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for effective control of pest problems in their
flower beds, vegetable gardens, lawns, landscap-
ing, and homes.

But Ortho doesn’t just make great products; it
makes applying those products easier. Innovative
applicators include the Pull ’n Spray® for ready-
to-use products and the Dial ’N Spray®, the easi-
est way to spray concentrates.

The Ortho Problem Solver, a comprehensive
book that identifies and recommends solutions to
thousands of everyday and rare lawn and garden
problems, has become the must-have in-store ref-
erence for top retailers. It is also widely recog-
nized as a valuable reference for dedicated home

gardeners. Now in its sixth edition, the book has
helped to firmly establish the Ortho brand as a
trusted source for gardening information as well
as superior products.

Additionally, Ortho branded books sold in
home improvement, general merchandise, and
popular book stores feature Ortho as a problem-
solving expert with topics that range from water
gardening to plumbing. The breadth of products
and supporting information help consumers solve
their problems responsibly.

RECENT DEVELOPMENTS
Innovation has been a key factor for Ortho, leading
to ready-to-use products that eliminate the need to

mix ingredients with water prior to use, as well as
innovative applicators that provide greater accuracy
with less hand fatigue and product waste. The
Ortho Pull ’n Spray II applicator has received a
Commendation Seal for Safety Inno-
vation from the Home Safety Council.

Ortho has also led the way in
identifying and utilizing exclusive
active ingredients that provide supe-
rior results. The Ortho MAX® Fire
Ant Killer product is specially for-
mulated to help homeowners protect
their yards, pets, and families from
fire ants, which have become a huge

problem in some southern and western states.
Ortho Season-Long Grass & Weed Killer is often
used on patios, mulched areas, and driveways. The
product not only kills growing weeds and grasses,
but also creates a protective barrier that prevents
new ones from growing for up to four months.
One application provides season-long control.
The Ortho Home Defense MAX® product has
redefined the indoor and outdoor insect business.
It uses a proprietary InvisiShield® formula to cre-
ate a barrier surrounding the home to kill existing
bugs and prevent new ones from entering the
home all season. Ortho Weed-B-Gon MAX selec-
tively kills weeds and avoids damage to lawns —
a remarkable benefit!

PROMOTION
High-impact television ads for Ortho are on-air
throughout the peak lawn and garden season, with
95 percent of the target market seeing Ortho ads
an average of 15 times — a schedule that gener-
ates more than 2 billion impressions.

BRAND VALUES
The Ortho motto of “Always the Right Solu-
tion™” summarizes what the brand is all about.
The brand’s mission is to help consumers identify
their lawn and garden problems and understand
what is causing them, then to provide an effective
solution that can be easily applied. The core val-
ues of the Ortho brands are
• Superior results
• Simplicity
• Innovation
• Quality
• Trust

In lawn and garden pest control products, con-
sumers know they can trust Ortho to provide
“Always the Right Solution™.”

❍ The average cost to keep bugs out of your
home is less than $15 a year for the do-it-
yourselfer using Ortho Home Defense
MAX Insect Killer, compared to up to 
$500 a year to hire a professional pest con-
trol operator.

❍ It’s easy to kill most weeds in your lawn
without harming the good grass. Just use a
selective weed control.

❍ The Ortho RosePride® and Orthenex®

products are endorsed by the American
Rose Society.

❍ The Bug Finder and Weed Finder inter-
active tools on www.ortho.com take the
guesswork out of identifying and solving
home and garden pest and weed problems.

THINGS YOU DIDN’T KNOW ABOUT
ORTHO PRODUCTS

00

THE MARKET
The Ortho® brand is the leader in the lawn and
garden pest control industry, with products that
target weeds, indoor and outdoor insects, and
plant diseases. The Scotts Miracle-Gro Company
— owner of the Ortho brand — is the most widely
recognized marketer and manufacturer of con-
sumer lawn and garden
products, and has helped
grow the overall mar-
ket to nearly $7 billion
globally. The pesticides
market alone is larger
than $2 billion. Garden-
ing is the number-one
leisure-time activity in
America today, enjoyed
in some form by 85 mil-
lion households, and the
demand for effective con-
trol products has grown
with the market.

The Ortho brand is marketed throughout the
United States and significantly outscores its near-
est competitor in brand awareness. The majority
of its products are in national distribution, but the
Ortho line also offers a number of herbicides and
insecticides marketed regionally to address local
pest-control problems.

ACHIEVEMENTS
Helping consumers achieve pest-free lawns and
gardens is the foundation of the Ortho business,

and the Ortho brand is the market leader in its cat-
egory. Consumer confusion has historically been
high in this category, with dozens of competitive
products on store shelves, some with nondescrip-
tive names. The strategy for the Ortho brand has
been to design packaging and create point-of-sale
displays that distinguish Ortho products from
competitive products and clearly convey con-
sumer benefits about both efficacy and ease of
use. Consumers have responded to the helpfulness
and simplicity of the communications, resulting
in double-digit increases in sales of Ortho prod-
ucts in recent years.

HISTORY
In 1907, William Volck and Ellerslie Luther
formed the California Spray-Chemical Company
(Calspray) to manufacture a product to combat
the codling moths that were devastating apple
crops in California. They chose the product name
Ortho®, from the Greek word orthos, meaning
“correct, proper, right, straight, and pure.”

The company expanded into the home garden
market in the 1920s with Ortho Garden Volck®

Oil. The problems of the Great Depression of the
1930s caused Calspray to turn over its controlling
stock to its creditors, Standard Oil of California
and of New Jersey, but an infusion of capital from
the new owners fueled further expansion. Sales of
Ortho home and garden products reached $1 mil-
lion in 1950 and $10 million by 1960. A series of
mergers and reorganizations resulted in Calspray
becoming Chevron Chemical Company in the late
1960s. Through it all, the Ortho brand name

remained strong, supported by a new communi-
cation medium: broadcast television advertising.

The Ortho product line continued to grow
through the introduction of new and exciting
products, including a popular series of Ortho 
garden books. After a period of ownership by 
the Monsanto Company, the Ortho brand was

acquired by The Scotts Com-
pany in 1999. Scotts doubled

advertising support for
the Ortho brand and
drove growth by helping
consumers understand
how Ortho products
such as Weed-B-Gon®

and Bug-B-Gon® make
gardening easier and
more enjoyable. In-store
counselors were dis-
patched to major retail-
ers to help consumers

identify their pest prob-
lems and to learn which products to use and how
to use them. Expanded distribution of the already
successful Ortho books made them easily avail-
able to a wider audience of home gardeners.

THE PRODUCT
Ortho branded products include a broad line of
weed control, indoor and outdoor pest control,
and plant disease control products as well as the
popular line of Ortho home and garden books.
The names of Ortho products such as Weed-
B-Gon®, Bug-B-Gon®, Home Defense®, and
Orthenex® have become widely recognized by con-
sumers, who have come to rely on Ortho products
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