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THE LOCKSMITHS’
PERSPECTIVE

Mission Statement
& Introduction
he purpose of this comprehen-
sive Locksmith Ledger research
report is to paint a picture of the
forces that affect North American
locksmiths and security pros and
attempt to quantify those effects on
market performance.

The results of our annual survey
deliver a detailed overview of the
current state of affairs in the North
American security market. This
provides vendors, consultants and
security pros with the most up-to-
date assessment of useful business
data and trends.

This report also seeks to arm end
users with enough intelligence to an-
ticipate the security industry road-
map for 2022 and beyond.

All questions or report clarifica-
tions should be directed to Senior
Editor Will Christensen via email at
wchristensen@endeavorb2b.com
or by calling 847-496-3815.
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Respondent Business STATE OF THE
Profile INDUSTRY

Opening Salvos

Over the
‘ ‘ past year
and a half,
I have made a great
push to advance our
9 20/0 automotive
° program,
Institutional/ which has really made

Facilities all the difference.”

0
29.8%
Retail Locksmith .
Shop/Store

(includes

schools, The
hospitals, specialization
government, of access
industrial) control, whether

it’s electronic or

’4 10/0 mechanical, is going to

° 1 1 90/0 continue. We’re going
Mobile Locksmith/ o to continue down that

Home Other path and not have to
worry about dealing
with scammers,

Locksmiths Still Going Mobile because you're doing
work that scammers

o produce this report, we invited qualified professionals who subscribe to , .
aren’t even asking

Locksmith Ledger to participate by filling out a survey. We tabulated the re-

sponses from the 218 qualified respondents who participated in this survey. to do, because they

The largest percentage of the responding locksmiths were those who self-iden-
tify as mobile or home-based (49.1) as their primary business, followed by the
29.8% who self-identify as owning a retail shop. In all, 86.7% of respondents de-
scribe themselves as working in a private business. The remainder are employed This industry
by institutions or in the supply chain. needs a

As one might suspect, a fair amount of crossover exists. Nearly two-thirds of N
the respondents who chose the “other” category list some combination of retail, lot of help.
mobile and institutional. Most of the rest work for distributors or manufacturers.

s
www.locksmithledger.com I LOCKSMITH LEDGER 1 [11/21] 3



STATE OF THE
INDUSTRY

02

Vertical Market Presence

Respondents were asked to name the vertical markets in which they do
business. They were asked to select all that apply, so the sum won’t add up

to 100%.

P

mEEI

81.2%

Single-Family
Residential

52.8

47.2%

Manufacturing
& Industrial

28.9%

Critical
Infrastructure—
Utilities & Energy

60

Sports &

73.9%

Multifamily
Residential

12k =Y =

48.2"

Government

Corporate

]

46.3”

Healthcare

S

&

65.6%

Retail

% 49,5%

Education

40.4%

Banking & Finance

36.7%

Hospitality

3 2%
Other

Churches was the
top choice here.

22.5"

Entertainment
(incl. Casinos)
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Wearing Many Hats

Today’s locksmiths have to be
prepared to tackle almost
any type of job, and, based on
our survey, most do. More than
half of all respondents (55.5%)
say they have a presence in at
least five of the listed categories,
about the same as the previous
year. However, the percentages
of those who have a presence in
at least seven (44.0%) and who
have a presence in every catego-
ry (9.2%) are up from last year.

For the most part, individu-
al categories fared about the
same as the previous year,
with two notable exceptions.
Big increases were seen in
the percentage of locksmiths
involved in residential work,
both for multifamily (73.9%, up
from 66.4%) and single family
(81.2%, up from 71.5%).

This comes as no surprise
considering the ongoing COVID
pandemic, which has led to
more people staying at home
rather than traveling for work
or vacation. Home-improve-
ment projects set a record in
the United States during 2020,
and such projects were ex-
pected to remain strong again
in 2021. That includes secu-
rity products, such as locks,
video surveillance and home
automation.

“We got a lot more residen-
tial [business],” Glenn Younger,
president of Grah Safe & Lock
in San Diego, says of 2021.
“Residential is growing, because
there are fewer people who feel
comfortable doing that them-
selves, and there were obviously
more people at home during the
pandemic.”

The DIY market relies on people who are pretty handy,
and there are fewer of them.”
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Business Product
Segments & Selection

Respondents were asked the following questions
about their product lineup. In the first question, they
were asked to select all that apply, so the sum won’t add up to 100%.

2021

A Broad Palette

I n addition to covering a lot of
ground as far as taking jobs, to-
day’s locksmith provides a broad
assortment of products for their
customers. More than half of our
respondents (54.1%) say they
61.0% @ sell at least four of the product
categories listed, and 9.2% say
Safes/Safe Locks 57.3% > they sellall.
: Mechanical hardware remains
the foundation of the industry
— and by far the biggest category
54 1% . - 5 20 ~ among locksmiths. However, as
. / ; a likely result of the continued
push by manufacturers toward
electronics, the percentage of
locksmiths who sell electronic
hardware crossed 60% in 2021
and closed the gap slightly with

What product segments does your company sell?

Mechanical Door Hardware 87.2%

Access Control

%

Video Surveillance 25. 7

%

Home Automation 14.7 mechanical.
A new category for us this
Other 5.5% , year is home automation, and it

will be interesting to see where
that number goes in the coming
years given the increase in home

What product category do you most want to add? improvement in general. Plus,
manufacturers that make elec-

tronic locks for the residential
market are tying their products

o/0 V)
10.1 | 10.1 A 10. 1% increasingly to home-automa-

Access Control

Automotive Video tion systems.
Surveillance Given the broad product cover-
age already, it’s no surprise that

8 . 7% by far the biggest response when
Home it comes to what category lock-
Automation smiths most want to add would

o be none of the above — they

4 6 %o .

o already are saturated in products.
47 2% Safes/ One locksmith who provides a

4.6% SafeLocks  oad choice of products says it
. best: “I like what we do.”

Mechanical Door ) .
Hardware It’s also no surprise that a large
majority of locksmiths (61.7%)
who want to broaden their selec-
tion want to add electronic cate-
gories, such as home automation
orvideo surveillance.

0.9%/ 3.7

Other Electrified Door
Hardware

www.locksmithledger.com I LOCKSMITH LEDGER I [11/21] 5
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2021 Revenue & Profit Trends

R

p
d

espondents were asked how 2021 revenue was trending com-
ared with 2020 numbers as well as how profit was trending
uring the same period.

REVENUE: 2021 vs. 2020

19.3%

About Even

19.3%

significantly 15 ,6%

Slightly
Down

Down

6

PROFIT: 2021 vs. 2020 [leummm
23.8%
About Even
19.3%
Significantly %
Down 1 6 O 1 °
Slightly
Down
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On the Rebound

he locksmith industry suf-

fered a difficult year in 2020,
so, generally speaking, unless
the economy tanked, 2021 was
going to show as much better.
According to our survey, it has,
although the improvement
wasn’t quite as dramatic as one
might hope, and it certainly
wasn’t across the board.

From a sales perspective,
45.8% of respondents say they
showed improvement in 2021 of
more than 1% from the previous
year. That compares with 23.2%
the previous year. Conversely,
only 19.3% say their sales were
down significantly (more than
10%) compared with last year, vs.
35.3% in 2020.

Profit margins showed a sim-
ilarimprovement, with 40.8%
saying their profits were up in
2021 more than 1% over the
previous year, compared with
just 25.0% in 2020. Again, a sig-
nificant decline in profit margins
was seen by just 19.3% in 2021,
compared with 35.4% in 2020.

Comments from our respon-
dents reflect the better times:

“I'm as busy now as | have ever
been.”

“We’re busier today than we
were before the pandemic. I've
added a new vehicle to my fleet
and an extra employee.”

After the challenges of 2020,
when several locksmiths told
us they closed or were about to
close, that’s a relief.



2021 Market & Product
Segment Gains

Respondents were asked the following questions
about their business with respect to 2021:

Which market segment increased the most for your business in 2021?

0.5%

Other

17.4%

(incl. schools,
hospitals,
government,

industrial)

Institutional/
Facilities

19.3%

Automotive

19.7*

Residential

Which product segment showed the most growth for
your business in 2021?

Automotive 20.6%

0,
Access Control 19.7 i

Electrified Door o
Hardware 7.8 °

Keys 7.3%

0
Safes/Safe Locks 6.0 )

2021

No Growth? Not Really

hen it comes to identifying

market or product segments
that showed the biggest increases
among locksmiths in 2021, there was
a clear winner in each category —
None. That doesn’t mean it was a bad
year. It’s just that more respondents
didn’t single out a market or product
as having stood out during 2021. How-
ever, after that’s taken into consider-
ation, trends emerge.

Among the markets, the biggest
increase among the categories listed
isin institutional or facilities. That’s
to be expected in light of two gov-
ernment funding programs aimed at
K-12 schools (ESSER) and colleges
(HEERF) that were implemented in
2020. Educational facilities were in
line to collect billions of federal gov-
ernment dollars, and some of that
money went to upgrading security
in anticipation of campuses opening
wider to students for the 2021-2022
school year.

Among products, automotive
remains atop the list, with access
control close behind and showing
an increase relative to the previous
year. That came at the expense of
mechanical hardware, which de-
clined from 24.4% in 2020.

Automotive’s standing is another
indication that that market remains
strong despite more carmakers
going electronic and even ditching
physical keys for an app in a few
cases. However, with the average
age of vehicles in the United States
at all-time highs and ongoing prob-
lems in the supply chain, the market
should remain good for automotive
locksmiths.

www.locksmithledger.com I LOCKSMITH LEDGER I [11/21]
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Business Challenges
for Locksmiths

Respondents were asked about the biggest challenges to their business in 2021.
They were asked to select their top three challenges, so the sum won’t add up to 100%.

- = ™
9 | 8
Keeping Current with New Technology/Products 37.2/° o,J ' ,

(2,

.

0
Economic Fallout from the Pandemic 35.8 i

Product Delays 35.3%

[v)
Finding & Retaining Employees 29.8 %
Aquiring/Keeping Customers

Employee Training/Certification 1 <

Creating Recurring o
Monthly Revenue 15.1 &

Consolidation Among 0
12.4%
Succession/ o
Transition Planning 11.5 %
Diversifying 0
Product /Services 10 o 1 4

Other 4. 1%

Obstacles in the Way

f course, COVID-19 and the fallout from the pandem-

ic remain a big story in the security industry as well
as elsewhere. But unlike 2020, it wasn’t the only story, as
reflected by our survey results. Last year, the pandemic’s
effect on business dominated, with 64.8% of respondents
choosing it as a top challenge.

It’s still one of the top challenges in 2021 but nothing like
the year before as other challenges presented themselves
in the news.

Earlierin 2021, the security industry saw a number of
acquisitions that led to consolidation among distributors

and confusion among locksmiths. In the summer, the dra-
matic closing of the Suez Canal when a massive container

tanker got stuck became an icon of a supply chain that had
become mucked up. The result has been massive product
delays that have fueled price inflation.

The pandemic, naturally, has had an effect on those
delays by forcing the closure of plants that exacerbated
backups and by keeping the job market in flux. In other
words, even though it isn’t the dominant story in 2021 that
it was in 2020, COVID’s effects continue to be felt through-
out the security industry.

“It’s a problem; I’'m not going to lie,” Larry Schwalb, se-
curity engineer at Houdini Lock & Safe in Philadelphia, says
about the pandemic’s effect on the economy and related
areas. “I've never seen our company so short-handed.”

8 [11/21] I LOCKSMITH LEDGER I www.locksmithledger.com
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Pandemic’s Continued
Effects

Respondents were asked the following questions
about their business with respect to COVID-19. For
the first question, they were asked to select as many as apply,
so the sum won’t add up to 100%.

Apart from sales, how has the pandemic affected your business?

0 ) i
46.3 M It Hasn’t Affected My Business

Handling More
0,
27.1 o Retail Closures/Openings

Increase in Residential

22.9% Work/Less

Commercial Work

% Branched into
(M New Markets/
15.6 Products

Installing More
Touchless/Low-Touch
Solutions

11.9%

How much has the pandemic affected your product selection?

e—ALot:
Touchless Is the

6 90/0 New Normal
°

34.9%
No Effect

43.1%

A Little:

Traditional

Equipment
Remains Dominant

0,
15.1%
The Effect Was
Only Temporary

2021

Symptoms Linger

ecently, the COVID-19 pan-

demic surpassed even the
1918 flu pandemic as the largest
mass fatality event in U.S. history.

However, with the distribution
of vaccines and relaxation of busi-
ness restrictions, there’s no ques-
tion that locksmiths were affected
by the pandemic differently in
2021 from how they were in 2020.
For example, we found that 2021
has been better financially overall.

Given that, we asked a slight-
ly different question this year to
explore how the pandemic has
affected businesses apart from
revenues and profits. By far the
highest response is that it hasn’t,
with nearly half our respondents
saying business continues as it
had before. We would expect that
if finances were taken into consid-
eration, the number might not be
as high, but in 2020, less than 10%
said the pandemic had no effect
on their business, so it’s clear that
the effects have eased.

However, the pandemic appears
to have had the least effect on an
area that the security industry has
expected to increase rapidly as a
result: touchless doorways.

Although the question allowed
for multiple responses, only 11.9%
of locksmiths say the pandemic
has led to more installations of
touchless or so-called low-touch
solutions. One locksmith who said
they were installing more as a
result of the pandemic says, “We
had already been transitioning to
touchless before the pandemic.”

And, with respect to how the
pandemic has affected product
selection, only 6.9% are willing to
say touchless is the new normal,
nearly half the percentage in 2020.

www.locksmithledger.com 1 LOCKSMITH LEDGER 1 [11/21] 9




2021

Product Purchase Sources

Respondents were asked from where they buy their
products. They were asked to select all that apply, so the sum
won’t add up to 100%.

Large National Chain Distributors 70.2%

Local Locksmith Distributors 62.8%

Online Vendors, 0
P 29.4%

Direct from
Manufacturers

Big-Box

Stores 17.0%

©Getty Images/By ilyast

Part of the Deal

onsolidation of distributors

has been an ongoing issue in
the security industry. In 2021, it
heated up again, highlighted by
multiple acquisitions of automo-
tive-heavy distribution com-
panies by a private-equity firm
under the auspices of Automo-
tive Keys Group and the merger
of Banner Solutions and industry
icon H.L. Flake.

If our respondents are an indi-
cation, these deals haven’t been
greeted with universal approval
in the locksmith industry. Sev-
eral comments speak to a lack
of good product selection and
prices that beg a fundamental
question about the necessity of
distributors.

Distributors have a simple
response: availability, product
knowledge and service you can’t
find online or get by going to a
big-box store, not to mention the
training opportunities that are
provided by so many. And our
data shows that, yes, locksmiths
overwhelmingly buy through
distributors, whether local or na-
tional, for whatever reason.

But nearly 30% admit that they
go to Amazon and other similar
websites for products, wheth-
er in addition to or in exclusion
of buying through distributors,
and 17% say they get what they
want at least occasionally from
the same big-box stores seen
by many locksmiths as being a
threat to their business.

As one locksmith puts it, “If
| can buy the same things on
Amazon and eBay for the same
prices or better, why do | need a
distributor?”

Just recently, my most-used distributor has been shut down, which will
cause more delays in receiving my items in a reasonable time frame.”

My company name implies lower prices, thus | need to get
the best price on my supplies.”

10 [11/21] I LOCKSMITH LEDGER I www.locksmithledger.com




Product Purchase 202 1
Influences

Respondents were asked the following questions
about what influences their product purchases. Price Is Right

What’s most important when selecting a distribution partner/source? f course, controlling costs is
important to any business,

and product prices are one of the
biggest variable costs that lock-
33,57 speed of Service/Turnaround smiths have.
Naturally, we would expect
price to be a significant factor
% ] with respect to the importance of
22°5 P product selection, and it is. Nine-
ty-four percent of our respon-
0 . dents say price has at least some
19 J 3 . Product Selection bearing on how they select the
products they stock.
Interestingly, however, it isn’t
the primary concern when it
comes to selecting a distributor
partner. Speed of service or turn-
9.2% around is the No. 1 category by
a significant margin. A combina-
tion of our categories make up
most of the “other” responses.
Schwalb disagrees with our
respondents though. Price is
, paramount, he says. “If you’re
2.3% Geography my best friend, and | call you up
: i to buy a spindle, and you want
$30 and the guy down the street
wants $5 ... | love you, buddy,
but I can’t buy them from you.”

Personal

%
9.6” Relationship

3.6"

How much does price affect your product selection?

6.0”

It Depends on
the Product
Category

www.locksmithledger.com I LOCKSMITH LEDGER 1 [11/21] 11




Trouble Abounds

here seems to be no end to
potential dangers lurking
for locksmith businesses, but in
2020, two stood head and shoul-
der above the others: economic
conditions and uncertainty sur-
rounding COVID.

The uncertainty that surrounded
COVID has become less of a factor
in 2021, because we now know
its effects, and they can be felt in
several categories, such as higher
prices, product delays, employ-
ment and even the No. 1 selection.

Economic conditions again sits
atop the list of business threats,
albeit at a response rate more than
37% below the rate of the previ-
ous year. On the one hand, that’s
another indication that things are
better overall for locksmiths. On
the other hand, however, that it

2021

Threats to the Security Market

Respondents were asked about the biggest threats to their business.
They were asked to select their top three threats, so the sum won’t add

up to 100%.

37.6%

Increased Prices

32.6%

Finding/Retaining
Employees who
Have the Right

40.8%

Economic
Conditions

BIG STORE

G

N\
31.7%

Product Delays

24.3%

DIY Big-Box Stores

28.4"

Unscrupulous
Competitors/
Scammers

16.5% 10.1%

Technology
Outpacing Skills

14.2%

Competition from  Self-Service Kiosks
Larger Service
Providers

2 8%
Other

Single-vote items include
“lifespan” and “none.”
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Skills

23.9%

Internet/Direct
Sales

3.2%

Regulatory
Compliance

still resonates as the top threat
is an indication of how much the
industry has been affected.

Typically, of course, when
the economy is down, times are
good for locksmiths, because
more people want to protect
their homes, offices and the
people and items therein. That’s
still true, but more locksmiths
than before are feeling the over-
all effects of a shaky economy
that also is being affected by
price increases, supply backups
and worker shortages.

After those threats come the
industry’s long twin complaints:
scammers and DIY, although DIY
showed a large decrease from
2020. But one that wasn’t even
on our radar a year ago garnered
more than 10% among respon-
dents as a top three threat —
self-serve keymaking kiosks for
consumers.

These are increasingly
common at stores around the
country, and some suppliers now
offer basic locksmithing services
through affiliated local lock-
shops. We'll keep an eye on this
development in 2022.
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Importance of
Technology Advances

STATE OF THE
INDUSTRY

Respondents were asked to select the technology

or service advancements that were most important to
their business. They were asked to select their top three
choices, so the sum won’t add up to 100%.

Smart Locks 53 .2%

%

Automotive Transponders 44.5

0
High-Security Cylinders 43 .6 2

Wireless Solutions 4 1 03%

Key Machines 41 o3%

Interoperable Tech %%
for Legacy Hardware 19 .3 0

Touchless Door

Openings 15. 1%
Power over

Ethernet 13 o8%
Video

Integration 10 .6% .

Multifactor A
6,0°/°

- Credentialing

; %
Cloud Computing 6.0 2

l Other 3.2%'

A Lock on Interest

ocksmiths always have had to

focus on technology, because
no matter what’s available, a
better way to lock a door and
prevent unwanted people from
having access will emerge.

Increasingly these days, the
solution involves the device that
nearly everyone has on them at
all times — the smartphone. The
idea of opening a door by grab-
bing that device and pressing an
app instead of using a fob, card
or key appeals to the public, so,
naturally, manufacturers push
more smart locking solutions.

It’s no surprise that locksmiths
are keen on smart locks. It was
the No. 1 technology of interest
in 2020, and it’s No. 1in 2021, by
an even larger margin.

However, we saw a consoli-
dation of top interests as far as
technology in 2021. Five technol-
ogies topped 40 percent among
our respondents, but those five
evenly represent mainstream
locksmithing.

Two technologies — smart
locks and wireless solutions —
are a large part of electronic
access control. High-security
cylinders, for the most part,
remain a mechanical technolo-
gy. Automotive transponders, of
course, are crucial to automotive
locksmiths, and key machines
are associated with mechanical
and automotive locksmithing.

One locksmith who chose
wireless solutions among his top
three, along with smart locks,
says, “We basically only work
with nonhard-wired access con-
trol systems.”

To putin a lock that will work with everything else existing there
[at the door], the hybrid solution, really pops out.”

www.locksmithledger.com I LOCKSMITH LEDGER I [11/21] 13




2021

Electronics & Access Control

Respondents were asked the following questions about their business

with respect to electronics and access control:

What effect will electronics have on your locking solutions
within the next 3 years?

My Existing Portfolio
but Won’t Be a
Primary
Consideration

14.2%

Electronics Won’t
Factor In At All

32.6%

Electronics Will
Be a Major Driver
of My Product Portfolio

'

J_ 53020/0
Electronics Will Complement

How much does your business expect to implement with respect to
solutions for electronic access control?

37.2%—

The Same
as Before

2.3%

14 [11/21] I LOCKSMITH LEDGER I www.locksmithledger.com

Less Than Before

More Power to You

hen it comes to distinguish-

ing between a “locksmith”
and a “security pro,” there seems
to be a clear demarcation line:
electricity.

Schwalb, who calls himself
a security engineer rather than
a locksmith, notes this. “Lock-
smiths don’t like devices that
don’t have a keyhole,” he says.
“Locksmiths like things that have
the opportunity for bypass or a
workaround.”

Nevertheless, locksmiths also
know the future is electronic
and that electronics is the name
of the game when it comes to
access control because of the
features that providing power to
the door bring to bear.

The most desirable include
audit trails of who attempts to
enter a door and when, easy
issuance of credentials, the
allowance of real-time updates
and that all of these can be han-
dled or viewed remotely via any
computing device. If locksmiths
or security pros want to stay in
business, they must adapt to the
realities of an increasingly elec-
tronic range of locking solutions.

Based on our survey, they
have or are doing so. Of our re-
spondents, 85.8% say electronics
will be a part of their product
portfolio by 2024, and 32.6% say
it will be a major part, up from
26.7% the previous year.

Meanwhile, 83.5% expect to
implement EAC solutions, with
81.2% saying it will be at least as
much as they had before. Those
are increases from 80.4% and
77.6%, respectively, in 2020.

Even though most of our
respondents have taken the
plunge, we expect the numbers
to grow closer to 100% as we
move forward. As one locksmith
who doesn’t handle EAC says
simply, “l would like to make it
part of my business.”




Importance of Access STATE OF THE
Control Technology INDUSTRY

Respondents were asked to select the

electronic access control technologies that were Wanting to Get Smart
most important to their business. They were hen it comes to interest in
asked to select their top three choices, so the technology in general, the No.
sum won’t add up to 100%. NOTE: Fifty-four re- 1 topic is smart locks. So, it should
spondents say their business doesn’t handle elec- come as no surprise that the tech-
tronic access control, so the percentages reflect nology behind smart locks, whether
those that do. it’s near field communications or,

increasingly, Bluetooth, is the top EAC
technology that interests today’s se-
curity pro. However, in 2021, there’s a

% larger divide at the top, with wireless/
Bluetooth Smart and NFC Technology 62.8" PoE and touchless showing large de-

. clines in interest.
i Bluetooth, in particular, has
More-convenient Methods of become a major force in EAC, allow-
Opening Doors/Gates 56,7% ing not only for mobile credentials,
but also for mobile setup of products
through an app, as well as mobile re-
Wireless/Power over e porting of data. Convenience is a big
Ethemet Systems 37.8% ; N factor when it comes to determining
how a customer wants to set up an

EAC system, and the convenience of
Touchless Door Openings “ | using a device that most people carry
32.3% § g with them and are less likely to lose
| ' compared with a card or fob — their
Interoperable smartphone — is a big driver.
Technologies 4 Unfortunately, convenience

24 4% , . L doesn’t necessarily extend to the
: . S " installer, as one of our respondents

e Adoption of More/ (’O points out: “Security access and easy

New Credential Forms &% i ~ seldom go hand in hand.”
22 0% s : As for more-convenient ways to
3 \

(‘ - opendoors and gates, smart tech-

. nology, of course, plays a role in that,
and we’re curious to see what hap-
pens when the promise of ultra-wide-
band (UWB) is brought to bear.

UWB is a broadcast technology
similar to Bluetooth but allows for
more-precise readings of credentials
and, potentially, more passive pas-
sage through doors. In other words,
people wouldn’t have to produce

Other 3.7%
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With wireless, it’s lower cost installation, IR S AT
, . . . access through a credential. If ap-
because you aren’t running wire and doing proved, they could just walk through.
real expensive things.” UWB might start to appear in the

security industry as early as 2022.
Whether it makes installing EAC sys-
tems any easier remains to be seen.

www.locksmithledger.com 1 LOCKSMITH LEDGER I [11/21] 15



STATE OF THE
INDUSTRY

02

Work Trends & Projections

Respondents were asked how 2021 scheduled work was trending compared
with 2020 as well as their expectations for future projects.

Weekly Scheduled Work: 2021 vs. 2020

26.6"

About Even

21.6"

Significantly
Down

13.8%
Slightly
Down

Expected Weekly Work 2022 vs. 2021

30.3%

About Even

13.3%

Significantly

:

6.0 8.3”

Significantly Slightly
Down Down
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Better Days Ahead

nother indication that 2021

has been a better year for
the security industry can be
seen in the amount of scheduled
work on the books for lock-
smiths and security pros. Our
survey shows an upward trend
across the board: Each category
of increases improved over the
previous year, and each category
of decreases had a decline.

Those who report increased
work schedules, either slight
or significant, rose to 38.0% of
all respondents in 2021, com-
pared with 24.2% in 2020. Those
who have less work scheduled
dropped to 35.4%, down from
more than half of all respondents
(50.4%) in 2020.

More significantly, the work
increase, perhaps along with
improvements to bank accounts
and bottom lines, seems to have
provided the basis for a large
increase in optimism for the year
ahead.

A majority of our respondents
(55.5%) expect to get more work
in 2022, whereas only 14.3%
expect to get less. This rep-
resents huge improvements —
32.1 percentage points and 31.5
percentage points, respectively
— over the previous year.

That would seem to bode well
for another year of improved
finances in 2022, but that also
could depend on the work that’s
being performed. One lock-
smith notes that distinction with
respect to how the pandemic
affected his business by the “loss
of the small jobs, for example, re-
keying a couple of doors, cutting
furniture keys. The big projects
kept us going, but the quick,
profitable jobs were gone.”

Hopefully, those jobs also will
return and lead to more work for
everyonein 2022.
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STATE OF THE
INDUSTRY

2021 Marketing Strategies

Respondents were asked about how the current business
climate has affected the marketing of their business.

No Change 51.4%

Reduced/Stopped
Advertising

21.6%

s Reduced

Prices

14.7*

BRANDING

ANALYSIS

Delayed
Advertising

12.4%

Steady as She Goes

n the old days, marketing a locksmith business consisted of a simple
strategy: a placement in the Yellow Pages, preferably as close to the top as
possible, a stencil on a van, a business card and lots of good word of mouth.

Those methods remain, albeit with the internet replacing the Yellow Pages, but
nowadays, far more avenues are open when it comes to marketing a locksmith

business.

Younger, who says his business is doing more marketing than ever before,

notes that “advertising” is something of a static term.
“We’re spending more energy and effort on business development,” he

says. “It’s finding customers that fit with what we’re doing or who are buying

what we want to sell. It’s more of an interactive business development pro-
cess than it is advertising.”

By however it’s accomplished, it’s clear that, at least in 2021, more
locksmiths are sticking with their marketing strategies. More than half our
respondents say they made no changes. This is quite a swing from 2020,

when only 15.4% reported no change to their advertising during a year when

uncertainty led to lots of changes.

LOCKEY

N ) S A

PERIMETER

SECURITY
AND GATE
HARDWARE
SOLUTIONS.

From the

name you

know and
trust.

lockeyusa.com

Request Information:
www.locksmithledger.com/10172783
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2: 2: 1 Looking for Workers

hen it comes to training

and hiring, locksmiths
know what they want and how
they want to achieve it. The data
for the two personnel categories

Personnel: Training & Hiring

Respondents were asked the following questions about their business mostly was unchanged from the
with respect to hiring workers and training. In the second question, they previous year. Online remains by
were asked to select their top three specialties, so the sum won’t add up far the most popular method for

training, and mechanical lock-
smithing remains No. 1 among
hiring qualifications.
How do you most prefer to receive continuing education/training? However, several locksmiths
mention that they look for candi-
dates who have skills that could
apply in any field, or as one says
in noting what they look for: “av-
erage body temperature; ability
to learn coupled with mechanical
Ata aptitude.” '
Manufacturer’s Younger says his team focuses
Facility on candidates who are “good
team players. Mechanical, IT,
electrical, CCTV, automotive and

What specialties will you seek in future hires? safes — all of those are trainable
skills.”

63 9% Mechanical Locksmithing . Schwalbag'rees.“Theprol?lem
. is when you hire someone with

mechanical locksmithing, they

48 9% Electrical Skills might come with bad habits,”
° he says. “If they’ve never been

trained properly, they usually
k¥ A3l Automotive Locksmithing don’t work out.”
36.1% ITKnowledge
0,
15.8% Rea"
Personnel/
Administrative

Marketing/Sales

to 100%. NOTE: Eighty-five respondents say they don’t expect to make any
hires, so the percentages reflect those who do.

Facility

At a Local Ata
Distributor/ Trade Show

y Images/By anttohoho
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