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Your smartphone is likely one 
of the most valuable things you 
own, both in the monetary and 
sentimental sense. It’s kind of 
amazing and a little scary that 
pretty much all of us own pricey 
little supercomputers, stuffed 
into our pockets or tossed 
haphazardly into our bags.

hris Peters and Rob Ward 
recognized exactly that when 
they started not one, but 
two successful ecommerce 
companies selling products 
to protect and travel with 
smartphones. This turned out to 
be a market with huge potential, 
and today, Quad Lock is one of 
the best-known device mount 
and accessory companies 
around.

When they started out, however, 
the smartphone wasn’t nearly 
as ubiquitous as it is today, and 
consumers were just figuring 
out how to integrate the device 
into their daily lives. That meant 
users weren’t always sure what 
they were looking for, so the duo 
had to carve out a new market.

Today Quad Lock targets a 
wide variety of users—whether 
car commuters, cyclists, hang 
gliders, or kayakers—tapping into 
valuable pockets of potential 
customers that didn’t always 
exist. 

Over the past seven years, 
Peters and Ward have built 
an impressive case study of a 
company that not only called 

attention to a huge market need 
as it evolved, but also developed 
a top-notch line of products to 
resolve it. Here’s how they did it.

From opena to 
Quad Lock

Quad Lock wasn’t Peters and 
Ward’s first rodeo. Before the 
device-mounting brand came 
Opena, a smartphone case that 
doubled as a bottle opener. 

Although Peters and Ward had 
the idea for Quad Lock first, they 
saw instant opportunity with 
Opena. They came up with the 
idea on a quick Sunday night 
phone call and moved forward 
with the device as their very first 
Kickstarter project. In 2011, 578 
backers pledged over $28,000 
to bring the project to life.

In a way, Opena was a guinea pig 
for Peters and Ward. The team 
didn’t have to create a market 
for Opena (like they later did for 
Quad Lock), so the product was 
a much easier idea to execute. 
This was one of the main ways 
that Opena varied from Quad 
Lock. 

Ward says. Because of that, 
Opena entered the market and 
was welcomed immediately.

People had 
iPhones and they 
drank beers they 

couldn’t open,”
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Consumers also approached Opena in 
a different way than they eventually 
would Quad Lock. “It was a very different 
purchase,” Peters said. “It was an 
impulsive buy…a conversation starter.” 
Because the price was so low, people 
stumbled across Opena and made a quick 
purchase. Peters and Ward didn’t have to 
explain why consumers might need their 
product. The purpose was very clear.

The team had an entirely different 
experience with Quad Lock. 

The idea was not radically different from 
their first success—both attempting 
to improve the experience of owning 
a smartphone. But Quad Lock, a range 
of products that would help users 
mount their phones in several modes 
of transportation, would prove a bigger 
challenge to sell.

There was a six-month window between 
the Opena and Quad Lock campaigns, 
and by the time Quad Lock came on the 
scene, Peters and Ward felt they had 
mastered Kickstarter and ecommerce. 
But it took some time 
for the product to 
stick.

“[Quad Lock] was 
more [of a] slow 
burn,” Peters says. 
“It didn't have that 
initial massive 
spike in attention, 
and it didn't 
get the media 
attention that the 
Opena did.”

But good things take 
time, as Peters and 

Ward both learned from their second 
campaign. Whereas Opena was an 
impulse buy, Quad Lock solved a real 
problem—although early on, Peters 
and Ward had to do some consumer 
education in order to emphasize that 
problem and distinguish Quad Lock 
as the solution.

ccessories for mounting smart 
devices are more common today than 
in the early days of iPhones. In the 
beginning, the team had to carve out 
a new market and invest in promotion 
that detailed why consumers needed 
Quad Lock.

“[Initially, we had to say], ‘This is what 
you should be doing, this is what 
you should be using, this a cool way 
of solving this issue that you have,’” 
Ward says. “Because if you’re not 
aware that there’s something out 
there, you’re not actually seeing the 
issue. And if no one is searching for 
the solution, you’ve got to tell them 
that.” 

The team refused to wait around for 
consumers to come to them, taking 
a more aggressive approach to 
outreach than they had before.

One way in which Peters and Ward 
increased visibility was by using 
Google Trends to determine product 
names and consumers’ paths to 
purchase. They found that although 
we may speak the same language, 
we say things differently, meaning 
we also search for things differently. 
That’s especially true when 
customers are still wrapping their 
heads around an emerging problem 
and solution. 



“Is it a ‘smartphone bike 
mount’…or ‘a bike mount for 
iPhone’?” Ward says. “You 
can’t expect any customer 
to join the dots anymore, 
because they’re getting 
so much information all 
the time. You’ve got to join 
all the dots, you’ve got to 
give them the solution, and 
you’ve got to make them be 
able to check out in a single 
tap, if possible.”

As the duo were adapting 
to meet their new product’s 
particular challenges, sadly, 
the time came for Opena’s 
chapter to be closed. The 
tipping point was when a 
beverage company ripped 
off the product, and Peters 
and Ward chose not to 
collaborate. The company 
secured manufacturers 
to mimic their design for 
cheap, shouldering Opena 
off the market. 

“It was a lesson in making 
sure you’ve got good IP 
protection, trademarks, 
and all that in place to 
prevent those things from 
happening,” Peters says.

Still, Peters and Ward said 
they wouldn’t have done 
things any differently if 
given the chance. They 
didn’t have the funds to 
invest in IP protection, and 
if they had, they wouldn’t 
have had the money to take 
Opena to market.

“We would have had to protect 
an idea with no product, rather 
than having a product with no 
IP,” Peters says.

t H E  i M p o r ta n c E  o F

The biggest lesson 
Peters and Ward learned 
from the fall of Opena 
was to invest heavily in 
branding, which can be 
even more powerful than 
any intellectual property. 
“If you can, you just want 
to make people want your 
brand,” Ward says.

While branding might 
have saved Opena, Ward 
and Peters have found it 
to be even more crucial 
with Quad Lock. 

“With something like Quad 
Lock, you’re putting a 
fairly expensive device 
in a potentially high-risk 
situation, so you want to 
make sure you’re buying a 
quality, trusted product,” 
Peters says.

This is where the Quad 
Lock branding has 
contributed so much to 
the product’s success, so 
much so that Apple itself 
is a reseller.

W
hen it comes 
to branding a 
new product, 
Peters and 
Ward have 
a couple 

pointers. First and 
foremost, they 
encourage companies 
to truly understand 
every single user of the 
product. With the Quad 
Lock bike mount as an 
example, one user might 
be a road cyclist, so you 
need to know their age, 
who they are, and what 
they like. Same goes for 
the mountain biker, and 
the commuter, etc.—all 
different markets you 
can tailor content to.

One single product might 
tell different stories as it 
applies to different users. 
That’s where positioning 
comes into play. Quad 
Lock might sell their bike 
mount to a commuter in 
a completely different 
way than they’d market 
to a casual Sunday 
afternoon cruiser.

BraNdiNg



But the Quad Lock brand 
remains the same across the 
board, which gets to their 
second branding pointer: 
consistency. 

“You say ‘Quad Lock’ to 
someone who knows us and 
that means secure mounting—
the best on the market,” Ward 
says. “They have all these kind 
of assumptions about the 
product because it’s been told 
consistently over time in a way 
that they understand.”

For Quad Lock, great branding is 
providing an understanding of 
your company and product as 
it applies to its users and doing 
that consistently over time. 

Lastly, Peters and Ward are 
adamant about producing quality 
products. If they don’t think 
their product is the best on the 
market—one they are personally 
happy to use—they step up and 
improve. 

Great products also encourage 
a great reputation, reviews, and 
feedback from customers. This is 
important to Quad Lock because 
they sell thousands of products 
by word of mouth alone. “The 
amount of people that buy just 
because their mate started using 
it and said, ‘This thing is the best. 
You’ve got to get one.’ You can’t 
beat that,” Peters says.

Quality doesn’t only apply to the 
product itself, though. It’s also in 
the overall experience of ordering, 
receiving, and using the product. 
Anything from shipping notifications 
to promotional videos can contribute 
to a memorable user experience. 
And memorable experiences lead 
to reviews, word of mouth, repeat 
purchases, and brand loyalty.

“When the new iPhone or Samsung 
comes out, we’ll get people sending 
us photos of their phone in a box 
saying, ‘I can’t open it until my new 
Quad Lock gets here because I can’t 
live without it,’” Ward says. Excellent 
branding helps products integrate 
themselves into consumers’ lives.

Selling high-quality products 
with consistent, excellent user 
experiences can be hard to maintain 
over time. Meeting customer 
expectations can be even harder. 
But memorable branding that makes 
for loyal customers isn’t supposed 
to be easy. “If you drop the quality or 
start skimping when [customers are] 
expecting this level of quality, that’s 
when you’re going to start losing your 
reputation for the brand,” Ward says.

You don’t 
build a BraNd 
overnight,” 
Peters says. 
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he platform still works to 
validate ideas, but brands can’t 
simply start campaigns and 
expect immediate traffic and 
sales. There’s a lot of noise to 
break through to become really 
popular, meaning brands need 
to bring their own audiences.

As for Facebook advertising, 
the pair stumbled upon it by 
simply asking “What if?”

“I remember thinking, ‘I wonder 
if people click on these little 
things,’ because it was so basic. 
It was like a tiny little thumbnail. 
I wondered if people [would] 
click on that and would buy 
something from an ecommerce 
website,” Ward says.

t
taking the road 
Less traveled 

Peters and Ward haven’t 
followed many trends in 
their time as entrepreneurs. 
Instead, they’ve set them. 
From Kickstarter to Facebook 
ads and more, the duo has 
a knack for spotting trends 
before they happen.
Opena was the pair’s first 
Kickstarter, soon followed 
by Quad Lock. Crowdfunding 
was still brand new, and 
Peters and Ward were able 
to use Kickstarter for its 
intended purpose—raising 
money to validate a market 
gap and to pay for a product 
that would ship in perhaps 
two to three months.

Today, the platform is very 
different. “[Kickstarter] has 
changed a lot since when 
we first used it. It’s a very 
competitive space now,” 
Peters says.

Kickstarter and other 
crowdfunding platforms are 
now used more like marketing 
platforms. Brands often 
have already-made products 
to ship immediately. If you 
succeed too quickly, you won’t 
be ready to handle growth. 
Ideas get ripped off all the 
time because brands aren’t 
prepared to scale.
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LivePlan. Learn more 
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alliedecker.com.

At the time, he remembers it 
felt silly to be curious about 
that, but he took the chance 
and tried it anyway. They 
eventually learned more about 
advertising and targeting on 
the platform, an opportunity 
they stumbled upon simply 
because they were curious.

“When you’re curious, and 
you’re looking for things that 
have changed, you’re going 
to trip over opportunity,” Ward 
says. “It’s just the curiosity, I 
think, and looking and playing 
and, you know, looking under 
the hood. But coming at it with 
no preconception.”

For Peters and Ward, that 
open-minded attitude very 
often underlies success. In 
fact, it’s what helped them 
develop Quad Lock in the 
 first place.

When the first iPhone was 
released, it wasn’t shipping 
to Australia yet. Peters had it 
imported just to brainstorm 
product ideas. Had he 
not taken the chance and 
experimented with the newest 
smartphone, Quad Lock 
wouldn’t exist.

Over time, Peters and 
Ward have talked to a lot of 
entrepreneurs who are hesitant 
to make mistakes along the 
way. They want everything 
right from the start. “But 
that’s a crazy idea,” Ward says. 

“Something done is better than 
not doing it at all, because then 
you get a chance to do it better 
again.”

They encourage entrepreneurs 
to not prioritize perfection, 
especially the first time around. 
To them, it’s better to ship 
product at 70 percent and learn 
how to make it better rather 
than wait until everything is at 
100 percent, which ultimately 
means not shipping at all.

To learn more about Quad Lock, 
visit http://quadlockcase.com. 
You can also find Rob Ward and 
Chris Peters on Twitter at 
@robyward and @cplicious.
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If you get everything 
working okay, you get a 
chance to make one of 
them better. You get it 
working better, you get 
a bit more of a chance 
to make another part of 
it better,” Ward says.


