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Security Products • The Integrated Product Newsmagazine for Security Professionals

One Comprehensive Print Magazine

Circulation/Reach
By partnering with Security Products, you have made the best choice to reach the most potential 
buyers in the security industry.
		�  Delivering Buyers and Specifiers Across  

all Functions and Segments of Security Decision Making***

Security Products reaches more than 70,000* security professionals, many of whom make  
buying decisions for both physical and IT security products and services. Plus, each issue is 
digitally transmitted to more than 6,500*** international security professionals.

Subscribers Who  
Recommend, Select or Buy Products*

CCTV Equipment/Video Systems & Surveillance 	 27,000
Access Control 	 25,630
Sensors/Detectors 	 22,155
Intrusion Alarm & Monitoring 	 21,742
Fire & Safety Protection 	 21,197
Batteries/Power Supplies 	 19,680 
Outdoor/Perimeter Protection 	 19,424
Digital Video Recorders (DVR) 	 17,495
Control Panels/Annunciators 	 17,463
Training 	 17,188
Card Reader Systems 	 15,667 
Computer Alarm Software/Software 	 15,455 
Emergency Response Products/Services 	 15,430 
Integrated Systems 	 15,333
Communication Equipment 	 14,459
Identification Products/ID Badges/Smart Cards 	 13,790
Security Consultants 	 10,457
Cable/Telephone Services 	 9,455
Biometrics 	 8,721
Home Automation/Sound Equipment/Theatre 	 8,476 
Security Guard Services 	 8,271
Supplies & Dealer Services 	 8,014
IT/Network Security 	 7,862

* BPA Worldwide June 2007 Circulation Statement
** Baxter Research, June 2007 Ad Readership Study

***Publisher’s Own Data

Security Products is the marketing partner 
that you can depend on to help generate 
leads and increase sales. Published 12x per 
year, each issue reaches the largest number 
of suppliers and end users. Our integrated 
approach offers your company endless 
opportunities to put your message in front of 
your best customers and prospects.

Security professionals turn first to Security 
Products for new products, new technology 
and practical information regarding the 
integration of these products into the new 
convergent security systems.**

Security Products is the only integrated 
product magazine reaching the entire security 
market. In fact, from the October 2006 issue 
thru the September 2007 issue, more than 
1,000 products have been displayed on the 
printed pages of Security Products magazine, 
plus many more via our e-newsletters and 
Web sites. Security Products is the one 
invaluable resource for security professionals 
who have the ultimate buying responsibility 
for security products and services.***

U
nfortunately, security breaches
are not uncommon in today’s
world. Internet viruses, data
tampering and information theft

top the list of nightmares IT departments
face worldwide. And finding the latest and
greatest security software may be only half
the successful solution to protecting corpo-
rate assets.

According to Lenny Goodman, director

of desktop management at Baptist Memorial
Health Care Corp. in Memphis, Tenn.,
employee behavior must be addressed and
adopted as part of an overall security philos-
ophy before security technology can become
effective.

“Twenty years ago, an endpoint was a
dumb terminal attached to a mainframe,”
Goodman said. “The only thing you could
use it for was a business-related application,

and e-mail was only for internal communica-
tion. Misuse of corporate resources was lim-
ited to sending your bills through the corpo-
rate mailroom or making personal long-dis-
tance calls. If you wanted to steal confiden-
tial company information, you’d have to fig-
ure out a way to hide a huge, three-ring
binder.

“Point being, theft was conspicuous. You
didn’t need policy—visibility of the behavior
was the deterrent. That’s no longer the case.”

FACING FACTS
Goodman said today’s security breaches
have forced many security professionals to
acknowledge naiveté regarding staff
behavior.

“The Internet changed everything,”
Goodman said. “We granted people access
to e-mail, asked them to use the Internet for

business-related research, and the next thing
we know, we’re being forced to write poli-
cies addressing many different kinds of
inappropriate Web sites and constraints on
what should or should not be in an e-mail. In
effect, corporations are trying to put the
technology cat back in the bag.”  

Unfortunately, the cat is putting up quite
a fight. While managers and human
resources departments are scrambling to
play catch-up, technology continues to
evolve.

“While we weren’t looking, Intel,
Microsoft and other manufacturers were
putting together USB. You no longer need
a screwdriver, an open slot and a driver
disk to alter your PC,” Goodman said.
“You can significantly modify the func-
tionality of your machine, particularly for
malicious purposes, using a device smaller
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Hospital Security

Employee behavior should be
looked at when forming

security philosophy
By Susan Callahan
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One Book, One Buy

Today’s security products marketers 
are faced with requirements to deliver 
measurable ROI from their marketing 
investments. At the same time, the need 
to reach the complete marketplace of an 
ever expanding set of decision makers is 
a priority.

Security Products is the one choice for 
security products marketers to efficiently 
and effectively reach security products 
decision makers. 
• An extensive portfolio of print and online 	
   products
• �Comprehensive coverage of physical 

and IT security products and issues that 
matter the most to security products 
decision makers

• �Reach the complete marketplace 
— suppliers, end-users, IT, international

• �The largest circulation of any security 
publication

• �Multiple buying responsibilities for 
security products and services

• �“E-Response Lead Service” providing 
additional leads on a more timely basis

• The best read security publication
• �The only product focused tabloid 

magazine in the market
• Dedicated and devoted subscribers

We make it easy—one book, one buy! 
That makes Security Products your one 
choice to reach your best prospects and 
customers.

The Best-Read  
Security Publication

According to the Baxter Research June 2007 AdView Report, Security Products is read by more 
security professionals than any other magazine in the market!

Security Products experiences a 1.9 pass-along among our 70,000* subscribers, 
meaning that a combined average total of 133,000 professionals see each issue!**

Of those surveyed** 
69% said they regularly read Security Products.
28% said they regularly read Security.
26% said they regularly read Security Management.
21% said they regularly read Security Dealer.
20% said they regularly read Security Systems News.

Dedicated and Devoted Subscribers**
Security Products has loyal subscribers who depend on the publication for integrated coverage 
of new products and practical solutions for security professionals. In fact, the June 2007 Baxter 
Adview Report found that:
69% of subscribers read the publication regularly (3 out of 4 issues)

From the October 2006 issue through the September 2007 issue, Security Products has 
averaged a whopping 83 new products per issue, making it the magazine of choice when it 
comes to new product and new technology information!

Industry Breakout *
n Suppliers — 30,643
n End Users — 39,457

* BPA Worldwide June 2007 Circulation Statement
** Baxter Research, June 2007 Ad Readership Study

Suppliers
43.7%

End Users
56.3%


