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Communications Initiatives to Acquire, Retain and Engage Customers 

 
With offices in San Diego, Carlsbad and Denver, Red Door Interactive, Inc. is a strategic 
partner dedicated to ensuring businesses acquire, convert, retain and engage their 
customers wherever they are. The firm holds more than a decade of expertise in 
successfully developing and executing communications initiatives across all touch points 
to deliver real, measurable results. Our clients include Bosch, Thermador, Rubio's 
Restaurants, Shea Homes, Souplantation & Sweet Tomatoes Restaurants, Charlotte 
Russe and others. 
 
Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 

 
CEOCFO: Mr. Carr, your site indicates Red Door Interactive helps businesses 
evolve in an every changing world. How so? What does the company do? 
Mr. Carr: Most importantly, we work with our clients to give them a real objective look at 
what their customers are experiencing and look at themselves in that context; to see 
themselves within the competitive landscape. Therefore, that involves quite bit of 
research. Then we really give them an opportunity to match those things up with 
whatever the customer needs to help persuade them into building a relationship with our 
client’s brands. Therefore, it is a lot of research, a lot of data and then putting in new 
programs and consistent programs that allow them to make the best use of all the tactics 
we have available to us now in marketing. We magnify that through real strong creative 

ideas and execution. 
 
CEOCFO: What is the key to understanding the customer? 
Mr. Carr: Probably the best tool we have at our disposal is walking through the customer experience. We do Customer 
Journey Mapping where we identify different ways that people interact with our clients and then map that out; what is that 
experience, what do people feel, what do they think, what are the barriers within each step of the process. Then, we 
combine qualitative research with quantitative analytics data where, through that lens, we uncover the why behind certain 
behaviors. 
 
CEOCFO: Are there typical areas or a common thread that companies do not understand that you are able to 
unearth from you research or does it really vary quite a bit company by company, industry by industry? 
Mr. Carr: One of the biggest things right now that people do not understand is the actual conversion process. We do a lot 
of conversion optimization. What are the right words to use? What is the right placement for all of those words? And what 
are the right pictures, images? We work to unlock any barriers. We largely are helping our client get out of the way so that 
the customer can buy.  
 
In many respects, especially online, you really do not have the opportunity to sell. However, the customer really wants to 
buy. Therefore, how do you make it as painless as possible and seamless as possible for them to get through that 
process.  
 
Another thing that we have experienced in the last year or so is the common circumstance where a client says, “We just 
built this new website and it looks great but sales tanked. What happened?”  
 
Unfortunately, marketers do not get to decide what works and performs the best for customers. You really have to put it 
out there and it is largely a best guess. Therefore, the speed and quality of your feedback, research and optimization 
process makes the difference.  
 
Are the sites search friendly and are they doing what it takes to get people into the process? When they are in the 
process, is it easy for them to get through it? The key is: “Are you providing the right information at the right time within 
that overall process to make it so that they do convert?”  
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CEOCFO: Do your clients generally follow your advice? Do you track? Do you see if they have implemented what 
you suggested and how it has worked? 
Mr. Carr: We do, largely because we are the ones implementing the advice. You know, it is funny that you bring that up, 
because we were having this conversation earlier today. We can only advise. We can only help, but they need to help 
themselves as well.  
 
There are cases in which they do not follow the advice. Usually it is not that they are not going to follow it; they are just not 
going to follow it now. Some of it is a timing issue more than anything else. It is a highest priority thing. They do not 
usually do the opposite of what we would like; they just tend to not get around to it.  
 
We have data to support our recommendations and that is why they are bringing us in. It is hard to argue with what we 
can illustrate, because we can illustrate so much. 
 
CEOCFO: Are there particular industries of focus for Red Door? 
Mr. Carr: No. Our bull’s eye customer that we probably focus the most on is what we call national mid size. Those would 
be companies that have big enough budgets for us to deploy what resources we have. However, we also have the 
opportunity to make a big difference in an organization.  
 
We could make decisions fairly swiftly when we have access to the top. Therefore, national mid-sized business to 
consumer companies is usually where we spend our time.  

 
Industry focus, within that, though, is pretty broad. We like to be able to one: sign non-competes with our clients, so that 
we make sure we are in the thick of it with them and get access to what we need to get access to and; two: The breadth 
of what we learn from one industry opens our eyes and gives us that objectivity to apply to another industry. 
 
CEOCFO: Your client list has many recognizable names. How do you find clients and how do they find you? 
Mr. Carr: Interestingly, we have focused our business development on prospects that are local to us in San Diego or in 
Denver. How we get to know them is just through the community and through us doing a good job at what we do. Through 
that, we have gotten connected to all of the marketing VPs by educating them on what is going on in our industry through 
events that we do and content that we produce. Ultimately, at the point which they are ready to do something within our 
space, we are here for them. That is how it happens.  
 
I think the ones that are the big names that you see on our client list that are outside of our market are there because we 
have been referred in or a client contact has left where they were and taken us along to their next gig That is the most 
common ways we have started working with any of the big names. 
 
CEOCFO: When you are talking with a prospective client is there a typical aha moment when they understand the 
difference and what you can bring to the table? 
Mr. Carr: Yes. It is when we have the opportunity to present our data-driven insights and how fast we are able to provide 
that information. That is when they understand what we have here along with the breadth and depth that we have in each 
one of the marketing channels.  
 
What is tough to understand is how broad we are, but also how deep we are within all of the different marketing channels. 
We have specialists in each area. They are very, very deep within their respective domains. Therefore, when you bring 
them together and then they can quickly present a multi-faceted, integrated and cohesive strategy. Then, we can also 
deploy it quickly and see a significant difference. That is really the aha moment for them.  
 
CEOCFO: Are you able to act so quickly because of the technology that you have available, because of the 
expertise or because it just does not take all that long when you know what you are looking for? How do you do 
it? 
Mr. Carr: It is the expertise coupled with technology. However, much of it is that we know what we are looking for. We 
know where to look and how to pull all of it together quickly. We have a process for auditing our client’s customer’s 
experience and then have all the tools, specialists and partnerships to identified leverage opportunities.  
 

“Unfortunately, marketers do not get to decide what works and performs the best for 
customers. You really have to put it out there and it is largely a best guess. Therefore, the 
speed and quality of your feedback, research and optimization process makes the difference.” 
– Reid Carr 
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CEOCFO: Can you always tell when you start to look or are there cases where it is really hard to know what is 
going wrong? 
Mr. Carr: Obviously, there can be a lot of things “going wrong”, but I cannot think of a time where I have not been able to 
tell in short order at least some solvable improvements. I am sure there will be some time where we will find that that will 
not be the case, but we have not been able to find that yet.  
 
When you get a fresh set of eyes looking at things; again that is kind of the process that we have along with the depth that 
we have, there is always something we can fix. That is because the world is always changing and we keep a close look at 
how it is changing related to consumer behavior. Then we know the different domains where we would jump in to solve 
the problem. In all circumstances quick wins are typically fairly simple. 
 
CEOCFO: Do you make recommendations across the board? Would you be working with a company on all ways 
of reaching prospective customers or are there instances where it may be limited to, “check out our website” or 
“check that out” or a mobile app? 
Mr. Carr: We consult them across the board. Again, when you go through the customer experience, the customer 
experience is not limited to one channel. That is why it is so important to take it in the context of how someone goes from 
not knowing you or your industry, in some cases, down to the point in which they have become a loyal customer and 
every step in between.  
 
What are their emotional barriers and what are their physical barriers from a convenience stand point to get them to the 
end result? As we go through that process, we identify, “This is a case for an offline connection, if you use this kind of 
messaging in your conversation with them; or this is something a salesperson should say; or, this is a case for video to 
show the features of the product; whatever it might be.” A typical human is not always behind a computer, most of the 
time he or she has a mobile phone and is almost always influenced by their friends and peers. 
 
CEOCFO: Your site indicates that one of your core values is one hundred percent jerk free. Please explain? What 
does that mean for you? 
Mr. Carr: What it means is it is a culture of open mindedness and respect. The team is more important than the individual. 
We realize, certainly within any industry, what is most important what we found was there is the appropriate collaboration.  
 
There are levels of disagreement that need to happen in order to find the right solution. Therefore, many people might 
think that conflict somehow would be a bad thing. Actually, in some ways it gives people permission to disagree, to have 
that conflict. That is because we know it is about the work and it is not about the person. It also gives people the 
mechanism by which they can have a conversation for a healthy workplace, a healthy relationship, to say, “I did not feel 
good about that interaction that we had. Can we talk about it?” People know that by this value and importance that we 
place on all of our values, but this one in particular, that those conversations are there to continually make us better and 
make our relationships stronger. Therefore, it is really interesting how that manifests in a sense that you have what we 
know is as critical as giving that feedback loop to people. Therefore, everyone knows that it is about making you or the 
work better. It is not that someone is just being a jerk for jerks sake and they want to make your life miserable.  
 
When they are giving you criticism, they are there to help and working to make you or your work bettter. They want to help 
you win, help you do better or with their debating an issue on work, that they think it could be better or should be different 
or something, they can have that debate and know it is about the work and not about some power or personality or 
something like that. That is what it is about.  
 
Red Door is built to be a place that I have wanted to work for a very long time, because I was just looking for a great place 
to work, myself. That is why we started. It is not built to sell. It is not built to go public or anything like that. It is built 
knowing that I am going to spend a whole lot of time here every day, I wanted to enjoy that time and I wanted a whole 
bunch of people to feel the same way. 
 
CEOCFO: Since you have been recognized as a top work place in San Diego I guess your approach is working. 
Would you tell us about giving back, because clearly that is important for you and for Red Door? 
Mr. Carr: We have a few different dimensions by which we do that. I have that personally, so I am on the board of The 
United Way, the board Voice of San Diego and I participate in Rotary. That is of personal importance to me.  
 
At the company we usually have a major cause that we support in one way or another and then have our philanthropy 
committee that is there to identify opportunities for us all to participate in. Therefore, there is a whole lot of camaraderie 
that comes in when we are serving an interest outside of ourselves.  
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The committee gets employees, friends and loved ones together and to go out and do some relatively fun things in ways 
to support various local causes. They have “Serving Seniors” that is nearby our Downtown San Diego office, for example, 
where they serve lunch at a senior center once a month. It is those kinds of experiences that brings people together.  
 
We went and delivered some books to underprivileged kids through our First Book program. That was our big integrated 
program from last year. We just all feel good about one another when we do that. It was just something that we feel like it 
is important to do. It builds a bond that is bigger than the work we do each and every day. We enjoy what we do. It is just 
that sometimes you have to take a step back and recognize that we are just part of something bigger. That is the way by 
which we approach it. 
 
CEOCFO: How is business these days? 
Mr. Carr: Good! It was kind of a rocky last eighteen months or so. It was a lot of change in the corporate world with all of 
the mergers and acquisitions and the economic recovery or sputtering version of that. However, certainly in the last five 
months or so it has been on a pretty strong trajectory. You have to be very flexible and adaptable, but I think we are in a 
position for next year to be able to plan with some semblance of an understanding of what the future will look like. 
 
CEOCFO: Why pay attention to Red Door Interactive? What sets Red Door apart from the crowd? 
Mr. Carr: I would say that there are a couple of different angles. One is from a management stand point, to pay attention 
to us, I think of what we have done in terms of how we create a healthy workplace and one that is inspiring. It is beyond 
the awards that we have. Those are certainly little pieces of evidence of it, but at the same token it is how we 
institutionalized this kind of “best place to work”, but more importantly the engagement that we have with our employees.  
 
From a work stand point I think that they should pay attention to us and how we can deliver specific marketing-oriented 
results and specific sales in very short order that are based on strong insights, data and support, to allow companies to 
institutionalize how they deliver whatever their most important number is: sales, leads, improving return on marketing 
dollars, etc.  

 

BIO: As Red Door Interactive's President & CEO, Reid is there for clients and employees alike. Having began his career 
in advertising, Reid appreciates the integrity of the brand, but focuses on the fact that what we do for clients has to make 
them money. Reid founded Red Door Interactive in 2002 and has since also become a leader in the community. 

 
  
  
  
  
  

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 

Red Door Interactive 

350 10th Avenue, Suite 100 
San Diego, CA 92101 

619-398-2670 
www.reddoor.biz 


