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Allstate Agents see things the way you do. They understand that protecting
your business vehicles is not simply about keeping the work flowing today.
It's about growing your business tomorrow. Allstate Agents offer a broad 7@
range of insurance and other tools to help meet your goals. iL,)

You deserve an insurance agent who understands the needs of your business. A"state
That's Allstate’s Stand? You're in good hands.

FOR AN ALLSTATE AGENT EXPERIENCED IN BUSINESS INSURANCE, CALL 1-888-322-3078.

Insurance subject to availability and qualifications. Allstate Insurance Company and Allstate Indemnity Company, Northbrook, IL. Allstate County Mutual Insurance Company, Irving, TX.
Allstate New Jersey Insurance Company, Bridgewater, NJ. © 2009 Allstate Insurance Company, Northbrook, IL.
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* FREE Freight Program (30 States)
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IN-STOCK & READY to Ship.
1000* Safes 250 Fire Files
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(4x5" Tags Ship with all orders)
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Call Angela, Kativy, Holly or Stephanie Today.
We want to- help yow sell more safes.
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22 A Matter of Trust

Have you thought recently about the responsibility that
accompanies being a locksmith? Ed Hite, CML, looks at
both the opportunities and responsibilities that accompany
the profession.

ZB Spread the Word

As part of his ongoing series on Shop Management, Tom
Demont, CML, AHC, CIL explains why good advertising
and marketing strategies are imperative to growth.
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Help celebrate members who are observing significant
anniversaries with ALOA this year.
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wealth the old-fashioned way — slowly. 5 Executive Viewpoint
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40 Associate Members
Technology
Taking your marketing efforts online is vital for 43 Buyer’s Marketplace
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44 Parting Shot
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B PRESIDENTIAL VIEWPOINT S

ALOA Looks Back,
Looks Ahead to
2010

The Greater Philadelphia Locksmith Association (GPLA) celebrated its 60th anniver-
sary on Sept. 26, and I was honored to be there to present the GPLA president Edward

Fitzgerald, CML, with a plaque to honor their influence on locksmithing.
ALOA began seven years after the GPLA, and many of ALOA's founding fathers came from that
organization. The locksmith industry owes a debt to this group of locksmiths that had the wisdom

« to form our two associations.
WE can hE P PDUd Uf our This year, the Philadelphia Award — one of our profession’s most prestigious awards — was given
organ ization , as many to ALOA Board member and past President Dallas Brooks. This very deserving recipient received
a lengthy standing ovation as he was presented with the award.
others have had less ALOA held its fall board meeting in Dallas, TX, Oct. 8-10. One of the important items at the fall
impPESSiVE results in meeting is to review the convention numbers. Were we satisfied? Considering the financial crises
thls tlmE Df financial in our society, yes. Our bottom line was almost the same as it was three years ago in Las Vegas,
. ” although fewer people attended. Our staff did a fantastic marketing job and we were cost cautious.
uncertalntY‘ We can be proud of our organization, as many others have had less impressive results in this time
| of financial uncertainty.
Although the issue of “scammers” is a major problem in the U.S,, it is almost unheard of in
Europe. I believe that’s because there are so many languages used in Europe. It's much more dif-
ficult to make a large-scale central dispatch operation if you have to master more than 20 different
languages. Oftentimes, it’s a disadvantage Europe has so many languages and that some of them are
very small. It’s really difficult, as an example, to create a locksmith education program in Europe, as
older locksmiths often only speak one language. It’s a different story with the younger generations,
as they increasingly communicate more in English.
If you would like to meet locksmiths around in the world, there is a good opportunity May 27-30,
2010, in Istanbul, Turkey. The association in Istanbul, which has 1,200 companies as members, is
the largest in Europe and has its own monthly magazine. The show will include many new products
you haven’t seen before, and on top of it, Istanbul is a beautiful historic town on the border between
Europe and Asia. 'm going to be there to try to sign up new members for ALOA. If you would like

to go, e-mail me for more information.

&D Cugblude

Hans Mejlshede, CML
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I EXEcUTIVE PERSPECTIVE I

New Year Brings New
Opportunities

As the year draws to a close, here at ALOA headquarters we are already thinking about what

we will accomplish in 2010. This has been a busy and productive year for us, and it has led to

the implementation of some of the most ambitious campaigns in our organization’s history.

Building on that foundation, we head into the New Year with a positive attitude toward what is happen-
ing within our industry.

In the face of widespread problems from scammer locksmiths, which were definitely on the rise in

2009, ALOA has gone on the offensive and launched a three-prong attack to fight the fakes and raise

; consumer awareness. We're doing that in the following ways:
« B Running a series of public service announcements, or PSAs, on radio and television that promote
AS mare non- the use of ALOA qualified locksmiths
mem h ers b ecome B Creation of the new and improved Find A Locksmith.com Web site
’ B Launching the ALOA Branded National Directory advertising campaign.
aware Df A L U A ] Through this three-point approach, we are educating consumers about how to avoid locksmith scams
p resence th rou g h and helping them make better choices when it comes to security of their home, automobile or business.
our n ati on al All of these campaigns work together to strengthen our profession. Through these efforts, we are set-
ting our members apart from the other locksmiths out there, and are demonstrating to the public that
p ro g rams, we ALOA members are legitimate, trustworthy professionals. We're adding value to your membership while
an t i C i p ate an at the same time showing the public how valuable our members are.

increase of

”
mem h ers. renew your membership as soon as possible. Right now, we are working with Yellow Pages directories

The only stipulation for participation in any of these fantastic programs is that you must be a member

of ALOA. To take full advantage of these programs, I'd like to encourage each and every one of you to

—— whose close dates are January thru June 2010, and in order to be included in the Branded Ad campaign
in those books, your membership dues must be current.

Renewing your membership dues places you in an influential segment of the security industry that we
believe is positioned for growth in the coming years. As more non-members become aware of ALOA’s
presence through our national programs, we anticipate an increase of members. Additionally, as the
general public is educated about the importance of finding a certified locksmith, they will also become
more aware of the strength of our organization, and will also recognize the ALOA logo as a symbol of a
trustworthy locksmith.

This is an exciting time for ALOA members, and I hope that you will renew your membership today
so you can continue being a vital part of what we have to offer. (Remember, you can also “keep it green”
when you choose our “Go Green, Save Green” membership option, which allows you to receive all cor-
respondence electronically.) We can’t do any of this without our members, and the bottom line is, our
members are the reason we do all of this. So renew today and enjoy all the benefits that membership

has to offer.

RE /.

David Lowell, CAE, CML

Executive Director

KEYNOTES NOVEMBER/DECEMBER 009 5



Industry News, ALOA News and Hot Picks
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Figure 1

Increased Exposure

ALOA's ongoing marketing efforts
expand with new FindALocksmith.com
Web site.

ALOA’s efforts to fight “scammers” and educate the public about the locksmith

industry continues with the unveiling of the new FindALocksmith.com Web

site. The site, which already provided a popular marketing tool for members, is
consistently listed as the No. 1 available search engine for consumers who are looking online
for a qualified locksmith.

Earlier this year, ALOA began increasing the number of locksmiths listed by moving
all of its current members into the FindALocksmith.com database. (Exceptions were
given to those who had requested not to be listed or to those who were listed as an
institutional locksmith.)

In order to keep this database up to date, ALOA members were asked to log on to the new

site to review and update their company information.

ADDED FEATURES
With the rollout of the expanded site, ALOA now allows members to add multiple ZIP codes

6 KEYNOTES NOVEMBER/DECEMBER 09

to indicate their service area and, in the
future, they will be able to log on and add
multiple locations in the listings. (In a con-
tinued effort to combat “scammers,” each of
these locations will be verified by ALOA.)

Members who presently want to include
multiple locations can send the information
(company name, member number and addi-
tional physical address) to: webmaster@
aloa.org. After the addresses are verified by
ALOA, they will be added to the database.

Making sure that your information is up
to date is important for all members, as con-
sumers turn to that site when they need to
find a reputable locksmith. And, as ALOA
continues educating consumers about the
need and value of finding a good locksmith,
members who are listed on the site will reap
the rewards.

“We are doing a lot of things to educate
the consumer and help them make better
choices,” says David Lowell, executive director
of ALOA. “Being on Find ALocksmith.com is
something that really sets our members apart.
They’re not just hoping people will find them
by dialing 411 or going through online listings
and blindly picking one out.”

Instead, consumers are assured that the
locksmiths listed are part of a professional
organization who meet specific standards of
skill and professionalism.

“I think you see so many stories today
about scammers, and about people who
have been taken advantage of by operators
who aren’t licensed and have little in the
way of training or tools,” he says. “With
this site, we separate legitimate locksmiths

from the scammers in a place the public can
find them.”

JOINT EFFAORTS

The FindALocksmith.com initiative is just
part of a three-prong approach to educate
the public about scammers and to provide
them with resources to find a trustworthy
locksmith. Public service announcements
(PSAs) and the Branded National Ad cam-

www.aloa.org



INDUSTRY NEWS

paign, which is being placed in Yellow Pages
directories nationwide, both are aimed at
raising public awareness.

“This is the first time our organization has
taken on something like this,” Lowell says.
“I do think it’s going to result in growth for
our entire organization, because there are
legitimate locksmiths out there who aren’t
currently members. They’re going to see the
value of what we’re doing and want to be a
part of it.”

GETTING STARTED
In order to participate in the
FindALocksmith.com database, you must
be an active member of ALOA in good
standing. Log on to FindALocksmith.com
(Figure 1) and click on the “Get Listed” link
under the question, “Are you a locksmith?”

Next, log in to the site (Fig. 2). Your login
is the individual email address that you've
provided to ALOA, and the password is
your ALOA member number.

If you have not yet provided ALOA with
an individual email address, log in by typ-
ing your member number, followed by “@
aloalogin.org.” The password will be your
ALOA member number. (Note that this is
not an active email address and is used for
login purposes only.)

Once you click “submit,” you will gain
access to begin updating your information.
Clicking this button takes you to a page
(Fig. 3) that allows you to update your com-
pany information, add your business hours
and include your business specialties. This
is the information the consumer will see
about your business.

If you are updating your address, ALOA
will need to verify the new location before
it is posted online. If you do not want your
information to appear online, you can
uncheck the box beneath the title, “Search
Listing.” Remember that you can opt in or
opt out at any time.

Once your information has been updat-
ed, click on the “submit” button. 8
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NOTICE
RENEWAL No1t

Time to Renew!

Three savings programs available to save

you time and money.

By Ellen McEwen

By now, you shouldve received
your renewal notice for 2010
membership dues. If you haven't
please contact membership@
aloa.org so you can take advantage of savings
programs approved by the Board.
You have three options to manage your
dues rates:

B Go Green! Save Green! Agree to accept all
of your ALOA communication, including
Keynotes, electronically — and lock in your
2009 dues rate of $130. (Please note that a
new $30 assessment fee will be applied to all
U.S. member dues.)

B Pay for three years dues in advance. This
will cover your membership dues and assess-
ments through 12/31/2013, saving you from
any dues increases for the next three years.

B Apply for the ALOA Lifetime Benefactor
Program and lock in membership dues for
your lifetime. Never miss out on any member

benefit, including taking part in the ALOA

8 KEYNOTES

National Yellow Page Advertising Program.

WHAT’S IN IT FOR YOU?

There are several reasons you should renew
your membership today — here are just a few:

B ALOA has launched a new strategy to com-
bat “scammers” by launching new programs
designed to educate consumers on how to
identify “qualified locksmiths.” As a member
of ALOA, you benefit directly from these
strategies, which include:

B New National Yellow Page Advertising
Program: In partnership with TMP,
ALOA members have the opportunity to
further differentiate themselves from the
“scammers” by taking part in the ALOA
Branded Ad and Trademark column list-
ing (see ALOA’s New Ad-Vantage, October
2009 Keynotes);

B A newly designed FindALocksmith.com
Web site with new functionality for the con-
sumers and our members — your No. 1 mar-
keting benefit (for more details, see page 6);

B Promoting ALOA members through

NOVEMBER/DECEMBER 009

our recently produced Public Service
Announcements (PSAs), and helping con-
sumers recognize “locksmiths you can trust”
through the use of our public search engine,
FindALocksmith.com.

B Customer service continues to rank as the
most important reason that a consumer
selects a service company. Now, you can
take advantage of our partnership with
The Telephone Doctor, America’s premier
provider of online customer service train-
ing programs, available through www.
ServiceSkills.com.

B ALOAs Weekly Electronic Newsletter
delivers industry news every week directly
to your inbox.

B The Ultimate Guide for the Security Pro-
fessional, an online supplier directory, is
available to you 24/7 when you are search-
ing for that needed part or service.

B New Computer-based Testing — ALOA is
pleased to introduce our newest education
partner, Castle Worldwide, delivering
ALOA certification testing nationwide.

Castle “,‘

Sound Solutions Responsive Senace

MORE ABOUT CASTLE
WORLDWIDE

Founded in 1987, Castle Worldwide is one of
the nation’s leading certification and licen-
sure testing companies. Located in Research
Triangle Park, NC, Castle Worldwide offers
more than 430 Internet-based test centers in
the U.S. and Canada, and more than 200 loca-
tions outside of the U.S. and Canada. In addi-
tion, Castle can administer paper and pencil
exams practically anywhere in the world.

Our newest partnership offers widespread
accessibility to our members by providing them
with the convenience to continue their ALOA
certification without traveling far from their
own neighborhoods. Testing centers are locat-

ed in classrooms, universities and community

www.aloa.org




ALDOA NEWS

colleges throughout the U.S..

Castle Worldwide testing rooms generally
have between two and 20 workstations and are
equipped with state-of-the-art computers and
peripheral hardware.

Testing centers are open Monday through
Saturday, with testing hours generally avail-
able from 8:30 am. to 5:30 p.m. Each test site

advantage of this easy, convenient way to obtain
your ALOA certification or recertification.

As you can see, today there are more rea-
sons than ever before to become a member of
ALOA! We are constantly working to create
new ways to add more value to your member-
ship in appreciation of the value you, as mem-

bers, bring to our organization. @

schedules its own test dates each month, and
additional testing dates may be added in order
to meet demand.

Ellen McEwen is the marketing
and communications director of
ALOA. She can be reached at
ellen@aloa.org.

This new partnership will be available to
ALOA members in 2010. Be on the lookout for

more detailed information on how you can take

Dependable Locks Headquarters
Raided by U.S. Postal Inspectors

On Nov. 5, U.S. Postal inspectors staged a surprise raid on Dependable Locks’ headquarters
and main call center in Clearwater, FL. The raid was connected to an incident 1,000 miles
away in Kansas City, MO.

Earlier that week, an employee of Dependable was charged in federal court in St. Louis, MO,
with conspiracy and structuring financial transactions to avoid federal reporting requirements.
In an avadavit to support the criminal complaint against Dependable, U.S. Postal Inspector John
Jackman noted that sometimes U.S. Postal services are used to launder money by converting cur-
rency into money orders.

In July, Eli Barhanun raised suspicions when he attempted to convert $3,000 into money orders.
He was told that he would have to complete a Currency Transaction Report (CRT) and provide
identification. Instead, he asked to purchase $2,999 to avoid the reporting requirement. Workers at
the post office recognized him as a frequent customer who often purchased money orders payable
to Dependable Lock.

Inspector Jackman said that witnesses working as dispatchers for Dependable Locks were
instructed by managers to “quote a price of $54 for a car lockout, while the responding technician
was instructed by managers to charge up to $179 once services had been provided” Additionally,
“the locksmith technicians are allowed to split the profits of the fraudulently procured locksmith
services with the company, typically 50/50 or 60/40, and that the technicians are required to
remit the company’s share of the proceeds by regularly purchasing and shipping money orders to
Dependable Locks location in Clearwater, FL.”

During the raid, postal inspectors arrested Moshe Ahoroni, a reported co-owner of Dependable.
Larry Patton of Wizard Safe and Lock was called in to open the safe in the head office.

“When I walked in, the place was deserted,” Patton said. “They had sent the workers home and
there were 20 to 30 phones just ringing off the hook.”

For the latest developments on this case and a complete listing of all stories relating to this raid

and other locksmith scam stories, visit www.aloa.org/legislation.
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Troy Mitchell
Killed; Two
Arrested

ALOA extends its deepest sympathy

to the Troy Mitchell family of Jackson,
TN. Mitchell, 44, was a member of ALOA,
IAIL, TOOL and ClearStar. A retired marine
with 22 years of service, he had served in two
wars and survived the 9/11 terrorist attacks on
the Pentagon.

Mitchell was shot on Oct. 28 in an apparent
robbery while working on a customer’s car. He
died the next day, leaving behind a wife and
seven sons, five of whom still live at home.
The Grand Forks, ND, native had moved to
Jackson in 2004.

Police have arrested 24-yearold Ameale
Hudson and a 15-year-old boy for the shoot-
ing and robbery. According to the Jackson
Sun, Hudson had prior arrests on various drug
charges and aggravated assault. He was on
probation at the time of the shooting.

In a military funeral that drew hundreds
of attendees, Mitchell was remembered as
a national hero who inspired others with
his bravery and his willingness to help his
fellow man.

Donations to a memorial fund can be sent to:
Troy Mitchell Family Fund, c/o Patriot Equity
Credit Union, 57 Directors Row, Jackson, TN
38305. Personal condolences can be sent to the
familyat: Family of TroyMitchell, 110Swink Road
Medon, TN 38356-9139.

Please keep the Mitchell family in your

prayers.

OBITUARY

Our condolences go out to the family

and friends of Stephen M. Barrett of the
Labann Corporation. Mr. Barrett had been
an ALOA member since 1998. His servic-
es were held recently in San Diego, CA.

NOVEMBER/DECEMBER 009
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[T UPCOMING EVENTS

November 2008

WED-SAT

4-7

Clark Security Products Security Expo
Baltimore, MD
www.clarksecurity.com

TUES-THURS

17-19

Intermountain Lock and Security Supply
Conference and Expo

Las Vegas, NV

WWW.imiss.com

WED-THURS

18-19

2009 Louisiana Life Safety & Security
Association 13th Annual Convention
Kenner, LA

December 2009

SUN-TUES

6-8

ASIS International - 1st Middle East
Security Conference

Dubai, United Arab Emirates
www.asisonline.org

February 2010

MON-WED

1-3

ASIS International - 4th Asia-Pacific
Conference

Sydney, Australia

www.asisonline.org

WED-FRI

3-5

Intermountain Lock and Security Supply
Conference and Expo

Phoenix, AZ

WWW.imiss.com

SAT

13

2010 North Carolina Regional Security
Trade Show

Charlotte, NC
www.northcarolinalocksmithassociation.com

March 2010

WED-SAT

10-13

Clark Security Products Midwest
Regional Security Expo and Educational
Conference

Northbrook, IL

www.clarksecurity.com

THURS-SAT

11-13

Intermountain Lock and Security Supply
Conference and Expo

Los Angeles, CA

WWW.imiss.com

TUES-SUN

16-21

2010 Texas Locksmith Association
Security Expo

Plano, TX

www.texaslocksmiths.org

THURS-SAT

18-20

2010 IDN Hardware Sales, Inc. Trade
Show and Security Conference

Novi, Mi

www.idnhardware.com

TUES-FRI

23-26

ISC West
Las Vegas, NV
www.iscwest.com

April 2010
WED-FRI | |SC Brazil
14-16 | sao Paulo, Brazil
WWW.iSC.com
SUN-WED | ASIS International — 9th European
18-21 | security Conference
Lisbon, Portugal
www.asisonline.org
MON-SAT | SAFETECH 2010 Convention & Tradeshow
19-24 | san Diego, CA
www.savta.org
May 2010
WED-SAT | Clark Security Products Eastern Regional
12-15 | security Expo and Educational Conference
Florence, IN
www.clarksecurity.com
dJune 2010
WED-FRI | Intermountain Lock and Security Supply
23-25 | Conference and Expo
Denver, CO
WWW.imiss.com
WED-SAT | Clark Security Products Northwest
23-2B | Regional Security Expo and Educational
(Dates | Conference
tentative) | TBD — San Francisco Area
www.clarksecurity.com
August 2010
SUN-SUN | 54th Annual ALOA Convention & Security
1-8 Expo
Orlando, FL
www.aloa.org/convention
WED-FRI | Intermountain Lock and Security Supply
18-20 | conference and Expo
Salt Lake City, UT
WWW.imiss.com
September 2010
TUES-THURS | DH| 35th Annual Conference & Exposition
14-23 Chicago, IL
www.dhi.org
MON-THURS | 56th Annual ASIS Seminar and Exhibits
27-30 | Philadelphia, PA

www.asisonline.org/asis2010

KEYNOTES
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BALTIMORE, MD
Clark Security Products
Stephanie Parrott

(859) 425-3325

Classes TBD

BIRMINGHAM, AL
Alabama Locksmiths Association
Barbara McGowin

locksmithala@gmail.com

(205) 338-1150

ALOA PRP Exam Prep w/L-00 exam

DEC. 7-12

DALLAS, TX

ALOA Training Center
ALOA Education
education@aloa.org

(800) 532-2562 ext. 104

Six-Day Basic Locksmithing Course

LINCOLN, NE
Nebraska Chapter of ALOA
Elmer J. Howard

safaman@cox.net

Transponder from A to Z

(402) 676-8973

EAGAN, MN

Minnesota Chapter of ALOA

Dana L. Lee, CML, CPS

dana337@mac.com

(612) 968-3257

Five-Day Fundamentals of Locksmithing Course,
Advanced Master Keying w/L31 PRP, Computerized
Master Keying, Complete Door & Door Closers w/L-
05 PRP, Studying for and Passing the PRP |, Large
Format Interchangeable Core w/L39 PRP, Keyless
Mechanical Lock Servicing w/L-20 PRP

HAGERSTOWN, MD
Hagerstown Community College
Cynthia Hull

hullc@hagerstownce.edu

(301) 790-2800, ext. 520

Six-Day Basic Locksmithing Course

UPCOMING PRP SITTINGS

NOV. 7

NICHOLASVILLE, KY
Saturday 9 a.m.

Georgia Chapter of ALOA

Kevin Wilson, CML
masterloksmith@gmail.com

(404) 717-2761

NOV.10

DUNWOODY, GA
Tuesday 9 a.m.

Georgia Chapter of ALOA
Kevin Wilson, CML
masterloksmith@gmail.com

(404) 717-2761

BIRMINGHAM, AL
Sunday 1 p.m.

Alabama Locksmiths Association
Barbara McGowin

locksmithala@gmail.com

(205) 338-1150

SEASIDE, OR

Sunday 1 p.m.

Pacific Locksmiths Association
Keith Whiting, CML, CFL
locksnoop@yahoo.com

(360) 601-5656

DALLAS, TX
Saturday 1 p.m.
ALOA Training Center
ALOA Education
education@aloa.org

(800) 532-2562 ext. 104

JAN. S

SECAUCUS, NJ
Saturday, 9 a.m.
MLANJ

Ken Vitty, CPL, CFL
kvitfs@aol.com

(732) 232-1008

KEYNOTES

JAN. 31

EAGAN, MN

Sunday, 8:30 a.m.
Minnesota Chapter of ALOA
Dana Lee, CML

dana337@mac.com

(612) 968-3257

MARCH 21

NOVI, MI

Sunday, 8 a.m.

IDN - Hardware Sales
Bonnie Weston
bweston@idnhardware.com
(734) 293-0061

NOVEMBER/DECEMBER 009
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APPLICANTS FOR MEMBERSHIP (as of Oct. 15, 2009)

ALABAMA
PELHAM

Byron J. Smith
Sponsor: Danny C. Booth
ARIZONA
PHOENIX

Todd Hogan
Sponsor: Patrick Hather

SCOTTSDALE

Blake W. Thomason
Sponsor: Zachery L. Radu

CALIFORNIA

HESPERIA
Tomas Garcia
RIVERSIDE

Carole Bernard
Sponsor: Ken Davis

SIMI VALLEY

Eric R. DeWaay
Sponsor: Harry L. Sher CML, CPS

TUSTIN

John W. Landrum
Sponsor: Gregory A. Parks CRL

CONNECTICUT

MYSTIC

James Maloney
Sponsor: J. David Vessels CPL

FLORIDA

FORT LAUDERDALE
Wendell A. Miller

MIAMI

Daniel N. Miranda
ORLANDO

Joseph E. Smith
Sponsor: Ken Kupferman CML,CPS

ATLANTA
Oren Beno
MASON CITY
Cody M. Abundis
WHITING
Lorraine Sarrazin
CHICAGO
Byung S. Choi
RANTOUL

Joshua Schulze
Sponsor: James R. Porter CRL

KEYNOTES

INDIANA

HAMMOND

Erik Roempagel
RICHMOND

Steve P. Rader

Sponsor: Jim Williams CRL
LOUISIANA

NEW ORLEANS

Tod S. Young
WESTWEGO

Robin Robert

Sponsor: James A. Bennett Sr. CML
MAINE

FITCHBURG
Christopher V. Cunha Jr
MELROSE

Barbara Baker
Sponsor: David M. Troiano

WEST WARREN

Ted Colgate

Sponsor: Mark R. Bates CML
MARYLAND
BALTIMORE

David W. Armour CRL
Sponsor: Michael E. Jordan, Jr., CML

Stephen W. Slowe
William J. Lloyd
BOWIE

Daniel C. Ihediohanma
Sponsor: Ken Steir

NORTH CAROLINA
JACKSONVILLE

Robert L. Brown

Sponsor: Michael K. Yarberry CML, CPS,
CMS

NEW JERSEY

TEANECK

Avner Etzioni

NEW MEXICO
ALBURQUERRUE
Williams W. Coleman
RIO RANCHO

Ameer Mandilawi
Sponsor: Brad Berry

NEW YORK
LONG BEACH
Glen Morrison
ROCHESTER
Daniel Blasdell

THE DALLES

Andrew N. Pontow
Sponsor: Ernie J. Blatz CRL

Donald L. Kelsay
Sponsor: Ernie J. Blatz CRL
PENNSYLVANIA
EIGHTY FOUR

Christopher Ulam
Sponsor: Robert J. Reynolds CPL, CPS

LAHASKA

Daniel A. Macfarlan

Sponsor: Hans Mejlshede CML
SOUTH CAROLINA
EASLEY

Tim Clardy

Sponsor: William C. Clardy
TEXAS

CONVERSE

Paul A. Crafton
Sponsor: Tom Richards

SAN ANTONIO

Curtis G. Bostow
Sponsor: Tom Richards

WEBSTER

Christopher Cameron
Sponsor: James L. Reed

VERMONT
BENNINGTON
Eric Strubel

MADISON

Edward G. Scherer
Sponsor: David M. Hornung CRL

MARINETTE

Cameron A. Schmidt
Sponsor: Brian L. Swenson

MILWAUKEE

James T. Wallner
Sponsor: John W. Soderland CML, CMST

INTERNATIONAL

JIANGMEN CITY

Li Jian Tao
Sponsor: Ying Wai Sin

These applicants are scheduled for clearance as members of ALOA. The names are published for member review
and for comment within 30 days of this Keynotes issue date, respectively, to ensure applicants meet standards of
ALOA’s Code of Ethics. Protests, if any, should be addressed to the Membership Department and must be signed.
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Surplus Inventory
For Donatlonss—--\

VON DUPRIN

To see a complete inventory list visit:
www.securityscholarship.org

Since 1982 ASF has provided more than 350 individuals with
financial support to pursue a career in the locksmith/security industry.
Thank you to all of you that helped create opportunitues for so many,

We Applaud Your Efforts!

Gordon Racine, CML
President, ALOA Scholarship Foundation
gordon@securityscholarship.org

3500 Easy Street - Dallas, TX 75247-6414 214.819.9733



ALOA
BOARD Associated Locksmiths of America, Inc.
nomination Board of Directors Nomination Petition

petition
I, the undersigned, request that be placed

W h at ALOA (name of nominee and member number)

on the ballot for for the election to be held at

Board Positions (position for which individual is being nominated)
Are Open and

the special meeting of ALOA members to be held at the ALOA International Headquarters, 3500 Easy
Street, Dallas, Texas on June 11, 2010 at 10:00am or any adjournment thereof.

Where Am I I am eligible to vote in the region.
e (Associate, International, Northeast, Southeast, North Central, South Central, Northwest, Southwest)
Quialified to Run?
1
Th v i PRINTED NAME MEMBER # SIGNATURE
ere are currently five
regional director positions 2
open for election in addition PRINTED NAME MEMBER # SIGNATURE
to the position of Secretary. 3
ALOA members now _elect PRINTED NAME MEMBER # SIGNATURE
the directors from their own
regions. 4
Only ALOA members from a PRINTED NAME MEMBER # SIGNATURE
region are eligible to run for 5
the open position(s) in that PRINTED NAME MEMBER # SIGNATURE
region. .
Members from any region are PRINTED NAME MEMBER # SIGNATURE
eligible to run for the position
of Secretary. 7
You must have been an PRINTED NAME MEMBER # SIGNATURE
ALOA member for at least s
three years to be eligible to PRINTED NAME MEMBER # SIGNATURE
run for a director position.
; ; ; 9
Th.e following vacancies will PRINTED NAME MEMBER # SIGNATURE
exist for the election to be
held on June 11, 2010 10
PRINTED NAME MEMBER # SIGNATURE
Northeast 2 directors u
South Central one director PRINTED NAME MEMBER # SIGNATURE
Northwest one director
International one director 12
Associate one director PRINTED NAME MEMBER # SIGNATURE
Secretary one position 13
PRINTED NAME MEMBER # SIGNATURE
On this page you will find the
) I - 14
required nomination petition PRINTED NAME MEMBER # SIGNATURE
and on the following page,
the commitment to ALOA 15
board service form. PRINTED NAME MEMBER # SIGNATURE
The following is the number 16
of signatures required for PRINTED NAME MEMBER # SIGNATUREL
each Board position:
17
Secretary PRINTED NAME MEMBER # SIGNATURE
. 18
Northeast Director PRINTED NAME MEMBER # SIGNATURE
South Central Director 19
Northwest Director PRINTED NAME MEMBER # SIGNATURE
I . | Regi 20
nternational Region PRINTED NAME MEMBER # SIGNATURE
Associate Region 21
PRINTED NAME MEMBER # SIGNATURE
If you have any questions, 2
please contact PRINTED NAME MEMBER # SIGNATURE
John Soderland, CML, CMST
23
gﬁ_g:ett;g’ ALOA Board of PRINTED NAME MEMBER # SIGNATURE
By Phone: 414-327-5625 24
email: secretary@aloa.org PRINTED NAME MEMBER # SIGNATURE
25
PRINTED NAME MEMBER # SIGNATURE

14 KEYNOTES NOVEMBER/DECGCEMBER 089 www.aloa.org



YOUR COMMITMENT TO ALOA BOARD SERVICE

(Please read carefully and sign where indicated)

The ALOA Board governs with emphasis on organizational vision rather that on interpersonal issues of the Board;
encourages diversity in viewpoints; focuses on strategic leadership rather than administrative detail; observes clear
distinction between Board and Executive Director roles, makes collective rather than individual decisions; exhibits future
orientation rather than past; and governs proactively rather than reactively. (If you were not supplied a copy of the ALOA
Board of Directors Governance Policy with this document, you may obtain one by contacting the ALOA headquarters
office, or visit www.aloa.org.) The responsibilities of an ALOA Board Member include contributing a moderate amount
of personal time, and a significant degree of professional guidance and expertise to the organization.

You will be expected to come to Board Meetings and the Annual Membership Meeting. You will need to be
prepared to sensibly discuss matters of great importance to your profession and participate in setting policy as part of a
governing body. Your course of action during your tenure on the ALOA Board should be guided by fair minded,
constructive goals pertaining to matter of consequence for ALOA and for the industry. Your contributions are expected to
benefit ALOA as a whole taking individual member rights and concerns into account, but free of the taint of partisan
politics or personal gain.

On a practical note, ALOA Board Members are expected to behave and dress professionally at all times,
especially when actively representing the association. ALOA Board Members are required to participate in three Board
meetings per year, of three or four days in length, one each fall, spring, and one during convention, in addition to the
Annual meeting, which is also held during convention. Incoming Board Members are also required to attend Governance
training classes and events during convention. Board Members may also be asked, on a voluntary basis, to represent
ALOA at related local, state, or regional functions, including serving in the ALOA booth, and otherwise promoting
ALOA. When travel is required for a Board Member, expenses covered by ALOA includes lodging, travel, and a
reasonable per diem. The Board has stipulated that assigned travel will be reimbursed at the lesser of the 30-day advance
tourist class airfare in effect at the time of travel, or the current per-mile rate for travel by personal automobile. Spouse
expenses, including extra room charges, etc. are the individual’s responsibility.

I have read and agree to adhere to the ALOA Board of Directors Governance Policies. Furthermore, I understand the
above responsibilities of an ALOA Board Member, and agree to commit my time and energies as needed. I certify all of
the information contained on this form and supporting documentation to be true and complete.

Candidate Name:

Address:

Member #: Phone:

Signature: Date:

Membership Status: Active Life Associate

Employer:Name:

Address:

Please attach: your nomination petition; a recent photograph; and a 150 word or less biography. Retain a copy of this form
for your own files. This form and all supporting documents must be received no later than March 1, 2010.
Mail, e-mail or fax to: (If faxed, photo can follow by e-mail or mail)

Nominee Profile
John W. Soderland, CML, CMST
Secretary, ALOA Board of Directors
5132 West Howard Ave
Milwaukee, WI 53220
Email: secretarv@aloa.org
Phone: 414-327-5625

Effective 10-09-09

KEYNOTES NOVEMBER/DECEMBER 069
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Ohlone College Newark Center for Health Sciences and Technology Campus is the nation’s first “green”
community college campus.

aetting An
Example

California college campus shows how
environment, safety work together.

By Beverly Vigue

hen designers were creating the Ohlone College Center for Health Sciences
and Technology Campus in Newark, CA, they kept a close eye on its envi-
ronmental impact. At the same time, the building’s security system was just

as futuristic and was designed to maximize convenience while providing a

compatible level of protection.

Ohlone College, which was founded in 1967, now enrolls 18,000 students annually at its
two campuses in Fremont and Newark, CA. The Ohlone Community College District offers
instruction for basic skills, career entry, university transfer, economic development and per-
sonal enrichment. Named after the Ohlone Indians of the San Francisco Bay Area, the college
strives to emulate Native American traditions by being more environmentally aware in its
building and practices, as well as celebrating and promoting cultural diversity.

The college’s 140,000 square foot building in Newark represents the culmination of these
efforts. Completed in January 2008, it’s the nation’s first entirely “green” community college

campus. It demonstrates and teaches environmental stewardship through sustainable practices

KEYNOTES NOVEMBER/DECEMBER 009

and incorporates resource-efficient features
such as photovoltaic solar panels, geother-
mal heating and cooling, high-efficiency
lighting, low water consumption and the
extensive use of recycled materials.

Key curriculum includes a highly success-
ful biotechnology program, nursing, health
sciences, emerging technologies and environ-
mental studies. Associate Vice President Leta
Stagnaro says the new campus is on track to
receive Platinum certification from the U.S.
Green Building Council for Leadership In
Energy and Environmental Design (LEED).

HARDWARE COMBINES
SECURITY, CONVENIENCE
As impressive as its green initiatives are, the
campus is significant in its security features
as well. Security and hardware requirements
vary from one college to another, and with
the openness of the new campus, the main
needs here were for the ability to secure
doors during non-operating hours, meet code
requirements governing egress and provide
for ADA-compliant accessibility.

The result was a decision to use the lat-
est version of Schlage D-Series locks and a
Schlage Primus key system for security, com-
bined with Von Duprin 9947 exit devices
to meet egress requirements. The classroom
doors are equipped with Schlage CL locks
that allow teachers to lock their classrooms
from inside during an emergency without
going out into the hall.

To comply with ADA accessibility guide-
lines, LCN Senior Swing automatic door
operators are used on one door of each bank
of exterior doors.

“The whole building has the Schlage
Primus Level 3 restricted keyway to give
us higher security than a standard keyway
and protect against unauthorized duplica-
tion,” explains Keith Clark, Ohlone College
locksmith. “Our plan is to use the Primus
keyway for the entire district, so we are able

to integrate into the system.”

www.aloa.org



The high security keyway provides added pro-
tection for the high-value equipment used in the
building, including projectors, laptop computers

and various types of scientific equipment.

“The main needs here
were for the ability to
secure doors during
non-operating hours,
meet code requirements
governing egress

and provide for ADA-
compliant accessibility.’
|

Although exterior doors are unlocked dur-
ing hours of operation, they are equipped
with Von Duprin EL99 exit devices with elec-
tric latch retraction, which are controlled by
proximity card readers to restrict access to
authorized users at other times. According
to Clark, the Special-Lite entrance doors are

Greenguard Certified for indoor air quality. &

Beverly Vigue, AHC/CDG, is
vice president of education
solutions at Ingersoll Rand Se-
curity Technologies, where she
is responsible for developing
the vertical education market.

FIGURE 1 Ohlone College Locksmith Keith Clark is responsible for the access control system at the new
building.

FIGURE 2 Exterior doors are equipped with one LCN automatic door operator for ADA accessibility, as well
as an LCN door closer on the second door. Von Duprin EL9947 exit devices provide egress, while
their electric latch retraction feature allows after-hours access by authorized individuals, using a
card reader.

GUEELEER | Classrooms include easily moveable tables and chairs to allow flexible use. Von Duprin 99 exit
device provides egress.

AUBIEEES | Schlage D lever locks with interchangeable cores use Schlage Primus keyways on classroom
doors.

JELINEEE | The access doors in the equipment room are secure from the outside, but Von Duprin 9947
FIGURE 1 - - concealed vertical rod exit devices allow emergency egress.
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By Virl Mullins Automotive « Institutional « BUSINESS « Technology « Certification

ing next week’s payroll, or
putting together a plan to
approach your bank on Mon-
day morning for aloan to buy
a new piece of equipment, or
expand your business. So,
why put up with all of this,
just to make a living?

Your aim should be not
only to make a good living
but to build wealth, so that in
the future after your working
days are over, you can con-
tinue to live as well as you did
while you were working. The
only way you can do this is to
have a return on your invest-
ment in your business as well
as a return for your labor and
management.

Let’s make this easy to un-
derstand: Can you work for a
company and not own it? Of
course you can! Most people
do. Do you want to get paid
for the work that you do for

them? Once again, of course

you do.

Now, can you own a company and not

work for it? Yes, you can. In fact, many

D w D E people, while they don’t own all of the com-

pany, do own shares of stock in one or more

] companies. I'll bet that many of you own

shares in Coca Cola, GE, Microsoft, etc.

I c D w Therefore, you own companies for which
you do not work.

Do you expect to receive a return on the
investment that you’ve made in Coca Cola,

BUI|dII‘Ig Wealth - I'Il:lt IUSt maklng a IIVIng GE, Microsoft, and so forth? Absolutely! That
— is possible when you invest in yourself.  iswhyyouinvestedin those companies. You

expect to receive dividends from them when

pening your own business just to make enough money to make a living isn’t a they earn money and you hope to one day be

good idea. Does this statement shock you? It shouldn’t. able to sell your stock at a good deal more
You can make a living working for someone else and not have all of the than you paid for it.

worries and problems that a business owner has. You can spend you weekends The fact that you own your own business

golfing, fishing or having fun with your family instead of sitting at your desk and also work there doesn’t change this ex-

working at your accounts, which are due or past due, without having to worry about meet- pectation. You should receive compensation

18 KEYNOTES NOVEMBER/DEGEMBER 009 www.aloa.org



for the work you perform, just as you would
if you worked for someone else. You should
also receive a return on the investment that
you've made in your own business, just as
you’d expect from Coca Cola or any other

stock you invested in.

BUILDING VALUE

In order to build value into your business
(wealth for yourself), you must retain some
of what you earn each year instead of spend-
ing it all. The rule is not, “earn a dollar,
spend a dollar,” it’s “earn a dollar, spend 50
to 75 cents.”

In the early years of your business, when
you're just getting started, this probably isn’t
possible. In fact, when I started my business,
I borrowed money to live on in order not to
take cash from the business, which it vitally
needed to grow.

However, by the time that you have been
in business two to five years you should be
retaining some of those earnings to finance
your growth. If your earnings are greater
than what you need to grow your business,
you should spin it off and invest it in other
areas, such as buying your own building, etc.

Please note carefully that I am not suggest-
ing that you buy a much bigger house, a new
Porsche Boxster S, nor a new 40-foot boat.
This has been the downfall of more business-
es than I can count. They take all (or most)
of their earnings out to satisfy their personal
wants now, rather than building for that day
when they no longer have to work.

How much of your earnings should you
invest in your business? In order to answer
that question we must know what factors
influence the return on investment. Do you

know the major factor? It’s risk.

“In order to build value into your business (wealth

for yourself), you must retain some of what you earn
each year instead of spending it all.”
___________________________________________________________________________________|

If you had $10,000 to invest and you re-
ceived a call from your broker suggesting
that you invest it in an oil drilling opera-
tion off the coast of Brazil - for which you
could expect a whopping 10 percent return
- would you risk your funds? I don’t think
s0, because it’s much more likely that you’ll
lose all of your investment. In this type of
investment you might expect well over a
1,000 percent return.

The safest investment today is United
States bonds. Today they pay a return of 3 to
4 percent. The risk of investing in your own
business falls somewhere in between these
two numbers, so I suggest that the return
percentage should be at least 10 percent above

whatever the prime rate is at the time.

BY THE NUMBERS

One more factor comes into play when look-
ing at your return on investment: the com-
pensation you pay yourself compared to what
you could actually make working somewhere
else, or what it would cost you to pay some-
one to run your business for you.

Let me explain using numbers. Suppose
your business has sales of $500,000 and a
net worth of $50,000. Now suppose that
your net profit this year is $10,000. The last
factors we need are your compensation for
the year, which is $40,000, and either what
you could make working for someone else,
which is $35,000, or what you would have to
pay someone else to run that size business
for you, which is $45,000. (Although these
numbers are somewhat realistic, please
don’t use them to judge your own business
performance. Theyre being used here to
make a point.)

Now to analyze: $10,000 net profit on an

KEYNOTES

investment of $50,000 is 20 percent. This is
pretty good. It’s a good deal more than 10 per-
centabove prime, which is about 1 to 2 percent.

If you could only make $35,000 working
for someone else, and you're paying yourself
$40,000, then you’re really making an ad-
ditional $5,000 return on your investment.
That puts your return at $15,000 and the
percentage is 30 percent, which is great.

On the other hand, if you would have
to pay someone $45,000 to run your busi-
ness for you, it would take $5,000 out of
the $10,000 profit. That drops your return
on investment to $5,000, which would be
10 percent.

Here is the whole point of this article: If
you maintain a return on investment in your
business over a long period of time, the net
worth of your business will grow to a large
amount. A 15 percent net profit would double
your net worth every 4.8 years. So, at the end
of approximately five years your business
would be worth $100,000.

At the end of 10 years, it would be worth
$200,000 and at the end of 15 years it would
be worth $400,000. Does that mean that you
would sell it for $400,000? Probably not, be-
cause with those earnings, a potential buyer
would pay much more than that.

In a nutshell, that’s how you will get rich
slowly over the years so when you retire you
can live in the same lifestyle to which you

have become accustomed. @

Virl Mullins teaches financial
management and business
planning. Additionally, he owned
a locksmith distributorship in
the past.
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By Laura Busse

Automotive « Institutional « Business « TECHNOLOGY » Certification

Maodern Mating

Going online is one of the best ways for
locksmiths to build their business.

ver the past few years, locksmiths have been frustrated as they’ve watched the scam
locksmiths” steal away a large share of their business. Licensing boards and attorneys
general try to track and prosecute them, but working within the law is a cumber-
some process.

These criminals are nimble, shameless and terribly savvy. They're experts at duck-
ing thelegal system. Perhaps more importantly, they're experts at online marketing. Meanwhile, many
legitimate locksmiths haven’t updated their marketing plan in decades. In many cities, scammers
dominate the online ads while the good guys aren’t even listed!

The good news is that you don’t have to sit by while they take all your business. Just as you learn
about the latest locksets and techniques, you must also keep abreast of modern business practices,
including marketing strategies. Marketing is neither trivial nor evil. It is simply how you communi-
cate to potential customers that you exist, and that you are the right person to serve them. Running a
successfullocksmith business means thinking of yourself as a businessperson as well as a locksmith.
Technology has revolutionized marketing over the last several years. Here is a four-step program for
using technology to bring your marketing practices up to date.

1. HAVE A CONSISTENT COMPANY BRAND.

Create a logo and use it consistently on all marketing materials: Web site, print ads, business cards,
service van, retail shop, shirts, letterhead, fax cover sheet, even invoices and statements if possible.
It’s easiest to adapt a logo to all these different uses if it has high contrast, simple shapes, and only
two colors. You must be able to use it in black and white as well in full color. Simple images are best,
and if the logo can incorporate your name, even better. If you don’t have a logo, look up a graphic

designer in the yellow pages (or, more likely, online).

2. GET A WEB SITE.
Nowadays, fewer and fewer people look for what they need in yellow page books. Plus, you only reach
customers who know to look under the headings you've paid to advertise in. Advertising online can

be less expensive and more effective.

KEYNOTES NOVEMBER/DECEMBER 09

You can create your own Web site from ready-
made templates at any of the domain hosting
services (i.e. GoDaddy, Network Solutions,
etc.) You can register a domain name (Www.
yourcompany.com) plus build a simple Web
site for a low cost for the first year. If you prefer
the full-service route, you can also hire a Web
design firm to create a more customized site
for you. Costs are likely to run $1,200-$5,000
or more, depending on the features you want.

Ifyou hire someone to create a site for you, be
sure you understand up front what the process
will be for updating the content on the site. Will
you have to submit content to them, and then
pay them each time to put it into the Web site? It
may serve you better to purchase a Web site with
a content management system, which allows
you to update the content on the site anytime.
However, if you doubt that you can create your
own content or if you simply prefer full service,
then you may prefer a provider who will manage
the content for you.

»TIP: Remember that your Web site is an
advertisement for you and therefore reflects on
your professionalism. Consider hiring a copy-
writer or editor, and, even if youre confident
that you can write well, get someone skilled to
proofread your work before it’s published. Your
Web design company may be able to provide

this service.

3. DO THE BASICS TO
PROMOTE YOUR WEB

SITE FOR FREE.

Think very carefully before you hire a “search
engine optimization” firm. The search engines
are secretive about exactly how they tabulate
their rankings, but we know this much: since
they sincerely want their results to be as rel-
evant as possible, they go out of their way to
resist attempts to “game the system.” They even
penalize bogus attempts to boost rankings.
There’s no magic trick to boosting your rank-
ings; there’s only the genuine task of making
your Web site as relevant and well connected
as possible. What does that mean?

HLink to sites of products featured on

www.aloa.org



your site, and get them to link back to you.
Many manufacturers’ sites have a “find a
dealer” feature. Get listed.

BTrade links with other locksmiths, just
for the sake of it. One thing is known for
sure about search rankings: the more links
to your site from other relevant sites, the
higher your ranking (.govand .edu links are
especially valuable). Cultivate relevant links!

HPost articles or blogs on your site, so that
others will be encouraged to link to your site.

HEGetyourselflisted on ALOA’s Find ALock-
smith.com, and make sure that the Better Busi-
ness Bureau and other organizations have your
Web address.

HPut your Web address on your van and
business cards.

HKeep your site content up to date.

B Sign up for all free listing opportunities.
Make sure that Google, Yahoo! and Bing have
your information. Sign up for Google maps, too.

»TIP: You will get dozens of sales calls
offering to list you in various online direc-
tories. Usually these sites are not well pro-
moted, and you pay to be listed even if you

never get any traffic from the listing.

4. CONSIDER SPONSOR-
ING ADS ON GOOGLE
ADWORDS, ETOC.
These are the ads at the right side (and some-
times along the top) of each search page. Users
type in what they’re seeking in their own words,
and the search engine displays the relevant ads
along with the algorithmic search results and
sometimes a map listing. This is powerful. A
potential customer in your town typesin “safe-
cracker” and your ad for safe service appears at
the top of the page! If they type in “copy key,”
your ad for duplicate keys appears. You only pay
when the searcher chooses your ad and visits
your Web site. If your ads are managed prop-
erly, each click should represent someone who
is quite likely to become a customer.

You can hire someone to manage campaigns
for you, but these systems are actually designed

for you to do it all yourself. However, you must

read and learn on your own. Google doesn’t
provide personal service. Here we’ll discuss
Google, though Yahoo!, Bing and AOL are all
similar, except in market share.

You can sign up for an account and manage
your own ads on Google. Visit www.adwords.
google.com, sign up for an account and fol-
low the on-screen instructions to create your
campaigns and launch your ads. All the search
engine companies provide lots of advice to help
you along, It can be time-consuming if you want
several ads related to all your different services,
and there s certainly alearning curve. Thereare
also some very helpful books that you can pur-
chase. My favorite is “Ultimate Guide to Google
Adwords” by Perry Marshall and Bryan Todd.
Again, much of what you learn about Google
Adwords will be applicable to other search
engines as well.

You must also keep visiting your account to
adjust bidding strategies, edit ads and remove
keywords that aren’t working out. The search
company will provide reports to you with great
suggestions for improving your campaigns.
They want what you want: they want their
searches to yield helpful results and for your ads
to get more clicks.

TIP: Remember to set the geographical lim-
its for your ads! You only want your ad to appear
to potential customers, so make sure they only
show the ad in your service area. You can choose
ametro area from the list, or pinpoint yourself
on the map and specify a radius within which
your ad should appear. Most other rookie mis-
takes can be corrected without losing money.
This mistake can really cost you!

Once you've tackled each of these four steps,
more potential customers will find you, and
you'll be in a position to lure back those who
might otherwise have called the bad guys. You

win, and the customer wins. @

Laura Busse has worked in her
family business, Busse’s Lock
Service, since 1995. She has
served on the NC Locksmith Li-
censing Board since its creation
in 2001 and has been director of
the NC Locksmiths Association
trade show for several years.

KEYNOTES

HIRING AN AD MANAGER
LA = &

If you don’t want the job of managing
your online ads, you can hire someone
to set up and manage them for you.
You still need to know enough about it
to keep an eye on them and ensure that
you’re getting value for your money.

B Make sure they set your
geographical settings for your
service area only.

B Make sure you know how much
of your fee pays Google, Yahoo,
etc. for clicks and how much pays
the company for their
management of the account and
markup on the ads. Be wary of
companies that charge several
hundred dollars per month (or
more), but won’t show how much
goes toward the ads.

B You must agree with them on
how to measure success. Do they
simply guarantee a certain
number of clicks? Not all clicks
are created equal! If they’re
running your ads outside your
service area or outside your
operating hours, you're paying for
worthless clicks.

You’ll need to work closely with any
ad firm that is not intimately familiar
with the locksmith industry. They prob-
ably don’t know that safe opening and
house lockouts are different markets,
needing different ads and different
landing pages on your Web site.
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A MAITER OF

TRUST

The locksmith profession
IS accompanied by
responsipility, opportunity.

By Edward A. Hite, CML
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eople view new exoperiences through eyes seasoned by old
experences. When a locksmith's whole scope of work revolves
around doors, every door, Iock and closer becomes a private
quiz. The eight doors he worked on that day may be only o
small portion of the ones he secretly evaluated as he picked

uo his kids from school, went shopping that evening, or just walked

around fown wonderng,

w

s that an AL or an ND?or "Who makes thort

Closer?” Vast experience can come from seasoned eyes.

When a salesman sells electronic access
control, it’s a presentation of features. The
software might tell you where someone has
just been, or who was there between 10 and
10:15 p.m. yesterday. The software may even
evaluate nine key biometric points that al-
low positive identification from a biometric
reader or even from the camera itself. Each
week, or maybe each day, an engineer comes
out of his lab, somewhere, to announce a
new technology that allows “X” number of
new features to be sold. The world is abuzz
with sophistication.

MISSING THE POINT

In the salesman’s world, the system is vir-
tually impenetrable and the designers are
proud of themselves, yet a burglar can still
get in with a pocket knife. When did the
door and lock become so unimportant
that a $200,000 system fails to keep the
bad guy out?

Was it when salesmen were sent out to
sell a “system” without understanding
door hardware? Was it when IT people
were asked to make mechanical decisions?
Perhaps the financial burden of new locks
would’ve kept the customer from buying
the new system. Maybe the salesman’s
quote was so low that the installation de-
partment had to cut their corners on the
door locks.

If the weakest point in a system is the

KEYNOTES

“If you ask a person who they'd call to install a lock,
most would say a locksmith.”

very thing that keeps the doors from open-
ing, somebody has gotten away with a bur-

glary, indeed!

HOPE BECOMES TRUST
Hope is a good thing; we should all have
hope, but hope is not enough if it blinds

NOVEMBER/DECEMBER 009

us from seeing the obvious. Many people
think their alarm systems are working be-
cause they’ve never had burglaries. Some
think the same thing about their locks, say-
ing, “They’ve kept us safe all these years.”
Although the sight of an alarm system or a
deadbolt may get the bad guy to move on to

www.aloa.org



the next target, until the devices are tested
by a real incident, one doesn’t really know
if they are doing their job.

When a customer pays a lot of money for
a system, he is entitled to believe that his
people and belongings are safe. It is no longer
hope. He trusts that it is so.

People know that when their car needs
repaired, they should go to an auto repair
shop, not a carpenter. They don’t call their
dentist to paint their house. These profes-
sions have well-known scopes of work and
most everyone knows what they are.

If you ask a person who they’d call to in-
stall alock, most would say alocksmith. That
implied trust is present when agreements are
signed for a “system” package. They trust the
security company to not use another profes-
sion to work on their doors and locks. They
trust that their new electromagnetic locks
aren’t mounted with drywall screws or that
the armature is not flat to the door, prevent-
ing it from floating. They trust that the elec-
tric strike or lock installation has not voided
the fire-label and destroyed the doors and
frames. And with their life they trust that
all doors in a means of egress are code com-

pliant and in good working order.

AWESOME
RESPONSIBILITY
As is always the case, with trust comes
responsibility. We locksmiths have the
responsibility to know the NFPA 101 Life
Safety Codes, the IBC Means of Egress
codes, the IBC Use and Occupancy codes,
and the NFPA 80 Standard for Fire Doors.
Those of us who do wiring should under-
stand NFPA 70, also known as The National
Electric Code. We have the responsibility
to understand and practice to perfection
before we cut into other people’s doors and
frames; i.e., “measure twice, cut once.”

We need to ask pertinent questions to help
determine the level of security required for

the installation before we replace a deadbolt

“Every door is an opportunity for business and for
new customers. Most people will thank you for doing
your civic duty of telling them about a broken lock, an
improper lock or a code violation.”
___________________________________________________________________________________|

with a latch for use with an electric strike.
We need to understand the usage of the
opening so we don’t install or can protect
the bottom rods of a panic bar on a loading
door. Finally, we need to know which doors
are counted on for personal security so we
don’t install lock release motion detectors,
or locks requiring them, to those openings.
These are issues that we deal with daily, but
may never occur to the customer. It’s up to
us to include them; we’re the professionals.
However inconvenient, these are the things

that set us apart from the others.

UNLIMITED
OPPORTUNITIES

With responsibility comes opportunity,
especially for seasoned eyes. Every door is
an opportunity for business and for new
customers. Most people will thank you for
doing your civic duty of telling them about
a broken lock, an improper lock or a code

violation. If you write it down and send

KEYNOTES

them a price to fix it, they may find it easier
to call you than try to explain it themselves
to their own locksmith. Sometimes they’ll
put you in touch with the access control
company who did the installation — creat-
ing the perfect opportunity to get all their
business. Either way, it’s win-win. Take a
“before” and “after” picture so they can
compare the two. Once they see what you
can do, they may never go anywhere else.

Taking away business from those who can’t
do it as well is an American tradition. Keep-
ing it away from those who endanger others
is a duty. Know your profession, keep your
eyes open — and show everyone the differ-

ence a locksmith can make. &

Edward A. Hite, CML, a lock-
smith for 25 years, has authored
more than 50 articles for trade
magazines, was a Keynotes
Author of the Year, and now is a
consultant for the industry and
code development.
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GoOD ADVERTISING AND
MARKETING STRATEGIES ARE
‘ IMPERATIVE TO GROWTH.

By Tom DEMONT, CML, AHC, CIL




dvertising and marketing are important to your company’s growth. Ev-

erything you do to promote your company falls into this category. That’s

why it’s important to consider every aspect of your A&M budget. In every

seminar 'm asked, “How much should I be spending in this category?”

There are many influences that determine how much you should be spend-

ing. But let’s take a look at some different scenarios:

A new business must decide on a company
logo, then put it on your business cards, in-
voices, truck(s) and yellow page advertising.
Decide what type of locksmithing you want
to do as you start off. (You can change this
direction at any time, so don’t think you’re
stuck with it.)

I suggest that you chase the money. Look
at your strengths and market those for a
good outcome. If you're a great automotive
locksmith but want to be a great safe and
vault locksmith, my suggestion is to market
automotive for income but train for safe
and vault. It’s easy to move into another
area as long as you have an income base to
work with.

T use this same philosophy for established
locksmiths wanting to get into access control
and/or CCTV. New businesses will spend
much more than an established business on
advertising because they’re trying to make a
name for themselves. The big mistake every-
one makes is thinking that you need a giant
yellow pages ad to make it in locksmithing.
That myth needs to be put to bed now.

Yellow pages advertising should benefit
you and complement what you're doing to
move your company in a specific direction.
The big mistake and the No. 1 reason new
locksmith businesses fail are signing up for
giant yellow page ads; they end up working
for the yellow page ad company instead of
themselves. One important aspect of yellow
page advertising is that it’s used mostly for
emergency service.

Simplicity is still the best policy. Don’t
junk up your ads with technical terms and-
wordy statements. Only other locksmiths
know the terminology, so your ad needs to

speak directly to your customer base. To a

KEYNOTES

consumer, the term “locksmith” means secu-
rity, key cutting, lock fixing, access control,
safes and vaults. So if “locksmith” means all
this already, there’s no reason to put it into
your ad. Save yourself some valuable space.
Use these important terms in all of your
advertising and marketing: “Complete Lock-
smith Service,” “Servicing the entire metro
area 24 hours,” “Licensed and Bonded” (with
your number if you have one); also include
your phone number and your shop address
— even if it’s a garage at your house.

This is all you need because if you state any
manufacturers name and you don’t qualify
it with an explanation, your potential new
customer will think that you only sell and/
or service the name brands you listed and
their lock isn’t one of them.

EXAMINE YOUR ELP
Let’s talk about Ethos, Logos and Pathos. In

setting up any advertising and marketing

NOVEMBER/DECEMBER 009

program, these three important areas need
to be reviewed and made a part of your com-
pany. So what are these interesting words?

»ETHOS is appeal based on the char-
acter of the speaker. An ethos-driven docu-
ment relies on the reputation of the author.
This is your tradition and level of locksmith-
ing, i.e., Tom Demont, Certified Master
Locksmith, Owner.

»Locos is appeal based on logic or rea-
son. Documents distributed by companies
or corporations are logos-driven. Scholarly
documents are also often logos-driven. This
is where you’re pushing your bonding, li-
censing and years in the business. It’s nice if
you can tie it all into your company logo.

»PATHOS is appeal based on emotion.
Advertisements tend to be pathos-driven.
This covers your term “Complete Locksmith
Service.” With this you're telling your poten-
tial customer that you can work on any lock
by any manufacturer. This term carries a lot
of weight with your customers.

T always ask my students if they letter their
trucks and I'm always surprised when a large

number respond that they don’t have lettered

trucks. This is the cheapest advertising you
can do. The back of truck should say “Lock-
smith” and include your phone number. You

www.aloa.org



can add a smaller version of your logo if you
have one but it shouldn’t be more than 18
inches overall.

The side of your truck should have your
logo as big as your decal company will make
it. Your new term “Complete Locksmith
Service,” your phone number, license num-
ber and the area that you service (the entire
metropolitan area or tri-state area, etc.)
should be the only other information you
have or you’re wasting your money. People
can only absorb so much and all you want
them to remember is your phone number
— everything else requires them to search
for you and, since most people are lazy, your
chances of capitalizing on your truck just

went down the drain.

SIMPLIFY AND DIVERSIFY
The same thing goes for your business card.
Keep it Simple (KIS). People will remember
you when they don’t have a lot of baggage to
store in their memory. Did you ever wonder
why there is an A-1 lock in just about every
city in the U.S.? Because it’s easy to remem-
ber! Many other trades use A-1 in their name
so the customer remembers it and thinks
that they’ve been using you for years.

When I relocated my portion of A-1 Lock
& Safe Service, Inc. from San Diego, CA, to
Washington, DC, I was accepted by the cus-
tomer base because they already had an A-1
Heating and Air conditioning company; it
was assumed that T had been around as long
as that company.

Even relocating my portion of the com-
pany I needed to watch my finances and not
go crazy with advertising. I studied all of the
existing locksmith ads. I determined that no-
body wanted to do foreign car work because
there weren’t any ads for it, so my first year’s
quarter-page ad touted “complete foreign
and domestic car locksmith service.”

I then put all of the automotive car logos
around my ad to give ethos to my claim. It
worked and I had more foreign car work then
I could handle. I started to grow by adding

“Existing locksmith companies need to target their
market and go after it with a vengeance. To these
companies, yellow pages are a waste of money that
would be better spent on direct mail to your existing
customer base.”

one new locksmith just to do automotive
while I worked on growing the company
in another direction. That direction was
U.S. government locksmith contracting.
I studied this market for two years before
jumping in and taking a commanding lead
of the market.

This was not a new market for me because
I spent 10 years in the U.S. Navy doing the
very thing I was now bidding.

This leads us into the area of an existing
locksmith business. What do you do with a
locksmith business that has been in business
for over 10 years and isn’t growing? First,
look at where you're the most profitable and
shore that up to keep it that way. Then look
at the market. The way to do thatis to look at
your competitors’ ads. This will give you an
idea where the money is being made in your
area. You need to look at what they’re adver-
tising and what they’re not advertising.

If 90 percent of the ads are advertising 24-
hour service on auto lockouts, I'd stay away
from that area and, in fact, I'd help them by
referring more lockouts to them. If they’re
busy opening cars, that leaves access control,

master key systems, and safe openings and

KEYNOTES

sales wide open and an area 'm going to
push because there isn’t much competition.

Existing locksmith companies need to
target their market and go after it with a
vengeance. To these companies, yellow
pages are a waste of money that would be
better spent on direct mail to your existing
customer base.

If you have a customer, don’t let them
go to your competitor for something you
could provide. Keep your company in front
of them all of the time. Monthly mail-outs
will bring in business and it’s a good way to
drive new products and services.

One last note: a new company will spend
25 to 35 percent on advertising to promote
their company and services. An established
company will only spend between 5 and 15
percent. It’s much more economical to keep
a customer than establish one. &

Tom Demont, CML, AHC, CIL
has been in the locksmith in-
dustry for over 50 years. He has
founded and sold five compa-
nies and is active teaching and
helping companies worldwide
achieve their goals.
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As of Oct. 15, 2009

Reaching Milestones

ALOA recognizes years of service by honoring
member anniversaries.

t’s that time of year when we recognize the special milestones achieved by ALOA members.

Please join us in congratulating the following members who are celebrating their 50th, 45th,
40th, 35th, 30th, 25th, 20th, 15th, 10th and fifth anniversaries with ALOA. Their contin-
ued loyalty and support is what sustains ALOA as the industry leader in the locksmith/

access control profession.

50TH ANNIVERSARY

Joseph S. Anmuth, RL
Aaron Max Fish
Walter H. Stiering, RL
Kenneth J. Troy, RL
Joseph A. Veniero

45TH ANNIVERSARY

Charles M. Angelroth, RL
John H. Berg, RL

James C. Condil

Edward J. Delphia, RL
George F. Frey

Robert G. Henke, CRL
Yehuda M. Hersh

Ermnest Jones

Virl Mullins

Edwin L. Phillips, RL

40TH ANNIVERSARY

Thomas A. Adams, CPL
Barry L. Anderson

Cheryl R. Anthony, RL
Herbert R. Bares, RL
Robert J. Byer, Sr.

Starlin M. Clifford, Jr., CML
Robert A Detzel, RL
Kenneth Ellman

Paul S. Golden, RL
Richard H. Greenwood, RL

KEYNOTES

Clarence Harmon

Michael S. Karch, CPL, CPP
George A. Mester, CPL
Harold I. Tibbitts, CML
James J. Vos, CML

35TH ANNIVERSARY

Michael A. Beattie, CML
Michael L. Bowman
Charles W. Cameron, CML
Benjamin Cheyfitz

Daniel E. Cheyfitz

Ric Conner, CML

Steven E. Corey IV, CPP, CHS
Brian D. Creighton, CML
Seth Derderian, CML, CPS
Claude Desrochers

James C. Doolittle

Mike Driscoll

Billy B. Edwards, Jr., CML
Dale E. Felty

Mark B. Fridl, RL

Clinton Fudge

David A. Hartley, CML
Gilbert G. Herbig, CPL
McClennon R. Holmes
Lawrence J. Horton, RL
Lester A. Hubbard

Richard G. Hyatt, Jr., RL
Johnny D. Jones, RL
James B. Kubin, CML
Ross A. Logan, RL
Stanley J. Maziuk, RL

John W. McCoy

John R. McGuire, CRL
Hans Mejlshede, CML
Edward J. Miller

James F. Molnar, RL
William G. Norman, Jr., CML
Kenneth Outram

Leroy Z. Page Il, RL
John H. Perron, RL
Earl B. Robinson, RL
Basil W. Shannon, CPL
John M. Shea, CML
Philip H. Shearer, CML
Charles W. Sherrell, RL
Brett A. Stratmann
Marty Sullivan, RL
Maurice R. Wainwright, RL
Larry A. Warnick, CML
Roger S. Wechter, CML
Terrance J. Weese

Paul A. Wesoly, RL
Robert F. Wolferseder
Roy O. Yetter, RL
James M. Young

Glenn R. Younger, CML

30TH ANNIVERSARY

George H. Alexander Il
Karl Alizade

Anthony W. Ball, CRL
Steven Beltran

Michael H. Bernard, CML
Michael G. Boisvert, CML
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Richard D. Brannon
Donald L. Brown, CML
Donald D. Bulls

Melvina R. Burks, CRL
Dorothy Burnett

Ronald K. Bybee
George W. Campbell
Dean S. Christensen
Jack M. Cohen, CRL
Jim M. Currie, CPL
Eugene P. Dickerson
Giles C. Dudley, CML
Robert J. Erdmann
Richard J. Ernes, CML
Thomas G. Glavin, CML
Lloyd L. Graham, CRL
William P. Grant, CRL
James E. Gruber, CPL
Alan J. Haase, CML
David H. Hall, CRL
James E. Hardy

John C. Hardy, CRL
Floyd A. Hartwell
Kenneth J. Hendricks
Charles R. Hickenlooper
Bill Hicks

Mark T. Hokanson, CML
Michael B. Howell

Reed F. Huling

Kim S. Koehlinger
Emest M. Kropff
George C. Laegeler, CML
Sammy Lam, CML, CPS
John A. LaRue

Leroy P. Lozier, CRL
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Daniel J. Luby

Julie McCluney, CRL
Marc A. McGranahan, CPL,
CPS

Michael McManis, CPL
Robert A. Miller

J.C. Mitchell, CML
Rodney L. Morrison
Seiji Nakamura, CRL
Wiliam B. Neff, CML, CPP, PSP
Thomas E. Newman
John C. Oakes

Richard D. Olson

Louis A. O’Neill

Wayne L. Parker
Jonathan P. Payne, CML, CPP
Toshio Sakamoto, CRL
Glenn E. Smith

Shirley J. Smith, CRL
Leonard Suskin

Lee M. Torbik, CRL
Mark E. Torbik, CRL
Jerry L. Tucker, CRL
George W. Wheaton
Milo R. White, CML
Kenneth L. Whitebread
Bo Widen

Arthur G. Winokur, CRL
Charles D. Yeager, CML
Bradley Young, CML
Guillermo E. Zapata

25TH ANNIVERSARY

S. Thomas Abaffy, CRL
Mark E. Anastas

Richard J. Anderson, CML
John B. Arnold, CML
Richard L. Back

Millard A. Barr, Jr., CRL
Linda M. Bartram, CRL
Joseph E. Bednarski
Peter J. Bekes

Richard L. Bernaud, CRL
John M. Bigham

T. Alan Boone

Thomas E. Bortner

Robert J. Bosi, Jr., CML, CPS
Archie E. Bryington

Kevin D. Bunde

Patricia W. Carno, CPL

Alexander H. Chapman
Timothy K. Chow

Roger H. Clark

Robert D. Colbert

Joseph E. Cortie, CML, CPS
Carl F. Davino , CRL

Laura C. Easterling

Charles M. Fassel

Marc Fetterman

David W. Fisher

Patricia A. Fisher

Lawrence M. Friedrichs, CPL
Joseph P. Gallagher, Jr., CML
Paul Gibilisco |l

James R. Green, CRL
Kevin J. Griffin, CML
Charles E. Hahn |l

Tom J. Hall, CRL, CIL
Edward J. Henning, CPL
Robert J. Henning, CPL
Robert C. Hibbs

Jesse W. Holbrook
Andrew A. Hollander
McKinley Holstein, CML
James P. Holzer, CRL
Loring M. Johnson

Harold L. Jolley

Randall R. Jones, CRL
Greg E. Joss, CRL

Grant A. Keene

James Kenny

Grover J. Kiick, CML

Scott L. Kolar, CPL

Stanley P. Korona

Manfred Kramer

Gregory Krol

Henry J. Lachausse IV, CRL,
CPS

Rajah Latimore

Arthur H. Mapes, Jr.
Charles W. McCausland, Jr.,
CRL

Robert R. McLelland
Robert L. Medlock

Daniel L. Meggison, CRL
David L. Mercer, CML, CPS
Chip W. Meyers, CPL
Stephen J. Minsky, CML
Don S. Mitchell, CRL

Grant L. Mitchell

Richard P. Novak, CML
Mary S. Ohmit, CPL

KEYNOTES

Charles P. Payne

William M. Peters, Jr., CPL
Svend Peters-Lehm
Michael L. Peurifoy, CPL
Alain Pilotte

Fred E. Ploeger, Jr.

Floyd J. Punches

Joseph E. Ralph, CML

G. Philip Rhodes

Robert J. Richardson
Jerry R. Robinson

Jeffrey R. Rosen, CRL
Michael S. Rowley
Herman A. Rudd, Jr., CPS
Paul C. Sacco, CRL
Kenneth E. Schwartz
Frank A. Senden, CRL
Edward P. Sheehan, CPL
Paul W. Spinello, CRL
Alvin J. Stadelman, CML
Calvin T. Stafford, CML
Thomas W. Tate, CRL
Slater L. Taylor

Jim R. Tolle

Channing W. Tucker, CPL
James D. Turner, Jr., CML,
CPS

Erwin E. Underwood
Daniel R. Walling, CPL
Jeffery B. Winslow
Richard B. Winzinowich, CRL
William E. Wolford

Robert R. Wright

Scott Zawierucha, CRL
Joseph Zuppa

20TH ANNIVERSARY

Tim Abner

Terry E. Aman
Geoffrey H. Asome, CRL
Mark W. Austin, CRL
Donald S. Barley, CPL
Michael R. Barnette
Edward W. Baroody
Richard M. Bayuk
Michael E. Beers
Donald J. Bones
Marvin L. Boss

John W. Boyer, CML
Richard, P. Boynton

Mark S. Brajdich, CRL
William A. Brewer, CML, CPS
William J. Brewster

Richard A. Bunch

Robert J. Byer, Jr.

William J. Carter, RL
Richard F. Casper, CRL
Daniel E. Catts

Paul N. Cheatham IlI
Michael P. Cherrey, CML, CPS
Bobby R. Connelly

Phillip R. Cookman, CRL
Jan J. Cornett, CRL
Thomas R. Dangelo

Vern A. DeRung, CRL

Ugo Dodi

Andrew A. Edmunds, CML,
CPS

Karl J. Fenton, CRL

Myles S. Friedman

Charles G. Frishmuth
Thomas M. Gazda, CRL, CPS
Matthew J. Giles, Sr., CRL
Donald J. Gower

Steven N. Graham, CML
Mark A. Guzyk

Harold L. Hardy, CRL

Rick L. Haskett, CRL
Robert E. Havens, CRL
Fran F. Henderson

Curtis W. Himelright, CRL
Greta K. Holzberlein

Gary D. Hopp

David W. Hovey, CML, CPS
Danniel F. Howard, CML
Donald W. Howell

Edward E. Humes, CRL
Ray A. Iglesias, CPL
Masahiro Inoue

Larry E. Janda

Paul M. Justen

Ui Kwang Kim

John S. Kinkade

John E. Kirk

Elizabeth P. Kirkpatrick
Jeff A. Kuemmel, CRL
Darcy E. Lengacher

Roy Liberto

Richard R. Lindgren
Robert L. Lindsey
Frederick J. Madison, Sr., CRL
Gordon P. Malczewski, CRL
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Sharon D. Mamath
Douglas Maston

Dion McAllister

Thomas J. McCausland, CRL
Michael W. McCorkle, CRL
William G. McLean
Vincent A. Mele

Rocky Michaelson, CRL
George G. Micheals
George E. Miley, CRL
Jeffrey A. Mlodzik

David A. Molick

William J. Moore

Robert J. Morgan, CRL
Rae D. Mortimer

John Odato

Richard J. Pacheco
Gregory A. Parks, CRL
Richard F. Paul

Mark A. Penny

Quince W. Perdue

James S. Perry

Mitchell Peters, CRL

Tony L. Pursley, CRL

Carl E. Radosevich
Michael H. Rhodes
Hector N. Rodriguez
James W. Ross

Robert M. Rovinsky, CPL
Richard M. Sanchez, RL
Mary J. Schaller, CRL
Ronald A. Schubot, CML
Koji Senokuchi

Richard C. Shellhorn, CML,
CPS

James L. Shermeyer, CML
Donald E. Shockey
Lawrence A. Spears, CRL
Randy Sweet

H. Calvin Switzer, Jr., CRL
George E. Thrash, CRL
James M. Todd, CRL
Richard J. Torbik, CPL
Harry J. Turck

Margaret Tuzzio

Charles R. Vaughn

Henry D. Voigt

Cathy M. Wall

Robert L. Wallin, CML
Elizabeth Warren, CRL
Roy P. Weeks, CRL
Robert E. Weesner

KEYNOTES

Gerald W. Weldin, CRL
William W. Wiggins, Jr., CRL
Gary L. Williams, CML
Robert H. Wilson

James H. Wilson

James O. Woody

15TH ANNIVERSARY

Christopher Aasen
Michael S. Adams
Ryan C. Ames

Keith A. Anderson
Arvel L. Anderson
Yoshito Arai, CRL
David M. Authement
Wade M. Barneck, CRL
Dale E. Barry

Eric A. Becker

John T Bell, CRL

Avi Ben-David
Anthony E. Bishop, CRL
Hugh M. Bivins

Ernie J. Blatz, CRL
Jim L. Bozarth

Daniel P. Bozarth, CRL
Kevin L. Bryan, CRL
Daniel W. Burdick
Spencer P. Caple, CRL
Richard L. Cardoos
Paul A. Carpenter
Michael F. Cetnarski
John R. Chaco
Charles L. Chumley
Charles T. Clark
Patrick J. Clingingsmith
Randy D. Conley

Jack R. Conner llI

Paul C. Cordaro
Joseph F. Cortese, Jr
Lucien A. Cravens
Harold B. Crigamire
Bradley D. Crow

T.C. Curtis, CRL, CPS
John T. Dean

Joseph T. DePrimo
Michael DiCicco
William J. Dillon

Gary R. Ebere
Thomas Edworthy
Toshiaki Enami

John L. Epps

John W. Erney

William A. Fadgen, Jr., CML,
CPS

Chris E. Fiebke

Dan F. Flahiff, CRL
Willie D. Gamble

David George, CRL
Shigemi Gotoh

Michael P. Habinck, RL
Eugene M. Halloran, CRL
Frank W. Hallstein, Jr.
Kenneth L. Hammack
Brian Harmon

Marie H. Haunert
Ronnie R. Hisaw

Ken M. Hoff

Wayne A. Holder

Daniel E. Howdyshell
Gregory K. Hurley
Daniel M. Hyde, CRL
Henry H. lisley, CRL

Joe B. Jackson

Joseph T. Jackson

W. Harrell Johnston, CPL
Terry M. Jones

Joseph S. Kasenchak
Takeshi Kato

Gary L. Kay

Joseph G. Kiewit, CRL
Timothy S. Klump
Frederick Knoche
Gregory Kruysman, CRL
David J. Kumnick

G. Al LeFevre

Noah D. Leigh

Koon Leong Toh

Brian A. Licata

William P. Lueke, CPS, CRL
D. Mark Lumadue, CRL
Kevin P. Lynch, CRL
James S. Mayes, RL
Clayton Y. McCarthy
Tony R. McCartney
Gwen A. McGranahan
Edward J. McLaughlin
Christopher Meccia, CPL
Mitchell R. Miller

Leon P. Montoya

Robert E. Myers

Takashi Nakano
Etsuhiro Nakashita
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Donald E. Necaise, Jr.
Joseph A. Needham
Larry A. Nicholas, CPL
Loretta L. Nichols

Joe R. Noland

Naoyuki Nomaguchi
Kohtaroh Ohta, CRL
Enrique B. Olivares
Glenn M. Osterberg
James R. Owens, Jr.
Stephen N. Pallogudis
Jordan T. Paul

David C. Peay, CRL
Oscar W. Pester

Russell H. Point, CRL
Dan W. Pointer

Edward Povinelli, Sr.
Jeffrey C. Reese, CML, CPS
James Rewerts, RL
Jimmy R. Ricci, CRL
Ernest L. Robinson, CRL
William D. Romano, Jr.
Wayne A. Sanderson
Hajime Sato

Charles H. Saylor, CRL
Lee E. Schreiber

William A. Schreiber
Larry W. Seim

Marvin W. Sharp

Robert G. Sieveking
Richard W. Smith
George R. Smythe
James H. Stahl, RL

Fred R. Steinman, Jr.
Fidencio V. Suliveres
Debi S. Sveinsson
Norimasa Takahashi, CRL
Hagop Tatoian

Thomas J. Taufer
William D. Tavenner
Francesco M. Therisod
William E. Timmann, CML
Dennis J. Usalis

Wesley C. Vance

Dennis R. Velhuisen

J. David Vessels, CPL
Michael D. Vlamis

Volker H. Von Hillebrandt
Jamie J. Vos

Wolfgang Waack

William D. Weber, Jr., CRL
Moshe Werba
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David A. West
Mark A. Wiegmann
Ronald A. Willhoite
Jim Williams, CRL
Jim Williams, CRL
Clarke E. Wright
Yoshito Yamamoto
Paul J. Zelinke, IlI

10TH ANNIVERSARY

Doug G. Ackerman
Peter Anderson
Jay C. Andringa
Peter J. Bernard
Sion Bitton

Skip Bladen, CRL
Serge Blouin
Jonathan T. Bossie
Jeffrey S. Bowers
Dale L. Bowman, CML
Ronald L. Burns

Chiang Chien

George M. Coffey
Denise M. Conine, CRL
Michael Cornette
Michael J. Cucullu
Shelton A. Cummings
Marc A. Dearing, CRL
Steven DeSalvo

Larry L. Dickens, CRL
Mark A. Diercks
Jennifer Dillin, CRL
Kenneth J. Donovan
Gary Eckersall

Scott M. Edelstein
Michael A. Egan
Gretar Eiriksson
Jeffrey A. Emily, CRL
Tam Yiu Fai

Michael Filley

David A. Fitzgerald, Jr.
Billy E. Fowler

Carlos M. Garcia

Lee A. Garver

Patrick M. Gatward
Findley J. Gill

Steven D. Gilseth

Lee Griggs

Eugene Gyure, CRL
Dana R. Hall, CRL
Russell R. Halloran
Edward S. Haney

Ben Heath, CRL
Gregory D. Henry, CPL
Ronald W. Hertzog
Kirk Hitchcock

Jeffery J. Hobert, CRL
Thomas J. Holtzmann
Scott L. Horn

David M. Hornung, CRL
Timothy F. Horton, CML, CPS
Travis E. Hunt

Janice C. Hunter

Irving Isicoff

Louis H. Jame, Il
Dennis J. Jarvis
Selwyn I. Johnson

H 1 QUALITY COMMERCIAL PRODUCTS

1.0 PRICES SAVING YOU $$

DOR-O-MATIC ¢

5 .
CAL-ROYAL

ASSA DON-JO

Donald Johnson
Kunihide Kanbe
Vaughn Keaton

Barry A. Kemp

Lauren E. Killip

lan Larner

Timothy J. Lents, CRL
Paul R. Linder
Douglas R. Linley
Gary J. Lorch, CRL
Frederic Madelin

Paul J. Marshall
William K. McElveen
Darin M. McFarland, CRL
Bruce B. McPherson
Betty J. Micheals
Yuichi Nagano

Robert M. Neville, CRL
James E. Nichols

Art M. Norton

Francis S. Nungesser
James E. O’Grady
Don J. Orazem
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Patrick J. Orr, CRL
Denice M. Outhuse

Mark R. Paquette
Sang-Hi Park

Dale F. Perry

Deborah A. Pipkin

Paul A. Przyborski

Gary D. Quick, CPL, CPS
Thomas J. Reeves-Messner,
CPL

Carol L. Reiter

Bruce L. Reynolds

Mike D. Rinkor

John A. Robb, CRL
Harry B. Roberts, Jr.
Brent T. Robertson
Jeffrey D. Roland

Glenn K. Ross, CPL, CPS
William M. Rushing

Glen H. Schoenberg, CPL
Roger A. Schwab

Paul G. Scranton, CRL
John Sekreta

Joseph Selent, CRL
Robert D. Sharp

Harold G. Shoemaker, CRL
Eric Sinton

Kevin Sloma

Jimmy A. Smartt

Keith E. Smith, CPL
Michael Sparks

Sandy Sproat

Robert Stephens

James K. Stevens, Jr

Len Stoia

David Stokes

Jeffrey L. Stone

Tracy A. Stone

Kee Tang

Joseph E. Tavares

Buddy L. Testerman
Richard D. Upton, RL
Gordon R. Vander-Grinten
Kenneth R. Vitty, CPL, CFL
Ed Voorhis

Karl Waller

Hiroshi Watanabe
Frances F. Watanabe
Michael W. Williams
Dennis M. Wilson

Michael F.Wishnow

John Woon, RL

KEYNOTES

5TH ANNIVERSARY

Wayne Abing

Tyler Ainley

Michael B. Albright
Jim L. Anderson

Paul F. Argento
Douglas Aslin

Larry Atkins

James Austinson

Ron Bada

Albert L. Banks, CRL
Stephen J. Barna
Thomas P. Baron, CRL
Jesus G. Barragan, RL
Michael L. Beardsworth
Ricky V. Benoit
Michael E. Bie

Jesse B. Black, CPL
Travis A. Blomberg
Charles R. Bovee
Ernest V. Breazeale
Karen J. Brice

Jackie Bright, CRL
Luke B. Brignac

Tonia G. Bruehl, CPS
Kevin Burmester, CRL
Keith Burton

Donald Burton
Whitney Burton

Alan P. Butrico

William N. Bybee, RL
Jarrod M. Carey-Schwartz
Bill Carrel

Anthony Casagrande
Robert J. Ciempa
Francisco Clausen Solis
Gwen Clavelle
Kenneth Clupp

Stuart Cohn

Craig Collins

Alan B. Collins

Edward Columbus
Brian Conboy

Keith L. Cook

Andre Cote’

Ronald L. Cox

Derek Craft

Richard Cranford

John Cullam

Mark D. Culver

Satchi David

Julio Rafael De La Rosa
Jerold Deppa, CRL
Michael Doiel

James L. Doll, CRL
Kevin Donahoe, CRL
Christopher Doten, CRL
Clarence L. Doughty, CRL
James P. Downey
Mark Dragone
Matthew J. Dzurko
Kenneth Ebers, CRL
Luis Vinicio Espinoza
Placencia

Madlena M. Ewert
Kevin Fellows, CRL
Rick Fereday

Brian Flanagan
Michele French
Douglas Frieze

John J. Frisoli

Alfred J. Gabriel Jr
David Gibbs

Barry S. Golden
Robert S. Golter
Richard J. Gonyo
Vince Gonzalez

Marcel Goulard
Francois Goyette
Russell M. Gravitt, CRL
Robert Gray

Marlon S. Green

Gene Griffith

La Du Gyun

James E. Hall

Tracy D. Hammond
Khamrajh Hargobin
Troy W. Hartson
Michael Hassler

Allen W. Hayden
Michael E. Head
Raymond W. Herskovits, RL
Joshua A. Higgins, CML
Tadashi Hirano

Richard D. Hirsch

John Hooss

Jerry Hootman

Ryan Huntoon

George Huntoon
Sangh-wan Hyeon
Altangerel ljilseg
Douglas E. Iverson
Klaus D. Jakob
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Adam Jamieson
Yong-Jin Jang
Caleb Jensen, CRL
Joe W. Johnson
Thad M. Johnson
David Kamber, CRL
Jerry Karsten
Dewey Keaweehu
George F. Kenney
Jeffry S. Kerns, CRL
Brad Kistler

James P. Kvasnicka
Phillip Lacy

Jeff Langer

Michel Larose
Aaron Lasley, CRL
James Latners, Jr.
Joseph Laughhunn, CRL
Sang-Pil Lee
Joshua D. Lepowsky, CRL
Andrew Letourneau
Sebastian Lewicki

J. W. Lewis

Shin-An Lin

Keping Lin

Hedley P. Lock
David Z. Love
Jimmy Lowe
Richard Manuele
Joe Martin

Scott Martin

Todd A. Martin
Youssef Masri

Jim Mastrangelo
Veronica McCabe
Gary McGee

Brett McMenimon
Richard K. Melton, CRL
Joseph L. Miller
John W. Miller
Timothy R. Mincey
Gordon Mitchell, CPS
Charles Lee Monson, Jr.,
CRL

John Montiel
Charles L. Moore
Emilio Morfa

Kevin Morrisey
Christopher Morron
James Murrell
Bu-hwan Na

Kiyoshi Narisawa
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LeRoy Nelson

Ricky J. Newman
Menelas Nicolarakis
Masayuki Nishikawa
Randy E. Odom
Toshinobu Ogawa
Kenneth Palmer
Rick L. Pardue

Jim Pennington
Michele Perkins
Tom Person

Vance Petersen
Carol Peterson, CRL
George Petsas
Patrick Pettis

Adam J. Pierce, CRL
Brandon M. Pinder
Thomas R. Porter
Jessica L. Porter
Teddy Poulos, CRL
Joshua L. Queen, CRL
Kent Reeve, CRL
John W. Rendle

Jason A. Rheaume
Gregory D. Richardson
David Robison
Kimberlee L. Romano
Colin Rose

Glenn Rougeau
Salome Rushdan

Stan Rylands

Larry Sanders

Rejean Savage

John W. Schatz, CRL
Gordon Schenck
Jacob Schwartz, CRL
Roberto Selcis, CRL
Brenda J. Semmelrock
Lyndy N. Serpan
Matthew D. Shapiro, RL
Jimmy S. Sharp

Gary N. Shields

Sean Sicher

Charles J. Sippel, Jr.
Gordon L. Slocum, CRL
Bradley Small, CRL

Charles Smallcomb
Gary Smith

Timothy Smith

Robert W. Smith, CRL
Edward A. Smith, CRL
Harry Snook, CRL

Alan J. Sobel

Dan S. Sousa

David W. Spears
William E. Steele, lll

Ken Steir

John Stoody, CRL
Charles D. Stracke, CPL
Patrick Sullivan

John P. Sullivan, CRL
Bill Sweeney

Leslie D. Thompson
Kevin M. Thompson, CRL
David F. Tompkins

Peter R. Toupin

William Troth

Brandon D. Tucker, CRL
Arturo M. Uribe

Antoinette M. Valdez,
CRL

Alfred VanAlstyne
David Vandervelde
Peter T. Verne

Robert Vinyard

Robert D. Vogel

Carl Volz

Chris Von Cossel

Nick Vone

Michael D. Wallin, CRL
Craig P. Wessel
Rudolph N. West, Sr.
James A. Whitcomb, CRL
Richard F. Whittington
Garret R. Wilkins
Doug Willhite

Scott W. Williams, CRL
Chim Wilson

Reid W. Wilson
Michael A. Wisniewski
Jack Wynn

Boaz Yadid, CRL

Lockset Installation Kif

Works with wood doors
requiring 2-3/8” or 2-3/4”.
Glass reinforced plastic for
strength and light weight.

Kit #1055

dead bolt locator, 3 mortising tools, guick-change drill adapter, strike locator, 1'2” red

KEYNOTES
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3409 East Miraloma Ave.
Anaheim, CA 92806
(800) 451-2424
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- >> LEGISLATION A look at proposed regulations that affect you -

Does Licensing Matter?

Locksmiths need to understand why this important
issue needs their support.

By Tim McMullen, JD, CAE

-

L

’ve had the pleasure of speaking with a number of locksmith organizations this year about registration/licensing), they aren’t going to

locksmith licensing. In particular, I've spoken with the Rocky Mountain Locksmith be inclined to help us much. And unless a

Association, the Pacific Locksmith Association, Central and Southern Colorado large number of consumers complain, they
Locksmith Association, the Locksmith Security Association of Michigan, the First  just don’t see the problem. That’s just one
Coast Locksmith Association and the Florida West Coast Locksmith Association. reason.
The one question I'm frequently asked is why ALOA promotes locksmith licensing. As locksmiths, here are a few questions
My answer is that, given today’s scammer locksmith environment, a manicurist has more to ask yourself and your membership:
rights in their state than we do. Unless we have some kind of “bond” with the state (i.e. @: Why should the government get

36 KEYNOTES NOVEMBER/DEGEMBER 069 www.aloa.org



involved in my business?

A: The state government is already involved in your business
operations. In fact, the federal government has responsibilities
there, too. Minimum wage, occupational safety regulations, fair
labor standards and taxes are just a few government activities
that affect your business.

@: Why does the state license professionals, anyway?

A: Each of the 50 states is different, but all of them license
(in one way or another) many occupations, ranging from bar-
bers to plumbers to doctors. The state seeks to set standards
for these professions in order to protect the public and requires
many of them to register and pay annual fees. Licensing is a
normal part of state governmental functions.

@: Why does ALOA support this?

A: We, as locksmith professionals, must get involved in
regulating our own profession. As the industry’s leader, ALOA
wants to make sure that when licensing of locksmiths is passed
in each and every state, our industry should be regulated
by locksmiths — not electricians or law enforcement or auto
mechanics or electronic security or burglar alarm interests. In
1997, ALOA’s Board of Directors passed a resolution that calls
on the organization to become more proactive in state licensing
and regulation of the locksmith industry.

@: Are other groups active in licensing in our industry?

A: Yes. The burglar and fire alarm industry, auto mechanics
and electricians are very active in many states with licensing
bills that affect your business operations. It has already hap-
pened in many states.

@: Why should I support licensing?

A: There are many answers to that question, but here are
a few reasons:

B It defines locksmithing, what you do for a living;

B [t protects the public from unqualified persons;

B It protects the public from criminals acting as locksmiths;
Related industries in your state (burglar and fire alarm, elec-
tricians) may already be licensed and legislating locksmiths
out of business;

B [t raises the standards of professionalism within the industry;

B As a professional locksmith, you can possess lockpicks and
other locksmith tools, which others can’t do legally;

B As with other professionals, it promotes a certain amount of
prestige and community status;

B It helps the industry, and therefore every locksmith, by creat-
ing a licensed security professional;

B It ensures that locksmiths are kept up to date on new tech-

niques within the industry through continued education,

KEYNOTES

testing and competency requirements;

B [t helps reduce liability by requiring insurance and/or
customer identification when opening or providing keys for
automobiles or premises.

ALOA is actively working with Florida, Georgia, Wisconsin
and Washington on locksmith licensing for 2010. Hawaii and
Rhode Island are also considering bills. There are currently 11
states with licensing (Alabama, California, Illinois, Louisiana,
Maryland, New Jersey, North Carolina, Oklahoma, Tennessee,
Texas and Virginia) and three with registration (Connecticut,
Nebraska and Nevada). Will your state be next?

“The state seeks to set standards for
these professions in order to protect
the public and requires many of them
to register and pay annual fees.
Licensing is a normal part of state
governmental functions.”
|

ALOA TAKES SCAM ISSUE TO THE
ATTORNEYS GENERAL

ALOA’s Legislative Manager, Tim McMullen, JD, CAE made
a presentation to the National Association of Attorneys
General (NAAG) Consumer Protection Conference Oct.
26 in Memphis, Tennessee. Tim addressed 48 Assistant
Attorneys General for Consumer Protection in over 28 states
and the District of Columbia on the recent updates on lock-
smith scammers.

In his presentation, Tim explained how the locksmith
scam companies operate and what ALOA has done to date
(see September Keynotes, ALOA Update: Scam Alert!).
Tim noted the progress of the attorneys general in Colorado,
Massachusetts, Missouri and North Carolina to prosecute
scammers in their state. His presentation updated them on
the new method scammers are using of listing themselves in
directories as “Locksmith Information and Referral Services”
to skirt licensing laws.

The attorneys general encourage consumers and locksmiths
to file complaints with their offices so they can start prosecut-
ing these locksmith scam companies. You can file a complaint
with your state’s attorney general, the FTC and the FBI Internet
Crime Complaint Center at www.aloa.org/AGMap/AG.htm. @
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NOTE:The following bills are pre-filed or will be carried over for
next session:

ALABAMA

Number: SB 23

Sponsor: Marsh

Abstract: This bill would provide that a locksmith who has been
licensed for 10 years or more as a locksmith or who submits a
notarized affidavit from another locksmith that he or she has 10
years or more experience as a locksmith shall be exempt from any
continuing education requirements adopted by the board.
Status: Read for the first time and referred to the Senate commit-
tee on Business and Labor.

FLORIDA

Number: HB 301

Sponsor: Anderson

Abstract: Locksmith Licensing Law.
Status: Pre-filed.

GEDORGIA

Number: HB 107

Sponsor: H. Geisinger

Abstract: Creates the State Board of Locksmiths to provide for
the membership, duties, and powers of such board; to provide for
fees; to provide for the licensing and registration of locksmith con-
tractors, locksmiths and apprentices; to provide for qualifications
for licensing and registration; to provide for continuing education.
Status: Adjourned.

HAWAII

Number: HB 344

Sponsor: Chang

Abstract: Requires licensure for and regulation of locksmiths.
Status: Adjourned.

PENNSYLVANIA

Number: HB1544

Sponsor: Boyle

Abstract: Establishes licensing for security systems, which
includes access control and CCTV.

Status: In Professional Licensure committee.

RHODE ISLAND

Number: HB 6085
Sponsor: Palumbo
Abstract: Adds locksmith services to the Alarm Licensing Act.
Status: Adjourned.

SOUTH CAROLINA

Number: HB 3956

Sponsor: G.R. Smith

Abstract: Offense to have lock bumping tools with the intent to
commit a crime. Exception for locksmiths.

Status: Adjourned.

VERMONT

Number: HB 368

Sponsor: Scheuermann

Abstract: An alarm licensing bill that includes access control and
CCTV. Requires NBFAA Level One training.

Status: Adjourned.

KEYNOTES NOVEMBER/DECEMBER 09

WASHINGTON

Number: HB 1531

Sponsor: McCune

Abstract: Directs the Department of Labor and industries to re-
quire applicants for registration and renewal who perform lock-
smith services to complete a fingerprint-based background
check through the Washington State Patrol Criminal Identification
System and through the Federal Bureau of Investigation.

Status: Adjourned.

FLORIDA LOCKSMITHS - HELP SUPPORT
YOUR INDUSTRY!

Town hall meetings in October took place all over Florida to
talk about the “Locksmith Services Act.” Positive feedback
was universal as locksmiths nodded their heads in agree-
ment and said, “Yes, we need licensing.” ALOA’s Legislative
Manager, Tim McMullen, JD, CAE asked those at the meet-
ings for two types of help: To participate in the grassroots
campaign when a Take Action! alert goes out, and to finan-
cially support the cause.

Lobbyist Janet Mabry is diligently working on getting the
locksmith licensing bill re-introduced right now. Without her
endless hours of work, we would not be poised to pass the
bill this year.

That is why we need your help NOW - to continue funding
our representation at the Capitol. Donate securely online at:
http://www.aloa.org/store

After you enter the store (make sure you read the instruc-
tions on that first page), click on “Legislative Funds” and then
scroll down to “Contribution to the Florida Legislative Fund”
and contribute at one of four different levels. If this is your
first visit to the ALOA Store you must set up a username and
password different from what you use to enter the members
only section of the ALOA Web site. Please contribute today!

Together, we can make sure our industry is professional,
promoted and protected.

@) Asscciated Lockamiths of Amarica
pon i o nisd s Galeaiidids

N

AVEOCIATED LOCHAMAIY OF AR e
IEOITTANTT

www.aloa.org
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N THE WORLD'S LARGEST LOCKSMITH
. CONVENTION & SECURITY EXPO BRINGS YOU
~, AWORLD OF OPPORTUNITY!

Orlando is the place where
anything can happen. And during
the first of August 2010, it’s
where locksmiths and security
professionals will discover the
true meaning of business

and pleasure.

The 54™ Annual ALOA
Convention & Security Expo

August 1-8, 2010

Orange County Convention
Center & Hilton Orlando

Orlando, Florida

WWW ALOA.ORG

ALOA2010 YOUR BACKSTAGE PASS
T0 EDUCATION. OPPORTUNITYAND ALL-ACCESS EXCITEMENT.
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As of October 2009

DISTRIBUTORS

1st In Hardware Inc.

Phone: (410) 646-9900
Fax: (410) 646-0045
www.1stinhardware.com

Accredited Lock Supply Co.

Phone: (800) 652-2835
Fax: (201) 865-2435
www.acclock.com

Phone: (503) 357-7553
Fax: (503) 357-5522
www.chinrose.com

Clark Security Products

Phone: (858) 974-6740
Fax: (858) 974-6720
www.clarksecurity.com

Commercial Van Interiors

Phone: (314) 423-7477
Fax: (314) 426-7872

Cook’s Building Specialties

Phone: (505) 883-5701
Fax: (505) 883-5704

Creative Vision Electronics

Phone: (201) 905-9211
Fax: (201) 4618556
WWW.Cveamericas.com

Dire’s Lock & Key Co.

Phone: (303) 294-0176
Fax: (303) 294-0198

Direct Security Supply Inc.

Phone: (800) 252-5757
Fax: (800) 452-8600

Doyle Security Products

Phone: (800) 333-6953
Fax: (612) 521-0166
www.doylesecurity.com

Dugmore and Duncan Inc.

Phone: (888) 384-6673
Fax: (888) 329-3846

E. L. Reinhardt Co. Inc.

Phone: (800) 328-1311
Fax: (651) 481-0166
www.elreinhardt.com

KEYNOTES

Evva High Security Locks
Puerto Rico
)

Phone: (787) 766-5500
Fax: (787) 765-9300
Www.apsis.com

H.L. Flake Co.

Phone: (800) 231-4105
Fax: (713) 926-3399
www.hlflake.com

Hans Johnsen Co.

Phone: (214) 879-1550
Fax: (214) 879-1530
www.hjc.com

Hardware Agencies Ltd.

Phone: (416) 462-1921
Fax: (416) 462-1922
www.hardwareagencies.com

Phone: (817) 421-5470
Fax: (817) 421-5468
www.idn-inc.com

Intermountain Lock & Security

Phone: (800) 453-5386
Fax: (801) 485-7205
www.imlss.com

JLM Wholesale Inc.

Phone: (800) 522-2940
Fax: (800) 782-1160
www.jlmwholesale.com

Jovan Distributors Inc.

Phone: (416) 288-6306
Fax: (416) 752-8371
www.jovanlock.com

KeylessRide

Phone: (877) 619-3136
Fax: (409) 216-5058
www.keylessride.com

LV Sales Inc.

Phone: (323) 661-4746
Fax: (323) 661-1314
www.lvsales.com

Lockmasters Inc.

Phone: (859) 885-6041
Fax: (859) 885-7093
www.lockmasters.com
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Phone: (800) 288-0801
Fax: (305) 949-3619

Locksmith Ledger Intl.

Phone: (847) 454-2700
Fax: (847) 454-2759
www.lledger.com

MBA USA Inc.

Phone: (859) 887-0496
Fax: (859) 887-9491
www.mbausa.com

Phone: (859) 259-1878
Fax: (859) 255-0298
www.time-master.com

Top Notch Distributors Inc.

Phone: (570) 253-5625
Fax: (570) 253-6765
www.topnotch.bz

Turn 10 Wholesale

Phone: (800) 848-9790
Fax: (800) 391-4553
ww.turnten.com

McDonald Dash Locksmith
Supply Inc. U.S. Lock Corp.

Phone: (800) 238-7541 Phone: (800) 925-5000
Fax: (901) 366-0005 Fax: (800) 338-5625
www.medonalddash.com www.uslock.com

NLS Lock Supply dba Nevada
Lock Supply

Phone: (702) 737-0500
Fax: (702) 737-7134

Omaha Wholesale Hardware

Phone: (800) 238-4566
Fax: (402) 444-1664
www.omahawh.com

Phoenix Safe International LLC

MANUFACTURERS

A & B Safe Corp.

Phone: (800) 253-1267
Fax: (856) 863-1208
www.a-bsafecorp.com

ABUS Lock Company

Phone: 800-352-2287
Fax: 602-516-9934

Phone: (765) 483-0954 www.abus.com
Fax: (765) 483-0962 ABUS KG

www.phoenixsafeusa.com

RMR Empire Distribution LLC

Phone: (49) 23 35 634 0
Fax: (023) 35 634 110

Phone: (888) 256-0586 A
Fax: (212) 505-8702 ASSA Abloy Americas
www.rmrempire.com

Phone: 203-624-5225
Security Distributors Inc. www.assaabloy.com
Phone: (800) 333-6953 ASSA High Security Locks

Fax: (612) 524-0166

Southern Lock and Supply Co.

Phone: (727) 541-5536
Fax: (727) 544-8278

Phone: (800) 235-7482
Fax: (800) 892-3256
www.assalock.com

Access Security Products Ltd.

www.southernlock.com
Phone: (905) 337-7874
Stone & Berg Wholesale Fax: (905) 337-7873

www.access-safe.com

Adrian Steel Co.

Phone: (800) 677-2726
Fax: (517) 265-5834
www.adriansteel.com

Phone: (800) 225-7405
Fax: (800) 535-5625

The Locksmith Store Inc.

Phone: (847) 364-5111
Fax: (847) 364-5125
www.locksmithstore.com

www.aloa.org



Advanced Diagnostics

Phone: (650) 876-2020
Fax: (650) 876-2022
www.autokeys.com

All Five Tool Co. Inc.

Phone: (860) 583-1691
Fax: (860) 583-4516
www.all5tool.com

American Security Products

Phone: (800) 421-6142
Fax: (909) 685-9685
WWW.amsecusa.com

Bianchi USA Inc.

Phone: (800) 891-2118
Fax: (216) 803-0202
www.bianchi1770usa.com

Black & Decker HHI

Phone: (949) 672-4000
Fax: (949) 672-4842
www.bdhhi.com;
www.kwikset.com;
www.k2commercialhar

CCL Security Products

Phone: (800) 733-8588
Fax: (847) 537-1800
Www.cclsecurity.com

CR Laurence Co. Inc.

Phone: (800) 421-6144
Fax: (800) 262-3299
www.crlaurence.com

CompX Security Products

Phone: (864) 297-6655
Fax: (864) 297-9987
WWW.COMPX.COM

D&D Technologies (USA) Inc.

Phone: (714) 677-1300, x292
Fax: (714) 677-1299
www.ddtechglobal.com

DETEX Corp.

Phone: (800) 729-3839
Fax: (830) 620-6711
www.detex.com

Domino Engineering Corp.
Phone: (217) 824-9441

Fax: (217) 824-3349

Don-Jo Manufacturing Inc.

Phone: (978) 422-3377
Fax: (978) 422-3467
www.don-jo.com

Door Controls Intl.

Phone: (800) 742-3634
Fax: (800) 742-0410
www.doorcontrols.com

Doorking Inc.

Phone: (800) 826-7493
Fax: (310) 641-1586
www.doorking.com

Dorma Architectural Hardware

Phone: (717) 336-3881
Fax: (717) 336-2106
www.dorma-usa.com

DynaLock Corp.

Phone: (860) 582-4761
Fax: (860) 585-0338
www.dynalock.com

FireKing Security Group

Phone: (800) 457-2424
Fax: (812) 941-8120
www.fireking.com

Framon Manufacturing Co. Inc.

Phone: (989) 354-5623
Fax: (989) 354-4238
www.framon.com

Phone: (847) 671-6280
Fax: (847) 671-6343
www.hpcworld.com

HY-KO Products Co.

Phone: (330) 467-7446
Fax: (330) 467-7442

Hammerhead Industries Inc.

Phone: (805) 658-9922
Fax: (805) 658-8833
www.gearkeeper.com

Ingersoll Rand Security
Technologies

Phone: (317) 810-3801
Fax: (317) 810-3989
www.schlagelock.com

JMA USA

Phone: (817) 385-0515
Fax: (817) 701-2365
WWW.jmausa.com

Jackson Corp.

Phone: (877) 394-8338
Fax: (800) 888-6855
www.jacksonexit.com

KEYNOTES

Jet Hardware Mfg., Co.

Phone: (718) 257-9600
Fax: (718) 257-0973
www.jetkeys.com

KABA ILCO Corp.

Phone: (252) 446-3321
Fax: (252) 446-4702
www.kaba-ilco.com

KEY-BAK/West Coast Chain Mfg.

Phone: (909) 923-7800
Fax: (909) 923-0024
www.keybak.com

Kenstan Lock Co.

Phone: (516) 576-9090, x312
Fax: (516) 576-0100
www.kenstan.com

Keri Systems Inc.

Phone: (408) 435-8400
Fax: (408) 577-1792
Www.kerisys.com

Key Craze Inc.

Phone: (916) 368-5397
www.keycraze.com

Kustom Key Inc.

Phone: (800) 537-5397
Fax: (800) 235-4728
www.kustomkey.com

LAB Security

Phone: (800) 243-8242
Fax: (860) 583-7838
www.labpins.com

LockPicks.Com/
Brockhage Tools

Phone: (408) 437-0505
Fax: (408) 516-9642

Lucky Line Products Inc.

Phone: (858) 549-6699
Fax: (858) 549-0949
www.luckyline.com

M.A.G. Manufacturing

Phone: (714) 891-5100
Fax: (714) 892-6845
www.magmanufacturing.com

MakeLocks Manufacturer Co. Ltd.

Phone: (86) 21-62196785
Fax: (86) 21-62196736
www.makelocks.com

MIWA Lock Co Ltd.

Phone: (630) 365-4261
Fax: (630) 365-4278
www.miwalock.com

MPT Industries

Phone: (973) 989-9220
Fax: (973) 989-9234
www.mptindustries.com

MUL-T-LOCK USA Inc.

Phone: (800) 562-3511
Fax: (973) 778-4007
www.mul-t-lockusa.com

Medeco

Phone: (540) 380-8561
Fax: (540) 380-5010
www.medeco.com

Mil-Comm Products Co. Inc.

Phone: (201) 935-8561
Fax: (201) 935-6059

Olympus Lock Inc.

Phone: (206) 362-3290
Fax: (206) 362-3569
www.olympus-lock.com

Pacific Lock Co.

Phone: (888) 562-5565
Fax: (818) 678-6600
www.paclock.com

Peterson Manufacturing

Phone: (585) 264-1199
Fax: (585) 586-0425

RA-Lock Co.

Phone: (800) 777-6310
Fax: (972) 775-6316
www.ralock.com

ROFU Intl. Corp.

Phone: (800) 255-7638
Fax: (888) 840-7272
www.rofu.com

Rutherford Controls Intl. Co.

Phone: (519) 621-7651
Fax: (519) 621-7939
www.rutherfordcontrols.com

Sargent Manufacturing Co.

Phone: (800) 727-5477
Fax: (888) 863-5054
www.sargentlock.com

NOVEMBER/DECEMBER 009
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Schab Corp Securty Solutions i nustiioe. |

Phone: (765) 447-9470 Phone: (405) 376-1600 Phone: (626) 858-5080 Phone: (414) 421-9490
Fax: (765) 447-8278 Fax: (405) 376-6870 Fax: (626) 858-3393 Fax: (414) 421-3158
www.schwabcorp.com www.securitysolutions-usa.com www.townsteel.com www.wikk.com

Securam Systems Inc. Select Engineered Systems Trine Access Technology

Phone: (805) 388-2058 Phone: (305) 823-5410 Phone: (718) 829-2332
Fax: (805) 383-1728 Fax: (305) 823-5215 Fax: (718) 829-6405 SEE‘XIEIEZ ATIONS
WWW.Securamsys.com www.selectses.com www.trineonline.com

Securifort Inc. Stack-On Products Co. UCA Inc. Allstate Insurance Co.

Phone: (819) 359-2226 Phone: (847) 526-1611 Phone: (972) 437-4696 Phone: (847) 551-2181
Fax: (819) 359-2218 Fax: (847) 526-6599 Fax: (972) 692-7056 Fax: (847) 551-2732
www.securifort.com www.stack-on.com www.ibuttonlock.com www.allstate.com
Securitron Magnalock Corp. M Ultra Lift Corporation Compusource Corp.
Phone: (775) 355-5625 Phone: (703) 440-5010 Phone: (800) 346-3057 Phone: (770) 564-0060
Fax: (775) 355-5636 Fax: (757) 299-9957 Fax: (408) 297-1199 Fax: (770) 381-8257
www.securitron.com www.sunnectlock.com www.ultralift.com WWW.COMPUSOUrce.com
Security Door Controls The Modern Safe Co. WMW Innovation Co.
Phone: (805) 494-0622 Phone: (866) 507-2337 Phone: (888) 474-2341 Phone: (850) 434-0087
Fax: (805) 494-8861 Fax: (866) 507-2337 Fax: (888) 474-2341 Fax: (850) 434-0034
www.sdcsecurity.com www.themodernsafe.com www.sure-strike.com www.sentrynet.com

HIGH FIVE!

Unyielding Dedication. Professional Fortitude. A Champion For The Association.

These are the hallmarks of a President’s Club member — ALOA'S most
prestigious organization. So, how do you get in?

GIMME FIVE.

When you recruit five new members for ALOA through the Member-Get-A-Member
program, you not only gain entrance into a highly regarded, highly
& respected institution, you also help strengthen the association, which,

in turn, helps strengthen your business, your future, yourself.

ALOA powered by you ... now that calls for a high five!
Visit ww.aloa.org to get started today.

42 KEYNOTES NOVEMBER/DEGEMBER 009 www.aloa.org



»THE BUYER'S MARKETPLACE

CLASSIFIEDS

Employment

Looking for an Experienced Locksmith

Montana Lock & Security has been in business for 20 years. We're
located in beautiful Missoula, MT. We are looking for an experienced
locksmith seeking fulltime position. Experience in residential, com-
mercial, and automotive required however we are willing to train a self
motivated person with less experience. Good driving record a must.
Pay DOE plus bonuses and benefits. Please call Peter for further info
@ 406-542-2472 or fax resume to 406-542-3221. 11/09

MOBILE BUSINESS FOR SALE

Mobile business in Northeast Mississippi in it's 25th year. Same phone
# and fax #. No automotive, no nights and no weekends. More than
75% commercial work. Only locksmith in county. Call 662 324-BOLT
(2658) or fax 662 324 SAFE (7233). E-mail rulecml@ebicom.net. 12/09

For Sale
HPC MiniGroove sidewinder machine, like new for $600.00 lists for
$1900. Contact me at wemloxmith@aol.com. 12/09

Full Service Locksmith Business For Sale

Profitable, CML-owned business serves northeast Oregon from
Pendleton location. Owner wishes to retire after 22 years; willing

to train and assist purchaser to meet state licensure requirements.
$60,000 covers the value of a 2008 Ford Van, locksmith equipment
and inventory based on sales. Call 541-276-0196 or email pslandk@
oregontrail.net. 01/10

NE
prRODU

c1 FROMA &B
* SAFE CORP.

A & B Chest
Model WS-0

Equipped with
dual key,
combination or
electronic locking
slot optional

A & B SAFE CORPORATION
114 S. Delsea Drive, Suite 3
Glassboro, NJ 08028-6237

856-863-1186  Fax 856-863-1208

KEYNOTES

' it
You need it When?
How about now!? :-)

ClegrStar
Security

Network

Another Special
Value-added Benefit to your

ALOA Membership!
Click here...

Y

{ www.clearstar.com/ALOA J

\ vy

IN-STOCK... MORE SAFES
FREE Freight Program

f 30 States)
adesco AMSEC

FireKing MEILINK

SCHWAB  |/icror

TURN 163

WHOLESALE SERVICE

800-848-9790
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I > PARTING SHOT

By Greg Perry, CML, CPS

ohowstoppers

The year’s new products were on display at the 2008

ALOA Trade Show.

he best of the best new lock

products are always introduced

at the ALOA Convention and

Trade Show. This year, every

aisle had new products and
the manufacturers did not disappoint.

I was particularly impressed with new
offerings from Pacific Lock. The company
already offers some great padlocks at great
prices; now they're expanding their line
with hasps and auxiliary locking systems.

Some of their new hasps, such as the

PL770 Hasp Lock (Figure 1) are designed
with a “hockey puck” style lock welded to
it — why make three separate pieces when
two will do? (Good news: If you prefer the
old-style hasp, they still offer it.) This pre-
vents losing locks or trying to find a place
to store them when unlocked.

The next product that caught my eye was
the TPLS Truck Door Lock (Fig. 2). Cargo
doors are locked with a hook arm that

accepts a padlock, and Pacific Lock designed
a hasp to lock the handle to the bed.

The next lock, the PAC-Link (Fig. 3)
features two different products combined
into one; it’s a square chain and a hasp
that utilizes a hockey puck lock over the
ends of the chain. The last product to
catch my eye was the Pac-Keeper Key
Keeper (Fig.4). This product keeps a user’s
key, allowing the user to slide the trapped
key over trapping their own key but allow-

ing the removal of the other.

Find Pacific Lock online at paclock.com

or call (888) 562-5565. @

Figure 1

Figure 3

KEYNOTES

Figure 2

Figure 4
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FOR THE MASTER LOCKSMITH

Precision key blanks made of nickel silver have superior

physical and mechanical properties with high tensile

FAMDLY GUY  FAMILY GUY  FAMILY GUY FAMILY GUY  FAMILY GUY  FAMILY GUY strength. This type of key blank has a stronger resistance

EWINLBRIAN  EWTI-CHRIS  KWIN0-LOIE  NWIALMEG  KWLIL-PETER  KWIN1-STEWIE to corrosion and wear, and presents an attractive appearance
SE1-BAIAN BC1-CHALE SC1-LOIS SC1-MEG SOI-PETER SC1-STEWIE with its fine silver polish.

Transponder
Technology

We've Got Your _{fJ’ "- _j Covered!

e SOLID 751\ 55 KEYS IN
VIBRANT SPLASHES OF COLOR!
 LONG LASTING DURABLE FINISH
» WILL NOT CLOG YOUR CUTTERS!
* PROUDLY MADE IN THE USA!
1

‘l‘l _‘_ﬁl ':_'
. -' ._.-

*SMART CLONE and CRYPTO SOFTWARE
*SMART CLONE CRYPTO BLANKS
+CLONEABLE TRANSPONDER BLANKS

* NG5-MACH Il FORD TRANSPONDER PROGRAMMER
*NG5-PC FORD TRANSPONDER PROGRAMMER
+SMART CLONE/ IBM COMPUTER COMBO

Available in
KW
SC1 blanks

E JET HARDWARE MANUFACTURING CORP
-‘. 800 Hinsdale Street, Brooklyn NY 11207




Fuggage

K6435 SEARCHALERT"

The name you can trust
for travel safety, security
and accountability.

AN

Shackle designed to accommodate security cases

Recognized & Accepted by the TSA

AN

v Security Window cannot be altered
with a paper clip

v Security Window can only be reset
by a person knowing the combination

v Zinc Die Cast Body (Not Brittle Plastic)
v Steel Shackle is virtually unbreakable

v Big Tags available in a variety of colors and styles
Security Window
‘ Red Window:

Luggage has been searched.

Green Window:
Lock Not Opened.

Q. TRAVEL SENTRY
APPROVED
Secur“v Products a pivision of The Eastern Company

301 West Hintz Road | Wheeling, IL 60090 | Telephone: 800.733.8588 | Fax: 847.537.1881
www.cclsecurity.com

A Proud Union Company. (S.E.L.U.)
Protected by U.S. Patents 6,877,345 and 7,007,521 The Design of the Lock is a Registered Trademark® of The Eastern Company



