
	
	

Matthew:	 Hello.	Welcome	to	Marketing	Smarts,	a	podcast	brought	to	you	by	
MarketingProfs.	I’m	your	host	Matthew	Grant,	Managing	Editor	here	at	MarketingProfs	and	I	
thank	you	for	listening.		

Last	month	we	had	Cimarron	Buser	of	Aperion	on	the	show	to	discuss	the	use	of	mobile	in	the	
enterprise	and	the	creation	of	internal	app	stores.	The	idea	behind	that	show	was	to	get	B-to-B	
marketers	to	think	a	bit	more	broadly	about	how	they	might	take	advantage	of	mobile	by	
providing	just	in	time	sales	support	via	custom	maps,	for	example.		

Still,	as	interesting	as	the	idea	of	mobile	in	the	enterprise	is	to	me,	I	got	to	thinking	that	there	
was	probably	some	basic	mobile	blocking	and	tackling	that	all	marketers	should	be	taking	care	
of,	like	creating	mobile	websites	and	mobile	optimized	landing	pages.	And	that	we	should	get	
someone	on	here	who	could	talk	mainstream	mobile.	What	companies	are	doing	with	it,	what	
they	could	be	doing	with	it,	and	where	to	start.	

That	someone	is	Tim	Hayden,	CMO	of	44	Doors,	an	Austin	based	mobile	marketing	solutions	
provider	working	with	clients	as	diverse	as	ADP,	Kendle	Jackson	Wines,	and	the	Green	Bay	
Packers.	I	invited	Tim	to	Marketing	Smarts	to	discuss	the	ways	that	companies	get	mobile	
wrong,	how	they	can	get	it	right,	and	of	course,	Billy	Ray	Cyrus.		

Before	we	get	started	however,	I	want	to	remind	everyone	that	if	you	like	what	you	hear	on	
Marketing	Smarts	(and	even	if	you	don’t)	you	can	always	leave	us	a	review	in	iTunes	or	a	
comment	for	us	on	MarketingProfs	Daily	Fix	blog.	You	can	also	reach	out	to	me	directly	via	
email,	my	address	is	mattg@marketingprofs.com.		

All	right,	let’s	get	started.	Tim,	welcome	to	Marketing	Smarts.		

Tim:	 	 Thanks,	Matt.	It’s	great	to	be	here.		

Matthew:	 So	we’re	talking	to	you	and	you’re	down	in	Austin,	Texas,	right?		

Tim:	 	 Yes,	I	am.	Privilege	and	enjoying	the	day.		

Matthew:	 It	was	funny	because	the	last	time	I	was	in	Austin	was	last	February	when	it	was	
25	degrees	out	and	snowing.	Is	it	actually	a	nice	day	there	like	it	normally	is?		

Tim:	 	 Absolutely.	But,	it’s	January	and	we	only	have	days	like	that	in	February	when	
you’re	in	town.	So	there’s	not	a	cloud	in	the	sky	and	from	what	I	can	see	it’s	74	degrees.	

Matthew:	 Nice.	That’s	exactly	how	it	was	the	day	we	all	had	to	leave	and	come	back	to	
Boston,	which	was	frozen	solid.	Anne	Handley	and	I	were	down	on	Congress	Street,	is	that	right,	
South	Congress	where	people	hang	out?		



	
	

Tim:	 	 Yes,	South	Congress	Avenue.		

Matthew:	 And	people	were	in	shorts,	and	yet	two	days	before	it	was	literally	25	degrees.	
And	I	know	that	drivers	down	there	weren’t	used	to	having	a	dusting	of	snow.	People	were	
driving	pretty	much	straight	off	the	road	as	soon	as	they	saw	the	white	flakes.		

Tim:	 	 Yeah.	Folks	from	Seattle	yell	at	us	about	how	we	drive	in	the	rain.	Folks	from	the	
Northeast	and	the	Midwest	always	yell	at	us	for	that	24	hours	that	there	is	ice	or	snow	on	the	
street.	I	mean,	that	24	hours,	that’s	an	annuity	–	it	just	happens	and	we	just	call	everything	off	
and	sit	home	and	drink.		

Matthew:	 Right,	which	is	what	one	should	do.	So,	you	kind	of	have	an	accent	to	my	
northern	ears.	Are	you	from	Texas?		

Tim:	 	 Yes.	I	grew	up	in	the	Dallas	–	Fort	Worth	area	and	went	to	college	just	south	of	
Austin	in	San	Marcus	at	Texas	State	University.	I	moved	back	to	Dallas	for	about	four	years	and	
realized	that’s	just	not	life	and	got	back	here	to	the	hill	country	and	have	been	in	Austin	since	
1999.		

Matthew:	 Nice.	I	guess	I’ve	been	to	Houston	and	Dallas	and	Austin,	but	if	I	had	my	druthers	
or	next	time	I	come	to	Texas	I’m	hoping	it’s	Austin	because	that’s	a	place	where	I	personally	felt	
most	at	home.		

So	you’re	Chief	Marketing	Officer	over	there	at	44	Doors.	Would	you	mind	telling	the	Marketing	
Smarts	audience	what	you	all	do?		

Tim:	 	 Sure.	At	44	Doors	we’re	really	focused	on	what	we	call	the	mobile	moment.	
That’s	the	moment	in	both	a	B-to-B	and	a	brand-to-consumer	capacity	that	a	brand	may	wish	to	
engage	an	audience	who	is	using	their	phone.	In	this	case	and	more	often	these	days	that’s	a	
smartphone.		

We	have	some	proprietary	technology,	a	platform	called	Capture	that	allows	you	do	things	such	
as	host	surveys,	–	these	would	be	mobile	friendly	surveys	–	comment	cards,	that	type	of	
consumer	feedback,	and	be	able	to	frame	that	with	the	time	of	day,	the	location	and	perhaps	
their	Facebook	identification	just	so	you	would	know	who	they	are	and	who	they’re	connected	
to	and	whether	or	not	they	like	you	on	Facebook.		

Again,	when	we	talk	about	the	moment	we’re	just	really	building	technology.	Sometimes	it’s	
apps	and	websites,	but	more	often	it’s	just	using	Capture,	the	platform	itself,	to	capitalize	on	
how	brief	people	actually	look	at	the	screens	that	they	have	now	in	their	pockets	and	their	
purses.		



	
	

So	how	do	people	get	there?	Usually	from	an	offline	standpoint	it’s	from	putting	a	URL	in	a	
mobile	browser,	scanning	a	QR	code,	or	sending	a	text	message.	I’m	sure	we’ll	talk	more	about	
that,	but	that’s	what	the	Capture	platform	really	capitalizes	on	are	those	three	behaviors.	

Matthew:	 When	you	talk	about	the	mobile	moment	–	and	it’s	funny,	as	you	were	just	
saying	how	brief	it	can	be	and	how	fleeting	that	moment	can	be	–	could	you	give	our	listeners	
some	of	idea	of	for	different	types	of	companies	what	do	those	moments	look	like?	I’m	sure	
sometimes	they’re	in	stores,	sometimes	they’re	not.	What’s	sort	of	the	range	of	mobile	
moments	that	companies	should	be	looking	at	to	at	least	do	something	with	or	to	capitalize	on?		

Tim:	 	 Well,	when	we	look	at	the	audience	in	North	America	at	large,	when	we	look	at	
the	millions	of	folks	who	are	carrying	a	Blackberry,	an	Android,	or	an	iPhone,	sometime	this	
year	many	of	them	are	going	to	be	carrying	a	Windows	phone,	a	Microsoft	powered	device.	So	
change	is	always	there.	I	would	say	you’re	looking	at	from	a	retail	everyday	life	–	where	to	take	
my	dry	cleaning,	where	to	have	a	burger,	how	to	get	to	the	place	where	my	kid	has	a	dance	
recital.	There’s	a	number	of	utilitarian	ways	that	people	are	using	their	device.	

Once	they’ve	made	their	decision	or	once	they	have	the	information	they	need	usually	they	put	
their	phone	back	in	their	pocket	or	in	the	cup	holder	in	their	car	and	they’re	on	their	way.	So	I	
would	say	as	you	look	at	higher	ticket	items	in	B-to-B	it’s	the	same	type	of	construction	from	a	
utilitarian	and	need	for	instant	information	that	we’re	seeing.	

But,	the	type	of	content	that	we	see	in	those	capacities	is	going	to	be	where,	again,	people	
don’t	want	to	see	a	desktop	website.	I	often	tell	people	no	one	cares	who	your	Board	of	
Directors	is	or	what	was	press	releases	for	the	last	month	look	like	when	they	come	to	you	from	
a	handset.	That’s	different	from	a	tablet.		

From	a	handset	while	they’re	having	lunch	and	someone	told	them	about	you	and	they	decided	
to	look	you	up,	they’re	looking	for	information	that	would	compel	them	to	be	contacted	later	or	
to	subscribe,	to	enlist,	or	otherwise	fill	out	some	type	of	information,	whether	that’s	directional	
feedback,	survey,	or	polling.	

Again,	it’s	still	utilitarian,	it’s	still	a	brief	moment,	but	it’s	actionable	content	that	they’re	
looking	for.	It’s	not	the	brochureware	that	the	desktop	web	had	led	us	to	believe	we	needed	to	
have	on	a	website	all	these	years.	

Matthew:	 The	first	thing	I	was	thinking	as	you	were	talking	initially	about	the	retail	
experience	and	certainly	whenever	we’ve	done	stuff	through	MarketingProfs	around	mobile	
that’s	the	big	question	we	get,	“I	see	the	B-to-C	applications,	but	really	what	are	the	B-to-B	
applications?”	It	sounds	like	what	you’re	saying,	first	of	all,	there	are	going	to	be	sort	of	drive-by	



	
	

on	the	fly	checking	in	with	your	website	type	of	things	that	every	company	is	going	to	
experience.	

So	does	that	usually	mean	at	least	the	first	thing	that	companies	need	to	think	about	is	how	
they’re	going	to	capitalize	on	that	moment	by	perhaps	creating	a	mobile	website?	And	on	that	
front	I	was	wondering,	I’m	still	surprised	myself	when	I	go	to	websites	that	they	haven’t	created	
a	mobile	version.	Is	that	just	really	slow	to	take	off	or	people	just	don’t	understand	the	
importance	of	mobilizing	their	website?		

Tim:	 	 I	think	for	good	reason	there	are	many	brands.	We	work	with	quite	a	few	people	
in	the	travel	industry,	CDBs,	hotels,	tour	operators.	For	the	better	part	of	the	last	18	months	I	
had	people	in	that	industry	tell	me,	“Listen,	people	aren’t	going	to	book	travel,	they’re	not	
going	to	purchase	travel	from	a	mobile	or	handset	device.”		

I	think	we’ve	seen	that	behavior	change,	but	because	that	was	the	popular	belief	and	opinion,	
especially	within	that	industry,	I	ran	into	hundreds	of	folks	who	just	said,	“We	just	don’t	feel	like	
it’s	necessary	or	need.”	It’s	what	we	call	in	marketing	or	advertising	as	below	the	line.	If	we	had	
the	budget	and	the	capacity	to	do	it,	maybe	we’ll	do	it.	But,	we	don’t	feel	like	it’s	an	above	the	
line	necessity.	

That	has	drastically	changed	as	we	saw	the	New	Year	come.	We’ve	seen	it	here	at	44	Doors	in	
that	budgets	are	finally	there.	Mobile	is	no	longer	a	sub-line	item	under	digital,	but	perhaps	
now	is	a	larger	category	of	how	mobile	is	integrated	through	multiple	channels,	multiple	
mediums	in	terms	of	marketing.	

Just	thinking	that	most	people	don’t	leave	home	without	or	absolutely	have	a	fit	whenever	they	
do	leave	their	smartphone	at	home.	So	how	do	we	capitalize	on	the	fact	that	it’s	ubiquitous,	it’s	
always	there,	and	respect	it?	With	that	I	always	tell	people	the	very	first	thing	that	they’re	going	
to	do	is	drag	the	age	old	desktop	behavior	with	them	is	they’re	probably	going	to	Google	you.		

That	statement	is	substantiated	that	search	is	the	most	popular	thing	are	doing	from	their	
phones.	Again,	they	may	be	looking	for	something	tactically	to	do	such	as	where	to	have	lunch,	
where	to	watch	a	movie.	But,	at	the	same	time	they’re	still	going	to	Google	and	they’re	still	
going	to	popular	search	engines	to	find	you.	

If	they	do	that	on	a	mobile	device	Google	sure	has	mobile	friendly	covered,	so	you’re	okay	
there.	But,	once	you	show	up	on	a	listing	and	they	click	through	to	you	if	they	land	on	a	site	that	
either	doesn’t	load	or	loads	too	slow	or	they	have	to	do	what	we	call	pinch	and	scroll	to	zoom	
in	to	see	what	is	on	your	website	or	to	fill	out	a	form.		



	
	

If	that’s	the	experience	they’re	having	it’s	equivalent	of	a	bad	customer	experience	and	you	
quite	literally	are	running	the	jeopardy	of	losing	them,	sometimes	forever.		

Matthew:	 So	I’m	wondering	though,	what	is	the	hang	up	on	some	level?	I	think	since	you’re	
saying	search	is	one	of	the	most	frequent	mobile	activities	and	especially	people	are	searching	
on	Google	and	then	finding	a	website,	I	think	people	can	safely	assume	if	they’re	looking	at	your	
site	from	a	mobile	phone	they’re	probably	not	going	to	be	exploring	your	site	and	doing	a	deep	
dive	and	following	link	paths	or	whatever.	But,	there	probably	is	a	handful	of	things	that	you	
can	assume	they’re	going	to	be	doing.	

First	of	all,	they’re	going	to	see	who	is	this	company,	do	they	actually	have	a	website.	Second	of	
all,	I’m	sure	they’re	going	to	be	looking	for	contact	information	or	just	something	very	simple.	
So	are	companies	just	not	getting	it	or	they	think,	“If	I	have	to	create	a	mobile	version	of	my	site	
on	top	of	everything	else,	I’ve	got	all	these	landing	pages,”	blah	blah	blah	and	they	just	don’t	
want	to	do	it,	when	in	fact	it	actually	could	be	a	relatively	simple	step?	

Tim:	 	 Well,	I	think	I	could	say	all	of	the	above	you	just	listed	was	the	case	in	2010	and	
2011.	I	talked	about	travel	specifically,	let’s	take	it	a	little	higher.	When	folks	looked	at	their	
Google	Analytics	and	they	saw	at	the	beginning	of	last	year	that	mobile	traffic	to	their	website	
was	10%	or	lower	they	probably	just	used	that	right	there	to	discount	the	need	to	build	a	
mobile	website.		

What	we’ve	seen	over	the	last	two	quarters	of	2011	and	these	opening	weeks	of	2012	is	that	
the	priority	certainly	seems	to	be	applied	to	ensuring	that	we	have	mobile	landing	pages.	We’re	
seeing	quite	a	few	people	that	are	just	sticking	their	toes	in	the	water	now	and	they’re	saying,	
“If	we’re	going	to	know	that	if	we	have	direct	mail	as	a	part	of	our	marketing	mix,	we	know	that	
people	take	their	cell	phones	with	them	to	the	mailbox.	So	let’s	make	sure	that	the	URL	that’s	
on	that	piece	of	mail	goes	to	a	mobile	friendly	landing	page.”		

We	do	have	quite	a	few	customers	and	I	do	run	into	many	prospects	or	people	I	meet	at	events	
where	I	speak	where	they	say,	“That’s	what	we’re	going	to	do	to	test	the	waters	and	see	if	
people	really	are	going	to	come	to	a	website,	fill	out	a	form,	or	convert	to	Facebook	or	
subscribe	to	our	email	list,	or	download	a	mobile	coupon.”		

I	think	that’s	the	next	step.	Once	they	do	that	that’s	where	they	start	to	go	and	try	to	justify	the	
investment	that	would	need	to	be	made	to	have	an	overall	mobile	friendly	web	presence.		

I	think	this	is	the	year	we’re	going	to	see	the	tipping	point	and	the	turning	point	for	that	to	be	
much	like	social	media	was	two	years	ago.	It	wasn’t	“Are	we	going	to	do	it?”	It	is,	“We’re	doing	
it.	How	are	we	going	to	do	it?”	I	think	that’s	where	we	are	right	now.	



	
	

Matthew:	 I	think	too	it’s	not	just	with	direct	mail,	but	certainly	with	email.	I	mean,	the	way	
I	use	my	phone	it’s	like	email	triage	system.	Sometimes	it	ends	up	badly	because	I’ll	look	at	an	
email	on	my	phone	and	be	like,	“I’ve	got	to	deal	with	that,”	and	then	of	course	somewhere	in	
my	reptile	brain	it	said,	“You’ve	already	looked	at	that	email,	forget	about	it.”	So	there	are	
some	problems	with	using	it	as	a	triage	device.		

I	would	think	too	that	any	company	that	has	invested	a	lot	in	email	marketing	is	going	to	make	
sure	that	any	page	you’re	sending	people	to	is	mobile	friendly	just	because	so	many	people	are	
looking	at	email	on	the	phone.	Or	am	I	mistaken?	

Tim:	 	 No,	you’re	not	mistaken.	I	think	in	many	of	the	major	email	marketing	platforms	
that	are	out	there	today,	just	as	the	same	can	be	said	for	blogging,	there	are	tons	of	mobile	
plugins	to	Wordpress	and	StumbleUpon	and	Tumblr.	I	know	over	time	both	made	sure	that	any	
content	you	put	up	on	those	blogging	platforms	certainly	would	be	mobile	friendly.		

I	think	from	an	email	standpoint	I	just	want	to	come	back	to	that.	You	have	to	think	about	it	the	
same	way	that	you	would	a	website.	If	you’re	sending	an	email,	if	you’re	able	to	see	from	the	
analytics	on	your	email	marketing	that	you	have	quite	a	few	clicks	and	opens	on	mobile	devices	
you	have	to	understand	that	the	sheer	volume	of	content,	both	in	terms	of	text	and	whether	or	
not	you’re	including	video	or	other	types	of	interactive	or	dynamic	content,	I	think	you	have	to	
understand	that	if	someone	is	reading	their	email	on	a	mobile	device	they	are	usually	on	the	go.		

They’re	riding	the	train,	they’re	walking	down	the	street,	or	God	forbid	they’re	driving	their	car.	
But,	if	they’re	doing	that	they’re	going	to	get	in	and	out	very	quickly.	So	you	have	to	condense,	
just	as	you	would	condense	content	on	your	website	you	have	to	condense	the	content	that	
you	put	into	email	today	because	the	sheer	time	that	someone	is	going	to	be	looking	at	their	
email	is	much	shorter	than	it	was	when	they	parked	in	front	of	a	desktop	or	notebook	
computer	all	day.	

Matthew:	 Right.	As	you	say,	also	the	behaviors	themselves	are	evolving.	Like	you	said,	
when	people	first	get	their	iPhone	or	their	Android	phone,	or	whatever,	they’re	basically	
bringing	over	their	desktop	behaviors	to	this	effectively	portable	desktop	device.	But	then	
people	do	eventually	start	doing	things	that	are	a	little	more	native	to	it.		

I	think	to	this	point,	this	is	where	I	wanted	to	move	off	mobile	websites	and	into	some	of	the	
cooler	things,	frankly,	that	are	possible	with	smartphones.	Yeah,	there’s	a	browser	on	it	and	
you	can	go	to	websites,	but	usually	on	my	smartphone	I’m	only	going	on	the	web	when	I	
absolutely	positively	have	to.	Otherwise	I’m	trying	to	use	apps	and	doing	other	things.		

So	I	was	wondering	if	we	could	kind	of	explore	some	of	the	stuff	and	some	of	the	technical	
opportunities	that	smartphones	themselves	are	offering	in	some	other	areas,	particularly	with	



	
	

QR	codes.	We	talked	about	this	prior	to	the	call.	Could	you	talk	a	little	bit	about	that?	I’ve	only	
zapped,	I’ve	been	in	museums	now	and	seen	QR	codes	there	and	stuff	like	that.	I’m	just	
wondering	if	you	could	talk	about	some	of	the	cool	things	or	interesting	innovative	things	that	
people	are	doing	with	QR	codes,	either	that	you	guys	have	done	or	that	you’ve	seen	done	out	
there,	so	we	can	kind	of	explore	this	neck	of	the	woods.	

Tim:	 	 Sure.	I	often	say	that	mobile	is	a	behavior,	it’s	not	a	technology.	I’ve	had	a	couple	
people,	Stephen	Randall	with	Locomoto	was	the	first	person	who	kind	of	gave	me	the	thought	
of	how	to	say	that.	He	would	always	say,	“Think	about	the	behavior	before	you	think	about	the	
technology.”		

QR	codes	are	a	part	of	this	growing	phenomena	that	we	type	less	on	our	touch	screen	handheld	
devices.	I	often	poke	fun	because	many	of	us	have	statements	around	the	signature	on	our	
emails	that	apologize	for	typos	or	for	mistakes	in	the	emails	that	we	send	people	because	we	
are	doing	it	from	our	iPhone	or	a	mobile	device.	Well,	therein	lies	evidence	that	it’s	a	bit	of	a	
task	to	type	something	on	a	touch	screen	phone.		

QR	codes	are	one	of	a	number	of	technologies	that	we’ve	seen	here	in	the	United	States	over	
the	past	18	months	and	probably	will	see	for	the	next	two	to	three	years	that	help	you	get	
around	the	need	to	go	type	something	and	just	be	able	to	scan	a	barcode	that	then	takes	you	
either	to	an	app	or	to	a	mobile	website.		

There	are	a	number	of	things	that	can	happen	when	you	land	there.	You’ll	see	“scan	to	make	a	
phone	call.”	You’ll	see	“scan	to	set	a	reminder	in	your	calendar.”	You’ll	see	“scan	to	get	a	
coupon.”	Again,	all	of	these	are	things,	if	you	think	about	it,	the	scan	itself	is	replacing	what	
would	have	been	the	need	for	you	to	type	something	into	the	device.		

As	we’re	on	the	go	more,	and	I	think	that’s	what	you	have	to	think	about	here	is	as	we’re	
liberated	from	having	to	sit	at	a	desk	and	stare	at	email	on	a	screen	in	front	of	us,	now	that	we	
can	get	out	about	our	lives	and	our	day,	be	more	productive	perhaps	at	business	or	enjoy	more	
personal	time,	the	brevity	that	we	were	talking	about	with	content	in	email	and	the	mobile	web	
is	the	same	thing	that	happens	before	they	even	go	to	the	device.	

So	QR	codes	are	a	seamless	way	for	someone	to	access	content	that	could	perhaps	be	in	the	
cloud,	on	the	web,	or	otherwise	only	accessed	through	a	mobile	device.	You’re	just	
circumventing	the	need	t	type	something	into	the	browser	or	send	a	text	message.	

Matthew:	 Is	it	complicated	to	actually	set	up	a	QR	code	system?	It’s	funny	as	you	were	
talking	about	and	saying	that	it	becomes	this	replacement	for	typing,	and	it	certainly	is,	if	
there’s	an	action	you	want	to	do	my	immediate	thought	was,	“Wow,	are	we	going	to	be	able	to	



	
	

start	putting	them	in	our	emails?”	But	of	course	that	doesn’t	make	any	sense.	I	thought,	“Matt,	
don’t	say	that	out	loud	because	then	you’ll	be	saying	that	are	ludicrous.”	

Tim:	 	 But	you	did	and	I’ll	come	back	to	it.	

Matthew:	 Perfect.	I	think	that	seems	like	an	obvious	location	thing,	you’re	seeing	it	in	the	
subway,	on	billboards,	I	can	totally	see	it	happening	at	trade	shows	and	people	using	QR	codes	
as	a	shortcut	to	give	people	a	bunch	of	stuff.		

Could	you	tell	our	audience	a	little	bit	about	what	you	guys	did	actually	using	QR	codes	in	a	
television	show?		

Tim:	 	 Yes.	I	think	you	found	that	the	other	day.	Billy	Ray	Cyrus	was	in	a	made-for-TV	
movie	on	the	Hallmark	Channel.	The	Hallmark	Channel	came	to	us	and	said,	“We	want	to	look	
at	a	way	that	we	would	be	able	to	gauge	the	volume	or	attentiveness	or	interactive	
consideration	that	the	audience	may	have	when	they	watch	this	movie.”	And	we	had	some	
really	content	to	be	the	incentive;	in	this	case	it	was	a	music	video	of	Billy	Ray	Cyrus.			

In	the	frame	of	that	I	kind	of	gave	you	some	of	the	reasons	they	may	want	to	do	that.	It	also	
allows	you	to	see	in	that	case	how	people	may	have	digitally	recorded	on	a	DVR	the	movie	and	
watched	it	days	later.	That’s	data	that	you	have	a	number	of	ways	you	can	get	from	a	set	top	
box	or	Neilsen	or	some	of	the	other	generalized	data	from	a	behavior	standpoint	that’s	out	
there.	But,	it	helps	Hallmark	Channel	understand	a	little	bit	more	what	that	viewing	behavior	
looks	like.		

I’ll	answer	your	first	question	though	before	we	talk	about	“achey	breaky”	uses	of	QR	codes.	
That	is	anyone	can	go	generate	a	QR	code	at	Google.	They	can	go	to	Google	and	look	for	free	
QR	code	generators.	You	can	find	platforms	out	there	that	allow	you	at	no	charge	or	at	a	
nominal	monthly	fee	where	you	can	build	mobile	friendly	websites	with	what	is	just	like	a	
WYSIWYG,	anybody	wouldn’t	have	to	code	but	would	be	able	to	build	mobile	friendly	websites	
and	have	a	QR	code	generated	that	points	to	them.	That’s	not	hard	to	find.		

There	are	other	systems	like	what	we	have	44	Doors	with	Capture.	There	are	probably,	I’d	say,	
as	many	as	20	around	the	world	right	now	that	go	a	little	bit	deeper	into	the	analytics	and	the	
ability	for	you	to	control	content	on	what	people	see	on	their	devices	based	on	the	time	of	day	
or	their	location	or	their	device	type.	There	are	a	number	of	other	variables	that	you	can	plug	in	
there.		

It’s	why	QR	codes	will	be	around	for	awhile.	All	they	are	is	a	barcode	representation	of	text	and	
that	text	always	is	to	a	URL.	And	again,	that	shortcut	is	easy	for	you	to	go	create	because	there	



	
	

are	so	many	free	generators	out	there.	It	just	depends	on	how	robust	you	want	to	be	from	a	
content	strategy	standpoint	or	from	an	overall	marketing	strategy	standpoint.	

Matthew:	 Okay.	So	it’s	super	simple.	I’m	just	going	to	start	creating	QR	codes	and	maybe	I’ll	
just	start	communicating	with	my	friends	via	QR	code.	Do	people	get	them	tattooed?	They	
must.	

Tim:	 	 Well,	unfortunately	you	have	what	I	just	call	widespread	use	and	abuse.		

Matthew:	 Yes.	

Tim:	 	 Real	estate	agents	are	definitely	culprits.	They	have	for	the	better	part	of	a	year	
and	a	half	now	in	that	industry	we’ve	seen	so	many	of	them	put	QR	codes	on	yard	signage	that	
goes	to	a	non-mobile	friendly	website.	Again,	the	ease	that	I	just	described	of	being	able	to	
create	a	free	QR	code	does	not	exempt	you	from	ensuring	that	that	is	relevant	content	that	will	
certainly	work	and	be	friendly	and	ready	to	work	on	any	mobile	device	that	scans	it.	

Matthew:	 Right.	So	it’s	so	easy	it’s	scary	and	people	do	stupid	things	with	it.	I’ll	just	call	it	
stupid.	I	hope	I’m	not	insulting	anybody.	Thoughtless	maybe	is	a	better	word	than	stupid.		

Tim:	 	 Well,	look	at	Twitter.	How	much	thoughtless	nonsense	is	on	Twitter?		

Matthew:	 Don’t	remind	me.	True.		

Tim:	 	 It’s	the	same	thing.	Chuck	Heyman,	a	friend	of	mine	over	at	WCG,	he’s	their	VP	
of	Analytics	and	we	talk	about	this	often.	All	emerging	technology,	all	new	behavior	that’s	
associated	with	what’s	possible	now	with	new	technology	is	going	to	see	a	tremendous	amount	
of	misapplication,	misuse	and	abuse.	I	have	no	problem	with	you	labeling	it	as	stupidity.	

Matthew:	 Thanks	for	supporting	me.	Getting	back	to	the	“achey	breaky”	use	of	QR	codes.	I	
was	really	curious,	I	don’t	know	how	much	you	can	actually	divulge	about	it.	I’m	just	curious.	
Personally	I’ll	cop	to	it,	I	don’t	actually	have	a	television,	so	I	don’t	watch	TV.	At	least	to	that	
extent	I’m	off	the	grid.	Were	people	actually	pulling	out	their	phones	and	interacting	with	this	
code?		

Tim:	 	 Yes.	I’m	not	at	liberty	to	share	the	numbers	just	yet,	because	believe	it	or	not	
we’re	still	seeing	hundreds	of	people	scan	the	code	this	week,	almost	a	full	month	after	it	aired.	
But,	we	had	let’s	just	say	north	of	10,000	people	within	the	three	or	four	days	surrounding	
when	it	originally	aired.	We	had	folks	pulling	their	phones	out,	pausing	the	DVR	or	being	able	to	
make	it	happen	fast	enough	within	the	45	seconds,	total	of	90	seconds	it	was	up	there	twice	at	
45	seconds	each,	and	scanning	the	QR	code	and	going	to	a	website	to	download	a	music	video.	



	
	

Matthew:	 I	didn’t	expect	you	to	go	into	super	depth,	but	you	answered	my	question.	Yes,	
there	were	thousands	of	people	who	were	willing	to	do	this.	That’s	interesting.		

Obviously	we	could	talk	about	mobile	for	a	long	time	and	we	have	a	limited	amount	of	time	
here	on	Marketing	Smarts.	I’m	just	wondering	at	this	point	if	someone	is	on	the	fence,	a	
marketing	person	and	they’re	on	the	fence	about	going	mobile	or	doing	anything	with	mobile	in	
terms	of	their	marketing,	my	guess	is	they’re	probably	thinking	two	things.	“I	really	don’t	see	
how	this	applies	to	my	business,	X.”	Or	they’re	thinking,	“That’s	just	one	more	thing	I’ve	got	to	
deal	with	and	I	don’t	think	I	have	the	budget	for	it.”		

What	sort	of	advice	would	you	give	that	person	to	help	them	get	off	the	fence	and	actually	take	
advantage	of	something	that	it	seems	to	me	could	be	a	very	powerful	tool	if	rightly	applied?		

Tim:	 	 Well,	there	are	quite	a	few	people	that	are	in	this	space	that	would	immediately	
go	to	Forrest	or	Gartner,	Comscore,	and	pull	their	data	out	to	show	mobile	usage	in	the	United	
States	and	outside	of	the	United	States.	The	numbers	get	bigger	when	you	go	beyond	the	
United	States.	We’re	a	little	bit	lagged	in	how	we	use	our	mobile	devices	here,	believe	it	or	not.		

I	would	say	the	first	thing	I	do	with	quite	a	few	people	is	when	I	speak	at	events	I	ask	everyone	
in	the	room	to	visit	their	own	website	from	their	mobile	phone.	A	year	ago	I	would	have	half	
the	audience	almost	scream	and	gasp	about	how	their	website	didn’t	look	right,	it	didn’t	load,	
or	it	didn’t	work	at	all	when	it	loaded	on	their	mobile	device.	That’s	still	true	today	with	
Blackberry	more	than	anything	else.		

That	moment	is	usually	a	wake	up	moment.	You	get	a	little	bit	more	detailed	when	you	say,	
“Let’s	take	a	look	at	your	Google	Analytics.”	Again,	if	people	are	seeing	numbers	that	are	below	
20%	today,	I	see	that	quite	often,	and	they	say,	“Well,	it’s	below	20%	and	I	don’t	have	to	worry	
about	it.”	I	say,	“You	know,	that	could	be	20%,	one	in	five	of	the	people	trying	to	find	you,	
trying	to	learn	about	you,	that	when	they	can’t	or	you’re	not	friendly	with	them,	if	you	don’t	
greet	them	with	something	that	works	well	and	gives	them	the	content	they’re	looking	for	you	
may	have	lost	them.”		

So	many	of	the	same	strategies	you	would	have	done	from	a	content	standpoint	in	the	desktop	
capacity	that	type	of	thought	has	to	go	into	how	you	use	mobile.	I	think	that’s	one	of	the	main	
ways	I	do	it	is	just	say	you	have	to	understand	that	that	number	is	only	get	bigger.	It	may	be	at	
16%	today.	I	can	promise	you	by	the	end	of	next	quarter	it	will	be	above	20%.		

And	watch	what	happens	as	the	first	quarter	of	2013	comes,	as	the	price	of	the	device	goes	
down	and	we	have	the	next	after	next	iteration	of	an	all-you-can-eat	data	plan.	This	will	be	the	
primary	device	that	consumers	and	your	customers,	period,	will	use	to	initially	find	you	and	
interact	with	you.	You	better	prepare	for	it	today	if	you	want	to	do	any	trial	and	error	today,	or	



	
	

you’re	going	to	be	figuratively	caught	with	your	pants	down	or	your	arms	tied	behind	your	back	
because	you	can’t	get	up	to	speed	fast	enough	for	the	day	that	everyone	is	coming	at	you	that	
way.	

Matthew:	 Right.	That’s	the	thing	where	I	think	with	people	who	are	saying,	“No	one	is	
really	doing	it.	It’s	just	10%,”	or	something	like	that.	People	see	that	as	a	reason	not	to	do	
something.	But,	I	like	what	you	were	just	saying,	that’s	exactly	the	reason	you	should	be	doing	
something	now	because	actually	you	have	some	wiggle	room	and	you	have	some	room	to	play	
around	and	experiment	with	things	without	getting	just	caught	in	some	figurative	bind.	

It’s	a	sort	of	formulation	that	I	really	like,	this	idea	that	mobile	is	a	behavior	and	not	a	
technology.	Again,	I	think	people	get	hung	up	on	the	technical	attributes	of	it	and	they’re	not	
thinking	about	their	customers	from	just	a	behavioral	standpoint	and	buying	process	and	all	this	
other	stuff,	and	seeing	how	mobile	is	already	a	part	of	it.		

I	mean,	for	most	business	people	mobile	is	part	of	their	daily	experience	–	on	the	buyer’s	side	
and	the	seller’s	side.	If	you	haven’t	considered	the	implications	of	that	for	your	business,	as	you	
were	saying,	now	is	the	time	to	do	it	because	it’s	not	going	to	get	less	going	forward,	it’s	going	
to	happen	more.	

And	on	that	front,	this	is	my	final	question,	on	your	bio	at	44	Doors	you	said	when	you’re	not	
saving	the	world	from	bad	mobile	experiences	you’re	doing	other	things	like	Meals-on-Wheels	
and	more,	so	I	was	just	wondering	if	you	could	say	what	are	two	or	three	key	attributes	of	a	
good	mobile	experience.	

Tim:	 	 I’ll	take	what	you	just	said	about	behavior	before	technology	or	behavior	instead	
of	technology.	The	audience,	and	your	audience	as	a	brand	marketer	today,	they’re	on	the	go.	
Certainly	they’ve	always	been	on	the	go,	but	now	they	really	are	physically	not	having	to	sit	at	a	
desk	and	wait	for	that	email	or	that	document	to	come	through	their	computer	before	the	shut	
it	down	and	go	home,	or	go	have	beers	with	a	college	friend,	or	have	dinner	with	their	family.		

So	with	that,	when	we	talk	about	good	and	bad	mobile	experiences	is	again	understanding	this	
is	a	small	screen.	If	it’s	a	small	screen	make	sure	that	the	font	and	the	images	and	the	volume	of	
content	that	you’re	providing	to	that	mobile	audience	that	they	can	see	it	and	they	don’t	have	
to	spend	too	much	time	or	work	too	hard	to	zoom	in	to	see	it.		

I	think	getting	them	fast	to	a	decision	point,	whether	you	want	them	to	subscribe	to	an	email	
newsletter	or	download	a	coupon,	answer	a	survey,	watch	a	video,	whatever	it	is	you’re	trying	
to	get	them	to	do	once	they	land	there	make	sure	that	you	get	them	to	it	fast.		



	
	

I’ve	got	clients	that	do	sweepstakes	and	we	have	to	look	at	the	legalese	and	what	I	call	the	
birdseed	text	that	is	always	there	from	a	legal	standpoint.	There	are	ways	that	you	can	push	so	
much	of	that	requisite	content	that	you	thought	had	to	be	there	always	and	push	it	to	the	
bottom,	push	it	around	just	as	you	would	a	display	ad	in	a	magazine	but	just	now	on	a	smaller	
screen	that	is	going	to	have	less	time	spent	on	it.		

I	think	the	other	thing	is	when	I	say	mobile	experiences	I	talk	about	apps	as	much	as	I	do	the	
mobile	web.	Apps	are	the	same	thing.	Think	about	if	you	were	going	to	build	an	app,	ensure	
that	you	have	the	budget	to	make	it	work	on	both	iPhone	and	Android	and	get	ready	to	engage	
a	developer	who	can	do	it	on	a	Microsoft	powered	device.	That’s	going	to	happen	this	year.	
When	you	do	that	make	sure	that	you	have	some	diligence	surrounding	which	one	you	do	first.	

But,	in	the	behavior	and	experience	of	how	people	will	use	that	app	ensure	that	you’re	
providing	some	utilitarian	value.	So	in	much	of	the	way	that	you	would	have	come	up	with	a	
blog	strategy	from	a	content	standpoint	or	your	social	media	strategy,	your	newsletter	strategy,	
that	same	thought	has	to	be	put	into	the	content	you	want	to	deliver	through	the	app	if	in	fact	
you’re	trying	to	deliver	promotional,	educational,	or	some	other	type	of	instructional	content	
through	that	app.		

Other	than	that,	just	always	ask	the	question	“Are	people	really	going	to	use	this?”	In	a	
crowded	sea	of	apps	upon	apps	when	you’ve	got	to	compete	with	Yelp	and	you’ve	got	to	
compete	with	Facebook	for	time	on	the	device,	is	this	app	you’re	going	to	build	really	going	to	
have	utilitarian	value?	It’s	easy	for	apps,	people	will	just	delete	it,	remove	it,	and	uninstall	it	
from	the	device	if	it	provides	with	a	bad	or	non-valuable	experience.		

But,	you	have	to	go	through	those	thought	processes.	Again,	it	all	points	back	to	behavior.	
There’s	only	so	many	hours	in	the	day	and	now	that	we’re	mobile	and	we	can	do	everything	we	
did	at	a	computer	–	almost	everything	–	why	would	we	sit	at	a	desk	when	it’s	77	degrees	
outside	in	Austin,	Texas?		

Matthew:	 And	with	that	I	think	we’ll	draw	this	to	a	close.	We’re	out	of	time.	Though	I	did	
want	to	just	reiterate,	at	least	as	I	heard	it,	what	goes	into	a	good	mobile	experience	is,	first	of	
all,	people	don’t	have	to	work	too	hard	when	they	get	there,	whatever	you	want	them	to	do	
you	walk	them	through	it	quickly	so	they	actually	do	it	quickly,	you’re	ready	to	actually	engage	
on	all	different	platforms,	and	especially	if	you’re	developing	an	app	you’re	really	focusing	on	
utility	and	is	this	something	someone	is	really	going	to	use.	And	that’s	why	you	have	to	focus	on	
behavior,	what	are	they	doing	and	how	is	this	going	to	help	them	do	it	better.	

Tim,	as	I	said,	that’s	all	the	time	we	have	for	right	now.	If	people	want	to	find	out	more	about	
44	Doors	if	you’re	out	there	educating	people	on	this	stuff	how	can	they	find	out	more	about	
what’s	happening	in	the	world	of	the	Tim	Hayden?		



	
	

Tim:	 	 Fairly	simple,	two	places	where	you’ll	find	the	most	up	to	date	content	and	
information	on	me	where	I	am	and	what	we’re	doing	at	44	Doors.	44Doors.com.	A	couple	
places	you	can	go	from	there	all	linked	from	the	homepage;	the	blog,	information	about	our	
services	or	the	events	where	we	are	sponsoring	or	speaking	is	there.	And	then	on	Twitter	I	am	
@TheTimHayden	and	I	do	have	that	linked	to	just	about	every	other	thing	that	I	do,	so	if	I’m	
doing	it	you	can	find	it	there.		

Matthew:	 All	right.	Thank	you	very	much,	Tim,	for	taking	the	time	to	talk	to	us	today	from	
beautiful	Austin,	Texas.	And	thank	you	listeners	for	listening	all	the	way	here	to	the	end.		

This	has	been	Marketing	Smarts,	a	podcast	brought	to	you	by	MarketingProfs.	I’ve	been	your	
host	Matthew	Grant	and	I’ll	talk	to	you	next	week.		

	


