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� Sales | Royalties

� MarCom Program Review

� New Initiatives
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Agenda



MarCom Overview

Websites

� BHMA Trade redesign

� BHMA Residential refresh

Industry

� CPD Promotional Campaign

Member Communications

� BHMA e-newsletter

� Richard C. Hudnut Award

Media

� Trade Media 

� Social Media

New Initiatives

� “Issue” Campaign: School 

Security

� Permanent Label
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New BHMA Website

Three components:

� Front end

� Public-facing

� Updated design

� Enhanced navigation

� Members-only section (“AMS”)

� Enhanced design, navigation, and capabilities

� Certified Products Directory
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BHMA Website 

� New template 

� Cleaner design 

� Intuitive Interface

� Better navigation
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BHMA Website: Sliders 



Website Analytics

www.buildershardware.com



Metrics above: October 1, 2018 – April 15, 2019

In comparison to the same period during the previous year, we’ve seen an increase in traffic:

• Page-views increased by 11%

• Sessions increased by 12%

• Users increased by 10% 

In comparison to the same period during the previous year, we’ve seen a slight decrease in engagement:

• Pages per session decreased by 1.29%

• Session duration decreased by 5%

• Bounce rate has remained around 50%, which remains in the good-to-average range of 41% - 55%

• While overall website traffic increased year-over-year, the distribution and behavior patterns remained 

largely the same

o Traffic peaks during mid-week at around 350 visits and falls off during the weekends to an average 

of 101

Website Overview

Sessions: total number of visits to the website within a given period. Users: total number of unique users who visited the website within a given 

period. Page-views: total number of pages visited on the website within a given period. Pages per session: the average number of pages each user 

visited during one period. Average session duration: the average length of a session during a given period. Bounce rate: percentage of users who 

visited the website and immediately left without visiting any other page. New sessions: percentage of users who were new to the site.



Traffic Sources

o Organic search refers the most traffic of 

any referral source; it also has the highest 

average pages per session (3.66%), longest 

time on site (2:34), and lowest bounce rate 

(50%)

o Followed by direct traffic with average 

pages per session of 2.94%, session 

duration of 2:30, and 57% bounce 

rate. 

o Direct traffic and organic search also 

achieved the largest year-over-year traffic 

increases 

o Organic traffic referred the greatest 

percentage of new users (76%)

77%

19%

4%

0% 0% 0%

Organic Search Direct Referral

Social (Other) Email



• The page that lands 17% of the traffic on the website (Grade Levels) also has the highest bounce rate of 

69%, due to the page being a “dead-end” (no links to other internal pages or related content). The home 

page, by comparison, drives a comparable amount of traffic, but has a healthy bounce rate of 48%

• BHMA standards and the CPD keep visitors on the site the longest and sustain a higher average pages per 

session, as they are jumping-off points for more information

Landing Pages



Top Navigation Pages

1. BHMA Standard Grade Levels

2. BHMA Standards

3. Home Page

4. Certified Product Directory

5. 156 Series Standard Accredited 

Procedures

6. ANSI/BHMA 156.9 Cabinet Hardware

7. Hardware Highlights

8. BHMA Product Numbering

9. ANSI/BHMA 156.10 Power Operated 

Pedestrian Doors

10. BHMA Standards Page 1

• With minimal shifts in order, the top 

navigation pages mostly match those of 

the prior year

• The majority of visits to the website are 

navigating to pages that involve 

ANSI/BHMA standards. These pages have 

extremely low exit rates, indicating users 

are going on to look at additional content.

• Higher bounce and exit rates occur on 

individual standard pages, which may 

mean that users have found what they 

were searching for and left, or in some 

cases that the content was not relevant.



User Devices

• While there is an overall trend toward 

mobile devices overtaking desktop for 

browsing, BHMA’s website has 85% 

desktop traffic. There is a slow transition 

to mobile, but it is currently much higher 

than average

• Desktop visitors stay on the website more 

than twice as long as mobile visitors and 

visit almost double the amount of pages

• Desktop traffic has the lowest bounce rate

• Better desktop performance is likely due, 

in part, to the lack of responsive design on 

the website

*These figures reflect data from users whose browsers were able to be detected.

85%

12%

3%

desktop mobile tablet



• The large increases in organic search and direct traffic, coupled with an 

increase in new visitors and a bounce rate that remains low, suggests that 

promotional efforts are working in audience groups interested in BHMA 

content

• Most aspects of user behavior did not differ greatly year over year

• The decrease in pages per a session and session duration could suggest that 

users found the information they needed quickly and left, or that they had 

difficulty navigating the site

• Standards (and standard-related information) and the Certified Products 

Directory (CPD) remain the biggest draws to the site

• Bounce and/or exit rates can be improved by ensuring there are no “dead 

ends” – that all pages provide paths to more relevant content

• Mobile visits and engagement on the website should increase with the new 

website

Key Takeaways



BHMA Website: AMS
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BHMA Website: AMS
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BHMA Website: CPD
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Branding | Marketing | Communications | Education

BHMA “owns” the CPD and it is a key component of BHMA’s

leadership in the industry. As such it will be incorporated

into the branding identity of BHMA as a sub-brand.



BHMA CPD Launch Goals

� Increase industry awareness of the availability and the 

enhanced capabilities of the new CPD

� Help potential users understand how to submit a product 

and how to update one (for manufacturers), why this is a 

better system and how it will help the user (architects, 

specifiers, hardware dealers, builders, owners

� Increase recognition of the value of BHMA, “BHMA Certified 

Products,” and their contributions to life safety and security

� Increase industry engagement in the association
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Three Phases of Launch
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Preparation

• Message 
Development

• Review of 
Operational 
Manual

Materials

• Website 
Content

• F.A.Q.

• “How To” 
Fact Sheet

• Webinars

• Video

Roll Out

• Direct 
Outreach

• Media 
Outreach



Audience Identification 

Tactical approaches will vary according to the three audiences 

that have been identified for outreach:
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Audience I

• CPD Participants

• BHMA Members 
(Associate and Full)

• Nonmembers

Audience II

• Hardware 
manufacturers who 
are not certified.

Audience III

• Industry 
Professionals (e.g., 
architects, builders, 
owners, contractors)
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CPD: Newsletter & FAQs

� Developed a dedicated BHMA CPD Newsletter

� Three languages: English, Spanish, Chinese 



Audience I Outreach Tactics

AUDIENCE I:
� CPD Participants

� BHMA Members (Associate and Full)

� Nonmembers (Manufacturers and Potential Associates)

Direct Outreach 

� E-Newsletter Campaign

Open Rate                     Click-Through Rate

May 1 30.8 % 14.5%

April 4 36.1% 3.3%

March 22 35.5% 9%

March 15 32.8% 17.1%

� Live Webinars on how to submit to CPD, directed to:

� BHMA Staff Users: May 2nd 

� Participants: May 3rd * Approximately 45 participants were on the call

� Test Lab Users: May 6th  
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Audience II & III Outreach Tactics

AUDIENCE II: 

� Hardware manufacturers who are not certified

Direct

� Direct E-Mail Campaign (similar to Audience I campaign)

� LinkedIn-- bolstered to take advantage of the fact that we are a “Company Page.”

AUDIENCE III: 

� Industry professionals,(e.g., architects. builders, owners, contractors) 

Direct

� Trade Show Presence at IBS, AIA, CSI, CES, Remodeling Show to include:

� “BHMA Brand Ambassadors Program”--work with BHMA members who are 

exhibiting at these shows to speak directly to architects and builders in 

attendance about the new CPD and how beneficial it is by having an easel-

backed sign, brochure or flyer to explain it.  
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Media Outreach Tactics
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Social Media

� LinkedIn postings 

� BHMA/CPD Group forum for discussion and updates to CPD members and member 

companies of upcoming events e.g., and webinars   

Media Outreach--Upcoming

� Trade Release

� Feature Article—Fall issue of Construction Specifier



SecureHome Website
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Residential Website Refresh 

The website has been refreshed to help consumers obtain the information 

for which they are looking: 

www.securehome.org

� Optimized for better mobile viewing

� Lifestyle imagery

� SEO Boost 



SecureHome.org
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Website Analytics

www.SecureHome.org



• In comparison to the same period during the previous year, we’ve seen an increase in 

engagement:

• Pages per session increased by 42%

• Session duration increased by 144%

• Bounce rate has decreased by 19% 

• Traffic peaked on October 2, October 24, November 6, December 4, February 11, 

February 18 and March 14

• People are spending more time on the website and visiting more landing pages

SecureHome: Website Overview



SecureHome: Traffic Sources

• Direct traffic drives the largest percentage of 

new users to the site

• 60% of direct traffic led to the 

homepage with the lowest bounce rate 

of 56%

• Organic traffic currently accounts for 27% of 

total visits

• The traffic has continued to increase 

from last year.

• Referral traffic has the highest average 

session duration on site

• Organic traffic has the highest average pages 

per session, as well as the lowest bounce 

rate

62%

27%

11%

Direct Organic Search Referral



• The pages that users spend the most time on are the Homepage and the Contact Us page

• The home page has the lowest bounce rate of 56% because there are multiple navigational paths presented to the 

user

• Traffic on the consumer website continues to be more concentrated than the industry site, with 79% of traffic 

going to the top 3 pages (last year this total was 20%)

SecureHome: Landing Pages



SecureHome:User Devices

• The majority of users are accessing 

the site on their desktop

• In the same time period during 

the previous year, the majority of 

users viewed the website via 

mobile devices

• Despite having the lowest number of 

sessions, tablet traffic has the longest 

session duration, highest pages per a 

session and lowest bounce rate

• The decrease in mobile devices can be 

a result of the Facebook ads that ran 

last year. Most of the Facebook ads 

that brought users to the website 

were run on mobile devices

*These figures reflect data from users whose browsers were able to be detected.

71%

23%

6%

desktop mobile tablet



• Informational/educational pages perform best, keeping users on 

the site longer and making them more likely to continue to view 

other content

• Pages that offered additional navigation paths indicated lower 

bounce rates than those without

• Landing pages with higher bounce rates may be a result of users 

finding the content they need, resulting in them leaving the site

• Having a large increase in direct traffic from mostly new users is 

uncommon, and is likely a result of external promotional efforts

• Causes of direct traffic: users typing in the URL directly, links in 

emails, PDFs or ads.

SecureHome: Key Takeaways



Websites Next Steps

� Blog series

� Short website surveys

� Online advertising on SecureHome.org

� Online Advertising on the CPD, if needed
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Social Media

Facebook & LinkedIn: 
Launched SecureHome Social Pages February 

2019



Activate and Invigorate Social Media:

• SecureHome’s LinkedIn and Facebook pages were launched in February 

2019

• Incorporating the use of hashtags in order to gain a farther reach on our 

social posts

• Examples of hashtags include: #SecureLock, #DurableLock or 

#LockFinish

• Website content available to share on social platforms as we gain a 

following

• Blog series will be appropriate content 

• Influencer partnerships

SecureHome: Growth



Outreach for Audience Development:

• Reach out to groups within the trade and consumer target audiences on 

LinkedIn and Facebook to encourage them to like the SecureHome page 

such as: 

• LinkedIn: Locksmith, Locksmith Marketing & Business Growth, Real 

Estate Agent Safety Forum

• Facebook: DIY Home Improvement Projects (page), Airbnb Property 

Owners (group)

• Create Facebook ads to target the audience to like our page and drive 

traffic to our website

SecureHome: Outreach
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Sample Digital Ads



Media Outreach
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LinkedIn

Impressions: The number of times social media posts or ads are on screen. Clicks: The number of clicks on ad 

links to select destinations or experiences. Engagement rate: The number of people who liked, commented, 

shared or clicked on a post divided by the number of people who saw the post. 

7,244 
Impressions

4.3% 
Engagement 

Rate

576

Followers

206          
Clicks

76          
Likes

Metrics above: October 1, 2018 – April 15, 2019

• Engagement rate has increased by 60% and link clicks by 69%

• More people are clicking on links, liking and commenting on posts 

• The highest engagement is on industry news, which we will continue to share in order 

to increase overall engagement on BHMA’s LinkedIn page  

• Our post on the BHMA CPD update was one of the most highly engaged, driving social 

users to CPD update on the BHMA site



Trade Press Releases
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“BHMA® Publishes Updates to 

ANSI/BHMA Standards”

“BHMA Publishes New ANSI/BHMA 

Standard for Internally Powered 

Architectural Hardware Devices”

“BHMA® Announces 2019 Spring 

Committee Week”



Upcoming Bylined Articles 
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Building Safety Journal

Online, Fall 2019

Topic:  New BHMA CPD

August 2019

Topic: : BHMA Standards—new 

standard  

November/December 2019

Topic: TBD -- Codes
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Retailer Outreach 

For SecureHome.org

Feature articles and ads on the benefits of the BHMA® 

SecureHome™ Label are posted on RM’s: 

• E-newsletter, distributed to 3,000 RM opt-in subscribers

• Website, reaching 15-20,000 unique visitors a month

• Social media community of 130,000-plus 
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Retailer Outreach

February 2019

Author: Ralph Vasami

Topic: A Retailers’ Toolkit: The BHMA SecureHome™ label makes 

shopping for hardware easy.

Circulation: 28,000 |UVM: 12,876



Retailer Outreach
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April 2019

Topic: The BHMA Certified® SecureHome™ Label: Look for the Label 

November 2019: Home improvement/Hardware Issue

Topic: Benefits of BHMA SecureHome Label to Retailers and Shoppers



Member Communications
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E-Newsletter

February 2019 (Winter Edition)  

39% Open Rate/ --- 32% Click-Through Rate       
November 2018 (Fall Edition)  

28.1% Open Rate/ --- 17.2% Click-Through Rate       



E-newsletter Expansion

Goal: To encourage participation by inactive members and by 

new and different individuals within each member firm

Frequency: New schedule will increase from 3X/year to 6X/year.

Content: 

� Existing issues of Industry Update e-newsletters will remain the same.

� New editions of the newsletter will include:  

� Overview of recent BHMA developments, initiatives, trade show participation, 

speaking engagements

� “BHMA Committee Focus” feature in which the chair and/or staff liaison offer 

an overview of what the committee is charged with doing, what they have 

historically accomplished and what their most recent initiatives are

� Informative updates involving the CPD Task Force, Codes & Government 

Affairs, Standards Steering, and Marketing Communications Committee
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E-newsletter Expansion

In Each Issue:

� “Welcome” section to new members, new committee chairs, new staff 

members

� “Farewell” feature to say good-bye to key BHMA representatives who 

are retiring or moving on

� Call-to-action/invitation to become involved in the committees

� Info on regularly scheduled committee meetings

� Info on upcoming in-person meetings

� LinkedIn tab

� Links to recent media coverage



New Initiatives

� School Security Task Group

� Formed a few weeks ago after NFPA published a 

recommendation on barricades

� Goal: Educate the parents and school facilities about the 

safety of school locks and the reasons why barricades are a 

dangerous choice

� Strategy: Team up with NAFSM and arm them with cogent 

documents, based on research and statistics, as they are 

required to inspect schools for safe egress practices

� Permanent Label

� First meeting today of joint MarCom/CGIA Committees
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Thank you
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