2020 Report on Home
Security Shoppers
Five Insights for Marketers

Executive Summary
The home security industry is poised for substantial growth in 2020 and
beyond, even as COVID-19 changes American society in countless ways.
Recent industry reports, prior to the coronavirus pandemic, projected
record sales for residential home security for a global market of almost
$75 billion annually, with a CAGR of 10.40 percent during the forecast
period (2017-2023).
Centerﬁeld’s research of the U.S. market during April and May of 2020
ﬁnds 10 million American household intending to purchase a home
security system over the next 12 months, including 3.5 million
“switchers.” This is due to a number of factors, including ADT, Vivint and
other home security companies being considered essential businesses
and continuing to install during social distancing and shelter-in-place
guidelines. In addition, Americans have consistent attitudes toward
crime and safety and are actively interested in protecting their home.
This research comes from anonymized shopping data of hundreds of
thousands of shoppers interacting with Centerﬁeld’s owned and
operated websites, and a detailed survey to nearly 2,000 adults taken in
several waves (February, April, and May) during 2020. We ﬁnd that
marketers have signiﬁcant opportunity to win or gain market share by
delivering the right messages to customers this year. Based on our
projection of the market, there is $6 billion in revenue up for grabs in the
next 12 months.

Five Key Insights for Marketers
The residential security marketplace is a crowded one in which consumer options run the gamut from fully DIY setups
that mix products and brands to professional monitoring and everything in between. Marketers can secure
signiﬁcantly better results by understanding the primary motivations, demographics, and psychographics of in-market
shoppers.
Here are ﬁve key insights for customer acquisition in 2020:
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Record Shoppers
10 million U.S. households are planning to purchase home security products
in 2020, including 3.5 million “switchers."

Perceptions of Safety
Perceived lack of safety is a major driver of purchase intent when it comes to
home security products—even for people who already own systems or products.

Switchers Are Motivated by Technology
Technology is the single most important motivator for millions of American
households looking to add or switch home security services.

New Buyers Are Motivated by Price
People with more modest incomes account for the vast majority of new shoppers
with one in two potential new users making between $25,000 and $74,999. New
buyers may have signiﬁcant misconceptions about the price of a new system.

Perceptions of DIY & Professionally-Installed Services
DIY buyers consider technology to be most important while those with
professionally-installed systems prioritize professional monitoring capabilities.
There are big opportunities for brands that can effectively articulate that they
have cutting-edge technology and effective monitoring.

1

Record Shoppers
Ten million household decisionmakers are in the market for
a new or upgraded home security system in the next 12
months, including 6.5 million new buyers and 3.5 million
existing system owners. Forty million households are
interested in a home security system, but do not currently
have plans to buy one in the next year.

If we assume the average cost of a system is $600 per year,
the annual revenue available from buyers and switchers is
$6 billion.
There are also 40 million households that are interested in a
security system, but not planning on purchasing in the next
year. The primary reason could be price misconceptions
(see Insight #4).

U.S. Households & Home Security Systems, 2020
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Perceptions of Safety
We asked consumers whether they considered their home and neighborhood to be
safe, and found a strong correlation between the likelihood of adding new home
security products this year and lowered perceptions of safety within the home.

Average Percentage Rating Home Or Neighborhood Very Safe
GROUP

HOME VERY SAFE

NEIGHBORHOOD VERY SAFE

Likely shoppers

37.4%

26.2%

Non-shoppers

58.1%

49.8%

Difference

+20.7

+23.6

In-market shoppers are considerably less likely to rate their homes and neighborhoods as “very safe.”
The current COVID-19 pandemic has led to steady growth in home security search trafﬁc, increasing from 76 on
March 1 to 93 by early May. Given that perceived lack of safety is a major driver of purchase intent, marketers can
appeal to shoppers with distinct safety messaging.
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Switchers Are
Motivated by Technology
Recent advancements in functionalities and wireless
communication are igniting increased demand for
integrated home security systems.
When asked of the reason for switching, switchers are
less loyal to speciﬁc brands or ease of installation, while
technology is the single most important aspect.
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What these factors tell us is that the companies with the
most success in luring existing users away from their current
providers will be the ones who pack the most exciting
technological features in their products, and cost, while an
important part of the balancing act, is far less likely to be a
deal-breaker for switchers.

Most Important Factor In Selecting Home Security System, Switchers
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Low and moderate income respondents account for a huge percentage of likely new customers, while high
income people are more likely to be switchers. Given what we know about switchers, which is that cost is not their
biggest concern, it is clear that security providers must remain mindful of price points for their products in the
interest of newcomers to home security ownership, who tend to make less money than switchers.

Potential New Customers By Income Group
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The most likely age group to own a home security system is between 45 and 60, accounting for just over one-third of all
systems owned in the United States.
Of the demographic distinctions that play into the likelihood of owning a home security system, homeownership was the
single biggest driver, with more than 76 percent of current users reporting owning their home.

HOME SECURITY CUSTOMERS BY HOME-OWNERSHIP STATUS
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Perceptions of DIY &
Professionally-Installed Services

5

Which factor is most important to you when selecting a home security system?
Price
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So which products will switchers purchase? Home
security companies are currently installing through
COVID-19 as they are considered essential services
by most states due to connecting consumers with
emergency services. How current owners view their
systems might provide the best indication of how
consumers consider the home security landscape.
Owners of Ring and other DIY systems say that
“technology” is the most important factor of
choosing a system, whereas owners of ADT and
other professionally installed systems say that
“professional monitoring” is the most important
component. Once again, brands may have some
work to do to show they are competitive in
technology, monitoring and price.
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Most customers are visiting landing pages on a
mobile device – Landing page makes up 53 percent
of sales. The majority of users originate on mobile
and also re-engage on mobile.
More accessible, higher speed internet will only
accelerate the mobile shopping trend – By the end of
the year, it is likely that every major market in the
country will have at least one carrier providing
commercial 5G services.
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About Our Data
First, we used anonymized shopping and geolocation data from hundreds
of thousands of home security shoppers over the past 12 months.

Second, we asked nearly 2,000 U.S. adults responsible for purchasing
home services a series of questions to understand how they perceive
their personal, home and community safety as well as factors that may
inﬂuence home services purchase decisions over the next year. Surveys
were done across three waves in February, April and May.

Third, we analyzed publicly available law enforcement data we collected
from January through April 2020.

About Centerﬁeld
Centerﬁeld is a leader in digital customer acquisition, delivering more than 2 million sales each year to its partners,
including residential services, business services and telecommunications providers. Our industry-leading platform
automates end-to-end customer acquisition for millions of shopping experiences each year through search, social,
messaging, e-mail, and our proprietary consumer guides.

(424) 367-2409

centerﬁeld.com

strategicpartnerships@centerﬁeld.com

© 2020 Centerﬁeld Media Holding Company. All rights reserved.

