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Fire - Warning and Detection – 
This new section will appear in the March 
and July issues. Suppliers who provide fire 
and smoke detection products and warning 
systems will be highlighted in a Fire Protection 
focused editorial environment that will provide 
readers with solutions to their fire protection 
challenges.

Selection Guide 
Supplements
Contact your Media Consultant for 
advertising rates and specifications.

network-centric security –This 6x 
publication provides exclusive editorial on the 
integration of physical security and IT. Each 
edition includes news, updates, features and 
new technology. Plus, each edition targets 
selected end-users, dealers, integrators and 
IT decision makers and features show-related 
coverage!

Monitoring 
– Planned for 3x in 
2008, this special 
publication will 
provide dealers and 
integrators with the 
latest industry news, 
updates,  products 
and services. 

Monitoring advertisers also can sponsor 
the publication. Each edition will include 
bonus circulation at an industry trade show. 
Scheduled issue dates are January, May and 
August. 

School Security 
– Published in July 
and October, this 
targeted supplement 
offers advertisers 
the perfect venue 
to reach decision 
makers responsible 
for school security. 

Bonus distribution at the Campus Technology 
Conference and Florida Educational Technol-
ogy Conference.

GAMING SECURITY – Published with the 
November issue, this targeted selection 
guide will reach both professionals who are 
responsible for casino security and suppliers 
who sell to the gaming industry. Advertisers 
will receive bonus circulation at the 2008 
Global Gaming Expo in Las Vegas.

CASe Studies – This special reference pub-
lication will feature recent case studies from 
security product companies. Each profiled 
company will receive a full-page ad placed 
adjacent to their full-page case study. Security 
professionals will receive this publication with 
the September issue of Security Products. 
There will be bonus circulation at the 2008 
ASIS International Conference in Atlanta.

Locks, Hardware and Door Entry 
– Locks, Hardware and Door Entry will be 
published twice in 2008; once in March in 
conjunction with ISC West, and then again 
in September, in conjunction with ASIS 
International, where we will highlight mature 
and emerging markets by focusing on door 
opening solutions that fit the rapidly growing 
global market.

Special Sections and  
Selection Guide Supplements

Security Products provides the most com-
prehensive, targeted coverage of some of the 
hottest areas of the security marketplace. 
These special emphasis forums are the ideal 
medium for security product marketers wanting 
to reach their best prospects.

Special Sections 
Homeland Security – Published in every 
issue of Security Products magazine, this 
section focuses on the issues of homeland 
protection and urban area security. Advertisers 
who are marketing urban security or homeland 
protection products and services can include 
their messages in this specially focused section 
reaching key security decision makers in 
government and highly populated areas.

THE Integrated Home – Security products 
suppliers and integrators are quickly realizing 
this hot area for product and revenue growth. 
This section is seen by dealers and integra-
tors who cater to the residential custom 
electronic market. Security marketers can 
take advantage of this targeted section with 
an advertisement or sponsorship.

G
row or die. That’s been a busi-
ness mantra since the beginning
of time. And ever since then,
companies have been looking for

ways to grow the bottom line. There are two
ways to do this: Find and sell to new cus-
tomers, an expensive and risky process, or
improve the profitability of your existing cus-
tomer base.

For security dealers, one of the best and
fastest ways to improve profitability of each
customer is to expand into whole-home inte-
gration solutions. Think about it: You or your
reps are already in the home. Homeowners or
property managers know the business.
You’ve delivered before and are already
familiar with the basic, low-voltage skeleton
in the home. You’re already tying electrical
systems together to improve the customer’s
life. Consider the following scenarios:

■ You install a security system in a home,
and you notice a substantial entertain-
ing area and Florida room, complete
with a barbecue area, extra seating and
a pool. Since you’ll be installing low-
voltage cabling anyway, you could also

install a Niles Intellicontrol ICS distrib-
uted audio system—pocketing a few
extra dollars.

■ You work in the Northeast. Heating
oil costs are going up. Customers are
not poor, but nevertheless, sensitive
to energy costs. You can show them
how to reduce greenhouse emissions
and lower their energy bill at the
same time through “greening” the
home—installing a zoned HVAC
system to more closely control what
areas of the house they heat and cool
during the winter and summer
months.

■ You’re surveying an established
home for an estimate for a security
installation, and you notice the client
still has an old-fashioned CRT tele-
vision set in the living room and a
separate stereo system. You ask the
prospect if they ever plan to upgrade
to a high-definition TV. When the
client says yes, you can set them up
for a whole-home theater system, in
addition to the security system.

In each case, the additional systems, serv-
ices and installations can add thousands of
dollars to the total job value. Your crews stay
busy. You spend less time prospecting and
more time selling. The bottom line is integra-
tors make more money. 

“It’s all low-voltage,” said Hal Jimenes,
sales manager for First Trust Alarm, an
alarm and security contractor in Hollister,
Calif., who began doing intercom, home the-
ater and central vac integration six years ago.
“We got in the business because of the
potential to capitalize on multiple lines of
installation.”

BUYING BOOM
You can’t fight demographics. Baby
boomers, born between 1946 and 1964,
have dominated consumer goods since birth.
In the 1950s, they drove demand for plastic
diapers. In the 1960s, they discovered the
Beatles and Rolling Stones. They drove
Volkswagen Bugs in the 70s and became
yuppies in the 80s. By the 1990s, they were
the key homeownership demographic. At
every stage of their lives, by sheer force of

numbers, they remade American culture and
created entire industries. And many home
technology professionals see them remak-
ing the remodeling, home entertainment and
home integration worlds today.

“The party is definitely not over,” said Joe
Piccirilli, executive vice president of AVAD,
a distributor of home integration products,
who works with security dealers to expand
their businesses into home entertainment.

The evidence? The U.S. Census Bureau
estimates that the country’s population of 45
to 64 year olds in America will nearly dou-
ble by 2010, climbing from 43 million to 80
million. At that point, the group will have
grown from 19 percent of the total U.S. pop-
ulation to 26 percent.

Piccirilli also notes a recent Harvard
University study finding baby boomers have
generated more than 50 percent of all home
improvement spending in the last decade.
Furthermore, baby boomers are less likely
to attempt to take on projects themselves
compared to generation X homeowners
(those born between 1965 and 1974) and
echo boomers (those born after 1975).

The Integrated Home

84 JUNE 2007 | SECURITY PRODUCTS

Host of opportunities
exist for security

dealers looking into
whole-home integration

By Coleen Sterns
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