concept I mentioned earlier. 

If you’re driving down the road and you see truck after truck, most of them look the same. They’re white, plain, and forgettable. Then one rolls by with a bright color and a big cartoon badger on the side, spraying for mosquitoes or pushing a spreader. 

That’s the purple cow. It sticks out. People notice. They remember. And over time, they trust you more because they’ve seen you over and over.

A mascot makes your brand bigger than yourself. It makes it fun. It connects with customers and kids. It gives your community something to remember. It helps you stand out in the marketplace and builds trust with neighbors. It shapes your company culture and sets you apart from competitors.

If you’re serious about building a pest control company that grows, think about more than just a logo. Build a character. Give it personality. 

Put it on your trucks, your website, your marketing, and your uniforms. Show up at parades and community events. Let kids chase after it. Build a brand that people can connect with for years to come. 

That’s what Buggy has done for us. And that’s what a mascot can do for you.

​​​Creating Killer Truck Wraps

One of the best branding tools you can invest in as a pest control company is a truck wrap. The sad truth is that most owners don’t have one. 

They run white trucks with equipment in the back, and nobody outside the industry knows what those vehicles are. That’s a missed opportunity. Your trucks are moving billboards. They should be working for you every time they leave the driveway.

When I started out in lawn care, I had a silver F-150 with a small red logo on the side. It wasn’t great. In fact, it was pretty crappy. But at least it was something. That already put me ahead of the guys running around in plain white trucks. Later, I upgraded to a white truck with the same logo, but I still didn’t stand out.

That’s when I tried something different. 

Instead of wrapping my trucks, I painted them lime green. That became our color. Suddenly, people couldn’t miss us. Even though the logo was the same, those green trucks rolled down the road like highlighters. 

[image: A group of red lawnmowers in a garage
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Neighbors would see two or three of them in a day and swear we had a huge fleet, when really we just had a handful of trucks. Painting them green made us look bigger than we were and gave us a distinct presence in the market. Eventually I sold that company and had to start fresh. 

This time I knew I had to think even more strategically. 

Around that time, I read Seth Godin’s book Purple Cow. He tells the story of a food delivery company in New York that ran one bright pink truck. Most vehicles on the road are black, white, or gray, but this truck was pink with a crab on top. People thought they had a whole fleet when in reality it was just one truck. That hit me like a light bulb. 

In the market I was moving into, every company’s color was green. The trucks, the backpacks, even the logos. If I showed up with another green truck, I would blend right in. 

So I made a spreadsheet of every competitor in the area, their websites, and their colors. My goal was to be the exact opposite of whatever they were doing. Inspired by that pink delivery truck, I decided to go all-in on pink.

We wrapped our trucks pink. Our techs wore pink uniforms. Our yard signs were pink. Everything was pink. And just like that, we became the “pink cow” in our market (haha). 

If you drive down the road and all you see are black-and-white cows, then suddenly one purple cow pops up, it stands out. Same thing with our pink trucks. Among all the white and green vehicles, that pink truck turned heads. People couldn’t miss it. 

Customers would call and say, “I saw your truck.” They didn’t always remember the phone number, but they remembered the truck. That’s how you know a wrap is doing its job. You’ll see it in the office too. We tracked the source of every lead. 

Month after month, $15,000–$20,000 in revenue was coming in from people who had seen our trucks on the road.

Later, I saw the same strategy validated by branding experts like Dan Antonelli, who studies every competitor in a market before designing a new brand. At the time, I hadn’t read his book, but I was doing the same thing from trial and error. It works. 

By the way, I actually just did a podcast with Dan. Go search, “Dan Antonelli Pest Control Millionaire” on any podcast platform to watch. 

We also bought a company called Mosquito Crush. Their brand stood out too. They used the color orange and had a quirky touch. After every service, they left behind an actual Orange Crush soda can. Customers loved it. That’s a great example of how a unique visual and a small experience can leave a lasting impression.

The biggest mistake owners make with trucks is not wrapping them at all. The second biggest mistake is clutter. 

Too many trucks are covered with lists of services, phone numbers, “24/7 service” claims, or “since 1958.” That’s old school. Most people don’t care about that stuff anymore. If your truck has a strong name, clear mascot, and bold color, that’s enough.

In fact, I don’t even recommend putting a phone number on the side anymore. 

Think about it: when was the last time you wrote down a number from a truck? You don’t. You Google the name you saw. That’s what customers do too. Our CSR team always asks where leads come from. Over and over, people say, “I saw your van.” That’s how you know the branding is working.

Here’s what you really need on a wrap:


●  Your mascot




●  Your colors




●  Your tagline




●  Your website



Disclaimer: different states have different requirements. In Michigan, you must show your address or phone number. Whereas in Texas, you must show your business license number. Please check what the requirements are in your state before getting a wrap.

That’s it. Keep it simple. Don’t waste space promoting vendors or slapping random slogans on the side. Your vehicle should be all about your brand, not someone else’s.
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