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W
ith subprime lending companies 
under duress, new construction 
slowing and some home mortgages 
in question, one would expect the 

residential segment of the burglar alarm market to 
be feeling a strain.

But many are reporting that stress has not hit the 
intrusion market yet, at least not among the resi-
dential customers they serve, and the commercial 
intrusion market is doing well.

Brett Bean, president of F.E. Moran Inc. Alarm, 
Champaign, Ill., sees demand for alarm systems as 
very strong in his area. “We are seeing growth of 
about 20 to 25 percent over last year on both sales 
and revenue,” Bean reports.

“We are seeing a trend in the commercial market 
toward the customer wanting us to manage more 

of the administrative functions remotely of alarm 
systems, access control and CCTV,” he observes. 
“That seems to be up and coming.”

Gordon Hope, vice president of Honeywell Secu-
rity’s AlarmNet, Melville, N.Y., says that from Hon-
eywell’s perspective, 2007 was a year in which the 
intrusion industry continued to expand from the 
traditional alarm, glass-break and motion detector 
environment to one that incorporates cutting-edge 
security technology as a lifestyle-enhancing feature.

“For example, the industry continued to pre-
pare for the approaching AMPS Sunset Clause 
by transitioning from analog alarm radios to 
technology such as GSM. This new digital tech-
nology, however, also brings features such as 
remote system control from Web-enabled devices, 
which offer dealers the opportunity to increase 

recurring monthly revenue. 
Homeowners can arm/dis-
arm their security systems 
remotely and be automati-
cally notified of non-critical 
events on their cell phones, 
Blackberries and other PDAs 
via e-mail or text message.

“Honeywell expects this 
trend will continue to mate-
rialize in 2008 as consumers 
seek to stay more connected 

Monitored 
Intrusion: 

SPECIAL REPORT

By Russ Gager, Senior Editor, and Maggie McFadden, Contributing Writer

Each operator in the central 
station of Devcon Security Ser-
vices Corp., Hollywood, Fla., 
has two screens. One shows 
logs and the other shows 
video. The large screen in the 
top center on the wall monitors 
the alarm buffer.

PHOTO COURTESY OF DEVCON SECURITY SERVICES CORP.
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to their homes and businesses,” Hope emphasizes.
James Rothstein, senior vice president of Tri-Ed 

Distribution Inc., Woodbury, N.Y., has been pleasantly 
surprised with the strength of the intrusion market.

“It continues to grow, it continues to be very 
resilient, even in the face of some trailing eco-
nomics in certain parts of the country,” Rothstein 
maintains. He estimates sales of intrusion products 
to security dealers in 2007 were “well into double-
digit growth” over 2006 sales.

Some security dealers’ experiences in the alarm 
market were very positive in 2007, while others had 
less-than-impressive results. For example, John 
Jennings, CEO of Safeguard Security, Scottsdale, 
Ariz., says intrusion sales were flat. “For alarm sys-
tems, installation and sales of standard alarms was 
about the same as 2006: $3 million,” he declares.

“The economy is shrinking in every market we’re 
in,” Kevin Stone, COO of Doyle Security Systems 
Inc., Rochester, N.Y., declares. “We’ve been able 
to overcome this challenge in our market — and 
systems sales are on the rise.”

Doyle Security has felt its greatest business 
decrease in new construction for residential 
homes. “We are expecting that to continue for 
2008,” Stone reports.

Jennings expects 2008’s residential sales to be 
“not as robust as it’s been in the past, but just because 
of sales of homes, attrition has also slowed down.”

Residential intrusion systems and new construc-
tion also are declining for F.E. Moran, and Bean 
sees that as continuing during 2008.

“The builder market has slowed down a bit, and 
those dealers who were completely on that as a 
single source have felt it more than others,” con-
cedes Mitch Clarke, vice president of marketing 
and market development for Monitronics Interna-
tional Inc., Dallas.

But Clarke sees other segments of the intrusion 
market as being better off. “2007 was a better-than-
average year,” he reveals. “We saw a good number 
of accounts come on. We had a much better sum-
mer than we did a year ago — we’re predicting 
2008 to be bigger.”

Progressive Technology Security Systems Inc., 
Escondido, Calif., has not felt a slow-up in the 

Expectations are dropping for residential burglar alarm 
systems in new construction, but new technologies and 
markets are making up for the slowdown.

Sponsored by

State of the Market

New capabilities 
of home secu-
rity systems are 
increasing ease of 
use and customer 
satisfaction.
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housing industry yet but is anticipating it, although 
Joshua Ladick, manager of administration, says 
housing prices in the San Diego area have been 
fairly stable and have experienced only a small 
downturn so far.

Judy Jones, vice president of marketing for 
NAPCO Security Group, Amityville, N.Y., con-
cedes the manufacturer has felt the residential con-
struction slowdown.

“Continued weakness in new U.S. home con-
struction has somewhat impacted the residential 
intrusion alarm segment of our intrusion system 
business,” she reports. “However, commercial sec-
tor sales, across which all three divisions sell, have 
been strong and seeing growth.” 

Ladick is not sure how the residential market will 
go if the economy sours. “No matter how much 
we tell them, if people put security in a category 
where it’s convenient to have it but it’s not up with 
food and paying your mortgage — the hard part is 
making people see it as a necessity rather than as a 
luxury,” Ladick concedes.

“In business that’s definitely different, because 
we can sit down and show them pragmatically how 
security can save them money and protect their 
assets and offer more stability, but in the residential 
market, that’s always difficult,” he admits.

NEW TECHNOLOGIES TO THE RESCUE
Security dealers, distributors and manufacturers 
are united in their enthusiasm for new technologies 
and services to offset the sag in new home construc-
tion. Clarke sees new technological innovations 

driving the burglar alarm market.
“I think the biggest buzz now is in two areas — 

one is getting some remote access to the panel itself 
through the Web or a PDA device, where you can turn 
it on or off, or read information on your panel, so you 
know what’s happening in your house,” he notes.

“The other area we see growing more is more 
dealers are getting into some video monitoring,” 
Clarke declares. “As the cost of the hardware 
comes down, we’ll see more systems that will have 
video monitoring, and we’re looking into those 
types of solutions. We don’t currently support it, 
but definitely I see it on the horizon.”

Clarke also thinks customers can be encouraged 
to obtain more services from the equipment they 
already have installed. “In the next year, you’re 
going to see a reversal in the way products get intro-
duced. Now it will be more of the Onstar model, 
where we give people a suite of services through 
software they get free for some period of time, and 
if it is of value to them, they sign up for a contract 
that adds $5 to their bill so they can have some 
added features that are good for them. Sometimes 
sampling is a good way to try a new product.”

Ladick agrees that technology is creating buzz in 
the burglar alarm market. “I think the technology 
is finally catching up to where people want it to be 

Most Dealers Bullish on Alarm Sales

SDM asked dealers and integrators, “Considering the economic health 
of your business, how would you define the state of the market and 
the potential for burglar alarm sales in 2008?”

 2008               (compare with) 2007
Excellent 16%* 24%†

Very good 34% 38%
Good 34% 30%
Fair 13%   8%
Poor   3%   0%

*percentage of respondents to SDM’s 2008 Industry Forecast Study, conducted November 2007 
among SDM’s subscribers
†percentage of respondents to SDM’s 2007 Industry Forecast, conducted November 2006 among 
SDM’s subscribers

Note that in the 2007 Industry Forecast Study, the question encompassed both burglar and fire 
alarm systems, while the 2008 study asked about burglar alarm systems only.

More than 8 in 10 
dealers still view 
the state of the 
market as “good,” 
“very good,” or 
“excellent.” Note 
that changes 
between 2007 and 
2008 figures may 
be attributed to a 
difference in the 
survey question 
(see note above).

William Buckwalter, lead installer for Progressive 
Technology Security Systems Inc., Escondido, 
Calif., works on a control panel for the security 
system of a small office.
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as well,” he says. That technology in surveillance 
video and access applications is making up for a 
drop in the number of burglary installations by his 
company.

“Occasionally when the technology improves, 
then we can go to customers and offer a technol-
ogy as an upgrade,” Ladick relates. “I know that the 
demand has gone up for having a remote control to 
turn an alarm system off and on when somebody 
pulls out of their garage — that’s an add-on.”

Safeguard Security has added stand-alone life 
safety product offerings to monitor water, natural 
gas and more. “We started offering these life safety 
devices just last year as standalone — it’s another 
source of RMR,” Jennings notes.

Life safety devices, such as temperature and car-
bon monoxide sensors and sump pump monitors, 
are also being promoted by Doyle Security. “We’ve 
found it’s a great way to differentiate ourselves 
from other companies,” Stone notes. 

The company also is selling alarm activity 
reports. “Customers can dial in and see alarm activ-
ity and their contact lists in real time through the 
Internet,” Stone explains. “With the Internet get-
ting bigger and more people with PDAs, the fact 
that customers can see what’s going on with their 
alarm is hugely popular.”

Doyle Security is also offering GPS monitoring 
of trucks for electricians, plumbers and other fleets. 
“They have a real need for it,” Stone insists.

MORE OPPORTUNITIES
Digital radios for alarm systems to replace older ana-
log technology are being sold to approximately 65 
percent of Doyle Security’s customers, Stone notes.

Safeguard Security has been installing only digi-
tal GSM radios since March of 2007. “It is really 
secure, and we have had an increase in our conver-
sion business because of our offering,” Jennings 
notes. “We increased our pricing nominally, but it 
has made us unique again.”

Rothstein agrees that technological improve-
ments are helping the digital GSM radio market. 
“All the major manufacturers have been trying to 
trump each other in adding technology and features 
to their GSM products,” he observes.

He is pleased with the growth of short-range 
wireless devices in burglar alarm installations. “The 
wireless segment of the market continues to just gain 

Sponsored by

Tri-Ed Distribution Inc., Woodbury, N.Y., is report-
ing double-digit growth in sales of intrusion prod-
ucts to security dealers in 2007 over 2006.
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Dealers Reel in their Reliance on 
New Construction

SDM asked dealers and integrators, “In which one residential market 
segment do you expect to see the highest rate of revenue growth for 
your company in 2008?”

             (compare with)
 2008      2007
Middle-market homes (existing) 37%* 31%†

High-end homes (existing) 23% 21%
New construction (custom-built) 17% 29%
Multi-unit dwellings   9% 12%
New construction (tract homes)   4%   6%

*percentage of respondents to SDM’s 2008 Industry Forecast Study, conducted November 2007 
among SDM’s subscribers
†percentage of respondents to SDM’s 2007 Industry Forecast, conducted November 2006 among 
SDM’s subscribers

Dealers indicate they will be less reliant on the 
residential construction market in 2008 compared 
with 2007. Last year, 29 percent identified cus-
tom-built new construction as their hottest market; 
that figure dropped to 17 percent this year. More 
dealers say they will rely on the existing home mar-
ket for alarm system sales.

Honeywell 
TotalConnect -  
Remote 
RMR 
services

http://www.redwoodeditor.com/content/Honeywell/totalconnectDealerToolkit/
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strength, and I think wireless has gone through a 
really nice evolution,” Rothstein maintains. “I think 
today wireless is so good, and the prices have come 
down to such a great extent, that the application of 
wireless is much more universal.”

Rothstein suggests additional opportunities 
are available in home automation and structured 
cabling. “As a distributor, we really try to educate 
dealers on these opportunities, so that when they’re 
in a residential or for that matter commercial intru-
sion situation, they see the expanded opportunities 
for complementary technologies like audio/video, 
home automation, etc.,” he points out.

Clarke maintains customers are continuing to 
request a two-way voice alarm system. “We still 
do quite a bit of two-way voice,” he reveals. “It is 
not every dealer that pushes it, but those who have 
it in their portfolio do very well.”

He thinks the aging of the baby boomer generation 
could spell out opportunities in personal emergency 
response systems (PERS). “As we have more and 
more people over 65, I think that PERS is ripe for 
more acceptance,” Clarke believes. “The price of 
units from different vendors have come down.”

Medical alarm monitoring is Doyle Security’s 
fastest growth area. “We didn’t really have a busi-
ness there two years ago, so when you don’t have 
a business there, you can explode right out of the 
gate,” Stone concedes, adding that he expects Doyle 
Security’s 52-percent growth in medical monitoring 
for 2007 to continue at 55 percent in 2008.

F.E. Moran praises maintenance programs as 
being a solid way to build business. “For those cus-
tomers that do subscribe to maintenance plans, the 
attrition rate is almost non-existent, and it makes 
the relationship overall better,” Bean maintains.

“Growth areas in commercial come from just 
upgrades and repeat customers,” relates Ladick. 
They ask burglar alarm customers about whether 
they need surveillance video or access control. “We 
have that relationship with them, so they go with us 
for those add-ons. I would say new sales and add-
ons are really big.”

INNOVATION IN PRODUCTS AND SALES
Companies that are offering innovative products 
and services are experiencing growth in the burglar 
alarm market. At Bosch Security Systems Inc., 
Fairport, N.Y., sales of control panels that have 
IP integrated in them and the modules that allow 
other control panels to communicate over IP are 
growing. Additional business is being driven by the 
switch to digital GPRS radios.

“For us, we’re seeing VoIP commercially,” 
observes Tom Mechler, Bosch’s product marketing 
manager – intrusion products. “We’re also seeing 
a trend toward IP communication, especially in the 
commercial space. VoIP is a subset of IP. IP com-
munication is strictly data.” Overall, Bosch’s moni-
tored intrusion equipment sales are up slightly, 
Mechler reports.

NAPCO is experiencing growth in its hybrid 
wired/wireless control panels, keypads and periph-
erals, and in its Internet reporting modules and 
wireless backup radios.

Honeywell Security reports higher than expected 
growth in commercial intrusion products and sen-
sors, such as PIRs, glass-break detectors and wire-
less versions of all contacts and sensors.

Alarm.com Inc., McLean, Va., which offers 
customers control of their alarm systems through 
cell phones or personal digital assistants (PDAs), 
reports it has sold five times as many of its units in 
2007 as in 2006.

“The sales reps for a lot of these companies can 
demonstrate it quickly at the customer’s site using 
a cell phone, Blackberry or PDA,” explains Alison 
Slavin, Alarm.com’s vice president of product 
management. “Once they’ve done a quick five-
minute demo, it becomes 10 times easier to close 
the deal with the customers, because they’re no 
longer comparing it to the $99 system.”

Sending video clips over cell phones also is 
available from Alarm.com. 

NAPCO also has high expectations for its sys-
tem that sends video clips over Web-enabled cell 
phones or Internet browsers.

“This indicates a new incremental recurring rev-
enue offering for dealers to capitalize upon while 

John Trotter of 
Gold Protective 
Systems, New 
York, installs an 
alarm panel in a 
residence in Mah-
wah, N.J.

Honeywell 7845GSMR 
Installation
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improving their accounts’ overall security and  
peace of mind,” says Jones. 

Using video with alarm systems and viewing it 
over the Internet has been extending down from 
the high end of the market for Doyle Security. “In 
the last year to 18 months, we have seen the mid-
market come into play,” Stone points out. “The cost 
of equipment has come done extensively.”

F.E. Moran has residential video monitoring as 
part of its business plan for 2008. “We are seeing 
an interest in some of our locations in the high-end 
residential customers,” Bean reports.

HAPPY NEW YEAR
“The new construction market has taken a very 
big hit to the south Florida market as well as 
other areas around the country,” Pollack reports 
“But our business has been and always will be 
recession-proof.”

Rothstein also points out the recession-proof 
nature of the intrusion industry, but concedes, “I 
don’t know if that’s quite true, but I do know that 
at the end user level, the demand for security and 
peace of mind will continue to be strong, and that 
should have a positive impact on our business. The 
core of our industry is strong.”

Adds Pollack, “Personally, I’m surprised there is 
as much growth as there is with existing homes that 
don’t have a system. That continues to be a good 
growth market for us.

“We’re constantly busy,” Pollack emphasizes. 
“New construction is a little slower, but we are 
keeping busy with the changes of the AMPS sys-
tem to the digital system. We’re doing what we 

can to get all our customers up on the radios. That 
gives us an opportunity to go back and touch that 
customer again, and make that personal response 
with them.” 

Gordon Hope at Honeywell Security’s AlarmNet 
thinks intrusion products will always be needed. 
“The role of communications in our industry has 
changed rapidly in a short time,” he comments. “But 
the role of an intrusion system as a protector of life 
and property, and the critical role played by the pro-
fessional central station, hasn’t changed at all.”

Economic caution is not affecting the market 
view of Jay Stuck, vice president of residential 
sales for Guardian Protection Services, Warren-
dale, Pa. 

“My contrarian view is I think we have reasons 
to be optimistic,” Stuck asserts. “We’ve shown we 
have an industry that can really accept a lot of the 
economic knocks as they occur.

“I think first of all, everything is cyclic,” he 
believes. “I think in good times and in bad times, 
people are looking for peace of mind and protec-
tion. As an industry, we are pretty well-positioned 

to be resistant to any economic factors. I’m 
not doom and gloom, I’m boom and vroom 
when it comes to ‘08!” ■

Sponsored by

Customers can 
view a log of alarm 
events on their 
laptops with the 
newer systems on 
the market.

SDM Chronicles Home 
Security Prices 

SDM asked dealers and integrators: “What is 
the average price of the residential security sys-
tems your company has sold in the single-family 
home market in the last 12 months for a…”
     
‘traditional’ system ‘mass-market’ system
2007 $1,726* 2007 $664*
2006 $1,683 2006 $820
2005 $1,645 2005 $1,169
2004 $1,391 2004 $616
2003 $1,471 2003 $911
2002 $1,425 2002 $416

*average price for each type of residential security system among 
respondents participating in SDM’s 2008 Industry Forecast Study, 
conducted November 2007 among SDM’s subscribers. Prior-year 
figures are based on results of prior Industry Forecast Studies from 
each respective year shown.

PHOTO COURTESY OF ALARM.COM INC.
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E
veryone agrees that video surveillance 
equipment is selling well. Those manu-
facturers who report figures will often 
say their 2007 unit sales are up 8 to 12 

percent — or in the double digits — over 2006. But 
the issue for security dealers and systems integra-
tors is not whether the equipment is selling, but for 
how much. As manufacturing costs decrease and 
economic pressure increases, dealers and integra-
tors find their customers trying to get a lot done 
with a little money.

Some dealers and integrators are reporting that 
it’s difficult to make a sale because customers fre-
quently will price equipment on the Internet or in 
video catalogs. These conflicts in the channel put 
pressure on their profits from video surveillance 
systems. So dealers and integrators are emphasiz-
ing their expertise, maintenance, customer service 
— even monitoring — in installations.

Edward Newman, vice president of Universal 
Security Systems Inc., Hauppauge, N.Y., says he 
finally has seen a leveling off of the drop in profit 
levels his company had been experiencing over the 
last few years that he attributes to new, inexperi-
enced competitors.

“A variety of different types of contractors — 
electrical, general, defense, telephone, and com-
puter contractors — all viewed the security market 
as billions of new dollars being spent,” Newman 
lists. “It tends to drive prices down.

“The fourth quarter of 2007 was the first time 
we’ve seen some stability in the market,” he reports. 
“Many of these contractors that had won jobs suf-
fered significant losses on them as a result of a lack 
of experience. Now they are deciding maybe they 
will go back to doing what they do best.”

Doing what they do best is the marketing tactic 
that Universal Security Systems has been using to 
win against those competitors. “One of our market-

Video         
Surveillance: 

SPECIAL REPORT

By Russ Gager, Senior Editor

Ed Newman of Universal Security Systems says he is beginning to see sta-
bilization of profit margins on video projects, as the competitive dynamics 
have settled, separating competent integrators from the incompetent.
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ing pitches to customers is that we don’t sell tele-
phone systems, we don’t install lights and outlets, 
we don’t build airplanes or missile systems, we do 
electronic security work!” Newman emphasizes.

A trend that Newman is observing is the com-
bining of several security jobs into one massive 
one. Although this may reduce paperwork for the 
customer — especially if it is a government agency 
— it makes it difficult for small or medium-sized 
integrators to bid competitively on such large jobs, 
he maintains.

On one recent sale, work at seven or eight sites 
was consolidated into a single project. “We could 
easily have done one, two or three a year,” New-
man relates.

“None of the local security integrators were able 
to go after it competitively, and it goes to an elec-
trical contractor instead,” he recalls. “We’ve seen a 
number of those in the last couple of years. 

“I think there’s a certain critical mass with this 
type of work, that the cost of doing all those proj-
ects together ends up being more than if you did 
them as separate projects, but I don’t think they’ve 
quite come to realize that yet,” Newman notes.

Data Video Systems, Muskogee, Okla., also has 
been feeling pressure on profits lately. “We’re run-
ning into a lot of competitive bids where they’ll bid 
the equipment from all over the world, and we’ve 
had to sharpen our pencils a lot more to get some 
of these contracts that used to roll our way,” admits 
Gary Wilson, CEO.

Dan Hobbs, vice president of sales and market-
ing for Data Video Systems, concedes, “We have 
to find more creative ways to increase our overall 

profit. Today, we’re making less margin than two 
years ago.”

They are working to obtain more recurring rev-
enue from maintenance. Another strategy Hobbs 
is using is to circumvent traditional methods of 
product distribution. “As direct dealers, we’re able 
to have a little more margin than if we went through 
a distributor, so that in the last two years has been a 
part of our business model,” he reveals.

In this company’s experience, government fund-
ing is becoming harder to secure because of bud-
getary constraints. “We’ve had to be very creative 
in finding other ways to help them find those 
moneys,” Hobbs says of government buyers. “For 
instance, for fragmentation retention film, many 
times they may not have the money for that through 

Growth in the video surveillance market is buoyed by 
more than just security — and newer technologies are 
beginning to take hold.

Sponsored by

State of the Market

Video Surveillance and Security Solutions

This dome is look-
ing over the Beau 
Rivage Resort and 
Casino, Biloxi, 
Miss., which at 
32 stories is the 
tallest and largest 
building in Missis-
sippi.
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physical security, but they might have that through 
the energy budget, because of lower electric bills 
they have.”

STILL GROWING
Despite pressure on profits, security dealers, sys-
tems integrators, distributors and manufacturers 
are reporting that video surveillance work and 
product manufacturing levels are growing. 

“We’ve probably got double the number of new 
CCTV jobs on the market in 2007 over 2006,” 
reports Robert Birley, central Oregon operations 
manager for Selectron Inc., Portland, Ore. “We are 
getting more and more requests for high-definition 
and IP video. In fact, two-thirds if not more of our 
systems are IP-based.”

The company also is experiencing growth in high-
definition video from megapixel cameras. Profit is at 
the same levels as expected, Birley maintains.

“We haven’t seen a hit in profits based on com-
petition because I think the market expanded, and 
then our company differentiates itself from other 
companies to keep our profits,” Birley continues. 
“We’re not having to lowball a bunch of jobs; 
they’re holding their own.”

Hobbs predicts a 20 percent increase in video sur-
veillance jobs in 2008. “The number of projects have 
stepped up, and we have more work on the boards 
for 2008 already than we did in 2007,” he asserts.

Wilson adds, “Usually at the end of the year, it 
slows down for us, but this was a good year. The 
last quarter was up 20 to 30 percent.”

He says the sophistication of the company’s video 
surveillance jobs has ramped up. “In some cases, 
it seems the systems we’re installing are a little bit 
more advanced than we’ve done in the past, rather 
than just a few video cameras,” Wilson relates.

Tom Cashman, general manager of global prod-
uct management for video, GE Security Inc., Bra-
denton, Fla., envisions worldwide demand for 
video surveillance products. “I’ve always enjoyed 
the security market because it seems like it’s almost 
recession-proof,” Cashman declares. “We see 
opportunity for growth in 2008 in the U.S.”

MORE THAN JUST SECURITY
There are so many different uses for video equip-
ment beyond pure surveillance needs, which also 
has contributed to a surge in the business. Manage-
ment of retail operations, manufacturing processes, 
customer services, and even safety are now in the 
spotlight of a video camera.

Birley reports that manufacturing and process 
industries are having video surveillance equipment 
installed. “We’re used a lot for process controls 
with companies that build structural materials and 
produce fluid metals to make sure no accidents hap-
pen, and also for the productivity of a product line, to 
make sure the line stays moving,” he explains.

“We have 12 clients who are extremely happy 
and buying cameras like they’re out of style,” Birley 
continues. “They said basically with the production 
level that they want, they can pay for a camera in 
three to four months, because of the increased pro-
duction they get out of their employees.

“Also, if a machine is broken, they can get it fixed 
immediately,” he notes. “So it’s very encouraging 
for them when we put the first six or seven in, and 
now it’s on the way up.”

Michael Godfrey, chief technology officer at 
Visual Defence, Richmond Hill, Ontario, Canada, 
offers additional uses for surveillance video.

End to Budget-cutting?

Edward Newman, vice president of Universal Security Systems 
Inc., Hauppauge, N.Y., sees his customers’ imprudent budget-
cutting ending.

“Based on speaking to a number of our long-term customers, many 
of them faced smaller budgets in 2007, but often as a result, saw 
some decreasing performance of their system, and as such, went 
back to get larger budgets for 2008 and were granted that,” Newman 
reports. “We’re also seeing many of the customers as they reevaluate 
their needs getting back to basics and saying that good CCTV coverage 
is first and foremost what they have to have before they get into some 
of the more exotic technologies.”

Among these are perimeter security, biometric access control and 
video analytics.

Honeywell EQUIP™ 
Series –

IP-ready cameras over 
the network

The capabilities of large enterprises’s video surveil-
lance systems such as Pelco’s Endura make con-
trol rooms the hub of security information through-
out a company. 

PHOTO COURTESY OF PELCO

http://honeywellvideo.com/products/cameras/ip/index.html
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“At Heathrow [Airport], the baggage handling 
group is using it,” he reports. “If they have a 
problem with baggage handling, they can pull up 
the cameras and see if a bag fell off, or if there is 
a problem with a conveyor belt. The airlines are 
using it for their operations to know if planes are at 
the gates, if the catering truck has pulled up, if the 
cleaning crew is there.

“The Zurich airport is using it for security waiting 
lines — they have a policy that lines have to be 15 
to 20 minutes long,” Godfrey continues. “They’re 
using it to manage crews and see if they have to 
open up more security checkpoints. Subways mon-
itor the number of people on platforms for safety 
issues to see if they become overcrowded.”

Chuck Hutzler, vice president of R&D for video 
systems, American Dynamics, Lexington, Mass., 
a brand of Tyco International, Boca Raton, Fla., 
believes additional uses of video surveillance 
equipment is adding to its expansion.

“We’re seeing significant growth in the marketplace 
— security remains a significant concern for all our 
customers and their organizations,” Hutzler confirms. 
“In addition, we’re starting to see video surveillance 
expand out and being viewed as a tool for business 
intelligence and workflow improvement, thereby 
creating some additional market opportunity.

“Customers in the retail space are looking for 
payback on their video security purchases, so to 
the extent that you can show them how they can 
leverage video security into other areas, like mer-
chandising and workflow management, is a large 
benefit to them,” he points out. “This is where 
analytics begins to become of age.”

Scott Schafer, senior vice president of sales and 
marketing for global and North American sales, 

Pelco Inc., Clovis Calif., agrees on the effect of 
these new uses for video products.

“One of the industry analysts and I were talking 
about how video security systems were in some 
ways considered a grudge purchase, in that you had 
to buy it because the old one died and it was time 
to get another one, as opposed to buying it because 
there’s really business value,” Schafer remarks. “As 
some of the retailers and manufacturers and others 
that are using these products find new uses for that 
video data, there is a whole new return on invest-
ment opportunity that some end users are starting 
to ask about.”

MORE EFFICIENT PRODUCT DESIGN
Erik Bertel, senior product manager for IP at dis-
tributor ADI, Melville, N.Y., and John Sullivan, 
ADI’s vice president of sales, see IP video and 
hybrid products as being growth areas.

“What we’re seeing is a trend in growth in the 
IP world, so we’re watching this transition phase 
from analog to IP. It’s a very interesting time for 
everybody,” Sullivan says.

“The big deal is really getting IP into the correct 
cost structure. We have to help dealers understand 
why they should be selling IP over the analog cam-

Sponsored by

Industry Ranks State of the Video 
Market Brilliantly

Dealers and integrators were asked: “Considering the economic health 
of your business, how would you define the state of the market and the 
potential for sales of video surveillance systems in 2008?”

 2006 2007 2008
Excellent 29% 30% 29%*
Very good 36% 35% 40%
Good 25% 24% 23%
Fair   9% 10%   6%
Poor   1%   1%   2%

*percentage of respondents to SDM’s 2008 Industry Forecast Study, conducted November 2007 
among SDM’s subscribers

Honeywell Intelligent 
Video Analytics –
Smarter Video, Smarter 
Security

More than nine out of every 10 security dealers and integrators rated 
the state of the video surveillance market and the potential for sales in 
2008 ‘good,’ ‘very good’ or ‘excellent.’ Respondents to this question 
rated the potential of the video surveillance market higher than the 
access control, burglar alarm and fire alarm markets.

Left: This Bosch 
AutoDome camera 
in use at Eagle’s 
Nest at the ski 
resort on top of 
Vail Mountain 
in Colorado can 
provide more than 
just security infor-
mation.

PHOTO COURTESY OF BOSCH SECURITY SYSTEMS INC.

http://honeywellvideo.com/products/ias/index.html
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eras. So we have to help them make that transition 
through training to become more knowledgeable 
about IP,” he relates.

Sullivan and Bertel think sales of hybrid prod-
ucts — mostly NVRs, DVRs and cameras — will 
achieve growth to ease the transition to IP. Because 
manufacturing efficiencies are lowering the cost of 
cameras, dealers’ profitability is being affected.

“This poses some interesting challenges for 
our dealer base,” Bertel reports. “They have to 
do more installations, and consequently, they are 
demanding ease of installation from manufactur-
ers for the cameras.

“The traditional box camera sales are starting to 
fall off as users migrate to other solutions, such as 
domes and bullet cameras,” he observes. “Deal-
ers are looking for ease of installation nowadays. 
Trying to install cameras that have lens kits and 
mounting kits makes each install that much longer 
and less profitable for the dealer.”

Wilson agrees. “We’re getting away totally from 
the box cameras with the lens, the separate heater 
and blower, and having great success,” he relates. 
Wilson’s company is relying more on domes and 
bullet cameras. “The manufacturers have got the 
reliability built in. In the last year or so, they are 
holding their own against typical old box cameras.”

“Our focus is definitely to cut down on the length 
of time it takes to do that install by using the right 
products,” Hobbs agrees.

PROSPECTS FOR VIDEO IN THE 
RESIDENTIAL MARKET
Once thought of as primarily the domain of non-
residential, video surveillance is now beginning to 
make inroads into the residential market — particu-

larly when tied with remote monitoring. Today’s 
technologies certainly make it more affordable.

One manufacturer that can attest to its healthy 
prospects is Napco Security Group, which is 
strongly marketing a product called iSee Video. 

“Video surveillance as an industry market seg-
ment is particularly robust, with 2007 estimates 
attributing up to 20 percent to video surveillance 
and the average number of video surveillance 
installs reaching all-time highs for a 17 percent 
increase — a 40-percent increase over two years 
ago,” reports Judy Jones, vice president of mar-
keting for the Napco Security Group, Amityville, 
N.Y.

“While surveillance systems were until recently 
largely reserved for commercial sales, today remote 
video is affordable enough for every kind of resi-
dential application, high- to low-end, even though 
intrusion system sales as a category are somewhat 
depressed with the slump in new housing starts, ” 
Jones maintains.

Residential video can be sold as a retrofit to 
existing customers, she points out. “This indicates 
a new incremental recurring revenue offering for 
dealers to capitalize upon while improving their 
accounts’ overall security and peace of mind,” she 
declares. 

“We’ve all seen video statistics, that dealers now 
attribute approximately 10 percent of their video 
revenue to the residential market,” Jones notes. 
“We believe that number will rise substantially in 
coming years with more economical, easily imple-
mented video solutions.”

Honeywell Video 
Management System –

Controls multiple 
sources of video

Remote Video Monitoring Still Has 
Ground to Gain

Dealers and integrators were asked: “Does your company sell remote 
video monitoring services?”

2005 2006  2007
26% 26%  25%*

*percentage of respondents to SDM’s 2008 Industry Forecast Study, conducted November 2007 
among SDM’s subscribers

One-fourth of respondents to SDM’s Industry Forecast Study indicate 
that they offer remote video monitoring services to their customers, a 
number that has not changed significantly in the past three or more 
years. Among those dealers and integrators, the average monthly moni-
toring price for this service is $220.

Video is integrated with access information using 
Continental Access’ CardAccess 3000 video and 
DVR/NVR integration. 
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HAVE VIDEO ANALYTICS ARRIVED?
In the non-residential sectors, another segment of 
the video industry that experts think is on the verge 
of exploding is analytics, but when? 

Tyco’s Hutzler reports the best growth has been in 
the company’s DVR storage, but there has been disap-
pointment in the growth of video analytic software. 

“The analytics market was significantly hyped 12 
to 18 months ago, but the sales of analytics have not 
been as robust as we anticipated and as all the market 
data suggested,” Hutzler asserts. “There is more of 
a wait-and-see attitude with analytics than 12 to 18 
months ago. I wouldn’t say there is declining growth 
in that area, but the sizable growth is still to come.”

Steve Birkmeier, vice president of video ana-
lytics supplier Arteco, St. Louis, sees a “perfect 
storm” for video analytic acceptance. “A lot of the 
perceptions that have held back video analytics are 
finally going away,” Birkmeier maintains. “The 
No. 1 thing is seeing analytics installed in markets 
we’ve never seen before. Our dealers are putting in 
analytics systems in any number of applications.”

Unit shipments of video analytic systems have 
been increasing by 50 percent every six months, 
Birkmeier reports, although he concedes new 
entries into the market over the last 18 to 24 months 
have confused dealers, integrators and end users.

“Video motion detection systems are being 
placed under this umbrella of intelligent video,” 
he complains. “From a marketing standpoint, what 
the industry needs is some type of standardization 
for video analytics, so it makes it more clear for 
the end users and integrators to understand how the 
different products compare to each other.”

Mike Scirica, global marketing leader for video 
systems, says Honeywell Security, Louisville Ky., 
thinks education is key. “So many focus on what it 
will not do today, but if you really look at what it 
can do and where it can be applied, there’s a very 
strong value proposition,” Scirica says about video 

Edge Recording Gaining Adherents

IT specialists are among the greatest proponents of edge recording 
devices, maintains Robert Birley, central Oregon operations manager 
for Selectron Inc., Portland, Ore.

“I think one of the largest areas of growth will be in devices that 
don’t touch someone’s network, versus those constantly streaming 
video over the network,” Birley asserts. 

“I see IT guys lighting up when you bring in edge recording solu-
tions,” he reports. “We get more IT buy-in, which allows more money 
to be spent, because it gets more funding than security.”

With edge recording systems, camera output is recorded directly on 
a hard drive through Cat 5 cable without having to go onto a network. 
The video only is sent over the network when it is requested, thereby 
saving bandwidth.

“We push hard and show clients what it can do for them,” Birley 
concludes.

Waste Management uses Honeywell’s Intelligent 
Video Analytics, Active Alert in its command and 
control center.

P
H

O
TO

 C
O

U
R

TE
S

Y 
O

F 
H

O
N

E
YW

E
LL

Sponsored by
Honeywell HRSD 
Series –
Digital video recording 
with maximum storage

Video Comprises One-Fourth of 
Installing Firms’ Revenue

Dealers’ and integrators’ percentage of total revenue from video 
surveillance

1998 1999 2000 2001  2002 2003 2004 2005 2006 2007
12% 11% 14% 15% 16% 20% 16% 17%     16%    23%*

*percentage of respondents to SDM’s 2008 Industry Forecast Study, conducted November 2007 
among SDM’s subscribers

Of dealers’ and integrators’ total annual revenue, an average of 23 per-
cent is derived from video surveillance projects and jobs, according to 
SDM’s Industry Forecast Study. The remainder comes from burglar and 
fire alarm, access control, and residential systems such as audio/video.

http://honeywellvideo.com/products/recorders/em/180184.html
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analytics.
Universal Security Systems’ Newman is less 

positive about analytics. “Video analytics is in the 
chaos stage,” he maintains. “The biggest problem 
I see with video analytics is a lack of a clear-cut 
definition of what video analytics is.

“We see manufacturers selling products we call 
more intelligent motion detection as video analyt-
ics,” he observes. “Not that there’s anything wrong 
with that, but it’s a completely different product 
than a true video analytics product, which often 
costs 10 or 100 times as much to deploy.

“The end users are often left confused by the 
barrage of people trying to sell dissimilar products 
to serve the same need,” Newman asserts. “We 
sell both ends of the product spectrum, and there 
are different things for different applications, but 
the customers are the ones who are getting beat 
up on that.”

But Chris Loeffler, marketing executive for Virage, 
San Francisco, thinks video analytics have arrived as 
a technology that can turn a profit. “Video analytics 
has passed the point of being an investment without 
return,” he declares. “We see a very strong potential 
for growth in the next few years.”

Scirica is seeing early adopters applying video 
analytic technology. “We would agree with industry 
reports that show a slow adoption, and heavier adop-
tion within certain verticals, where they really do 
have some very distinct and visible issues that video 

analytics can solve today,” Scirica reports, such as 
perimeter security. “There’s been a lot of interest 
within retail, but they are a little slower to adopt.

“There’s still a bit of a hangover from earlier 
hype, but we definitely see our technology solving 
the problems that customers have today,” Scirica 
asserts. “It’s becoming more and more viable, and 
there definitely is a market out there.”

Loeffler stresses that smaller organizations are 
able to consider video analytics now. “The hard-
ware itself is becoming so much of a commodity 
that it’s easy to get — it’s the software side that is 
still very unique to the industry,” he points out.

“The video analytics market is still growing and 
developing,” Loeffler emphasizes. “The players in 
the market are not as mature and still fighting for 
that market space. So a small purchaser can buy a 
few cameras and because the hardware has dropped 
in price, they now can afford the software.”

A negative that Loeffler sees is the idea that 
video analytics is still an immature market, “the 
idea that the technology itself is not yet mature — 
the idea that it’s something that if you wait a few 
years, it might be even better,” he complains. 

Godfrey thinks video analytics have many appli-
cations for additional uses in retail. “Analytics are 
getting a lot better and more intelligent, and they’re 
working quite well now,” he maintains.

Eric Cechak, vice president of western sales 
and key accounts at Bosch Security Systems Inc., 
Fairport, N.Y., is enthused about video content 
analysis (VCA), but thinks more work needs to be 
done on it.

“Possibly the strongest trend is intelligent 
video analytics, where the camera is intelligent 
enough to come to conclusions without human 
assistance,” Cechak asserts. “For VCA to become 
mainstreamed, the technology needs to improve to 
meet customer expectations while becoming more 
cost-effective per channel.”

Scirica agrees. “Some of the electronic com-
ponents are just starting to catch up to where we 
need them to be able to provide a cost-effective 
and easy-to-deploy system,” he observes. He adds 
that increased processing power is needed to push 
intelligence out to the component level so the sys-
tem’s architecture is more distributed rather than 
centralized, as it has been in the past.

IP VIDEO
Further ahead in its acceptance in the market, how-
ever, are IP-based video products. 

Universal Security Systems’ Newman sees IP 

The Station Operation Center (STOC) at Air Canada uses the Com-
mand and Control Center (3C) from Visual Defence. Other airports use 
surveillance systems to check on baggage handling and the length of 
security waiting lines. 

PHOTO COURTESY OF VISUAL DEFENCE INC.
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video as growing in 2008. “In 2006 and 2007, we 
still saw a reluctance by the end user to move to IP 
video,” he reports. “We also saw a number of sys-
tems that were installed by competitors that were 
not successful.

“While they understood security, they lacked 
the IT background, particularly as the system got 
larger,” Newman stresses. “The demands of a 300-
camera system are tremendous, and they need to 
be ready to handle that or they unfortunately will 
fail miserably.”

Scott Wulforst, integrated sales manager for 
A-1 Security Inc., Sparks, Nev., estimates that up 
to 80 percent of his company’s jobs include some 
portion of IP. 

“There is tremendous opportunity for manufac-
turers that have the right structure in place to help 
their dealers win new IP video business and support 
technicians throughout the installations,” Cechak 
maintains.

“The rapid growth in adoption of NVR-based 
recording that we saw two years ago has dropped 
dramatically, replaced by direct-to-iSCSI recording, 
where the IP cameras or encoders record directly 
to the disk array or storage area network (SAN), 
bypassing the need for an intervening NVR PC,” 
Cechak adds. “In some states, regulations for gam-
ing and corrections have mandated the use of digital 
recording or long-term retention rates for video.”

Visual Defence’s Godfrey agrees. “Casinos are 
accepting digital surveillance, where they didn’t 
two or three years ago even, and that’s a very large 
market,” he points out.

Wireless video is making sales inroads for ADI. 
“We’ve done very well, when you consider the con-
servative nature of our dealer base, bringing what 
I’ll call radical new technologies, wireless mesh 
networks that typically are associated with Wi-Fi 
municipal installations,” Bertel relates. “It appears 
our dealer base is finding these to be a great solu-
tion for wireless video. Our sales have improved 
greatly over the last year.”

IP video is all Data Video Systems does. “I know 
wireless is one of the new buzz words, but the bulk 
of our installations with the digital systems are 
pretty much the plain old vanilla hardware system,” 
Wilson declares. “We haven’t done an analog sys-
tem in over five years.

“We do some maintenance for a few analog 

Which vertical markets do you think 
will offer the greatest potential for 
sales in the next 12 months?

“With economic conditions currently, any commercial enterprises – 
financial, hospital – are all going to be very tight, so I think the only 
safe bets are the government work primarily driven by regulation, such 
as TWIC and MARSEC maritime security. Anybody who falls into those 
regulations is going to have to spend money in 2008 budget or no 
budget, so to speak. The education market probably also is a pretty 
good bet in 2008.”
— Edward Newman, Universal Security Systems Inc., Hauppauge, N.Y.

“One are the casinos, and hand-in-hand with that are the Native 
American tribes, which goes much deeper than casinos. We’re working 
very hard at the Department of Defense and GSA. Law enforcement 
and correctional installations are big for us, and then a lot of the 
courthouses and federal buildings, and things of that nature.”
— Dan Hobbs, Data Video Systems, Muskogee, Okla.

“Definitely the convenience stores, small retail, even the municipali-
ties. I think those have been pretty good for us lately. Anyway, we’re 
kind of driven in our market by the hospitality industry. We don’t see 
that to be a big strength in ’08. Casinos are not as strong in ’08, just 
looking at the market.” 
— Scott Wulforst, A-1 Security Inc., Sparks, Nev.

“We are strong in hospitals. I think hospitals will be a good vertical 
market and the health-care industry as a whole, along with process 
control and production lines.”
— Robert Birley, Selectron Inc., Portland, Ore.

“Probably the one I mention first off is border services. We think a 
lot of the condo market. The other one we’re looking at is property 
management companies. A lot of smaller companies are being bought 
by bigger companies. Also, health care is another market, and we do a 
lot with corrections, like jails and correctional services.”
— Jay Ward, Mirtech International Security Inc., Toronto, Canada

“We’re seeing surveillance needs increasing for small businesses – restau-
rants, grocery stores – and we have products that will fit very nicely.”
— Erik Bertel, ADI, Melville, N.Y.

“Lots of airports have to be upgraded, a lot of the ports really haven’t 
seen enough attention and transportation – mass transport, bus and 
railway systems and the subway. We’re looking to put cameras in train 
cars – part would be live for train engineers so they can see if there are 
any safety issues as they pull into the station, but it mostly is being 
recorded for investigation afterward. We have one project for over 2,000 
buses. They have the same video system used in subway stations.”
— Michael Godfrey, Visual Defence, Richmond Hill, Ontario, Canada

Sponsored by
Honeywell Rapid Eye™ 
DSP v8 –
16 channels of 
real-time recording
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systems, and even in those places we are rolling 
them around to digital,” Wilson continues. “Some 
of the business clients we have are government and 
correctional facilities, and they don’t give them a 
lot of money. So they’re slow to adapt to digital; 
they want to adapt, but they just don’t have the 
dollars yet.”

Birkmeier also has recognized the trend: security 
installation companies that are driving a phase-out of 
analog technology and a phase-in of digital IP. 

He also relies on training dealers to sell intel-
ligent video. “We’ve had a great response with 
our dealer development program implemented one 
year ago,” Birkmeier declares. 

TRAINING AS AN ANTIDOTE
Jay Ward, CEO of Mirtech International Security 
Inc., Toronto, sees employee training as the anti-
dote to commodity pricing of video equipment.

Training in IP is key to its growth, Cechak 
thinks. “Sales would accelerate faster if security 
installers’ IP networking technical knowledge 
could grow as quickly as the market is demand-
ing,” Cechak suggests.

Training for IP video is up at ADI, Bertel reports. 
“We offer a Security Networking 101 IP class that 

is an eight-hour introductory course for security 
experts learning networking IP,” he relates. 

“We literally doubled the attendance in that class 
in 2007,” Bertel reveals. “So there’s definitely 
the interest in it. Their interest is proven because 
they’re paying for the training!”

Pelco’s Schafer also relies on training as an 
integral part of dealer development. “One of the 
hallmarks here we continue to improve is better 
selling, better support of our customers, providing 
more training and education to them so they can be 
more successful,” Schafer relates.

“That was one of the really big things we did 
last year was more certification training, and more 
on how to sell enterprise system training than we 
ever did before, and I think that helped quite a bit,” 
Schafer maintains. “Also, working earlier in the 
cycle with architects and engineers was another 
major help to us, as well.”

Cashman doesn’t want his enthusiasm for IP 
video to overshadow his company’s legacy analog 
business. “I wouldn’t want to give you the mes-
sage we’ve abandoned analog,” he declares. “I’m 
bringing on IP cameras because we’re giving our 
customers the choices they want.

“We’re going to see a huge growth in analog 
equipment,” Cashman forecasts. “It has not gone 
away, because of the sheer size of that market and 
installed base. The rate of growth is slowing for the 
analog installed base, but it still is huge in absolute 
dollars. What’s growing faster is IP.

“We’re staring at another five years of transition, 
and then we’ll say, ‘Remember those old CCTV 
cameras?’ but I don’t think we’re going to be saying 
that at the end of 2008,” Cashman predicts. ■

Robert Birley, central Oregon operations manager 
for Selectron Inc., tests video cameras at the com-
pany’s headquarters in Portland, Ore. 

PHOTO COURTESY OF SELECTRON

A Mirtech techni-
cian installs new 
domes as part of a 
totally networked 
video system in the 
downtown core of 
London, Ontario, 
Canada.
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G
rowth in access control is strong, indus-
try professionals report, and although 
perhaps it is not as dramatic as one 
sees in the video surveillance business, 

technological advancements in access control are 
providing many ways for security companies to 
expand their revenue. 

Internet protocol (IP) access systems and ones 
that provide remote access through virtual pri-
vate networks (VPNs) or Web browsers are gain-
ing attention and growth, and in some cases, are 
increasing the number of access control installa-
tions, as small to medium-sized businesses find a 
growing need for it and increasing affordability.

Regulations requiring standardized access 
cards are affecting the government sector of the 
business and specialized areas, such as ports. But 

in some cases, installation of biometric devices in 
industry still is not growing as quickly as in the 
government sector.

On the whole, access control dealers, integra-
tors, distributors and manufacturers are reporting 
satisfactory sales of access control installations 
and equipment and not seeing a slowdown in busi-
ness yet.

Besides access control system sales, services 
such as central station managed access control rep-
resent a significant revenue stream. For companies 
with roots in the alarm business, such as Doyle 
Security Systems, Rochester, N.Y., this can be a 
natural evolution of their business model.

“For us there’s been a transition,” Doyle Secu-
rity’s chief operating officer, Kevin Stone, reports. 
“We used to sell large systems for people that had 
their own security departments and 25-plus doors. 
We’ve totally refocused and are going to smaller 
systems. We see a tremendous opportunity for sys-
tems of eight doors or less, with 100 users or less.

“We’re geared towards recurring revenue. 
[Small] companies don’t have the wherewithal to 
administer the systems themselves. We administer 
these systems through our central station,” Stone 
explains, adding that he thinks this new direction 
has provided Doyle Security with potential cus-
tomers that it did not have two years ago.

He believes there are so many customer benefits 
that it becomes easily apparent why someone 
should contract with Doyle Security for an access 
control system managed by its central station. For 
starters, the end users don’t need to do their own 
data entry, make their own repairs or worry about 
having on-site IT support. “All we’re doing is shift-
ing the administration of the system to us,” Stone 
says. The end user can request database changes 24 
hours a day, if necessary, to add or delete a card-
holder; and they can receive reports or have their 
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own access to audit information online, he says. 
“There’s quite a story you can tell about what 

you can provide to them,” Stone relates. “The more 
we do for them, the greater charge we have each 
and every month. It’s based on the number of users/
cardholders and also on the number of doors. The 
monthly fee can include numerous services and 
there are additional services they can add on.”

Doyle Security, a First Alert Professional Autho-
rized Dealer, uses Honeywell’s WIN-PAK Pro 
Central Station solution to provide this service. For 
Doyle Security as well as others, the demand for 
access control among smaller businesses is where 
the opportunity’s at now.

Tom Heenan, vice president of business devel-
opment for MAC Systems Inc., Canton, Mass., 
characterizes the company’s business outlook for 
2008 as very good.

“We see considerably more activity in the next six 
months than in the previous six,” Heenan reports. 
“I don’t know if it’s because some decisions were 
delayed last year that now are being made, but the 
sales activity for us is clearly up, so we’re excited 
about 2008.”

Twelve months ago, the industry was flat, Heen-
an maintains. “But since then, it’s been increasing,” 
he reports. “We think 2008 is going to be a promis-
ing year. We see sales, profits and activity up.”

Glenn Heywood, MAC Systems’ director of sales, 
has been interviewing sales candidates. “We’re opti-
mistic about the potential, and as a result, we’re look-
ing to bring on more people,” Heywood explains, 
suggesting that smaller size jobs may be contribut-
ing to the increase in sales activity. 

“What we’re seeing a lot more of is smaller 
access control system opportunities,” Heywood 
observes. “We attribute this to the fact that small is 
now more affordable in the access market. When I 
say small, I’m talking about 30 doors or less.”

Steve Thompson, director of technology for fire 
and security at Johnson Controls Inc., Milwaukee, 
sees access control internationally. “In general, 
access has been strong. It’s been a good market for 
us all over the world, including North America,” 
Thompson says.

“We haven’t seen an effect of any kind of reces-
sion on our global business,” he reports, adding 
they have not even seen it in North America. “In 
lots of the markets we’re dealing with, security is 
so critical that those kinds of fluctuations aren’t 
having a near-term effect on us anyway.”

More powerful user controls, more flexible technology, 
easier-to-demonstrate return-on-investment, and govern-
ment requirements are driving the access control industry.

Sponsored by
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Bill Bozeman, president and CEO of PSA Secu-
rity Network, Westminster, Colo., is positive about 
the market for access control in 2008.

“I would say the outlook is strong, although not 
as strong as video surveillance; video is fire-hot 
right now,” Bozeman exclaims, which he attributes 
to the high number of technological improvements 
that are being made in video surveillance.

“That’s not to say that the access business is not 
good, but we aren’t seeing the same excitement or 
the same new markets opening up as we’re seeing 
in the video surveillance business,” he explains. 
“The industry leaders I’ve spoken with are optimis-
tic about access control.”

Richard Goldsobel, vice president of Continental 
Access, Amityville, N.Y., thinks access is a hot 
market. “There’s a lot happening, so there are sales 
coming through from many different vertical mar-
kets,” Goldsobel asserts. “It’s a fun place to be right 
now. All in all, total panel sales are increasing, and 
reader sales totals are increasing and doing well.”

Peter Boriskin, vice president of access control 
for Tyco, Boca Raton, Fla., is not seeing a slow-
down in budgeted capital expenditures for access 
control but is withholding judgment on negotiated 
sales of smaller projects.

“The bigger jobs are unaffected for quite some 
time because we have such a long sales cycle, 
and for larger systems, it really does need to be a 
budgeted expense,” Boriskin points out. “But for 
smaller systems that are discretionary, they may 
choose to put a hold on that until they see how 

things play out. It would happen with negotiated 
sales first, and then bid work later.”

Sales were up in 2007 for DKS DoorKing Inc., 
Inglewood, Calif., reports Richard Sedivy, direc-
tor of marketing. “We’re seeing an awful lot of 
card access systems going up,” he notes. “We also 
manufacture the vehicular gate operators as a part 
of a perimeter access system, and we’re seeing 
some steady growth there.”

PRESSURE ON PROFITS
Competition is coming from electrical contractors, 
Heenan observes. “Over the past couple of years, a 
number of electrical companies have entered into 
the fray of security,” he reports. “Either they have 
started their own security division or purchased a 
security company.

“For many electrical contractors, telecommuni-
cations used to be a strong point of their business,” 
Heenan explains. “Now that this revenue stream 
has slowly evaporated, they’re focusing on secu-
rity, where there’s more demand.”

MAC Systems is seeing overall revenue rise 
from the increase in the quantity of access control 
jobs, but its revenue-per-job has fallen.

“I would attribute that to the fact that, on average, 
we’re seeing the size of the access control system 
as smaller,” Heenan declares. “However, there are 
other factors contributing to this. For example, 
wireless reader technology minimizes labor costs 
associated with overhead wiring, trenching, con-
duit work and travel cable – saving thousands of 
dollars.”

NetAXS™ Hybrid 
Access Control

PC or Web-based – 
You Choose  

The majority of dealers and integrators who participated in SDM’s 
2008 Forecast Study believe the access control market this year 
falls within the “very good” to “good” range. However, compared to 
responses from last year, a lesser percentage of this year’s respondents 
show confidence in the industry’s ability to perform “excellently.”

Is ‘Very Good’ Good Enough?

Dealers and integrators were asked: “Considering the economic health 
of your business, how would you define the state of the market and the 
potential for sales of access control systems in 2008?”

 2006 2007 2008
Excellent 15% 14%            11%*
Very Good 36% 33% 32%
Good 26% 35% 32%
Fair 20% 17% 20%
Poor   3%   1%   5%

*percentage of respondents to SDM’s 2008 Industry Forecast Study, conducted November 2007

Viktor Bokhenik, MAC Systems technician (right), 
and Israel Zorola, NSTAR security manager (left), 
commission a panel at the electric and gas utility’s 
corporate offices in Westwood, Mass.

PHOTO COURTESY OF MAC SYSTEMS

http://honeywellaccess.com/products/hardwr/137993.html


Score big with Honeywell’s game-changing 

NetAXSTM controller — anytime, anywhere.

In the world of access control, competition is fierce. 

And to be at the top of your game, you have to stand 

out. That’s why Honeywell combines connectivity, 

performance and flexibility to bring you NetAXSTM 

— a Web or PC-based access control panel. It’s 

your choice. With pre-wired power and connectors, 

NetAXS is easy to install, and the standalone Web platform lets you program and 

manage your security system from any browser without operating concerns or viruses. 

Simply put, NetAXS can’t be beat.

nothin’ but net

To get your free copy of NetAXS tutorials and demos, call 1-800-675-3364 or visit honeywellaccess.com
© 2007 Honeywell International Inc. All rights reserved.

For free information circle 187 or visit www.sdmmag.com/webcard

SDMFG09074Honsec.indd   1SDMFG09074Honsec.indd   1 7/30/07   1:02:46 PM7/30/07   1:02:46 PM

http://www.honeywellaccess.com
http://www.honeywellaccess.com
http://www.sdmmag.com/webcard


  April 2008 47

Although margins have decreased for 
MAC Systems, overall profitability has 
improved. How did that happen?

“I think we’re not only doing a much 
better job of estimating work, but we’re 
doing extremely well at delivering 
jobs,” Heenan explains, citing MAC 
Systems’ quality control team as the 
primary reason.

The team consists of a half-dozen 
managers who meet weekly to review 
installations to ensure that the company 
is performing in the same consistent 
manner with the same best practices. 
“So, internally, from a quality point of 
view, we’ve seen operational efficiency 
improvements that have helped profit-
ability,” Heenan observes.

IT IS UP
Heywood attributes the growth in small-
er access control jobs to browser-based 
and IP systems. “I think new technolo-
gies, such as IP-based access systems 
and wireless readers, are helping add to 
this growth,” he adds.

 “Companies that have an IP focus 
have found it’s something they’re used 
to and are more accepting of newer 
technologies,” Heenan echoes.

As most security dealers and systems 
integrators are finding, an end user’s 
IT department is becoming much more 
involved in the security selection pro-
cess when networked security compo-
nents are being considered.

“What we’re finding is if it touches 
the network, the IT director wants to 
be involved,” Heywood observes. “The 
trend is going toward creating your own 
security network, either a dedicated one 
or a VPN.”

When IT becomes involved they 
are often much more influential in the 
choice of the solution. “Security direc-
tors often describe their needs, and then 
IT recommends the product,” Heywood 
describes. “As trusted advisors, we can 

Sponsored by
NetAXS™ Retrofit 
Board
Install in 30 Minutes 
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Regulations Driving Business

Compliance requirements and regulations are seen as drivers of access control 
business by Sean Leonard, director of marketing for Honeywell Access Systems, 
Louisville, Ky.

“We’re seeing those as business drivers in the marketplace, and our security 
platforms can help solve those problems for our customers,” Leonard declares.

“We find that a vertical market approach is a nice way to drive value for your 
end customers by focusing on their needs and the problems they face,” he 
emphasizes. “It is an opportunity to develop solutions to allow them to solve the 
operational or compliance issues they have.”

The Health Insurance Portability and Accountability Act (HIPAA), which 
protects the privacy of health information, and the Sarbanes-Oxley Act, com-
monly called SOX or Sarbox, which establishes standards for financial reporting 
for public companies, are affecting customers of Bosch Security Systems Inc., 
Fairport, N.Y.

“These have prompted end users to seek out ways to physically secure their 
records and be able to run reports on who has accessed paper records and when,” 
says David Heinen, Bosch’s product marketing manager.

Ken Francis, general manager of integrated systems and access platforms for 
GE Security, Bradenton, Fla., thinks government regulations are the catalyst to 
standardization.

“Once the standardization transformation is complete, we’re going to find 
even the Fortune 500s get onto a smart card, smart chip solution set,” Francis 
insists. “So it will have an enormous effect as we move forward on the actual 
products that are manufactured.”

Bill Bozeman, president and CEO of PSA Security Network, Westminster, Colo., 
sees regulation of security installations as just beginning.

“Regulation is going to change the security industry as we know it,” he 
maintains. “Those security integrators who aren’t worried and haven’t given any 
thought to regulation are going to be shocked by the changes our industry is 
about to experience.

“SIA and other groups are currently working on industry regulations,” he 
continues. “I anticipate the electronic security industry will be regulated much 
as the life safety industry currently is. Some scoff at that, and it will take time, 
but the regulations are starting now.

“Eventually, we are going to see mandates coming from the government, working 
in conjunction with large insurance companies, to develop and enforce security 
specifications for various types of facilities,” he predicts. “We are currently seeing 
such regulation in some industrial plants, hospitals, government facilities and the 
nuclear industry.

“The electrical contracting industry is well-positioned for the regulated envi-
ronment because they work in a highly code-driven, standardized environment,” 
Bozeman notes. “It is going to be difficult for the industrial integrators not used 
to working in a regulated environment to stay competitive. These integrators are 
going to have to adjust and adapt.

“I’m not saying this is a negative thing – it’s going to change the access and 
video surveillance business,” he stresses. “The regulations will improve system 
installations and maintenance.”

http://honeywellaccess.com/products/hardwr/137993.html
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help bridge the gap between both of these organi-
zations.”

David Heinen, product marketing manager for 
Bosch Security Systems Inc., Fairport, N.Y., thinks 
IT personnel may be able to make a better case for 
upgrading systems than security employees.

“The people that control company finances 
will wait until something happens or a regulation 
requirement forces them to budget for an upgraded 
security system,” Heinen says. “IT personnel are 
more accustomed to being proactive and explaining 
the business case for new technology.

“They understand how to communicate in dollars 
and cents – explaining how an investment will save 
the company money down the road,” he continues. 
“By working more closely with IT directors, secu-
rity personnel are more prone to think long-term 
about future investments and be more proactive with 
the types of technologies they would like to imple-
ment to improve operations.”

Bozeman is enthused about Web-based access 
control. “I believe it is going to be the future of the 
business, where the only things at the job site will be 
the card readers and the controller,” Bozeman pre-
dicts. “There will be no PC to manage, no software 
to update. It will be interesting to see how traditional 
access control manufacturers adjust to this.”

Thompson says Johnson Controls is seeing a 
trend toward an “IP-centric type” of access system. 
“The user interface increasingly is becoming a Web 
browser,” he notes.

Tony Sorrentino, vice president of merchandising 
for ScanSource Security Distribution Inc., Green-
ville, S.C., attributes a very good potential for access 
control sales in 2008 to IP-based access systems.

“We entered the security distribution market-
place four years ago, and so at our point of entry, 
the industry was at a crossroads where the busi-
ness was still dominated by the analog systems out 
there, but everybody saw that IP was going to be 
the way of the future,” Sorrentino relates. “So our 
timing was pretty good, because our go-to-market 
strategy is to educate and train and assist dealers 
with the technology that we sell.

“One thing that we’ve certainly benefited from 
is the fact that access is becoming much more of 
an IP-based product than it ever has been before,” 
Sorrentino maintains. “It’s a little behind the curve 
in terms of where video surveillance is on a net-
work basis.

“So if we’re talking about access from a system 
standpoint – as opposed to door hardware and locks 
and that type of thing – we’re most excited about 
the all the new developments out there where prod-
ucts are becoming Web-based,” he notes.

Sorrentino thinks the opportunities for integrat-
ing access control with other building automa-
tion functions are growing, as large companies 

WIN-PAK® SE with VISTA 
Integrated Access, Intrusion 

and Video

Access Comprises 12 Percent of 
Installing Firms’ Revenue

Dealers’ and integrators’ percentage of total revenue from 
access control

2005 2006  2007
 11%  10%  12%*

*percentage of respondents to SDM’s 2008 Industry Forecast Study, conducted November 2007

Of dealers’ and integrators’ total annual revenue, an average of 12 per-
cent is derived from the sale, installation, and maintenance of access 
control systems, according to SDM’s Industry Forecast Study. The 
remainder comes from burglar alarms (33 percent), video surveillance 
(23 percent) fire alarms (16 percent), integrated security systems (7 
percent), and residential systems such as audio/video (6 percent).

Ed Camacho, key shop supervisor at Western 
Oregon University, Monmouth, Ore., programs a 
Schlage standalone computer-managed CM5157 
lock with a PDA.
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Readers
Contactless Smart 
Card Readers

Which Vertical Markets Do You Think 
Will Offer the Greatest Potential for 
Sales in the Next 12 Months?

“We have found that higher education has traditionally been a very strong access 
market. Now we’re seeing demand from smaller institutions. Also biotech/pharmaceu-
tical, financial and multi-tenant office buildings are very important vertical markets 
for us.”
— Tom Heenan, MAC Systems Inc., Canton, Mass.

“Health care is big. You always get the same answer from everyone -- health care, 
government, education, retail. The system integrators who I represent have accepted 
the fact that there is no way they can be an expert in all these vertical markets, so they 
team up with a manufacturer who has more financial resources and has a formalized 
program to take advantage of some of the vertical markets.”
— Bill Bozeman, PSA Security Network, Westminster, Colo.

“We’ve seen a lot in the federal space, a lot in manufacturing, office, maybe a little bit 
increasingly into K-12, higher education, general critical infrastructure, airports and 
water restrictions.”
— Steve Thompson, Johnson Controls Inc., Milwaukee

“Certainly education and government always continue to be strong players, but I 
would say your smaller mom-and-pop-type stores now have the ability to afford that 
type of solution, so that whole small-to medium-size business market out there is an 
opportunity.”
— Tony Sorrentino, ScanSource Security Distribution Inc., Greenville, S.C.

“Areas that have some close ties to compliance and operational efficiency are health care 
and pharmaceutical, financial institutions and banking, where there’s a high cost of com-
pliance and a large benefit around operational efficiencies through access systems.”
— Sean Leonard, Honeywell Access Systems, Louisville, Ky.

“We’ve seen continued good vertical markets in education and health care. Those two 
have been very strong for us for a while and continue to be with a fair amount of depth 
of Homeland Security money being available. We’re starting to see at the state and local 
government level some pull-through from those funding efforts, so the next six to 12 
months will be good there.”
— Richard Goldsobel, Continental Access, Amityville, N.Y.

“We’re going to continue to see growth in the federal space, Homeland Security space, 
all segments within transportation to critical infrastructure. We’re continuing to see 
education and retail.”
— Ken Francis, GE Security, Bradenton, Fla.

“The next 12 months are going to be tough. I think the private sector may slow down a 
bit, but government business so far doesn’t seem to be slipping on the perimeter access. 
We’re seeing some activity with ports and airports, seaports and infrastructure, such as 
electric plants, water treatment facilities, things of that nature.”
— Richard Sedivy, DKS DoorKing Inc., Inglewood, Calif. 

acquire specialists in various types of security 
equipment.

Sean Leonard, director of marketing for Hon-
eywell Access Systems, Louisville, Ky., praises a 
Web interface for its value to the user. “The Web 
really allows users to access and manage their 
systems from anywhere, and that gives users a 
lot more flexibility and control,” Leonard points 
out. “Honeywell is committed to providing a 
complete solution to our customers starting with 
last year’s release of our Web-based NetAXS® 
control panel. Going forward, Honeywell’s prod-
ucts will feature on-board IP communications and 
a Web server.

“IP-based systems and the Web-based systems 
are interrelated,” Leonard notes. “The way I think 
about it is IP is really the transmission mechanism, 
and the Web-based interface is how you use that 

transmission mechanism to be more efficient in 
your business, to make your security policy easier 
to deploy or manage.

“You have to be concerned about the core 
things — data recovery, backup, securing the 
data,” he emphasizes. “As we move towards 
Web-based solutions, these issues become even 
more important.”

WHAT IS SELLING?
Heywood thinks growth is in smart card technol-
ogy. “We’re finding that our new customers are 
deploying smart cards rather than even proxim-
ity,” he reports. “The price point, the performance 
has now all switched over to smart cards, so we’re 

Unlike traditional 
centralized access 
control panels, the 
DirecDoor controller 
is deployed at the 
door location — at 
the edge of the 
network — with full 
controller intelli-
gence, in a specially 
designed, two-door 
configuration. 
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seeing an increase there.”
Sedivy reports strong sales of proximity cards, 

but acknowledges that may be due to the markets 
his company occupies, which are gated communi-
ties and apartment complexes.

“That seems to be the choice as far as a control-
ling device for access control,” he concedes, adding 
that proximity cards are simple, inexpensive and 
easy to use. He is seeing fewer sales of low-end, 
low-tech keypads.

Ken Francis, general manager of integrated sys-
tems and access platforms for GE Security, Braden-
ton, Fla., reports that integrated software offerings, 
such as visitor management credentialing and audio 
command-and-control, are growing.

“IP-enabled edge devices and products are the 
fastest growing segment of the market,” Francis 
declares. “Access-only applications are slowing. 
Customers are looking for more integrated solu-
tions that address their challenges.”

Francis believes end users are more IT-savvy. 
“They’re looking more at the total cost of own-
ership than the upfront investment,” he asserts. 
“We’re increasingly dealing with a more educated 
customer. They’re looking for long-term strategic 
planning, ROI, those types of things.”

Boriskin reports growth in sales of biometrics to 
the government sector. “Outside of that, there’s a lot 
of interest in biometrics, but we don’t see a heavily 
deployed set of solutions here,” he declares. 

“Biometrics for time-and-attendance we see a lot 
more of, especially to deal with buddy punching,” 
Boriskin continues. “We see smart cards are expe-
riencing an increased growth, and we’re seeing an 
up-tick in multi-technology readers.”

Goldsobel also reports the popularity of biomet-
rics in government. “Biometrics absolutely are hot, 
especially in government markets,” he maintains. 
“That gets linked with some of the newer card 

technologies. FIPS 201 support is big in the gov-
ernment markets.”

He also considers dual-technology readers popu-
lar as a transitional device that has been used in 
previous transitions to newer technologies, such as 
from bar codes to proximity cards.

“All of those are stepping stones for bridging 
your customers from one technology to another 
available technology,” Goldsobel points out. “Very 
often they are the right solutions for a variety of 
customers, to get them from where they were to 
where they want to be.”

Universality is an important feature in product 
adaptation, professionals assert. “What we’ve got-
ten a lot of interest in lately, in terms of door strikes, 
you’re seeing more and more kinds of universal 
strikes designed to meet numerous applications,” Sor-
rentino reports. “So from a distribution standpoint, it 
makes our lives a lot easier and dealers’ a lot easier, 
because there are not 10,000 varieties. One door strike 
can accommodate many different applications.

As technology evolves, demand for newer prod-
ucts and systems will grow. The budgets of end 
users for updated and improved access control 
systems eventually will enlarge as legacy systems 
move closer to replacement time.

Security dealers and systems integrators who 
keep their customers informed about the latest 
technological developments in access control and 
demonstrate how they will improve their custom-
ers’ bottom lines stand a better chance of convinc-
ing the customer to make the change sooner rather 
than later. ■

Sponsored by

Access control integrates into the overall security 
infrastructure of the C-CURE 9000 system. 
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can be personal-
ized with the 
company name 
and a photo of 
the employee to 
which they are 
issued. 
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T
he slowdown in residential construction 
that began in 2007 is expected by some 
to spread to commercial construction 
this year. But innovative security deal-

ers and systems integrators are shifting their fire 
alarm business to other segments of the market or 
are already in niches that are not as affected by any 
slowdowns.

Haig Service Corp., Green Brook, N.J., is still 
experiencing good growth, reports Richard Haig 
Jr., president/CEO. 

“We’re looking at between 10 to 15 percent 
organic growth, and then we are hoping to do some 
acquisition — more likely a merger — in one of 
our markets in New Jersey that will give us some 
additional growth, for an overall growth rate of 20 
percent,” Haig predicts.

His healthy growth rate may be due to the seg-
ment of the fire market in which he specializes. 
“The retrofit market better suits us, because we’re 

not primarily a construction company; we’re a ser-
vice company,” Haig explains.

An advantage often attributed to the fire alarm 
market is its reliance on fire codes to drive 
growth.

“You’ve got to love an industry that is code-
driven, and we have branches in at least one if not 
two of some of the most code-driven states in the 
country,” Haig declares, citing Florida and New 
Jersey. “In the south Florida area, we are seeing a 
large number of projects where they are enforcing 
codes that really were in place a few years ago, but 
they didn’t have the manpower to enforce,” Haig 
notes. “So many companies are being put in the 
position of having to spend some money to retrofit 
their buildings.”

Harold Sowell, owner of Pioneer Communica-
tions, Cookeville, Tenn., also is seeing stricter code 
enforcement in his area.

“Now the nationwide fire codes are being 
enforced across the board,” Sowell says. “If we see 
areas that need additional protection, we usually go 
above what the code requires on a home — we’re 
putting in a lot more carbon monoxide detectors in 
spaces the code doesn’t require. If we see there is 
an area that needs protection, we’ll recommend it, 
and normally the homeowner will put it in.”

An opportunity for additional business Haig 
points out is when an elevator is installed in an 
existing building. “As soon as you put an elevator 
in, there are all sort of requirements, so they use it 
as an excuse to upgrade the building in general,” 
Haig maintains. 

Mitch Brozik, president and CEO of Secure US, 
Morgantown, W.Va., reports business is up in his 
area. “I’m in a large growth market due to West 
Virginia University, along with a number of other 
industries doing well in my region,” he says. “We 
just landed the contract for a new hospital center in 
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Bridgeport, W.Va., United Hospital Center. We are 
the fire alarm contractor for that.

“In addition, we provide over 2.5 million sq. ft. of 
fire protection for Mylan Pharmaceuticals, the larg-
est generic drug manufacturer in the U.S.,” Brozik 
continues. “We do approximately eight off-site 
locations. We’re seeing a lot of growth in the resi-
dential apartment /condo markets again, because of 
the growth of West Virginia University.”

Ken Hoffmann, CEO of DynaFire Inc., Casselber-
ry, Fla., is enthused about commercial development. 
“To me, the fire alarm business has been excellent 
this past year,” he reports. “The commercial econo-
my has been very strong in the Orlando area.

“We do more with the University of Central Flor-
ida Hospital,” Hoffman continues. “We just finished 
the fire alarm system in a new football stadium built 
for the University of Central Florida, and a 38-story 
condo building in downtown Orlando.”

But the residential condominium market in Hoff-
man’s area has not been doing well. “There’s defi-
nitely been a softening almost to the disaster point 
in high-rise condos,” he reveals. “I don’t see that 
coming back in the next 12 months. That’s prob-
ably going to be dead for the next two years.”

SUPPLIERS OPTIMISTIC, BUT REALISTIC
Jeff Hendrickson, director of marketing at Silent 
Knight by Honeywell, Maple Grove, Minn., reports 
business is very good for his company. “There’s 
certainly a lot of noise about the economy, but on 
the commercial side, it has remained very good,” 
he says. “It’s tied mainly to the healthy growth of 
certain segments of the market.”

When new construction slows, Hendrickson’s 
company concentrates on retrofit work. “The ret-
rofit work goes on continuously,” he points out. 
“There are times when you might see a slight slow-
down in new building construction, and you see a 
little more activity with some of the retrofit systems. 
The Silent Knight brand has some advantages in that 
we can utilize a lot of the existing building wiring 
and infrastructure to retrofit a fire system.”

John Maccone, national account manager for 
Fire-Lite Alarms, Northford, Conn., also thinks 

Although slowing of new commercial construction is expected this 
year, business from enforcement of fire codes, retrofit jobs, and 
demand for mass notification systems is expected to fill the gap.
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the business is very good. “What’s a little differ-
ent about the fire alarm business is it’s mandated,” 
he points out. “Whether the customer’s business 
is growing, if they need to stay in business, they 
need a fire alarm, so it’s code-driven as opposed to 
desire-driven.”

He also notes that testing and inspection business 
is necessary. “When it comes to fire protection sys-
tems, you have to have service, maintenance and 
monitoring,” Maccone adds. “It’s not ‘let’s opt to 
do a fire system;’ it’s mandatory. There’s a different 
driver there.”

Although Scott Sturgess, director of product 
marketing for intrusion and fire products at ADI, 
Melville, N.Y., says 2007 was very strong, eco-
nomic reports are moderating his expectations for 
2008 and 2009.

“If you look at new building construction reports 
for 2007, it was really a lot of residential bad news,” 
Sturgess concedes. “In 2008, I think it found its 
way to the commercial side of the business. I’m 
looking at a report right now that says limited 
growth is projected over a two-year period in 2008 
and 2009. 

“Our fire alarm sales are very tied into the suc-
cess of the commercial building market,” he points 
out. “I think everybody is going to feel the pinch, 
and that it will translate into a little softer market 
in 2008 and 2009 for the fire business. The retrofit 
market will always remain pretty steady.”

Because of a three- to six-month lag between 
the time that commercial projects are specified, 

approved and worked on, depending on the size of 
a project, “The first three months of the year have 
been pretty strong,” Sturgess admits. 

Tom Potosnak, vice president of marketing for 
System Sensor’s U.S. business, System Sensor, St. 
Charles Ill., concedes, “Obviously, the economic 
conditions are starting to change overall from a macro 
perspective. That is going to have an impact on the fire 
protection market, as it will many others.”

Shawn Laskoski, marketing leader for fire and 
communications at GE Security, Bradenton, Fla., 
concedes that even though new construction is 
slowing, “we see underlying opportunity for retro-
fits and upgrades to fill the gap. We still see a very 
strong market in 2008.”

Potosnak points out that code-driven business, 
while steady, is not often spectacular. “That’s the 
downside to the code-driven side of the business,” 
he points out. “Unless there are some dramatic 
changes in the codes, you’re not going to see mas-
sive spikes where you get the staggering growth 
rates and then similarly staggering drops. So it’s a 
nice steady business.”

HOT PRODUCTS
Like many in the industry, Hendrickson sees 
addressable systems as being where the growth is. 
“I would say conventional fire systems are fairly 
flat to slightly down,” he concedes. “So we see the 
lion’s share of the growth in the addressable side.”
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Conventional systems are being used more in 
retrofit applications, thinks Joe Donato, national 
sales manager for Summit Systems Technologies, 
Vaughan, Ontario, Canada.

 “We sell a lot of the conventional systems in ret-
rofit applications, where you don’t want to rip out 
the smoke detectors,” Donato says. “It’s less expen-
sive to buy a conventional system than addressable, 
but that margin is getting smaller. The cost is such 
that for maybe a few dollars more, you can put in 
an intelligent addressable system that gives you a 
lot more flexibility.”

As addressable systems become more afford-
able, they are edging conventional fire panels to 
approximately 40 percent to 45 percent of the 
market, Maccone estimates. “The newer, more 
intelligent products are about the same price as the 
old, more labor-intensive-to-install system of five 
to 10 years ago,” he observes. 

Brozik has witnessed a large increase in address-
able systems in his area. “Most systems we install 

now, about 95 percent, are fully addressable, where 
five years ago it might have been 50:50,” he reveals. 
“The price of addressable systems has come down 
significantly, and there’s much more of a demand, 
especially for larger facilities.”

Harvey Cohen, vice president and general man-
ager of central station, Affiliated Central Inc., 
Sheepshead Bay, N.Y., emphasizes the value of the 
monitoring his company does.

“Monitoring has almost become a commodity,” 
he insists. He points out that addressable systems 
now report many more zones than they used to.

“There’s a lot more involved in monitoring of 
alarms than 20 years ago, but some dealers have 
that perception of a very inexpensive price because 
of advertisements,” Cohen asserts.

Maccone is enthused about fire alarm systems 
that use IP communicators in place of two tele-
phone lines, each of which can cost $80 to $90 
monthly.

“One of our many end users has 3,300 stores 
nationwide,” he reports, calculating the cost of two 
phone lines at $130. “How many widgets do those 
retail stores have to sell to profit $429,000?”

Among the products Sturgess is seeing growth in 
is voice evacuation. “We’re starting to play in the 
mass-evacuation space, and that’s another trend that 
I think will continue to be strong,” he predicts.

Laskoski, also, believes mass notification sys-
tems will be important this year. “How mass notifi-

Sponsored by
SKE-450 Voice Evac System: 
Clear Voice Messages through-
out Your Facility

End Users Want More Information

End users are looking at the long-term costs of a system, thinks Jeff 
Hendrickson, director of marketing for Silent Knight by Honeywell, 
Maple Grove, Minn. “They are getting a lot smarter,” he observes. 
“They’re looking at the lifetime cost of the fire system. I think the facili-
ties managers are just more aware that these are buildings and systems 
that are going to be in for the long haul, and they certainly want to make 
sure a system is maintainable and easy to service.”

Mitch Brozik, president and CEO of Secure US, Morgantown, W.Va., 
agrees that end users are paying much more attention to after-the-sale and 
recurring costs, maintenance service fees and test and inspection costs.

“I think that is one of the ways they’re starting to life-cost the price 
of the system, rather than letting a general contractor come in and low-
ball it to get it locked in with a proprietary product, and be stuck with 
that vendor for a long time,” Brozik relates. 

Shawn Laskoski, marketing leader for fire and communications at GE 
Security, Bradenton, Fla., has seen increased interest from end users 
in having access to the fire alarm event information.

Harold Sowell, owner of Pioneer Communications, Cookeville, 
Tenn., also has experienced this with his customers. “Fire alarm 
systems are more accepted now than they were in the past, and the 
newer systems aren’t as much of a nuisance as the older systems,” 
Sowell insists. “I think the addressable systems give the customer 
more information so they know what causes the alarm to go off, which 
puts them more at ease.”

Haig Service Corp. employees Richard Mayer (left), 
general manager of the company’s Fort Lauder-
dale, Fla. branch, and Brent Dupont, field service 
technician, check out a broadband voice evacua-
tion system.
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cation really plays out with the fire industry, I think 
that is going to be a very strong focus for 2008,” 
Laskoski predicts.  “A lot of regulations are starting 
to form around that.”

Brett Bean, president of F.E. Moran Inc. Alarm, 
Champaign, Ill., thinks enforcement of voice evac-
uation systems is increasing.

“We are seeing a lot more of the voice evacuation 
systems installations,” Bean reports. “While codes 
say they are required, it might be overlooked. We 
are seeing more of that enforced.”

Another growth product is wireless. “We’re con-
tinuing to see more wireless fire systems,” Sturgess 
declares. “This was almost a taboo for the fire 
industry, but the reliability of the wireless system is 
very good right now, along with its ease of installa-
tion. One of the things we hear from our dealers all 
the time is it’s often hard to get qualified installers, 
and when you can put up a wireless system, you 
have a tremendous amount of savings in labor.

Gas detection also is a growing area, although 
some uses Sturgess thinks are high-end. “We’re 
experiencing a nice increase in gas detection for 
parking garages and farms with methane gas,” he 
notes. “Ammonia detection is another one.”

Carbon monoxide (CO) legislation is not just for 
northern states anymore, where more CO legisla-
tion has been passed, but southern ones as well.

“You think about states such as Florida, where 

often you have hurricanes and the power goes out,” 
Potosnak points out. “Portable generators inside 
the house are susceptible to causing CO poisoning. 
It could be your water heater, furnace, portable 
generators — anywhere where there’s incomplete 
combustion.”

Potosnak even heard of a homeowner who ran his 
barbecue in his garage with the door closed during 
bad weather and caused CO buildup.

NON-PROPRIETARY SYSTEMS
Maccone praises fire alarm systems that are non-
proprietary. “The life of a fire alarm system is the life 
of the building, even in an upgrade,” he maintains. 
“If you have a proprietary system, you’ll probably 
have to rip out everything and start from scratch.”

Sturgess also thinks end users are moving away 
from proprietary systems. “They are looking to go 
with non-proprietary systems so they can select from 
a bunch of dealers for the install or a maintenance 
call,” he observes. “They’re not locked into one dealer 
in a particular area that has a proprietary system.”

Haig thinks the consolidation of manufacturers 
is standardizing product lines and lowering costs. 
“Manufacturers are embracing the technology that 
is out there and relatively cheap, and building it into 
the product, which is getting better and cheaper,” 
he asserts.

5104 Digital Fire Communicator: 
6 Channels of Fast, Reliable 

Communication 

Testing and Inspecting Adds to Revenue

Fire alarm testing and inspection represent a source of recurring rev-
enue for Secure US, Morgantown, W.Va., which operates its own testing 
and inspection (t&i) department. “Our state does require t&i, and it’s 
part of the legislation in most of the cities,” notes Mitch Brozik, presi-
dent and CEO of Secure US.  “We’re seeing more and more stringent 
requirements and much more enforcement than we have in the past.”

Secure US also performs sprinkler system tests and semi-annual 
inspections of fraternity and sorority houses.

Pioneer Communications, Cookeville, Tenn., uses t&i as an opportu-
nity to touch base with customers. “We supplement our sales by doing 
fire alarm testing and inspections through the year,” reports Harold 
Sowell, owner. “That keeps us up-to-date.”

“A lot of the time the state requires it, and a lot of times their insur-
ance company requires it,” he explains. “We go out and certify that 
the system is functioning, do a communication test, battery test each 
device and clean the detectors.”

Doyle Security Systems, Rochester, N.Y., is planning expansion of its 
inspection and maintenance services. “In 2008, we will go after fire 
inspection and maintenance agreements with our existing cus-tomer base 
and new customers,” declares Kevin Stone, Doyle’s COO. “We’re targeting 
an 18 percent growth in our RMR for the fire side of the business.”

Lenny Minervini (right), president of Rainbow Home 
Systems, purchases fire products at his local ADI 
branch in Plainview, N.Y., from Frank Defilippis, 
inside sales representative. 
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At the same time, Haig bemoans shorter credit 
terms from vendors. “I think that openly hurts the 
industry, given that most are small businesses, not 
large well-funded companies,” he emphasizes.

Another complaint is product availability. “They 
seem also to have scaled back manufacturing 
so inventory is almost built to order; we are fre-
quently waiting for equipment, and quality control 
remains an issue,” he comments.

A possible reason for product delays is attrib-
uted to Underwriters Laboratories (UL). 

“In 2007, UL publicly acknowledged past issues 

that have impacted delivery of UL 864 9th edition 
approvals for all manufacturers in this industry,” 
explains Tom Hauder, product marketing man-
ager, fire protection products for Bosch Security 
Systems Inc., Fairport, N.Y. “UL’s issues have 
caused some products from various vendors to be 
late to market.

“This delay has impacted sales growth in the 
industry overall, as some customers are postpon-
ing purchasing decisions until the systems receive 
listings for UL 864 9th Edition,” Hauder declares. 

“As the AHJ community begins to accept other 
listing agencies beyond UL, the flow of new prod-
ucts to the industry should increase greatly.”

TRENDS & ISSUES
Just as the IT influence has been felt in the video 
surveillance and access control markets, it also is 
having an influence on the fire alarm market. Haig 
is seeing increasing participation of IT managers 
in fire and security systems jobs. “We are finding 
the fire alarm is moving from the facilities manager 
to the IT manager, so you’re getting a techno-geek 
instead of a nuts-and-bolts guy,” Haig observes. 
“There are pluses and minuses to both.

“We’re struggling with IT a little bit because the 
IT guys tend to geek it up,” he laments. “They try 
to get really technical about it, almost too technical, 
and many times fire alarms and security systems are 
not really rocket science. They’re code-driven — 
it’s compliance, it’s not reinventing the wheel.” ■

Which Vertical Markets Do You Think 
Will Offer the Greatest Potential for 
Sales in the Next 12 Months?

“We’re experiencing continued strength in the institutional school markets. We have a 
large contract right now with a VA hospital. In our Florida market, the growth is going to 
come from the multi-tenant dwellings because of the code they’ve already had in place. 
In all cases in New Jersey, the work is retrofit, and in Florida, it is almost exclusively 
retrofit work.”
— Richard Haig Jr., Haig Service Corp., Green Brook, N.J.

“Apartment and condo and health care — we don’t see any government stuff coming 
to us right now. A lot of higher education projects, and we’re seeing a lot of upgrades 
of older educational facilities being done also.”
— Mitch Brozik, Secure US, Morgantown, W.Va.

“Where we’ve had good strength is in retail, medical and educational development.”
— Ken Hoffmann, DynaFire Inc., Casselberry, Fla.

“The educational market is doing very well. K-12, secondary education and college 
campuses are very active. If you look at the health care industry, that’s another bright 
spot in terms of both the hospital clinic systems as well as assisted living or elder 
care-type facilities. There’s been good activity in the retail segment. Right now, the 
hotel-motel industry is going very well.”
— Jeff Hendrickson, Silent Knight by Honeywell, Maple Grove, Minn.

“The retail market is just booming. Better assisted living or health care is definitely a 
huge thing just starting to get tapped.” 
— John Maccone, Fire-Lite Alarms, Northford, Conn.

“College campuses, universities, schools, large commercial locations where they need 
voice evacuation. I think the residential markets for carbon monoxide detection are 
going to do very well.”
— Scott Sturgess, ADI, Melville, N.Y.

“The spaces that are least susceptible [to economic slowdowns] in the short term are 
health care and education.”
— Tom Potosnak, System Sensor, St. Charles Ill.

Sponsored by

Joe Mesich of Advanced Technical Services works 
on a panel at the Little Sisters of the Poor assist-
ed living facility in Gallup, N.M.
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