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Executive leaders rely on Security media 
more than 100,000 times each month!1

2012 Integrated Media Planner

Click on “play” arrow to see a message from Security’s publisher Mark McCourt.



Security is your #1 
print media for 
targeting end-users!1

Powerful editorial, high readership3 
and quality circulation has positioned 
Security as the market leader in all the 
major buying categories:

• #1 in security & loss prevention     
management circulation2

• #1 in management-by-title circulation2

• #1 in published ad pages1

• #1 in share of market1

• #1 in advertising companies1

1 Publisher’s own data.  •  2 Dec. 2010 BPA Circulation Statements, Security: 35,021 TQ, 14,705 security/loss prevention management vs. Security Management: 34,113 TQ, 10,416 security/loss prevention management vs. Security 
Technology Executive  34,002 TQ, 7,134 security/loss prevention management. Security June 2011 Statement: 35,016 TQ, 14,716 security/loss prevention management. STE June 2011 Statement: 37,034 TQ, 6,601 security/loss 
prevention management. SM June 2011 statement unavailable at time of press. • 3 Industry Reader Preference/Pro� le Study, May 2011.
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The Security
Executive Audience…
A powerful, responsive North American circulation!

100% Request.
100% of subscribers receive Security 
based on a request.*

100% Management.
100% of Security subscribers are 
management-by-title.*

Your ads reach 35,016 
enterprise-wide 
decision-makers:*

Security/Loss Prevention Management

Executive Management

Facilities and Operations Management

IT/Network/Network Security Management

*June 2011 BPA Circulation Statement. TQ: 35,016.
(29, 030 print + 123 digital + 5,863 both print & digital.
** Publisher’s own data.
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The Security Executive Audience…
A powerful, responsive North American circulation!
Your ads engage volume buyers** of security technologies, systems, products and services in these key markets:*

Utility/Power/Gas/Nuclear/Water 2,216 6.3%

Information Technology/Communications 3,429 9.8%

Airports 570 1.6%

Transportation/Logistics/Distribution/Warehousing 2,270 6.5%

Construction/Real Estate/Property Management  2,024 5.8%

Education/University/School/Library/Museum 4,266 12.2%

Health Care/Hospital/Medical Center 3,221 9.2%

Government/Correctional Facilities 3,805 10.9%

Industrial/Manufacturing 4,577 13.1%

Banking/Finance/Insurance 1,732 4.9%

Casino/Hotel/Arenas/Entertainment 1,287 3.7%

Retail/Restaurant/Foodservice 1,899 5.4%

Security Systems Integrator 1,545 4.4%

Security Management/Consulting 1,638 4.7%

Architectural/Engineering/Contract Firm 537 1.5%

** Publisher’s own data.
*June 2011 BPA Circulation Statement. TQ: 35,016.
(29, 030 print + 123 digital + 5,863 both print & digital). 2012 Integrated Media Planner



Security Digital Editions
Sponsors of our new monthly Digital Editions can engage readers with a full-page digital ad adjacent to 
cover, logo placement on our digital cover note, and live links for generating sales leads. Other digital ad  
enhancements are available to help you interact with buyers.

Sponsorship Positions:
Presentation Page, Toolbar Logo, 

Skyscraper Ad, Banner Ads, Page Tab

Lead Generation Tools:
Call Back Card, Business Reply Card

Other Digital Opportunities:
Blow-in Card, Belly-Band, Gatefold, 

Audio, Video, and more!

TAP TO SCROLL 
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2012 Solutions By Sector
High-impact print and online special reports are focused on critical 
markets targeting both the channel and end-user decision-maker. Each 
report is distributed with Security, SDM (or Casino Journal), promoted via 
eNews and appears as a microsite.
       Each Solutions By Sector report focuses on best practices within 
each market and features roundtable discussions with industry leaders, 
case studies and new technologies. Plus interviews with and opinion 
by channel and end-user executives. Reports will also highlight sector-
speci� c issues and trends.

Sponsorship Package:

$3,500 net with a full-page ad in print
$2,500 net with any fractional ad in print

1.  234 x 60 Half-banner ad rotating on the Vertical Sector Topic Page

2.  125 x 125 Tile ad on eNewsletter style Vertical 
 Sector Report sent to over 55,000 opt-in subscribers1

3.  Four-color advertisement in Vertical Sector Special Report

4.  Your logo in Security and SDM print ads promoting the special report

5.  Vertical sector-speci� c eProduct Showcase Ad

February - Education

May - Retail

September - Government

October - Casino & Gaming

November - Hospital & Healthcare

www.SecurityMagazine.com/education

1 Publisher’s own data.
2012 Integrated Media Planner

www.securitymagazine.com

February 2011

www.sdmmag.com

Also:
Solutions 
Roundtable
Security executives and integrators 
discuss their needs, challenges 
and their personal wish lists with 
security in K-12. 
pg. 4

Technology 
at Work
How a protective fi re 
cover reduces fi re 
alarms and unnecessary 
classroom interruptions. 
pg. 12

News & 
Resources
Advice on partnerships that 
can cut down false intrusion 
events at schools.
pg. 14

Security issues exist at all grade levels; but funding challenges makes 
implementing the many available technology solutions difficult. What’s 

working, what’s not and how can funding challenges be resolved? 

Education K-12 Security

A Supplement of:

001 - SEC-SDM 2011 K-12 cover.indd   1 1/18/11   10:04 AM



Custom Solutions By Sector Program

Partner with Security and SDM to own the vertical sector most critical 
to your security business! We’ll write, edit and publish a custom media 
blitz similar to our popular Solutions By Sector multimedia reports. 
Your custom vertical sector program includes print, eNewsletter and 
Microsite media uniquely targeting your chosen sector:

• 16-Page magazine printed on heavy stock 
 (10,000 copy distribution + 1,000 overruns)

• Digital Edition link (electronic magazine)

• Custom eNewsletter (10,000 name eBlast)

• Custom microsite (1 year hosting)

• Custom editorial and advertising content 
 exclusively covering you and your partners

• Optional Video3 Program for inclusion in digital edition, eNewsletter   
 and microsite. Video is also yours for other marketing e� orts.    
 Includes scriptwriting, video shoot, editing, music and e� ects.

Contact your regional sales manager 
for custom Solutions By Sector details!

www.securitymagazine.com

June 2011

www.sdmmag.com

Also:
Commentary
Retail security involves 
reducing shoplifting 
and employee theft in 
addition to addressing 
newer threats.
pg. 4

Solutions 
Roundtable
Security executives 
and integrators discuss 
needs, challenges and 
wish lists. 
pg. 6

Technology 
at Work
How security video helps 
one bank secure its teller 
windows, ATMs, parking 
lots and lobbies.
pg. 15

News & 
Resources
Are retailers getting 
more aggressive 
with the migration to 
IP video?
pg. 12

Follow the Money: In the RETAIL, BANKING & CONVENIENCE STORE 
sectors, security professionals keep steps ahead of criminals in fraud, theft 

and robbery. Their challenges: Funding and PCI compliance.

Retail Security

A Supplement of:

001 - SEC-SDM 2011 Retail cover.indd   1 5/18/11   12:44 PM

2012 Integrated Media Planner



2012 Integrated Media Planner

EDITORIAL

Diane Ritchey
Editor, Security Magazine
Diane Ritchey has an experienced 
background in magazine publishing, having 
previously served as Editor of an industry 
leading business publication. Her unique 
experience will continue to provide solutions 
to Security magazine’s readers. 

Bill Zalud 
Editor emeritus, Zalud Report, 
Security Magazine
With more than three decades in the 
industry, Bill has an insider view of the 
security profession and technologies but 
with an honest and balanced twist.

COLUMNISTS

Get Into Access and ID
Joel Jensen, associate director of security, 
Minnesota State University
Bernard (Ben) Scaglione, director of the 

Healthcare Vertical Market for G4S Secure Solutions
Joel and Ben o� er o� ers readers insight into building and 
maintaining successful access control and identi� cation systems.  

Leadership and Management
Robert Hayes, Security Executive Council 
Focusing on critical issues facing security leaders, 
Bob Hayes and the Council’s faculty shares solutions 
unavailable from any other source.

Surveillance Strategies
Keven Marier is the founder and CEO of Connex 
International, Inc. He has a 20-year background in 
technology consulting, publishing and educating 
within the physical security technology and enterprise 
IT industries.

Trends  
Mark McCourt, Publisher, Security Magazine
In his Trends Column, Mark provides a unique slant 
on the current and future of security management, 
including business metrics, new technology and 
leadership skills.

September 2011 • SECURITY • SecurityMagazine.com38

By Diane Ritchey, Editor

O n Sept. 11, 2001, Stephen 
Morrill spoke to the FBI, 
dealt with the media, execut-
ed a crisis management plan, 

comforted a grieving family and assisted 
company employees get safely home. And 
all that was all before the end of the busi-
ness day. 
 Morrill on that day was director of 
corporate security at Teradyne and is now 
executive director of corporate security at 
Charles River. He experienced 9/11 in a 
way that he believes has changed security’s 
role forever. 
 “The tragic events of 9/11 remain 
the single most important turning point 
in corporate security’s new role within 
business environments both home and 
abroad,” he says. “Prior to 9/11, the 
CEO’s corner office remained somewhat 
inaccessible, as most corporate security 
reported into corporate HR or corporate 
legal, and the exposure to the Executive 
Committee and CEO was limited to an 
occasional presentation on the status of 
security against our five-year plan.
 “And then suddenly all things changed, 

at our company, Teradyne. We began 
monitoring shortly after the first airplane 
hit the Twin Towers. By the time the sec-
ond airplane hit, we realized this was not 
a horrible accident, and most obviously an 
act of terror. I immediately grounded all 
Teradyne employee travel. Fortunately we 
had a good plan in place with our travel 
vendor, American Express.
 “We quickly realized we had one of our 
employees on AA Flight 11, and we began 
our first conference call with the crisis 
management team and our CEO, who 
was on business in Chicago, at 10:00 am. 
We engaged the crisis management plan, 
opened our command post and occupied 
an executive conference room on the 10th 
floor adjacent to the CEO’s office. Within 
the first hours we received inquiries from 
the FBI relating to our employee on Flight 
11, whose Middle Eastern surname need-
ed to be checked out. Employees needed 
grief counseling, and the employee’s fam-
ily needed explanations and assistance, 
plus we needed to get our CEO home 
from Chicago, and other employees in 
travel, with all domestic flights cancelled, 

038-50 - 10 Years - 9/11 - cov feat.indd   38 8/17/11   10:31 AM

SecurityMagazine.com • SECURITY • September 2011 39

needed answers.
 “I recall during our first conference call a request to close 
our Boston offices, which would have sent 800 employees 
onto public transit. My immediate response was to remain 
open and allow employees to stay or go based on their own 
situations (there was no indication Teradyne was being 
attacked, but every indication transportation was under 
attack). There were many time-sensitive decisions that had 
to be made over the next 48 to 72 hours: what and when 
to inform our employees, the media, the authorities and 
more, all of which drew upon my 30 years of experience 
with the FBI. We did not get much sleep in those first few 
days, but we were always ready for the next conference call 
or meeting.”
 Needless to say, Morrill’s CEO appreciated his efforts, and 
months later when he announced he was planning to leave 
the company for a new position at Charles River, his CEO 
spent nearly two hours in his office trying to convince him 
not to leave the company. 
 Morrill adds, “When I was a young FBI agent in New 
York City, a senior agent once told me we are like firefighters: 
‘When the bell rings you must respond.’ He also told me that 
‘It’s not what you do…it’s what you might have to do.’ I have 
always kept these statements in mind as I negotiate whatever 
storm and peril that needs to be managed.”  
 As Morrill so eloquently states, since 9/11, corporate security 
has a seat at the table during all crisis management events, and 
there is no reason for not having been there before.

9/11 FINANCIAL LOSSES AND GAINS
 Beyond the emotional toll that 9/11 took on the U.S., busi-
ness took a hit as well. Insurance losses were more than one and 
a half times greater than what was previously the largest disaster 
(Hurricane Andrew) in terms of losses. The losses included busi-
ness interruption ($11 billion), property ($9.6 billion), liability 
($7.5 billion), workers’ compensation ($1.8 billion) and other 
($2.5 billion). 
 The 9/11 attacks compounded financial troubles that the 
airline industry already was experiencing before the attacks. 
Share prices of airlines and airplane manufacturers plum-
meted after the attacks. Airlines were threatened with bank-
ruptcy, and tens of thousands of layoffs were announced in 
the week following the attacks.  
 Tourism in New York City plummeted, causing massive 
losses in a sector that employed 280,000 people and gener-
ated $25 billion per year. In the week following the attack, 
hotel occupancy fell below 40 percent, and 3,000 employees 
were laid off. 
 Not every industry suffered, at least not long term. Since 
the 9/11 attacks, substantial resources have been put toward 
improving security, specifically in the areas of homeland 
security and national defense. That includes new companies, 
technologies and personnel (see “Security Initiatives Since 
9/11/01”). The growth has been substantial and far reaching 
on a global basis. 
 Security manufacturers sprung up to market and with 
them a tremendous amount of new ideas and equipment. 
“In many ways 9/11 inspired many companies and indi-
viduals to innovate in this industry like never before,” says 
Guy Grace, manager of security and emergency planning, 
Littleton (Colo.) Public Schools. “Sure, it was capital-
ism at its finest, but I personally met many people in the 

industry who were doing it out of patriotism as well. I never felt more 
proud in my life.”
 After 9/11, shares Thomas Collins, security manager for the City of 
Houston’s Public Works & Engineering Dept., came “security technologies 
changing so rapidly that the obsolete cycle on new technologies is shrinking 
to less than six months for certain technologies, especially in the fields of 
cyber security, video analytics, the wireless network grid and imaging.” 
 
100 YEARS IN 10 
 It’s as if the security industry developed 100 years of technology and change in 
10 years. 
 “On the technology side, 10 years is like an eternity,” says Fredrik Nilsson, 
general manager, Axis Communications. “We all know that technology 
development moves very quickly. Who would have imagined iPhones, iPads 
and Androids 10 years ago? Today everyone has them. With security technol-
ogy – specifically in the areas of IP-based systems and image quality – inno-
vations have happened as quickly, which has increased the capabilities of our 
systems today to provide the security necessary in the society created post 
9/11. Still, we must stay vigilant with tech innovations and training.”
 Ten years ago security technology was dominated by analog and all the 
limitations that go along with it: grainy picture, no intelligence and disparate 
systems, Nilsson says. “That last limitation might be the most important, as 
it could take weeks for law enforcement and Homeland Security personnel to 

038-50 - 10 Years - 9/11 - cov feat.indd   39 8/17/11   10:31 AM

Editorial Leadership!
Security: The Business Magazine for Security Executives, is led by Editor Diane Ritchey and her experienced and knowledgeable 
team of editors and columnists and the Security advisory board. Security is designed and written for security executives, and 
provides management-focused features, columns and trends for security executives in health care, government, education, utilities, 
manufacturing and other businesses and industries who seek solutions to their security needs. 

The Day That Changed 

Security And Risk Forever

ASIS Show Issue: Visit Us In Booth #2536 www.SecurityMagazine.com

September 2011

ALSO INSIDE:
Government: State and Local

SEC cover Sept 2011_digital only.indd   1

9/1/11   8:29 AM
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Sean Ahrens, 
CPP, CSC
Project Manager
Security Consulting 
& Design Services
Aon Risk Solutions 

Dean Alexander
Professor of Homeland 
Security
Western Illinois University

Ted Almay 
Chief Security O�  cer 
Deloitte Services LP

Sandi Davies
Executive Director
International Foundation 
for Protection O�  cers

Guy Grace
Manager, Security and 
Emergency Planning 
Littleton (Colo.) Public 
School District

Sandra Jones
Co-founder, 
Securing New Ground

Je�  Karpovich
Chief/Director Security & 
Transportation 
Highpoint University

Tom Lozich 
Executive Director, 
Corporate Security and 
Surveillance, MGM Resorts 
International

John S. Martinicky, CPP
Director, Corporate Security
International Truck and 
Engine Company

John McClurg
VP, Chief Security O�  cer
Dell Global Security

W. Barry Nixon, SPHR
Executive Director
National Institute for the 
Prevention of Workplace 
Violence

Anthony Patillo
AVP Security, NA
Sano� 

Karl Perman
Director of Security, 
North American 
Transmission Forum

William Phillips
Vice President and 
Chief Security and 
Safety O�  cer 
CNA Insurance

C. Dave Shepherd
CEO of Readiness Resource 
Group

Dennis Treece
Director, Corporate Security
Massachusetts Port 
Authority

Bryan Warren
Director of 
Corporate Security,
Carolinas HealthCare 
System

Security Advisory Board 
Advising editors on topics and trends.
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2012 Advertising Investment Rewards 
(AIR) Program

2012 FREE 
Advertiser Bonuses

Earn... Invest.
Earn bonus media dollars with every dollar you invest. 
Starting at only a $5,000 commitment, your organization 
will earn credits for additional marketing or advertising 
programs. Your advertising dollars will go further 
with Security Media Group than with any other media 
company - in print, online and in person.

Advertising and 
Marketing Invested Rewards Dollars Earned

At Minumum At Maximum:

$5,000-$20,000 4% $200 $800 

$20,001-50,000 6% $1,200 $3,000 

$50,001-$100,000 8% $4,000 $8,000 

$100,001-$200,000 10% $10,000 $20,000 

$200,001+ 12% $16,600 $24,000 

FREE Corporate Pro� le (January)
Full-page or larger display advertisers receive a ½-page 
Corporate Pro� le space. Includes 200 words plus a 4/c photo 
of your choice.

$500 eNewsletter Ad Credit (January)
Run a full-page ad and earn credit toward a Security or TSI 
eNewsletter ad.

ISC West Show Triple Play Package (January-March)
Receive a FREE full-page Pro� le or Ad in our ISC West show 
“Security Solutions” Supplement when you advertise ½-page 
or larger in each of our 3 � rst-quarter issues.

FREE Sponsored Facebook Note (February)
Full-page or larger advertisers receive one FREE posted note 
for all Security Facebook Fans. 

$500 Digital Edition Ad Credit (March, September)
Run a full-page ad or larger and earn credit toward any digital 
edition ad upgrade. (See your regional sales manager for 
options.)

FREE AdScore Advertising Rating Study (April)
Advertise a full-page or larger to receive your copy of the 
April AdScore Rating Study—measuring our subscribers’ 
opinions of all April ads.

2012 Integrated Media Planner



2012 FREE 
Advertiser Bonuses

FREE ISC West Post-show Exhibitor 
& eProduct Showcase Ads (April)
Full-page or larger advertisers earn both Showcase items. 
Print Showcase includes a 4-color photo and 50-word 
description. eProduct Showcase includes 50-words, a 4-color 
image, and a URL link emailed to Security subscribers.

FREE Mobile Tag Showcase (May)
Advertise with a full-page or larger and we’ll publish the 
mobile tag of your choice in this special print section.

FREE Online Showroom Posting (June)
Full-page or larger advertisers receive a FREE 
Online Showroom posted June-December on 
securitymagazine.com. Contact your regional sales 
manager for showroom details.

FREE Online Video Ad (July)
Full-page or larger advertisers receive one week of FREE 
SecurityTV Video advertising.

FREE Social Media Showcase (July)
Advertise with a full-page or larger and we’ll feature your 
social media links in this special print section.

ASIS Show Double Play Package (August-
September)
Receive a FREE full-page Pro� le or Ad page in our ASIS show 
“Security Solutions” Supplement when you advertise two or 
more pages in August and September combined.

FREE Application Spotlight (August)
Full-page or larger advertisers can highlight your company 
iPad or mobile app in this print special section.

FREE ASIS Pre-Show Exhibitor & eProduct 
Showcase Ads (August) Full-page or larger advertisers 
earn both Showcase items. Print Showcase includes a 4-color 
photo and 50-word description. eProduct Showcase includes 
50-words, a 4-color image, and a URL link emailed to Security
subscribers.

$1,000 Webinar Credit (October)
Run a full-page ad or larger and earn a credit toward a 2012 
Webinar sponsorship.

FREE Security 500 Database (November)
Full-page or larger advertisers receive the entire Security 500 
database for your own marketing e� orts.

$500 iSecurity Virtual Expo Booth Credit 
(November) Run a full-page ad or larger and earn a credit 
toward your 2013 iSecurity Virtual Expo booth package.

FREE Online White Paper Posting (December)
Full-page or larger advertisers receive a FREE online white 
paper posting for one month.

FREE Social Media Print & eProduct Showcase Ads 
(December) Full-page or larger advertisers: we’ll publish 
your social media links in this issue special section and email 
your links to Security subscribers.

2012 Integrated Media Planner
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2012 Print Advertising Rates…
Combine print, online and event marketing for discounted integrated media packages!

Black & White Rates
Ad Size 1x 6x 13x 18x             24x
Full Page $5,000 $4,900 $4,700 $4,500 $4,200 
Jr. Spread $5,000 $4,900 $4,700 $4,500 $4,200 
2/3 Page $3,900 $3,800 $3,600 $3,300 $3,000
1/2 Page Diagonal $3,900 $3,800 $3,600 $3,300 $3,000
1/2 Page Island $3,350 $3,250 $3,050 $3,100 $2,450
1/2 Page $3,200 $3,100 $2,900 $2,600 $2,300
1/3 Page $2,350 $2,250 $2,150 $2,000 $1,900
1/4 Page $2,000 $1,900 $1,800 $1,650 $1,500

Color  Rates
Per advertising insertion. 
Color rates are in addition 
to B&W space rates:

Standard 
Two-Color $450

Matched 
Color $700  

Metallic $800 

Four-Color $1,500

Cover Rates
12x Four-Color only
Inside Front $7,100
Inside Back $6,800
Back Cover $7,100

Terms
Invoices are payable in U.S. funds only. Net 30 days. 1% 
per month service charge thereafter (1/2% in Texas). 
Advertisements originating outside of the U.S. must be 
pre-paid. Extension of credit is subject to the approval of 
the credit department. First-time advertisers are required 
to provide credit information or prepayment at the start 
of their advertising program.

Publisher reserves the right to hold advertiser and/or 
agency jointly responsible and severally liable for money 
due and payable to the Publisher. Should it become 
necessary to refer any outstanding balance to an outside 
agency or attorney for collection, customer understands 
and agrees to pay all collection costs, including � nance 
changes, court costs and attorney fees.

Cancellations
Advertising cancelled after closing date will be subject to a 
cancellation charge of $600.00. Publisher will not be bound by 
any conditions printed or otherwise, appearing on order blanks or 
copy instructions, when such conditions con� ict with publisher’s 
announced policies.

Publishers Liability
Advertisers and advertising agencies assume liability for all 
content (including text, representation, and illustrations) of 
advertisements printed, and assume responsibility for all claims 
arising there from made against the publisher. The publisher 
reserves the right to reject any advertising not in keeping with 
the publication’s standards or the publication’s best interest as a 
business. Publisher reserves the right to select ad location unless 
advertiser pays for preferred position.
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Display Ad Sizes
 Run of book (bleed) Width Depth
spread (gutter bleed) 16" 103/4"
full page 81/8" 103/4"
Jr. spread 161/4" 51/4"
2/3 page 51/8" 103/4"
1/2 page island 51/8" 81/8"
1/2 page vertical 37/8" 103/4"
1/2 page horizontal 8" 51/4"
1/3 page vertical 23/4" 103/4"
1/3 page square 51/8" 51/4"
1/4 page  4" 51/4"

Run of book (non-bleed) width depth
spread (gutter bleed) 15" 10"
full page 7" 10"
Jr. spread 14" 45/8"
2/3 page 41/2" 10"
1/2 page island 41/2" 71/2"
1/2 page vertical 33/8" 10"
1/2 page horizontal 7" 45/8"
1/3 page vertical 21/8" 10"
1/3 page square 41/2" 45/8"
1/4 page  33/8" 45/8"

Diagonal bleed ad 
(no bleed on diagonal edge)

  width depth across
1/2 diagonal 81/8" 103/4" 131/4"

 While AlliedBarton maintains strict con-
trols, rules and procedures for its personnel, 
it communicates with PREIT’s VP retail 
management on a regular basis with respect 
to all policies, procedures and general deci-
sions. This partnership has proven to be 
most effective for both long-term and criti-
cal response to security applications. 
 To further enhance the security part-
nership, there are quarterly reports sent 
to PREIT’s Security Committee, which is 
made up of the VP retail Management, its 
four regional managers, and the senior VP 
of risk management. The process allows the 
malls’ general managers and security offi-
cer personnel to perform with a thorough 
understanding of what is expected from 
each entity. 

COMPETITION BREEDS SUCCESS
 Proof of the company’s success in meet-
ing the challenge of standardizing secu-
rity operations has been reflected in overall 
“secret shopper” ratings at PREIT malls. 
The company operates a program known 
as C.O.R.E. (Creating Outstanding Retail 
Experiences), which provides periodic, 
unannounced operational audits conduct-
ed by an independent consulting firm to 
review all aspects of a mall’s operation. 
Security is just one part of the overall pro-
gram. According to C.O.R.E. reports, the 
security services category is showing high 
overall scores. 
 As part of the security officers’ transi-
tion to AlliedBarton services, regional teams 
were created and assigned to visit every 
PREIT property to meet with the mem-
bers of the security departments and 
assess immediate needs and while 
focusing on a smooth implemen-
tation of all new practices and 
procedures. 
 Within the first 60 days 
of the new assignment, 
personnel at all of 
the malls were pro-

cessed as the vendor employees. This pro-
cess included extensive criminal background 
screening and drug testing. Within the first 
120 days, all security officers completed on-
the-job and other site-specific training and 
certification, including use of pepper foam, 
handcuffing, the AED and first aid. PREIT 
and AlliedBarton combined security best 
practices into one standard operations pro-
cedures manual that was applied uniformly 
to all malls. 
 The results of the standardization efforts 
have been significant. “Our use of standard 
policies and procedures would allow you to 
take a security officer from a PREIT mall 
in eastern Pennsylvania and place him at a 
PREIT mall in Wisconsin, where opera-
tions and procedures would be identi-
cal and familiar,” explained Bradley. 
 Additional transitional steps 
included in the overall process 
are implementation of a new 
web-based incident report-
ing system, standardiza-
tion of uniforms and 
vehicle operations.
 The review 
and updating 

of standard operating proce-
dures is a fluid process, with 
changes reflecting the 
subtleties of national, 
regional and local 
trends.  

PORTABLE STEEL SECURITY BUILDINGS FROM

PAR-KUT INTERNATIONALPAR-KUT INTERNATIONALPAR-KUT INTERNATIONALPAR-KUT INTERNATIONAL
Par-Kut delivers more one-piece, welded steel security buildings and guardhouses to

high security and governmental facilities than any other manufacturer.  Field trials prove
that Par-Kut’s welded steel buildings outlast the competition every time.  Rugged construction

and functional design make Par-Kut the industry choice for safety and comfort.  Par-Kut  security
enclosures can also be manufactured  with bullet or blast resistance to provide the most demanding

levels of protection.    At Par-Kut, we're serious about your security.

CONTACT US TODAY FOR MORE INFORMATION

Michigan: 586-468-2947   Fax: 586-463-6059    Web: www.parkut.com

GUARDHOUSES
PERIMETER CHECKPOINTS

GATE INSPECTION BOOTHS
BORDER CROSSING BUILDINGS
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For free information circle 219 or visit www.secmag.com/webcard
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For complete ad speci� cations, visit us online at securitymagazine.com or contact Lyn Sopala at (248) 786-1641 or sopalal@bnpmedia.com.

Final Trim Size: 
7 7/8” w x 10 1/2” h

Platforms: Macintosh preferred. 
(PC accepted, however those fonts will 
be replaced with Mac versions.)

Preferred File Formats: InDesign, 
Quark, Photoshop and Illustrator � les 
accepted. High-resolution, print-ready 
PDFs are also accepted.

Images/Photos: Save in 300 dpi as TIFF, 
PSD or EPS. Do NOT compress graphics 
using JPEG or LZW.

Colors: Images must be CMYK unless a 
spot color has been purchased.

Electronic Submission: CD-ROM disks 
accepted. Email and FTP options should 
be discussed with production manager. 

Proofs: A screened contract-quality 
proof created from the � nal electronic 
� le must be submitted with each color 
ad. Kodak-approval proofs preferred. Iris 
or other SWOP Standard proofs accept-
ed. Color cannot be guaranteed unless 
an acceptable proof is provided. Please 
supply B&W laser printout for B&W ads.

Ad Size: Crop marks for full-page ads 
should be at trim size 7 7/8” w x 10 1/2” 
h. Bleed ads should extend beyond trim 
crop marks by 1/8” on each side. Vital 
matter must be kept at least 1/4” away 
from trim edges. Fractional ads should 
match dimensions indicated elsewhere 
on this rate card.

Inserts – Supplied Size: Please contact 
Lyn Sopala, Production Manager for 
speci� cations, paper stock and required 
insert quantity. To insure proposed 
inserts conform to current postal and 
bindery requirements, two samples 
must be provided for review and ap-
proval prior to printing. 

Shipping Instructions
Send all contracts, insertion orders, 
printing material and instructions to:

Lyn Sopala, Production Manager
2401 W. Big Beaver Rd.,
Suite 700, Troy, MI 48084
Phone: 248-786-1641 / 
Fax: 248-283-6571
Email: sopalal@bnpmedia.com
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➤ SecurityMagazine.com 
Still BPA-audited, the redesigned SecurityMagazine.com is where end-users � nd new products, news, and professional know-how. 
Site sponsorship ideas include the Security Blog, the SecurityTV video series, Showrooms, Video, White Papers, and traditional run-
of-site advertising. In our � rst redesign month, site tra�  c grew more than 45% in monthly page views and more than 33% in 
monthly unique browsers!1

Targeted, lead-generating digital media…

➤ Visit portfolio.bnpmedia.com/new to see all of Security’s online and eMedia advertising opportunities!

1 BPAWW Interactive, Nov. 2010 (41,916 page impressions, 16,750 unique visitors) vs. Dec. 2010 (61,172 page impressions, 22,283 unique visitors).
2 Publisher’s own data.

Click to go to 
SecurityMagazine.com
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➤ NEW! 
Video3 Media Program
Generate more than 200,000 impressions2 using this turnkey three-phase, three-
distribution channel, three-minute video production opportunity! You collect 
leads and clicks when we house your video on the Security and SDM Web sites and 
deploy viewing links to the Security, SDM and Today’s Systems Integrator opt-in 
subscriber lists.

➤ White Paper Postings
You receive registered leads from users who download your educational White 
Papers! Let us host yours online and promote downloads to thousands of end-
user eNewsletter subscribers.2 Contact us for rates and post lengths. 

2 Publisher’s own data.

View a 
sample

View a 
sample
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➤ Social Media Sponsorships
Leverage Security’s growing social network to promote your products and services. 
Facebook Notes, Sponsored Tweets, and Sponsored Twitter backgrounds are among 
your advertising options. Contact us for more details.
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➤ eNewsletter Sponsorships
The Security and Today’s Systems Integrator eNewsletters deploy twice monthly to 100% opt-in audiences.2 Each is written by Security
editorial sta�  and includes unique content speci� cally for end-users. Combined open rates average more than 16.5% per edition! 2

Web Version  

LINKS:
SECURITY HOME | CURRENT FEATURES| SUBSCRIPTIONS | CONTACT US

 

5 Ways Security Should 'Go Green'  

By Bill Taylor

Protection is a core mission of the security department, whether protecting
facilities, people or assets. Now it's time for security to embrace an additional
protection mission and to incorporate it into every aspect of security operations.
Let's look at how the security department can help to protect the environment. 

The first step for security professionals in becoming better global citizens is to
improve awareness of environmental concerns. Even as the green movement has
raised its profile to consumers and businesses, the security industry has been slow
to address green issues. With greater attention to the possibilities, the security
department can have a positive impact on the environment.

Meeting the TCO Challenge for Video Surveillance Systems 

"Do more with less." That's pretty much the message security managers and IT
directors hear these days. On the one hand, security now ranks high on the agenda
of most organizations; on the other, shrinking budgets pose a real challenge to
deploying the security and surveillance systems they need. Fortunately, when you
take a deeper and longer-term look at the economics of surveillance systems, a
different picture can emerge - one that makes a lot more sense from a financial
point of view.  

ADT SelectSMView - Managed Video Services

ADT SelectSMView can create new operating efficiencies while helping improve
security.  ADT SelectSMView is a suite of managed video services customizable to
your company's needs.  ADT security professionals monitor your facilities 24/7
from our fully redundant UL-Certified Monitoring Centers.  Download the
whitepaper.

What You Missed at
ASIS 2011

We caught up with some of
this year's exhibitors on the
show floor to find out what
the buzz was at ASIS 2011.
Check out the collection of
videos now.

Check out digital
editions of
Security

Magazine!

NEWS:
New Benchmark Report Offers Insight on Security 
Budgets and Structure   
 
The Security Leadership Research Institute (SLRI), the research arm of the Security Executive Council,
has released the Corporate Security Organizational Structure, Cost of Services and Staffing Benchmark,
the first major deliverable from the Institute's unprecedented security-centered research efforts. The report
presents findings on security budgets, security workforces, program structure, drivers and governance.

British Police Charge Six in Terror Plot
  
Six men have been charged with involvement in a terror-bomb plot, police announced. The arrests last
week of the six Birmingham-area men were part of a "major operation" by the West Midlands
counterterrorism unit, said a Reutersreport.

CURRENT ISSUE HIGHLIGHT:

Proud To Be Security: How Roles Changed After 9/11    

On Sept. 11, 2001, Stephen Morrill spoke to the FBI, dealt with the media,
executed a crisis management plan, comforted a grieving family and assisted
company employees get safely home. And all that was all before the end of the
business day.

Neither Rain Nor Dark of Night Will Stop Security  

Copper theft has become a major crime in the United States, thanks to record
prices for the metal and hard economic times. 

Read the rest in the September Issue   of Security Magazine, or sign up for a free
subscription.

 

Security
Magazine's

Most Wanted

  4.2 Million Hold
Security Clearances 

Why Access Control
and Identification is

Healthy for Your
Organization 

Tampa Readies
Security for GOP

Convention 

ASIS Announces
2012 Board of

Directors

Click here to opt-in to receive Today's Systems
Integrator eNewsletter free twice a month.

BNP Media
2401 W. Big Beaver Road, Ste. 700
Troy, Michigan, 48084-3333
U.S.A.

This e-mail was sent to you on behalf of Security.

For more industry tips, news, and resources, please visit www.securitymagazine.com. 
If you're interested in viewing other publications BNP Media offers, please click here.

Send Security eNewsletter to a Colleague
Subscribe to Security magazine
Update your profile/e-mail address
One-Click Unsubscribe 

View our Privacy Policy

Security eNews: 22,000 
opt-in subscribers2

TSI eNews: 27,000 
opt-in subscribers2

2 Publisher’s own data.

View a 
sample

View a 
sample
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➤ Custom eNewsletters
Target the responsive Security subscriber list with your sole-sponsored eNewsletter. You provide editorial content or 
work with Security sta�  to create. There’s no easier way to exclusively detail your security solutions for executive leaders.



Double your product exposure with our 
enhanced Digital & Online Directory

All complete listings will be posted 
in the online directory for FREE!

Here are some of the highlights:
1.  Preferential Results - Appear at the top of your product 

categories.
2.  Company Detail Page - Post more information to your 

online listing, including up to 3 .PDF product spec 
sheets!

3.  Keyword Search - Entire product directory is part of our 
Google-powered search.

4.  Live Links - Web & e-mail links so customers can 
communicate directly with you.

For display advertising, 
contact your regional sales representative.
Display advertising in Security’s Digital & Online Buyers 
Guide sets your company apart and tells potential buyers 
why they should contact your company.

http://buyersguide.securitymagazine.com/buyersguide

Lead-generating
2013 Buyers Guide!

2012 Integrated Media Planner

*June 2011 BPA Circulation Statement. TQ: 35,016.
(29, 030 print + 123 digital + 5,863 both print & digital.
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Maximum-traffi c networking events…

iSecurity Virtual Event Sponsorship
Your 2012 iSecurity virtual event sponsorship means 
interacting with prospects and customers in a unique 
online format — so you can generate maximum sales leads 
without traditional travel constraints. This integrated media 
package is ideal for building brand awareness, relationships, 
and a powerful lead database. Contact us for current rates 
and full package details. 

March 2010 iSecurity results:1

• Average cost per lead  – $10
• Total registrants – 1,505
• Total unique visitors – 875
• Average 1-on-1 chats per booth – 97
• Average total leads per booth – 400
• Average length of booth visit – 9 minutes

www.isecuritytradeshow.com

March 8, 2012

1 Publisher’s own data.
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NEW! 
Next-Generation Webinar Sponsorships

In addition to our traditional webinar program, Security
is excited to introduce a new option for webinars that 
provides a more dynamic user experience. Our new next-
generation platform rede� nes webcasting by allowing you 
to personalize your webinar and integrate social media and 
screenshare capabilities. This creates a more immersive end-
user experience that increases engagement, e� ectiveness 
and ROI. 
 Your turnkey webinar marketing package includes print, 
electronic and social media promotion. Visit webinars.
SecurityMagazine.com to view samples and contact your 
regional sales manager to learn more.

• Average target audience: 33,073 professionals1

• Average registered leads: 437 per event1

Contact us for current rates and full package details.
http://webinars.securitymagazine.com

1 Publisher’s own data.
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1 Publisher’s own data.

November 1-2, New York City

Entering its 17th year, Securing New GroundTM is the only industry 
conference focused on the business of security and identifying 
growth opportunities and trends over the next 12 months. As a 
sponsor, you’ll rub elbows with forward-thinking security leaders at 
this high-visibility and maximum-impact event.
 Co-located with Securing New GroundTM, the 6th Annual 
Security 500 Conference is your most powerful industry event 
for targeting enterprise security leaders. Position your brand in a 
pro� table networking environment with executives from Security 500 
organizations. 
 For conference sponsorship information contact Becky Hall at (440) 
804-6552 or ra@rahresource.com.

TM

www.securingnewground.com

www.sec500.com

2012 Conference Sponsorships
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Classifi ed and Degree Program Advertising

Classi� ed Advertising
Whether you need to hire quali� ed help, sell equipment 
or announce business opportunities, Security Classi� eds 
work. These low-cost items will place your ad in front of 
35,016* management subscribers!*

   
Run your Classi� ed Ad for as little as 
$200 net per column inch! 
Contact Heidi Fusaro at (630) 518-5470 
or fusaroh@bnpmedia.com 
for more details.

Security Degree Pro� les
Tell end-users why your security degree program is the 
nation’s best… In print, online and via e-mail!
 In print reach 35,016* professionals! Your listing includes 
100 words, a color photo, your logo and your Web link. 
(Pro� les are designed in a standard format and overrun 
copy may be edited to � t.)
 Online at securitymagazine.com with a LIVE link to your 
site or program page reaching 18,069+  average unique 
monthly browsers!*

 Digital eBlast to 17,500** eNewsletter opt-in subscriber 
list, which includes your listing and live link.

Contact Heidi Fusaro for details!

• Help Wanted   
• Software   
• For Sale/Rent

• Business Opportunities
• Repairs
• Dealer Services

*June 2011 BPA Circulation Statement, TQ: 35,016 (29,030 print + 123 digital + 5,863 both print & digital).
**Publisher’s own data.
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Marketing Services

Content Development
Custom Publishing 
Market-Speci� c Delivery

BNP Custom Media Group helps you develop and execute 
content marketing campaigns that meet your speci� c needs. 
Our goal is to make the content marketing process as easy 

as possible for you—we’ll take on the tough stu�  while 
you focus solely on your brand’s most important assets: 
your customers.  Learn more about custom publishing 
and content marketing at custommedia.bnpmedia.com or 
contact us directly:

Chris Wilson • (248) 244-8264 • wilsonc@bnpmedia.com

Making the Complex Clear

Clear Seas Research is an industry-focused market research 
company dedicated to providing clear insights to complex 
business questions.
 Clear Seas Research will work closely with you to determine 
if your marketing message breaks through the noise, 
engages your target, and causes them to take action. 

Primary market research will be used to test your marketing 
communication to ensure it is achieving the desired 
outcome.
 To learn more about how Clear Seas Research can help you 
maximize your marketing ROI please contact Beth Surowiec 
at (248) 786-1619 or surowiecb@clearseasresearch.com.

http://custommedia.bnpmedia.com

www.clearseasresearch.com



2012 Integrated Media Planner

Marketing Services

List Rental

BNP Media’s postal, telemarketing, 
and email mailing lists o� er quality 
data that will produce responsive 
sales leads. With over 21 segmented 
databases and 56 subscriber � les, 
you can reach top decision-makers 
in high-growth, key business 
markets that are connected to 
your industry.  To take advantage 
of these exceptional revenue-
generating lists contact:

Kevin Collopy
Sr. Account Manager
Ph: 800-223-2194, ext. 684
kevin.collopy@infogroup.com

Michael Costantino
Sr. Account Manager
Ph: 800-223-2194, ext. 748
michael.costantino@infogroup.com

Reprints & ePrints
Use reprints of your advertisement or even articles from Security as marketing tools, 
and let us do the printing for you. For a nominal cost, reprints of advertisements 
and articles are available upon request for quantities of 500 or less. PDF prints are 
also available. Contact Jill DeVries at 248-244-1726 or devriesj@bnpmedia.com for a 
no-obligation quote.
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Sales Team
  Chris Ward, Associate Publisher/

Southeast & Mid-Atlantic
Regional Sales Manager
(770) 205-4779 • Fax: (248) 502-9088
wardc@bnpmedia.com

  Doug O’Gorden, 
Midwest Regional Sales Manager
(847) 548-0680 • Fax: (248) 786-1351
ogordend@bnpmedia.com

  Kent Beaver, 
WesternRegional Sales Manager
(310) 474-7158 • Fax: (310) 472-7159
kent.beaver@verizon.net

  Tara Schelling, 
Northeast Regional Sales Manager
(610) 613-7576 • Fax: (610) 222-0568
schellingt@bnpmedia.com

Heidi Fusaro, Inside Sales/
Classi� ed & Help Wanted
(630) 518-5470 • Fax: (248) 502-1008
fusaroh@bnpmedia.com

Publisher
Mark McCourt
Publisher
(610) 662-5477
Fax (248) 244-2042
mccourtm@bnpmedia.com

Editorial
Diane Ritchey
Editor
(630) 220-8771
ritcheyd@bnpmedia.com 

Production
Lyn Sopala
Production Manager
(248) 786-1641
sopalal@bnpmedia.com

Mike Holmes
Art Director
(412) 306-4358
holmesm@bnpmedia.com

Online Media
Jackie Seigle
Online Media Manager
(215) 939-8967
seiglej@bnpmedia.com

BNP Media, L.L.C.
2401 W. Big Beaver Rd., 
Suite 700
Troy, MI 48084

Contact us...
Get advertising rates, speci� cations and complete editorial information.
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Contact us...
Get advertising rates, speci� cations and complete editorial information.

Direct Response 
Mailing Lists
Kevin Collopy
Sr. Account Manager
Ph: 800-223-2194, ext. 684
kevin.collopy@
infogroup.com

Michael Costantino
Sr. Account Manager
Ph: 800-223-2194, ext. 748
michael.costantino@
infogroup.com

Circulation
Lisa DeWitt
Audience Development 
Manager
(303) 703-4510
dewittl@bnpmedia.com

Reprints & ePrints
Jill DeVries
(248) 244-1726
devriesj@bnpmedia.com

International 
Advertising Sales
China 
Arlen Luo
NewSteel Media
+86-10-88579899
nsmchina@126.com

India
Shivaji Bhattacharjee
0091-11-2686 7005; 2656 
3923
Fax: 0091-11-2652 6055
bh.shivaji@gmail.com 

Israel
Asa Talbar
972 3 5629565
Fax: 972 3 5629567
talbar@talbar.co.il

Korea
Young-Seoh Chinn
82 2 481 3411/3
Fax: 82 2 481 3414 
jesmedia@unitel.co.kr

BNP Media, L.L.C.
2401 W. Big Beaver Rd., 
Suite 700
Troy, MI 48084

BNP Media
Helps People Succeed
in Business with
Superior Information
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The Security Media Group: 
Total Market Coverage
The Security Media Group includes Security, SDM, smartHOME, the Today’s Systems 
Integrator eNewsletter and SecurityXchange. Each month the Security Media Group
is relied upon more than 250,000 times for industry news and information — in print, 
online and in person.1

SecurityMagazine.com
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