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NEW IN 2008!
INTEGRATED MEDIA PROGRAMS
PLUS:
•   100% Management Subscribers*

•   Redesigned: securitymag.com
•   Reaching more Security and 
 Loss Prevention Management
 Subscribers**  
•   Reaching more IT Management
 Subscribers**

•   Podcast  Sponsorships   
•   Expanded IT Coverage  
•   Sponsored Products Online
•   Raymond Dean's Integration   
 Column

Unequalled Reach to the Security and Loss Prevention Management Market!***

• Security Magazine • Securitymag.com • eNewsletters • Digital Editions • Webinars 
• Conferences • Annual Directory • Podcasts • Bill Zalud’s Blog

The Security Media Group:

• Security 
• SDM
• SmartHome
• Today’s Systems Integrator
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Recreated and launched in July 2006 to reflect the 
dynamic shift to business-minded executives leading 
the security function, Security focuses on solutions for 

these enterprise-level managers. Combining leadership focused 

cover stories with regular columns on successfully managing 
the security function (written by thought-leading industry 
luminaries), Security is the number one publication1 for reaching 
security leaders in end-user organizations.

 
 
 
 
  

Security writes for the industry’s most influential executives. 
More security and loss prevention managers subscribe to 
Security than any other publication.2 And more security 
marketers advertise in Security than any other in the market.1 
 Marketers choosing Security receive much more than just the 
industry’s leading magazine. Our integrated media programs 
including online media and events deliver your important brand 
and marketing messages effectively and efficiently. 
 Leading security executives depend on Security for unique and 
vital information to excel in their jobs and make strategic buying 
decisions. That’s why Security is your best advertising investment 
for reaching the most important and powerful decision-makers 
for your brand, products and services in the $192.5 Billion3 
North American security market.
 Security Magazine thanks our Advisory Board of Industry 
Thought Leaders for their dedicated insight and editorial 
direction.

Welcome to The Business Magazine for Security Executives!
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Dean Alexander
Professor of Homeland Security
Western Illinois University
Advisor to the U.S. Homeland Security Department

Jeffrey J. Berkin
Deputy Assistant Director, Federal Bureau of Investigation

Roy Bordes
CEO, Bordes Group

Elizabeth Lancaster Carver
Member Services and Projects Manager  
Security Executive Council

Bertram Cowan
Partner
Competitive Insights

Ken Damstrom
Chief Security Officer
Lehman Brothers

Sandi Davies
Executive Director
International Foundation for Protection Officers

Jeff Dingle
Assistant Director, LSI
Former Security Director at the Jimmy Carter
Presidential Library

Jack Dowling, CPP, PSP
Principal
JD Security Consultants
Security Program Specialist
Philadelphia University

Maria Chadwick
Director of Surveillance
Wynn Casinos

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

Dwayne Healy
City of Los Angeles, Los Angeles Police Department

Sandra Jones
Co-founder, Securing New Ground

Christina S. Kite
Vice President, Global Work Place Resources  
and Risk Management
Cisco Systems 

Richard A. Lefler
Emeritus Faculty Member,  
Security Executive Council

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

Michael McCann
President, McCann PS
Former Chief of Security for the United Nations

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

C. Dave Shepherd
Chief Preparedness Officer,  
Mission Assurance Services, Inc.

Security ADViSOry BOArD
Advising editors on topics and trends.

More than 35,000 enterprise security 
leaders2 depend on Security for unique and 
vital information to be better at their jobs 
and make strategic buying decisions. 

*Source (front cover): Security Dec. 2007 BPA Circulation Statement.

**Source: (front cover): Security Dec. 2007 vs. June 2007 BPA Circulation Statement.

***Source (front cover): Publisher’s own data.

1IMS Data. 
2Publisher’s own data.

3 Security Market Research.
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SECURITY MARKET MEDIA BLITZ

Create a media frenzy around your new product or service announcement 
through massive, multi-media marketing in a one-month time period.

Advertising/Marketing Platinum Gold Silver

Security Magazine Print Advertising (full page) 3x 2x 1x

Security eNews 125 x125 Ad Button (editions) 4x 2x 1x

securitymag.com 120 x 60 Ad Button (months) 2 1 1

Direct Mail Names (total quantity) 5,000 2,500 1,000

Product or Service Microsite on securitymag.com (months) 1x

Custom “Plan to Buy” Program (outbound calls) 1,500 1,000 500

Sole Sponsor Webinar 1x

ROP four-color insert (total pages) 4 2

1 minute Video Clip on securitymag.com (months) 3x 2x 1x

Zalud’s Blog 120 x 60 Ad Button (months) 1x 1x

Conference Call with Editors ✔ ✔ ✔

Magazine Product Announcement ✔ ✔ ✔

eNewsletter Product Announcement ✔ ✔ ✔

Customized eNewsletter to 25,000* opt-in subscribers (editions) 1x

Buyers Guide Premium Package ✔ ✔ ✔

WIRED MARKETING BLITZ

A powerful direct response program through eMedia generating impressions through exclusive online marketing.

Advertising/Marketing Platinum Gold Silver

securitymag.com 120 x 60 Ad Button (weeks) 12x 8x 4x

Security eNews 125 x125 Ad Button (editions) 4x 2x 1x

TSI eNews 125 x125 Ad Button (editions) 4x 2x 1x

Zalud’s Blog 120 x 60 Ad Button (weeks) 8x 4x 2x

Sole Sponsor Webinar(s) 2x 1x

Sole Sponsor Audio Podcasts 6x 4x 2x

Security eNews Product Announcement (editions) 2x 1x

TSI eNews Product Announcement (editions) 2x 1x

Customized eNewsletter to 15,000* opt-in subscribers (editions) 2x 1x

1 Minute Video Clip on securitymag.com (months) 3x 2x 1x

Report on opens/click thrus ✔ ✔ ✔

Digital Buyers Guide Premium Package ✔ ✔ ✔

Estimated Impressions Generated* 275,000 155,000 56,000

Contact your Security regional sales representative for details and full Integrated Media pricing!
* Publisher’s own data.

The 2008 Integrated Media Planner includes a full range of solutions from brand advertising in the 
industry’s leading magazine, Security, to integrated direct response e-media programs and relationship 
building face-to-face events. Our editorial, sales and e-media teams offer you expertise and experience 
to discuss the security channel, develop custom programs to reach your marketing goals, enhance new 
product initiatives and get results!

Print:

•  Security Magazine

 Annual Buyers Guide

•  New!  Expanded IT Coverage

•  China Security Show Issue

•  ISC West Show Daily

•  Classifi ed and Help Wanted

Events:

•  SecurityXchange

•  Security 500

•  Securing New Ground

Online:

•  Securitymag.com

•  Security eNews

•  Bill Zalud’s Security Blog

•  Webinars

•  Digital Editions

•  Today’s Systems Integrator 

eNews

•  New! Sponsored Products

•  Classifi ed and Help Wanted

Special:

•  The Security 500 Report

•  Research

•  Mail Lists

•  Reprints

2008 Security Integrated Media Programs

New for
2008!

New for
2008!



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.
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Market Leadership THE SECURITY PROFESSION HAS GROWN UP. The top 
security leader has become the new “C-level” leader in the 
organization. Successful security professionals must set 
strategy and execute as a visible and accountable business 
function within the organization. The role has changed from 
controlling costs to preserving life and assets. 
 And that change requires the security function to become an 
enabler for enterprise-wide success, not an obstacle to getting 
things done. Security leaders are expected to communicate 
security’s goals, benefits and results to others. Up, down and 
across their organization. 
 And this is why we are seeing business-minded executives 
as the new leaders of the security function. But these new 
business leaders did not have a publication to call to their 
own. So we assembled the best advisory board, held meetings 
and listened. The result? Security, The Business Magazine for 
Security Executives. From powerful features to thought-leading 
columnists and cover stories on their most critical issues, 
Security is designed to inform security executives and bring 
them together with leading solution providers.

INTELLIGENT INTEGRATION 

Raymond Dean, 
president and founder 
of PEI Systems

Ray, with strength in the design, 
furnishing and servicing of 
integrated security systems to the 
Fortune 500, has solid solutions 
and discloses secrets and 
successes.

EDITOR 

Bill Zalud, 
editor, 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.

ASSOCIATE EDITOR  

Erin J. Fellores,
associate editor, 
electronic media editor
Security Magazine

Erin’s compilation of News, 
International News and Industry 
Innovations as well as Today’s 
Systems Integrator and Security 
eNewsletters offers refreshing 
references for our subscribers. 

BUSINESS MATTERS  

Steve Hunt, 
founder, 4A International

Steve talks about security’s impact 
on the business, in terms of 
physical and logical security with a 
focus on convergence.

GET INTO ACCESS 

Jeffrey Dingle, 
assistant director of 
special projects, LSI

Jeff uses his years of experience 
to observe on electronic access 
controls and ID as well as 
technology training for chief 
security officers and their staff 
members.

VIDEO IN FOCUS  

Cynthia Freschi, 
president, 
North American Video

Without a doubt, Cynthia knows 
security video and shares her 
knowledge about current and 
future applications from high tech 
casinos to mobile imaging.
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EDITORIAL

COLUMNISTS
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Audited Buying Power
Reaching More Executive, Security, Loss Prevention and IT Management than ever!1

More than 35,000 Security End-user Decision-makers!*

Security/Loss Prevention Management .................................41.7%

Executive Management ............................................................31.0%

Facilities and Operations Management .................................18.2%

IT/Network/Network Security Management ..........................9.1%

Targeting the Largest Volume Buyers of Security 
Technologies, Systems, Products and Services**

Over 62% of Security subscribers indicate that their companies will 
recommend, specify, or buy security products/services with a value of 
$100,000 or more in the next twelve months.
More than $5 million  .............................................................. 10.2%
$1 million to $5 million  ........................................................... 14.1%
$250,000 to $1 million  .............................................................. 21.8%
$100,000 to $250,000  ................................................................ 16.5%
Up to $100,000  .......................................................................... 37.4%

*December 2007 BPA Circulation Statement. Total qualifi ed circulation of 35,007.

**Publisher’s own data.

1Security Dec. 2007 vs. June 2007, Dec. and June 2006  BPA Circulation Statements. 
2Publisher’s own data.

100% Management Subscribers* 
Continuous Improvement
in Quality Reach and Focus!1

June 2007
34,085

97.3%

Dec. 2007
35,007

100%

June 2006
31,559

90.1%

Dec. 2006
32,177

91.9%

41.7%

31.0%

18.2%

9.1%

10.2%

14.1%

21.8%

16.5%

37.4%

securitym
ag.com

PLUS! Bonus reach to THOUSANDS 
of industry prospects:2 
Security ads will reach bonus prospects 
in 2008 at these key industry trade shows:

•  International Security 
 & Safety Forum  – January

•  ISC West  – March

•  Interop  – April

•  IFSEC     – April

•  PSA-TEC – May

•  NFPA World Safety 
 Conference & Expo  – June

•  ASIS  – September

•  SmartCard Alliance 
 Annual Conference  – September

•  ISC East  – October

•  China Security  – October

•  ASG Expo  – October

•  SecurityXChange  – November

•  Securing New Ground  – November
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Issue: January February March April May June
Close Date December 3, 2007 January 3, 2008 February 1, 2008 March 3, 2008 April 2, 2008 May 1, 2008

Leadership and 
Management

What Keeps You  
Up at Night?

Quality Response Means 
Effective Security

The Facility: Top Down 
Security Management in  
5 Key Industries

The Integrator Paradigm: 
From Vendor to Strategic 
Partner

CEO Survey: The Security 
Report Card

Best Security  
Degree Programs

Enterprise Solutions Access Control,  
Life Safety Over IP

Physical Security 
Information Management 
Systems

Enterprise Video System 
Design, Installation and 
ROI

Security Services 
Outsourcing Trends

Enterprise Access Control 
Design and ROI

Guard Tour as Information 
Gathering

Access Management Technologies to Harden 
Garage and Parking Lots

Turnstiles/Revolving 
Doors and Visitor 
Management

IP as the  
Access Platform

Best Access Installs, 
Including Electromagnetic 
Locks

Parking Lot &  
Garage Security

Commercial Building 
Systems Integration

Video Systems Video Servers -  
Next DVR Step

Low Light, Day/ 
Night Cameras

Software  
and Analytics

Image Transmission: 
Wired & Wireless

Video Storage:  
DVRs & NVRs

Retail Security Solutions: 
Beyond Loss Prevention

Identity Management Best Real-life Card/Badge 
Designs

Card Printers  
and Software

Biometrics The Muscle in  
GPS + Wireless

Metal And  
Bomb Detection

Cards: Contact  
Vs. Contactless

Spotlight on  
Vertical Markets

Healthcare Casino/Hospitality Campus Security Corrections  
Facilities and Jails

Retail Terminal: Airports, Train 
Stations, Bus Depots

Special Reports Top Guarding Companies  
Special Report

Fire/Life Safety:  
Mass Notification

Security China Issue

Virginia Tech  
One Year Later
Interop Special Report:
IT and Security

Network-based  
Security Applications
Interop Special Report:  
IT and Security

Ports and Cargo: Protecting 
Your Supply Chain

Security China Issue

IT Security Mesh Networks Single Sign-on  
ID Management

Protecting  
Intellectual Property

ID Theft Credit Transaction Fraud 
Schemes

Trade Show  
Bonus Distribution:

International Security  
& Safety Forum,  
Moscow, Russia

ISC West Interop, IFSEC PSA TEC NFPA

January February March April May June

Corporate Profile eProduct News Review 
on securitymag.com

securitymag.com  
125 x 125 ad button   

System Integrator  
or Technology  
Q&A Profiles

eAd on TSI eNews  1 minute video on  
securitymag.com  

Plan to Buy Leads Product Showcase Ad eProduct Showcase  Plan to Buy Leads Digital Edition Ad  eAd on Security eNews   

Digital Edition  

ISC WEST TRIPLE PLAY PACKAGE: 
Receive a FREE 1 Page Profile or 1 Page Ad in our  

ISC West “Security Solutions” supplement when you advertise  
two or more pages in the first quarter.
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Cover Story DescriptionsSecurity’s Editorial
January – What Keeps You Up at Night?  
Security’s exclusive roundtable with the industry’s leading security 
executives sets the agenda in the new year by providing an inside 
look at shared issues, concerns and goals.

February – Quality Response Means Effective Security 
CEOs are focused on business resilience and reputational risk as 
security’s core mission. How is this translating to security strategy 
and execution across organizations?

March – The Facility: Top/Down – Security takes you inside 
5 major facilities in different markets to learn what worked, what 
failed and how ROI was measured. A special look at retrofitting 
security to existing facilities.

April – The Integrator Paradigm – Security’s annual review of 
the continuing evolution of end-user organizations and integrator 
relationships. And the 2008 list: 10 questions every security 
executive should be asking their integrator. 

May – CEO Survey: The Security Report Card – What 
do CEOs think of their security leaders? Security’s Second 
Annual Survey of CEOs spotlights how CEOs view past security 
investments, the role security plays in the organization and what 
they expect in the future.

Editorial Departments - 
Every Issue 
News and Analysis: In depth reviews of 
key events.
International News: A global perspective on 
events and trends.
Training and Education: From classes to 
degree programs for executives.
Innovations: New technologies for 
integrated security solutions.
Calendar: Monthly line-up of industry events.
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July August September October November December Buyers Guide
June 2, 2008 July 2, 2008 August 1, 2008 September 4, 2008 October 1, 2008 November 3, 2008 November 3, 2008

The Art of Leadership You’re Fired:  
Why CSOs Fail

Innovations and  
Technology Issue

Most Effective Public/
Private Projects

The Security 500 Top 25 Most Influential 
People in the Industry

Loss Prevention: Physical 
Security Asset Control

New Construction: 
Designing in Security

Security Along the  
Supply Chain

Protecting the 
Infrastructure

Enterprise ID Design  
and ROI

Converging Guards, Tech 
and Training

Wireless Access Best “Under 10 Access 
Points” Options

Systems Integration with 
Life Safety

Successful Access 
Retrofit Strategies

Emergency Phones  
& Beyond

Electromagnetic Locks

Image Transmission: 
Cabling & Fiber

The Case for 3rd Party 
Monitoring, Storage

Best 20 Cameras or Less 
Installation Options

Enterprise Applications 
Beyond Security

Perimeter Protection IP Video in the Retail 
Market

ID: Physical &  
Logical Together

Intercoms and 
Communications

How Much Does Card/
Badge Really Cost?

Integrating Visitor IDs 
with Access Control

Biometrics:  
State of the Science

Badge & Card 
Accessories

Industrial Facilities Government Large Population 
Security: Malls, Events, 
Stadiums, etc.

Office Buildings & 
Property Management

Utilities: Energy, Water Wall Street

When Video, Audio,  
Data Join Forces 

Security China Issue

Homeland Security R&D 
Applications

Security China Issue Security Audit:  
Physical and Logical

Central Station Software 
and Management

Protecting Data with 
Access Control Solutions

Tech to Protect  
Traveling Employees

Securing Laptops, PDAs, 
Cell Phones

Network-based Security 
Applications

Business Continuity  
Risks/Solutions

PCI: Payment  
Card Industry Update

ASIS,
SmartCard Alliance

ISC East, Interop,  
China Security,  
ASG Expo

Securing New Ground/
Security 500

July August September October November December

Digital Edition Ad  eProduct News Review 
on securitymag.com 

Digital Edition Ad securitymag.com  
125 x 125 ad button  

Digital Edition Ad Plan to Buy Leads

eProduct showcase Plan to Buy Leads Product Showcase Ad eProduct Showcase securitymag.com
125 x 125 ad button  

eProduct News Review 
on securitymag.com  

2009 Deluxe Buyers 
Guide Package  

 Security 500 on  
CD ROM

ASIS TRIPLE PLAY PACKAGE:  
Advertise in the August PLUS September or October Issues  

with 2 or more full pages and earn a FREE  
1-Page Profile or 1-Page Ad in our  

ASIS “Security Solutions”  Supplement.

F
R

E
E

A
dvertiser 

B
onuses

Display Advertiser 
Bonuses:
 
•  Boldface type 

throughout the 
Buyers Guide

•  Web Link on the 
online Buyers Guide

•  Listing in the Brand 
Index

•  4-color logo in digital 
& online

•  Improved search 
ranking online

•  “SEE OUR AD” 
reference in digital 
edition

June – Sharpening the Saw II – Security lists the best 
secruity programs available to security leaders. Which 
organizations are offering degrees? Which are the best 
and what do they teach their students? 

July – The Art of Leadership – Security Advisory 
Board, Security’s alliance partner on security measurement 
and metrics, publishes their 2008 findings on the state of 
security investment exclusively in Security Magazine.

August – You’re Fired: Why CEOs Fail – Learn from 
other people’s mistakes with solid advice from security 
leaders on how to avoid the mistakes or - at least - make 
lemonade out of the lemons.

September – Innovations & Technology  
Security’s 3rd Annual Review of new technologies and 
innovations that are shaping the security strategies and 
systems design employed by large, enterprise-wide  
organizations.

October – Most Effective Public/Private Projects 
A security operation is not an island alone. Profiled are 
some of the best programs that bring together security 
with local, state, federal and even international agencies.

November – The Security 500 Issue – Third 
Annual Ranking of enterprise security operations. Who’s 
the biggest and the best? Top organizations listed by 
assets, people, reputation and compliance needs. Includes: 
budgets and security leaders are showcased. Special 
vertical market profiles.

December – The 25 Most Influential Security 
Executives – Nominated by our subscribers, editors and 
advisory board, Security exclusively identifies the most 
influential voices in our industry. They are profiled and 
share their outlook on security issues for the coming year. 

December 2006

SOURCES:
Address, Phone, E-mail, Web site, Fax

Fast, Easy Index for Quick Reference

Products, Services — Burglar, ID, 
 Info, Fire, Video, Access and More

2007 
Buyers
Guide
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FREE Value Adds 
& Marketing Bonuses

A

American Sentry Guard
FREE Corporate Profile 
(Jan.)
All ½-page or larger display advertisers receive 
equivalent space. 400 words for a full page or 200 
words for a 1/2 page or larger fractional ad. 
Plus a four color photo!

FREE Plan to Buy Leads 
(Jan., April, Aug., Dec.)
Security’s proprietary contact information identifies at least 10 upcoming 
security projects that will utilize your products, contact information and 
project details. These Plan-to-Buy leads are exclusive to your company 
and provided to page or greater advertisers!

record performance
FREE Digital Edition Ad 
(Jan., May, July, Sept., Nov.) 
All ads will be digitized in Security’s Digital Edition 
and e-mailed to all opt-in subscribers. All links in 
your ad will be live to generate clickthrus!

NEW! FREE eProduct News Review 
(Feb., Aug., Dec.)
Full-page or larger advertisers earn a 4-color 
photo and up to 75 words of copy which rotates on 
our home page for 4 weeks.

71

Lenel Intelligent Dual Reader Controller

The Lenel Intelligent Dual Reader Controller 
(LNL-2220) provides a complete access con-
trol electronics package in a single board, 
combining an IP-enabled intelligent system 
controller with a full-featured two-door 
reader interface module. It offers scalability, 
full offline functionality, Native Ethernet, 
bidirectional communication with readers, 

and broad biometric and smart card support. 

For more information visit www.lenel.com

Secure Your Facilities with CyberLock®

Videx manufactures CyberLock 
electronic cylinders designed 
to convert mechanical locks 
into full-functioning access 
control systems. A record of 
every entry and attempted 
access is stored in both the 
cylinder and key. One key can 
be used to access CyberLocks 
installed in doors, cabinets, 

containers, and padlocks throughout an entire facility.
For more information visit www. videx.com/lock7

Speco Technologies 

Speco Technologies introduces an econom-
ic dome camera to the original Intensifier 
line. 
The new HT-7246IHR tamperproof, weather-
proof dome camera features:
• 540 lines resolution
• 2.8 to 10mm auto iris varifocal lens

• Dual Voltage  (12V DC/24V AC) operation with line lock. 
• Snap-on cover (Chameleon Cover) changes color of base, 
which can be painted to match any décor.

For more information visit www.specotech.com

WV-NW484 Network Vandal-Proof Camera

The new WV-NW484 i-Pro network vandal-
proof camera offers SDIII technology to 
capture unsurpassed quality images even 
in harsh lighting conditions. Other features 
include Power over Ethernet (PoE), progres-
sive output for superb color reproduction 
and smooth images, 540 lines of horizontal 
resolution in color mode and 570 lines in 
black and white mode, digital motion detec-

tor and automatic Day/Night switching for 24-hour monitoring. 

For more information visit www.panasonic.com/security

Sanyo Video Pilot Provides PC-Based, 
Comprehensive Video Surveillance System 
Control

Sanyo Video Pilot provides full control 
over networked video surveillance sys-
tems including Sanyo’s Pan Focus and 
other IP cameras, DVRs, video servers and 
recording systems. Easy GUI offers file 
tree architecture, multi-screen configura-
tions, drag and drop camera placement 

and a convenient tool bar for frequently used functions, plus user 
friendly wizards and a comprehensive help menu. 
For more information visit www.sanyovideopilot.com

Transtector Systems 

Reliable Surge Protection 
for CCTV/Video/Coax from 
Transtector Systems – Protect 
valuable security electronics with 
advanced protection.  In rack 
mount, plug-in and panel mount 
configurations, we offer superior 

surge protection for any application – fire alarms, access controls, 
CCTV and more. The standard Transtector 10-year manufacturer 
and five year unconditional warranties apply.
For more information visit www.transtector.com/
ProductData?class=dscv

Brivo Systems 

The Brivo® econ-
trol Online Access 
Control™ system 
is a revolutionary 
Web-based solution 
that provides power-
ful options for every 
environment—from a 
single facility to loca-

tions across the globe. Easy to install and easy to use—if you can 
browse the Internet, you can use Brivo. 
www.brivo.com.

North American Video navNT Analog 
to IP Converters.

 navNT Analog to IP Converters 
turn analog video signals into 
fully-transparent full duplex 
100BaseT Ethernet signals 
over standard coax up to 1000 
feet. The units do not require 
IP addresses, connect to coax 

cable with the BNC connectors to deliver RJ45 to RJ45 network 
connection, and automatically adapt to transmission conditions.

For more information visit www.navNT.net
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FREE Showcase Ad 
(Feb., Sept.)
Display advertisers running a ½-page larger earn 
a 1/6-page showcase. Includes a 4-color photo 
and 50-word description.

SECURITY SOLUTIONS
ISC West Security Solutions Supplement 
(March)
Receive a FREE 1-Page Profile or 1-Page Ad 
in our ISC West “Security Solutions” Special 
Supplement when you advertise two or more 
pages in the first quarter. 

FREE securitymag.com Button Ad 
(March, Oct., Nov.)
All full-page or larger advertisers receive a 
125 x 125 online ad button. Ad rotates for 14 days.

FREE eProduct Showcase Item 
(March, July, Oct.)
All advertisers receive a Free eProduct show-
case including 25-words, a 4-color photo and a 
link to your website. The e-Product Showcase is 
e-mailed to all Security opt-in subscribers!

FREE System Integrator 
or Technology Q&A Profile 
(April)
All full-page or larger advertisers receive a 
½-page 200-word Product or Technology Q&A 
Profile including your 4-color photo.

FREE TSI eNews Ad Button 
(May)
Full page or greater advertisers receive a 
125 x 125 ad button in the TSI eNewsletter, 
received by over 13,000* opt in subscribers.
*Publisher’s own data.

FREE Video Posting 
(June)
Full-page advertisers can supply a 1-minute video 
Security will host online for a full month.

FREE eNews Ad Button 
(June)
Full page or larger advertisers receive a 125 x 125 
ad button in the Security eNewsletter, received by 
over 12,000* opt in subscribers.
*Publisher’s own data
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847-1864
 SecureLink Ltd. (216) 373-7300
 S2 Security Corp. (781) 237-0800
k Virage (415) 243-9955

 Viscount Systems, Inc. (800) 476-3774

Integrated System - WAN
 AAID Security Solutions, Inc. (866) 800-2243
 Access Specialties, Inc. (651) 453-1283
 AirVisual, Inc. (212) 822-8851
 AMAG Technology (310) 518-2380
 Amano Cincinnati, Inc. (973) 403-1900
 American Dynamics (858) 642-2400
 BEI Security (281) 340-2100
 Bluelon (408) 431-5710
 Boise Paper Solutions (630) 227-3450
 Cernium (703) 251-4513
 Continental Access (Division of Napco 

Security Group) (631) 842-9400
 DAQ Electronics, Inc. (732) 981-0050
 Galaxy Control Systems (301) 845-6600
 Graybar (800) GRAYBAR (472-9227)
k Honeywell Security (502) 297-5737
 Johnson Controls, Inc., Building Efficiency 

  (414) 524-4662
 Keri Systems, Inc. (408) 451-2520
 PARC Group
 Quantum Secure (408) 687-4587
 RFI Communications & Security Systems  

 (408) 298-5400
 Schlage, Ingersoll Rand Security Technologies 

  (800) 847-1864
 SecureLink Ltd. (216) 373-7300
 S2 Security Corp. (781) 237-0800
k Virage (415) 243-9955
 Viscount Systems, Inc. (800) 476-3774
 VRW Systems (831) 465-9200

Integrated System - IP
 AAID Security Solutions, Inc. (866) 800-2243
 Access Specialties, Inc. (651) 453-1283
 AirVisual, Inc. (212) 822-8851
 AMAG Technology (310) 518-2380
 American Dynamics (858) 642-2400
 BEI Security (281) 340-2100
 Bluelon (408) 431-5710
 Boise Paper Solutions (630) 227-3450
 Cernium (703) 251-4513
 DAQ Electronics, Inc. (732) 981-0050
 Galaxy Control Systems (301) 845-6600
 Graybar (800) GRAYBAR (472-9227)
k Honeywell Security (502) 297-5737
k Integral Technologies, Inc. (317) 845-9242
 International Electronics, Inc. (781) 821-5566
 Johnson Controls, Inc., Building Efficiency 

  (414) 524-4662
 Keri Systems, Inc. (408) 451-2520
k Lenel Systems International, Inc. 

 (585) 248-9720
 PARC Group
 Quantum Secure (408) 687-4587
 RFI Communications & Security Systems  

 (408) 298-5400
 SecureLink Ltd. (216) 373-7300
 S2 Security Corp. (781) 237-0800
 Ultravision Security Systems, Inc. (866) 374-9732
k Virage (415) 243-9955
 Viscount Systems, Inc. (800) 476-3774

LOCKS

Deadbolts
k Adams Rite Manufacturing Co. 

 (800) 872-3267
 American Eagle Lock Co. (717) 656-0174
 Assa Abloy Door Security Solutions (203) 499-6811
 C. R. Laurence Co., Inc. (CRL) (800) 421-6144
k Detex Corp. (830) 629-2900
 DKS DoorKing, Inc. (800) 826-7493
 Johnson Controls, Inc., Building Efficiency 

  (414) 524-4662
 Kaba Access Control (336) 725-1331
 Marks USA (631) 225-5400
 MCM Electronics, and InOne Company 

  (800) 543-4330
 RFI Communications & Security Systems  

 (408) 298-5400
 ROFU International Corp. (800) 255-7638
k Sargent Mfg. Co. (800) 727-5477
 Schlage, Ingersoll Rand Security Technologies 

  (800) 847-1864
 Seco-Larm U.S.A., Inc. (949) 261-2999
 Stanley Security Solutions, Inc., Stanley Works 

  (317) 849-2250
 Videx, Inc. (541) 758-0521

Door Hardware
k Adams Rite Manufacturing Co. 

(800) 872-3267
 American Eagle Lock Co. (717) 656-0174
 Assa Abloy Door Security Solutions (203) 499-6811
 Burtek, A Division of Richardson Electronics Ltd.  

  (713) 996-3800
 C. R. Laurence Co., Inc. (CRL) (800) 421-6144
k Detex Corp. (830) 629-2900
 Direct Low Voltage Supply (800) 471-3562
 Dor-O-Matic Closers, Ingersoll Rand Security 

Technologies (800) 815-1517
 Dor-O-Matic Exit Devices, Ingersoll Rand Security 

Technologies (877) 243-4830
 Falcon Lock, Ingersoll Rand Security Technologies  

  (800) 266-4456
 Graybar (800) GRAYBAR (472-9227)
 Glynn-Johnson, Ingersoll Rand Security 

Technologies (877) 613-8766
 Johnson Controls, Inc., Building Efficiency 

  (414) 524-4662
 Kaba Access Control (336) 725-1331
 LCN Closers, Ingersoll Rand Security Technologies  

  (800) 815-1517
 Marks USA (631) 225-5400
 Master Lock Company LLC (414) 571-5625
 MCM Electronics, and InOne Company 

  (800) 543-4330
 RFI Communications & Security Systems  

 (408) 298-5400
 ROFU International Corp. (800) 255-7638

k Sargent Mfg. Co. (800) 727-5477

Schlage, Ingersoll Rand Security Technologies (800) 
847-1864

 Steelcraft, Ingersoll Rand Security Technologies  
  (800) 930-8585

 Surveillance Specialties, Ltd. (978) 688-4444
 Total Recall Corp. (845) 368-3700
 Videx, Inc. (541) 758-0521
 Von Duprin Exit Devices, Ingersoll Rand Security 

Technologies (317) 613-8944

Electric Locks and Strikes
1–Deadbolts
2–Electromagnetic Locks and Accessories
3–Hinges
4–Keyless Electronic Locks
5–Strikes
 Access Specialties, Inc.–2,5 (651) 453-1283
k Adams Rite Manufacturing Co.–2,3,5 

 (800) 872-3267
 Alarm Controls Corp.–2 (631) 586-4220
 Alarm Lock Systems, Inc. (Division of Napco 

Security Group)–2,4,5 (631) 789-4871
 Alarm Warehouse, Inc.–2 (516) 576-0606
 Assa Abloy Door Security Solutions–1,2,3,4,5 

  (203) 499-6811
 Benson Systems (480) 892-8688
 Burtek, A Division of Richardson Electronics Ltd.  

  (713) 996-3800
 Continental Access (Division of Napco 

Security Group)–2 (631) 842-9400
 C. R. Laurence Co., Inc. (CRL) (800) 421-6144
 Cypress Computer Systems, Inc.–4 (810) 245-2300
k Detex Corp.–2 (830) 629-2900
 Direct Low Voltage Supply–1,2 (800) 471-3562
 DKS DoorKing, Inc.–1,2,5 (800) 826-7493
 Dortronics Systems, Inc.–2,4 (631) 725-0505
 Dynalock Corporation–2,4,5 (860) 582-4761
 Elyssa Corp.–2 (800) 441-9122
 FireKing Security Group, Image Vault/NKL–4 

(812) 948-8400
 Galaxy Control Systems–2 (301) 845-6600
 Graybar--1,2,3,4,5 (800) GRAYBAR (472-9227)
 Johnson Controls, Inc., Building Efficiency–1,2,3,4,5  

  (414) 524-4662
 Kaba Access Control–4 (336) 725-1331
 Logical Decisions, Inc. (800) 676-5537
 Marks USA (631) 225-5400
 MCM Electronics, and InOne Company 

  (800) 543-4330

Go!
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FREE Deluxe 2009 Buyers Guide Package 
(Aug.)
Upgrade your Buyers Guide listing with boldface 
type, a 4/c logo and up to 3 online product shots.

2007 
ASIS International 

Show Issue!

ASIS Security Solutions Supplement 
(Sept.)
Advertise in August PLUS Sept. or Oct. Issue 
with 2 or more full pages and earn a FREE 1-Page 
Profile or 1-Page Ad in our ASIS “Security 
Solutions” Supplement. 

FREE SEC 500 on CD 
(Sept.)
All full-page advertisers receive the SEC 500 
largest enterprise security operations database on 
CD and will be listed online as a sponsor.

FREE System Integrator 
or Technology Q&A Profile
(April)
All full-page or larger advertisers receive a 
½-page 200-word Product or Technology Q&A 
Profile including your 4-color photo.

NEW!

NEW! FREE eProduct News Review 
(Feb., Aug., Dec.)
Full-page or larger advertisers earn a 4-color 
photo and up to 75 words of copy which rotates on 
our home page for 4 weeks.

NEW!
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2008 Rates

Rate Protection: Security’s rates will increase 5% in 2008. Contract for an equal or larger  
advertising program in 2008 than you ran in 2007 and keep the current rate you are paying through all of 2008.

Classified Advertising
Market your training classes, camera, fencing, investigation/
testing services, or place a help-wanted ad, and get quick 
results. Classified ads are available in print and online at 
securitymag.com.
Ad size 1x 3x 6x 12x 
1-inch unit $200 $185 $170 $145 
2-inch unit $385 $365 $340 $300 
3-inch unit $540 $495 $455 $415 
4-inch unit $725 $650 $615 $550

Black & White Rates

Display Ad Sizes

Showcase, Classified and Help Wanted Advertising Rates

Ad Size 1x 6x 12x 18x 24x             

Full Page $4,400 $4,200 $4,000 $3,800 $3,500                  

2/3 Page $3,500 $3,300 $3,100 $2,900 $2,700     

1/2 Page Diagonal $3,300 $3,100 $2,900 $2,700 $2,500  

1/2 Page Island $3,000 $2,900 $2,800 $2,700 $2,600

1/2 Page $3,000 $2,900 $2,800 $2,700 $2,600

1/3 Page $2,400 $2,300 $2,200 $2,100 $2,000

1/4 Page $1,500 $1,400 $1,300 $1,200 $1,100

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

Standard 2 Color $600

Matched Color $650  

Metallic $700 

Four-Color per page or less $1,400

Four-Color per spread $2,200

Run of book (bleed) Width Depth
spread (gutter bleed) 16" 103/4"
full page 81/8" 103/4"
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"
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"

Literature Showcase
Rates
1x  $935
3x  $725 per unit
6x  $625 per unit

Online Rates 
$130 for 31 days 
with logo & web link
$315 for 90 days 
with logo & web link

2008 Education Section (net rates)
Ad size 1x  3x  6x  12x
1 clmn x 1” (2.25”w x 1” h) $175  $150  $125  $100
1 clmn x 2”(2.25”w x 2” h)  $225  $190  $165  $140
1 clmn x 3” (2.25”w x 3” h)  $285  $250  $225  $200
1 clmn x 4” (2.25”w x 4” h)  $355  $320  $295  $270
1 clmn x 5” (2.25”w x 5” h)  $435  $400  $375  $350
1 clmn x 6” (2.25”w x 6” h)  $525  $490  $465  $440
Larger ad sizes and online rates also available.  
Please contact Charlene Swanson at 
(630) 694-4368 for details.

Security Magazine Digital 
Ad Requirements
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 files accepted. 
High-resolution, print-ready PDFs are 
also accepted.

Images/Photos: Save in 300 dpi as TIFF 
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 final electronic file 
must be submitted with each color ad. 
Kodak-approval proofs preferred. Iris or 
other SWOP Standard proofs accepted. 
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 
Production Manager for specifications.  
To insure proposed inserts conform to 
current postal and bindery requirements, 
two samples must be provided for 
review and approval in advance of your 
printing. Contact Production Manager 
for sizes, paper stock and required 
insert quantity. All inserts with month of 
issue indicated on label are to be boxed 
securely to avoid shipping damage 
and sent to: RR Donnelley & Sons Co., 
Pontiac Division, 1600 North Main Street, 
Pontiac, IL 61764

Shipping Instructions
Send all contracts, insertion orders, 
printing material and instructions to: 
Production Manager, Security Magazine
2401 W. Big Beaver Rd., 
Suite 700, Troy, MI 48084
Phone: 248-786-1641 / Fax: 248-283-6571
Email: yaminj@bnpmedia.com
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2009 Security Buyers Guide
Available in Digital Edition and Online!

Published: December 2008 • Ad Close: November 3, 2008

Go Premium in 2008!
Premium Package
2008 Premium Supplier Listings Include:

•  Your basic listing in boldface
•  PLUS 4-color logo in digital and online
•  Up to 3 product photos or mini ads in digital and online
•  Up to 3 spec sheets in your online listing
•   Premium ranking in online search 
 (appear at  the top with a star designation)
•  Live Web and E-mail links
•  E-mail lead form
•  New! Optional online video posting!

Listing Enhancements 
Deluxe Package: Boldface basic listing in digital, hot link, 4-color 
logo in supplier section in digital & online, one 2” mini ad in 
digital in one product category, plus improved search engine 
ranking online.

Logo Listing: Boldface basic listing, one product logo in digital 
& online.

Linked Listing: Boldface basic listing in digital & live Web and 
E-mail links in digital & online.

Boldfaced Listing: Your basic listing receives boldface in digital 
in the Supplier & Product sections.

Double your product exposure with our enhanced Online Directory.

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 & email links so customers can communicate directly with you.

Display Advertising
Display advertising in Security’s Digital Edition Buyers Guide sets your company 
apart and tells potential buyers why they should contact your company. 

For more details, contact your 
regional marketing representative.

December 2006

SOURCES:
Address, Phone, E-mail, Web site, Fax

Fast, Easy Index for Quick Reference

Products, Services — Burglar, ID, 
 Info, Fire, Video, Access and More

2007 
Buyers
Guide

sec BG cover - Dec 06.indd   20 11/17/06   9:17:01 AM

www.securitymagazine.com/buyersguide

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 fi 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 confl 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.

Security/SDM Special China Edition  安全性
More than 4,000* security dealers, integrators and 
managers at end-user organizations in China and Hong Kong 
will receive this exciting publication. 
 Brought to you by the editors of Security and SDM Magazines, 
advertising rates include translation of your advertisement into Mandarin!
 Plus: Bonus October Issue Distribution at The China Security Show!

Published: March June August      October
Ad Closing:    March 1   June 1   August 1  October 1 

Rates: 1x 4x
Full Page: $1500  $1100 
1/2 Page: $900 $700
1/4 page $500 $350

2-Color: $350 additional, 4-Color: $500 additional

March 1   June 1   August 1  October 1 

4x in 
2008!

*Publisher’s own data.
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All New for 2008 – securitymag.com!

New! Online Product Sponsorship
Sponsored Products guarantee high-profile exposure of your product release on securitymag.com. Sponsorship includes a 
4-color photo and up to 75 words of copy and will rotate on our home page along with other sponsored products. Users who 
click on your product will be taken to a page with further information and may then go directly to your home page. $700/mo.

Rich Media
Expand the creativity and 
interactivity of your online message 
with audio, video, animation, 
white papers and other unique 
advertising formats. Visit portfolio.
bnpmedia.com for complete rich 
media information, including live 
and interactive samples and ad 
specifications. Or, contact your 
sales rep. for further information.

New! White Papers on Web (WOW)
Make your 
important white 
papers available 
to the tens of 
thousands* of 
unique visitors 

to securitymag.com each month. Only 
$595/mo. Prominently posts information about 
your White Paper and includes unlimited 
downloads. * Publisher’s own data.

interactivity of your online message 

advertising formats. Visit portfolio.

11

Completely redesigned with active content 
management, securitymag.com’s news content 
includes live postings by our editors, video news 
and analysis and security industry news from 
LexisNexis. 

As an advertiser, you have the 
opportunity to leverage our large 
audience of unique visitors with 
online advertising including:

• New Rich Media, Skyscraper,    
  Banner and Button advertising
• Pay Per Click keyword search -   
  Starting at only $1 per click.
• Sponsored Video on Demand 
• e-Product Showcase
• Forums and Discussion Groups
• Webinars 
• RSS Feeds
• Podcasts
• The Security Job Bank
• Classifieds

Put the power of the Security brand to work for you – online.

*Material requirements: Maximum File Size: 20K, 

Can be animated. 256 Colors or Less. 72 dpi resolution .jpg or .gif

Contact your regional marketing rep. 
for other rich media pricing and ad specs.

Skyscraper Ads*

160 x 600 pixels          

$1,800/mo.

or $16,000 per 

12-month contact

Button Ads*

120 x 60 pixels          

Home Page Other Pages 

Top Position:       $750/mo. $500/mo.

2nd Position:       $650/mo.      $450/mo.

3rd Position:        $550/mo. $400/mo

4th Positions:      $450/mo. $350/mo

Banner Ads*

468 x 60 pixels          

Home Page Top Position: $1,200/mo.

Other Pages Top Postition: $900/mo.
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High Response e-Newsletters

Zalud’s Security Blog
The industry’s most influential editor, Bill Zalud uses 
his expertise to provide unique, useful information 
on products, trends, technologies and innovations 
emerging in the security industry. Zalud’s Security Blog 
can be viewed on www.securitymagazine.com/blog.

Rates: 
Exclusive Sponsor:  $5,000 per month
Top Button:   $750 per month
Second Button:  $650 per month
Third Button:   $550 per month
Specs: Same Specs and 
material requirements as securitymag.com.

Security e-Newsletter TSI e-Newsletter

Twice per month, the Security e-Newsletter reaches 
more than 14,000* opt-in subscribers. Filled with 
noteworthy news items and tidbits about upcoming 
editorial features, this e-newsletter reports on the pulse 
of the industry. 

Rates:
Top Banner   $1,500/mo.
Top Button   $1,200/mo.
Second Button  $900/mo.
Third Button  $600/mo.
Contact us for specs and material requirements.
* Publisher’s own data.

Exclusively for Security Systems Integrators, Today’s 
Systems Integrator e-Newsletter delivers unique and 
vital information. Reaching more than 16,000* opt-in 
subscribers, TSI is a must-read for systems integrators 
who want the latest industry news & information.

Rates:
Top Banner   $1,500/mo.
Top Button   $1,200/mo.
Second Button  $900/mo. 
Third Button  $600/mo.
Contact us for specs and material requirements.
* Publisher’s own data.
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Excellent Lead Generating Webinars

Engage your target audience in a “live” web 
conference hosted by Security Magazine. 
This efficient, highly effective means of 
communication aligns your company with 
compelling and timely content designed to 
generate quality contacts with executive 
decision-makers.

Custom designed to address critical issues 
and topics central to your brand and solutions. 
Collaborating with industry thought leaders and 
subject matter experts on new technologies, trends 
and issues, your Webinar brings an audience of 
qualified decision-makers together with your brand
and message.

Recent Results:
Topic: Web-based Access Control
 Registration: 312
 Attendees: 184
Check it out at:
http://tdm.securitymagazine.com

SECURITY 
Webinar Connection!

Sponsorship Opportunities:
Each event offers a sponsorship opportunity for 
only $8,500 for the first 100 attendees, and $60 for 
each additional attendee.

Sponsorship Benefits:
•  Build your brand. Demonstrate your expertise.

 Gain pre-qualified, quality sales contacts.

•  1 minute sponsorship promotion at the beginning

 of the Webinar.

Your logo will prominently appear as the sponsor
on all attendee promotions including:
•  Full-page ad in Security to promote Webinar

•  Promotion on e-newsletters 2x a month

•  Promotion on securitymag.com

•  Email blast to Security subscription base

•  Final program will be posted on  

securitymag.com for an entire year!  

Plus: You can target specific markets!

•  Quality sales leads - all participants must register

 to view program and you receive the leads!

Don’t miss out on this HOT opportunity to receive the  
highest quality “targeted” sales leads available!

securitym
ag.com
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High Powered Events

November 11-12, 2008

Securing New Ground™ now, including the exclusive Security 500, 
draws the highest caliber attendees from the security, financial 
and government sectors. You will rub elbows with the most 

prestigious leaders in the security industry and learn from them new 
ways to grow your business. 
 We’ve wrapped more into 2 days at Securing New Ground™ than 
any other conference in the industry. Decision-makers from the secu-
rity, financial and government sectors attend this prestigious event 
-- which provides your company with the best networking in the 
industry. As an event sponsor, your company will be associated with 
the conference that has repeatedly attracted the industry’s key players. 

For more information call Becky Reed at (440) 286.4900 
or e-mail becky@sjandco.com.

 As part of Securing New Ground, Security Magazine proudly pres-
ents the Security 500, a conference focusing on management strate-
gies, networking and idea sharing with industry thought leaders. This 
event will identify the nation’s 500 largest security product buying 
organizations industry’s top executives. 

As as a Security 500 sponsor, you’ll receive: 

•  Logo on attendee promotions including:
  - 6 Security print ads
  - 13 eNews editions
  - Button ad on securitymag.com/500
•  Logo on all conference signage
•  Logo and 50-word attendee program discription
•  1/2-page profile published in the Nov. Security 500 issue. Appears  

online for six months.
•  Two attendee registrations ($445 value)
 
Contact your sales rep for pricing and further sponsorship details.

October 26-29, Carefree Resort and Villas, Carefree, AZ

Security Magazine’s unique SecurityXChange event is dedicated to 
connecting you with active Fortune 500 enterprise security lead-
ers. Through high-level customized meetings, you’ll have direct 

access to senior security executives actively buying security service 
platforms and technologies. All guaranteed, one-on-one appointments 
are pre-qualified. Meaning end-users already have an identified need for 
your product or service. 
 Past end-users include executives from Microsoft Corp., Symantec, 
Hilton Hotels, Bank of America, GMAC Financial Services and more..
You’ll meet decision makers in a private and controlled environment, 
allowing you to focus 100% of your time on selling and building rela-
tionships with these key buy-side executives.

Pricing: 
   By 3/31   after 3/31
8 meetings  $11,500   $12,500
12 meetings  $16,100   $17,100
16 meetings  $20,600   $21,600

Includes:
• Private, 30-minute matches in a condominium suite
• Communication with end-users 3-4 weeks prior to on-site 
 meetings via secure Xtranet
• Open networking sessions on-site

For sponsorship information contact: 
Jon Lowell
Event Director
(952) 277-0800
jlowell@security-xchange.com
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Interop Show Partner Program:
Exhibit and Meet IT Network 

and Security Buyers! 

Interop is the leading trade show for IT network and 
security buyers! Security is exhibiting and you are invited 
to join us. Our 2008 Show Partner Program is 
Turnkey - Effective - Efficient!

Exhibit at Interop:
•  You’ll have your own kiosk with monitor for 

demonstrations. 

•  All attendees that stop at our booth will have their badges 
scanned and all leads will be shared with you. 

•  A table for your literature, disks, premiums, business 
cards and other collateral is provided. 

Advertise in Security and SDM Magazines:
Plus you will receive a full-page four-color ad and a full 
page profile (400 words, logo and photo) in our April issue 
“Interop Security Section” (1 page, four-color). 
 This special section will be published in both Security 
and SDM and will be distributed at Interop.
 6 Sponsorships available: $ 9,000 net.

Interop Show Partner Program:
Exhibit and Meet IT Network 

and Security Buyers!
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Custom Media - Single Source Solutions
BNP Custom Media integrated with Security creates 
completely customized and industry leading media solutions. 
Delivering your editorial content directly to your target 
audience is our specialty. Internally and externally, via print, 
electronic media or during live events. Engage your audience 
in any combination of custom products, including magazines, 
newsletters, eBooks, white paper/case studies, web portals/
microsites/online resource centers, advertorials, online 
content and more. For details contact Publisher 
Mark McCourt, McCourtM@bnpmedia.com or Steve Beyer, 
BeyerS@bnpmedia.com.

Clear Seas Research
Clear Seas Research supports growth and development in over 
40 industries through B2B industry-focused reports and custom 
market research services. We are dedicated to providing 
results-oriented market research and insightful analyses to 
our clients with a focus on understanding their business and 
offering exceptional customer service. For more information 
visit www.clearseasresearch.com or contact Beth McGuffin at 
248-786-1619; mcguffinb@clearseasresearch.com.

Reprints & ePrints
Use editorial articles from Security to complement your sales, 
promotion or educational programs. If your company has been 
featured, don’t miss this opportunity. Get your custom, no 
obligation quote today.

List Rental Services
Get your information directly into the hands of security 
executives and systems integrators – rent Security’s e-mail or 
postal list. Customize to target specific industry, geographic 
region and more. Makes for a great follow-up to your print 
program.

on access, customer service is at the forefront to make it as friendly 
as possible and not make people feel like they are walking into a 
prison.”
 Cooperation of visitors and employees in any of these sectors is 
vital to the safety and security of all.
 “One of the most important elements in our communication 
processes is being able to let individuals know whether or not they 
are in harm’s way,” Damstrom says. “I would expect horizontally and 
vertically across all industries, we in this business are about influenc-
ing human behavior at a certain point in time. When bad things are 
happening, corporate security facilities are in the crisis prevention 
business.
 “What we have learned is that people will do what you ask them 
to in times of crisis if you have built credibility with them. The only 
way to do that is to communicate with them beforehand. If the first 
time they are hearing from corporate security is at a time of crisis, 
they won’t listen. You haven’t built credibility.”

TECHNOLOGY THOUGHTS
 Security technology is obviously the focal point of almost any 
security plan these days. While security needs vary in these diverse 

BONUS FACILITY: Relationships Make the Difference at Casinos

Of course, it is important to have the 
correct people on staff, but correct 
relations with law enforcement also 

is important for Eric Newton, director of 
security Beau Rivage, subsidiary of MGM 
Mirage in Biloxi, Miss. “We try to maintain 

a good relationship with FBI and U.S. Air 
Force base authorities. As far as people go, 
it does boil down to staff. We totally depend 
on staff to be there and be alert, and have 
buy-in on entire program,” says Newton, 
who agrees with our five security executives 
elsewhere in this cover story.
 Beau Rivage is a 29 story hotel/resort 
facility. There are approximately 1,750 
rooms with 10,000-15,000  visitors and 
employees per day.
 “When people ask me about the security 

in a large resort like this, I tell them this 
is really like a small city. We have every-
thing a small city has from residences, 
to spas, salons, swimming pools, park-
ing structures. One advantage we have 
is an elaborate video system (Rapid Eye 

from Honeywell in conjunction with North 
American Video) where a city wouldn't. 
We have the ability to go back and review 
video to see what really happened. I also 
have more intense coverage from a per-
sonnel aspect – more officers per square 
foot than a typical city.”
 Proper officer training is crucial, accord-
ing to Newton.
 From the time a security officer comes on 
board, each goes through a 40 hour acad-
emy from CPR and AED to basic firefight-
ing. “This department is really a paramedic, 
fire and police department. We’re all three.” 

Also having an effective security video sys-
tem with personnel who know how to use it 
is crucial, too.
 The Beau Rivage has significant invest-
ment in security technology.
 There are key control systems including 
newer tech based on hand scanners. An 
employee has to place his or her hand in 
it to release keys. “We must tightly control 
keys because of the nature of our business.”
 Newton now has license plate recogni-
tion systems. “We maintain a database of 
cars coming and going on property and off. 
It’s also effective from a homeland security 
standpoint.” There are also facial recogni-
tion systems. “Those are good to compare 
a person’s face to FBI databases and even 
our own database of people who have been 
banned,” he adds.
 On the video side, what’s new are digital 
video recorders replacing VHS tapes. The 
advance “makes our job about 1,000 times 
easier. When going back to review, it’s so 
much easier to transmit that information to 
people in the company that need it. Quality 
is just outstanding.”
 Newton’s advice to others outside of 
the gaming industry: “The training. A 
lot of places will do some initial training 
when they first get employees in the door. 
Then they just kind of place them on post. 
Security folks love training. They love to get 
certificates saying they’ve been trained. Not 
only original but recurring training is among 
key factors.”

Casinos are like cities except there is more security 
technology and often more security officers on patrol. 
At Beau Rivage, staff training and high tech security 
video comes together in an effective control room.

Images inside and outside go to DVRs. In addition, 
Beau Rivage’s security operation has license plate 
and facial recognition systems.

It’s a total enterprise approach – With its people coming first and foremost, Ken 
Damstrom also must secure his firm’s data, brand and reputation. On the people side, 
he focuses on hiring people with diverse backgrounds.
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PEOPLE ARE PARAMOUNT
 “The most critical security element is the 
people you hire,” Damstrom says. “That’s 
true in the whole financial service sector and 
in any industry. It’s critical how your people 
think about security. Either you have evolu-
tionary or revolutionary change in terms of 
the use of technology.”
 Damstrom says he tries to hire people 
with diverse backgrounds. “The security ele-
ment that works the best for me is hiring a 
diverse employee population so we can have 
a different kind of critical thinking. A lot 
of folks who run global security programs 
come out of law enforcement, military, etc. 
But if you can have a mix of professionals 
that haven’t been ‘institutionalized’ by some 
government agency, they can bring a differ-
ent viewpoint to the debate.”
 For Subway, employees and franchise 
owners are keys to the security program, 
Brandt says. “You can have the best security 
video system in the world, but if you turn it 
off, you are not doing any good.
 “The people have to participate. They are 
in the business of selling sandwiches. That 
is primarily their mission, to move product. 

If they don’t make a sandwich well, they 
may lose a customer. If they don’t do securi-
ty well, they may lose everything, including 
their store, their college fund for their kids, 
etc. It’s huge.”
 The school district relies on people in 
a slightly different way. “What we try 
to do is start off by making sure 
every school in the district has a 
trained safety team,” Melita says. 
“Every school has a safety plan 
done in conjunction with police 
and fire. We have complete collabora-
tion with them. That makes us unique. We 
also have a safety and security committee, 
one representative from each department in 
the district, including the PTA. Everyone 
works together.”
 Melita also points to the need to train 
and communicate how the security system 
works. “You can have all the technology in 
the world, but if people don’t know how to 
use it, it won’t do any good. A lot of times 
schools are handed equipment but they don’t 
know what it is about or how to use it.”
 The people element extends not just to 
employees, but also to customers, in some 
cases. 
 “I always preach to employees that cus-
tomer service is the most important thing,” 
Home Depot’s Alfaro says. “The customer 
will appreciate it, but the guys that come 

to deprive us of merchandise like to come 
into a store and not be greeted or noticed. 
We can invest in cameras or alarm systems, 
but if we don’t have people on the sales floor 
talking to customers, things are going to 
happen.”
 At the hospital, customer service is the key 
to making a strict security system “friendly” 
to visitors, Blasko says. “Our access control 
is more restrictive than most in the area. You 
can’t get anywhere but the first floor with-
out a badge. 
 “The front desk is where we hand out 
badges. Because there are more restrictions 

COVER STORY

Successful security executives such as 
the five featured in this cover story 
know how to sell their programs, 

budgets and new ideas to their CEO.
 But not everything may stick.
 Stanford University Professors Chip 
Heath and Dan Heath, in their Random 

House book, Made to Stick: Why Some 
Ideas Survive and Others Die, have some 
strategies that are as good as glue.
 Credibility – Think of it as a bank 
account. Over the years, chief security offi-
cers build up their account and use it con-
stantly to sell their budgets and new ideas.
 Simplicity – There are Ten 
Commandments, not 50. Concrete ideas 
simply expressed are easier to understand 
for busy top executives often focused 
on multiple concerns, departments and 
directions. Since the Reagan White House 
days, U.S. Presidents get one page issues 
briefings that boil down complexities to 
essential that can be expanded after deci-
sion-making.
 Tell the story – In explaining a new threat 
or need for more funding or technology, 
make your case in a real-life way. Mention 
specific people situations and don’t forget 
the emotional side of the equation, too. 
While assets, brand and reputation are to 
be protected, the bottom line is the people, 
who will be harmed by any type of attack or 
incident. – Reported by Bill Zalud, Editor

‘Sticky’ 

Ideas 

Stick

It’s customer service – Safeguarding patients, visitors, 
staff and hospital equipment is the mission. With 
more access controls than some others, John Blasko 
stresses customer service from a public safety 
perceptive.
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COVER STORY

Meet The Companies
Security Magazine interviewed security 

executives at five different facilities in five 

separate markets. Their top security concerns 

are specific to their individual circumstances.

Riverside Community Hospital, Riverside, Calif. – with 
364 beds, 1,400 employees and four professional build-
ings, Riverside is a medium-sized hospital. “I think our 
biggest need for security is safeguarding our patients,” 

says John Blasko, operations manager for public 
safety at the hospital. “We have had troubles with 
transients going up to floors and sleeping in beds.”

Lehman Brothers – A global investment bank with 
24,000 employees and sites in 24 countries, Lehman has 
a variety of security needs. “Our needs for security run 
through a spectrum of solutions,” says Ken Damstrom, 

managing director, global corporate security for 
Lehman Brothers. “Ultimately we are trying to 

protect our people. Our primary assets go up and 
d ow n the elevator each night. We are also concerned about data, 
brand and reputation.”

Subway Restaurants – There are 26,000 Subway 
stores worldwide. The number changes every week, 

but each store is an independently-owned fran-
chise. “Decisions for security at a location are up to 

the owner. We work with the franchisor to recommend procedures 
and policies,” says Gerry Brandt, national security consultant with 
Subway, Lake Villa, Ill. “Staffing is relatively small. There may be only 
two or three people on duty. Facilities that are open late at night, 
handle cash and deal with the public are frequent targets for rob-
bery. We spend a lot of time making training available for stores and 
advising them of the risk of being in the business.”

Broward County Schools – Broward is the sixth largest 
school district in the nation, with 270,000 kids, 40,000 

employees and 260 sites. “Basically the aware-
ness of who is on our campus is our priority,” 
says Dr. Joe Melita, executive director, profes-

sional standards/special investigative unit, Broward County Schools. 
“We are dealing with kids. We are responsible to the parents that 
when they send their kids to school, they are safe and secure.”

Home Depot, West Stockton, Calif. – The West 
Stockton Home Depot is one building with 180 
employees. “In retail, the main thing we need is loss 
prevention,” says Oscar Alfara, loss prevention manager. 

“Safety at a place like this is also very important with 
the type of merchandise that we are selling.”

Five Diverse Facilities
Five Different Missions
One Shared Focus

By Karyn Hodgson, Contributing Writer

Solving the
People Puzzle

There are different needs among these five secu-
rity executives, who work  in very diverse cir-
cumstances. All  cite two things as keys to security 
success – people and solid communications.
 On the surface, their security needs and 
solutions should not have much in com-

mon: A community hospital, a large school 
district, a global financial company, a fast-
food chain and a local branch of a national 
hardware chain. But when it comes right to 
it, large or small, global or local, there is a 
common thread to their security needs. 

 Technology is used by all. It is very 
important, and many are foraying into 
cutting edge. But they all agree that 
people and communications form the 
backbone of their most important security 
solutions.
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