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Another New product to  
secure the Future
Digital home security systems make more sense than ever for renters –  
and they represent a new revenue stream for cable operators 

By Bryan Rader ■ Bandwidth Consulting LLC

As the triple play continues to pen-
etrate the market and gain con-
sumer acceptance, cable compa-

nies are already exploring the next line 
of products for their subscribers.

Yes, there’s still more of the same – 
high-definition packages, higher broad-
band tiers, all-you-can-eat voice plans. 
But cable operators are also stumbling 
onto an opportunity that has long been 
flat, sleepy, and not very innovative: dig-
ital home protection.

Today, the analog home security 
market reaches 17 million single-fam-
ily customers, or 20 percent of the cable 
market. But only 1.3 million are in the 
MDU segment.

Why is this number so low? “There 
hasn’t been a new product introduction 
for owners, developers or renters in the 
past 20 years,” reports John Pierce, Se-
nior Vice President of InGrid Digital 
Home Protection. “Customers are see-
ing the same analog technology that was 
offered to them back in the 1980s.”

Twenty years ago, many developers 
were installing keypads in their new 
properties and signing long-term agree-
ments with companies like ADT and 
Network Multifamily. This amenity was 
installed mainly as a leasing tool to help 
drive occupancy.

But it missed the mark with many 
renters. And apartment customers today 
look very different than they did in the 
1980s. We see more who are renters by 
choice rather than by circumstance, more 
who have significant material posses-
sions, who travel frequently, and who are 
concerned about their safety. And many 
of these higher-end renters are likely to 
buy homes when their leases expire. 

Long-Term Relationships
Building a relationship with an alarm 
company that stays in the apartment af-
ter move-out is not a great way to start a 
long-lasting experience with a subscriber. 
Satellite companies and phone compa-
nies offer incentives to keep subscribers 
when they move out – why shouldn’t the 
alarm company do the same?

There’s also been a significant change 
in technology in the past few years, 
making the analog security alarm an an-
tiquated solution. “Some of them won’t 
work for customers who use VoIP from 
their cable company,” says Pierce. “And 
that market represents over 9 million us-
ers today, and is growing rapidly.”

So what does a digital phone cus-
tomer do if his analog security company 
cannot monitor his home? “Switch pro-
viders,” says Pierce, smiling.

MSOs Move In
This opportunity is making a lot of ca-
ble TV companies smile these days. The 
steady growth in broadband households 
is creating a new opportunity in the $6 
billion security industry – especially for 
apartment customers. MSOs like Char-
ter, Comcast and Cox are actively pur-
suing this market. And AT&T launched 
its own home-monitoring service last 
year that streams live video to a cell 
phone or Web browser.

Many new companies have popped 
up to target this audience, including 
Alarm.com, iControl (which is running 
trials with Cox), uControl, NextAlarm 
and InGrid. They all see the opportunity 
to use broadband as the primary com-
munications method for home security, 
with new ways to monitor your home: 
remote video, e-mail, mobile phone 
alerts and Web management screens.

Today’s customers want to know 
who is entering their home when they 
are away. They want to keep tabs on 
the repairman, or their kids. And in an 
apartment, they may want to track the 
exterminator, or other folks who may 
enter their home during the day. “The 
ability to monitor entry into and out of 
your home from your desktop at work is 
really cool,” says Pierce.

And companies like InGrid are devel-
oping new products specifically for the 
MDU market that are affordable, mobile 
and easy to install. The idea that they can 
come from your cable company makes it 
even better. “Young, active broadband-
connected users like this product because 
they can install the sensors quickly and 
easily, but still get assistance from a tech-
nician if they need it,” explains Pierce. 
“We’re seeing strong interest from PCOs 
already with our program.”

This market can create another ad-
junct to the triple play by offering a $20 
- $30 per month monitoring plan. The 
new product category can also be a dif-
ferentiator for real estate clients and prop-
erty management companies as well.

Not a bad way to try to “secure” your 
company’s future! BBP

About the Author
Bryan J. Rader, former CEO of Media-
Works before selling the company in 2006, 
has recently founded a new firm, Band-
width Consulting LLC, to advise operators 
and providers in the MDU market seg-
ment. He also remains President of IMCC. 
Contact Bryan at bryanjrader@yahoo.
com or by phone at 636-536-0011. You 
can learn more about Bryan’s new firm at 
www.bandwidthconsultingllc.com.


