
Amy Lipner: Hi, and welcome to “Don't be creepy: How to write in an increasingly 
personalized world.” I'm Amy. I'm incredibly excited to talk to you. I tried to make it cozy, 
so we're having a cozy personalization chat. I guess we can just get into it. I'll just say 
upfront that my intention with this talk is really to help content strategists, content 
designers with some tools to really be more effective and to have more impact on where 
we're going with personalization. It's something that is not going away, it's only 
increasing, and there's so much opportunity. Yes, I just wanted to share some of my 
experiences, some of what has worked for me, and hopefully, it resonates. Okay. 

Why are we talking about personalization? Obviously, you've clicked “play” for some 
reason or another. According to an Evergage survey, over 99 or nearly 99% of people 
believe that personalization has some impact on advancing customer relationships. It 
shouldn't be too much of a shock, but I'm one of those 99%. I do think that 
personalization, if done well, can really improve, advance the customer-user 
relationship. Quite honestly, as I was just putting this together, there's tons of numbers 
around the effectiveness of personalization. The way that personalization can increase 
ROI and whatnot, but I think fundamentally what it comes down to is that you have a 
better relationship with your user because you're speaking to them more directly and 
you're getting to know them and they feel seen. 

Also, personalization, if you look at Spotify, or Amazon, or Netflix, personalization isn't 
just a feature, it's not just like a part of marketing, it is the product itself. Really I'm going 
to talk about in this talk about when your company that's not investing wholeheartedly 
into personalization, what we can do as writers to improve that process, but then you 
could have looked into other spectrums and think how amazing some really well done 
personalization can be. 

I'm going to start by introducing you to what I'm calling the creepy scale. If you Google, 
which I've done ad nauseam now, personalization and creepiness, they intermingle. 
They're like one-and-one. There's been some feeling that personalization gets like, if it's 
not done well, there's something icky about it. I decided we should just try and 
understand what it is. What does it mean to actually be creepy. Over on the left, I have 
Mr. Rogers, arguably not an especially creepy person, but if you disagree, please let me 
know. Then, on the right, Hannibal Lecter, arguably a creepy person, although I am 
open to debate, so feel free if you feel totally that scale doesn't seem right. Yes, this is 
really just an investigation of what it means for something to be personalized and 
creepy. 

A credit card recommendation when you're checking your savings account. I would 
argue that it's not especially creepy. You're on a financial services website, or you're at 
your bank. You assume that they know your credit score so they can pull up 
recommendations for you, and also argue that it's pretty useful and helpful to know what 
you may or may not be approved for. The thing that might be like it's fully on the left is 
that your credit score is not front-center, you don't exactly know what's happening 
behind the scenes for these recommendations. It's a lot of unknowns, but pretty 
comfortable at this point. It's not incredibly creepy. 
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An Instagram ad for running shorts when you just said aloud that you needed a new 
pair. The ad itself isn't what's creepy. We all use Instagram ads now to just target ads. 
What's creepy is that the mention that it was said aloud and it doesn't sound like this 
person had Googled anything, it's really just coming from their own [laughs] mouth. I 
mean, here. "Phone, are you listening to me?" We haven't really gotten to a place where 
we know exactly what data is being collected and how, and so there's something here 
that I think can trigger, can make us all concerned. 

A friend of mine, funny enough, did this. I think she was like, she had talked about a 
lawnmower that she needed for two days straight to just see what would happen, and 
she did start getting ads. It's something that I think about a lot, like the lawnmower 
situation, if you just say something random out loud, is that how a company is pulling up 
things to market to you? 

Spotify's Made for You playlists. Not especially creepy. You go to Spotify because you 
get to listen to the music that you want, and you also, I assume, will find music that you 
enjoy, just like Mr. Rogers. You're in this ecosystem. Again, this is useful. It's helpful. It's 
stuff that you want. You know that by logging on to Spotify they are tracking the music 
that you listen to. No surprises there. [chuckles] 

An unsanctioned public reveal that my number four most-listened to artist on Spotify 
was Tyga. This did not happen, but this is true. [laughs] Quick aside. I like a lot of music. 
I'm not here to brag, but I was the music director of my college radio station for a hot 
minute. [laughs] Tyga, we could listen to “Taste.” It is my obviously go-to pump-up song. 
He's not going to be the poet laureate any time soon. Honestly, like really catch-you 
songs. I think the issue here is that, [laughs] he's my number four most-listened to artist. 
I don't necessarily—obviously I don't care enough what I'm going to tell all of you 
wonderful Confab participants, and this is true, but to have this revealed without any—
it's coming from me. I'm the one who's choosing to disclose that information for it to be 
shared without my consent, that's where the problem is. Also, I recommend “Taste.” If 
you need something, get something to do. Maybe pause the video. Put it on. Maybe put 
it on while I'm talking. I don't know. 

Then, finally, an ad for an organic cat burial plot, right after you found a new vet. It's 
true. I'd say this is weird. It's irrelevant. What's weird about it is that it's irrelevant. 
Finding a new vet doesn't necessarily mean that your cat is ill, or that there's an 
impending death. It also is just like something so sensitive to have that force on you, it's 
just odd. There's something about timing, sensitivity, usefulness all wrapped up into this 
example. I didn't cause a thing. There we go. Creepy. Real creepy. That's some of the 
context about what I'm thinking about when talking about creepiness. 

I'd say, as we continue to work our way through this, I could ask, how many of those 
creepy moments could have been solved with good content strategy? Spoiler alert. I'm 
going to sit here and argue that a lot could have. I believe and my experience has 
shown that personalization is like a real prime opportunity for us to grab more of the 
reins and to really be able to add a lot of value and impact, whether it's with your clients, 
whether you're in-house, just thinking through how to use personalization technology, 
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how to deploy it, how to rate for it. That is just my general belief. I think it might be 
helpful as we talk through things to start thinking about where the experience of the 
creepiness comes into play—was it a tone issue, was it a voice issue, was it timing—
and then start working backwards to think about how that could have been fixed. It's like 
a little game. 

Hi. As I'm talking already, but I'm Amy. I'm a content design manager at Collective 
Health. We're a healthcare tech company. Put simply, we make it easier to navigate, pay 
for, and find care here in San Francisco. For many of you based in the US, healthcare 
here is, especially in this moment, can be really scarce. I'm trying to make that whole 
experience better. Also, just career-wise, I've done a lot of personalization and stuff. I've 
done a lot of stuff related to personsonalization, building it out for clients and 
companies, and then also deploying it and doing the national ratings, so the strategy 
and the writing, and that's really what I'm going to be talking about here, is how to be in 
those meetings with engineering, with the design team, with PMs, and really be 
advocating and thinking ahead using the skills that we have and then how do you also, 
when it comes down to it, do the writing. 

I'm also a former litigator. Among other things I worked at the US attorney's office in 
Boston on the civil side for a little bit. I realized pretty quickly that law was not for me, 
got into it in part because of writing and much. Maybe many of you, I don't know any 
other lawyers, former lawyers out there. Much better use of my skills. I currently live on 
a houseboat in the San Francisco Bay area. That song “Sitting on the dock of the 
bay…” I just realized was actually about the floating homes. I realized that the other 
week, didn't know. That is where I'm coming to you from and I hope I'm not a creepy 
human, but I guess that's not necessarily for me to decide. You can let me know later. 

Here's where we are headed with this talk. I'm going to go through some basics about 
personalization. I'm not going to spend a ton of time talking about the ways that we're 
using it. I’ll talk briefly about what it is, but really I'm more interested in, hopefully this is 
helpful, I want to dig more into some keys to personalization, really about how to be an 
advocate for content design and content strategy when talking about personalization. 
How to use those skills to make personalization better. Content touchstones, probably 
other people will call them best practices and I think that works just as well, but it's really 
how to write. Do the writing for personalization sound like things to keep in mind and 
think about. Then I have some thoughts about where we're headed, looking into a 
crystal ball, that's what I'm calling that. 

Personalization basics. When I talk or think about personalization, one of the things I 
describe it as anticipating someone's needs and wants and tailoring interactions to 
those preferences. Personalization is often, especially when it kind of first hit the scene, 
is really a lot around like social media and marketing. Obviously, we'll be talking a lot 
about that too, but personalization is really moving into all of these other experiences; 
healthcare for one, helping people find the care that they need. Anticipating what care 
they might need. We're moving away—not away, but like really kind of diversifying the 
ways that personalization can be deployed. That's not just advertisements, and just 
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thinking about how we can use all of this data and information that's been gathered to 
help people in better ways. 

You can also think about personalization from like push notifications to conversational 
interfaces. It's everywhere now, whether we want to call it personalization or not. We are 
narrowing users' experiences based on their habits, based on their history, based on 
what we know about them. That all falls in the bucket of personalization. 

However, personalization is not perfect. It's growing, it's being deployed more, but it's 
not ideal. Accenture estimates that personalization failures can cost US firms 756 billion, 
a total of 2.5 trillion globally. It's a lot of money. It's a lot of money to be lost on 
personalization mistakes. There's a lot of ways you can be creepy. There's a lot of ways 
that it can fail. You can think about it from, like, a creepiness—I think about failures 
could be creepiness, could be tone-deaf, insensitive, or odd. How do we grapple with 
the fact that personalization still isn't perfect? Our next slide talks through some of the 
ways why it's not great and anticipates those so that we can help make it a better 
experience for users and make it more effective for our clients or the companies that 
we're with. 

Perfect though isn't much fun now. No. Why isn't personalization a walk in the park? 
There we go. One bad experience syndrome, I consider this more tied to the brand trust 
experience. If a company overstepped their bounds is too creepy. If the Tyga experience 
actually happened, I'd probably reconsider the use and the way that I interacted with a 
company like Spotify. If that creepy spectrum is breached or if it's breached too many 
times, there is a very high likelihood that a user will not continue to be there. 

Data, data, data. The thing about personalization and one of the things that's so hard is 
data, it’s really hard. It's hard to collect the right data. It's hard to keep it fresh. It's hard 
to keep it clean. It's hard to deploy it in the right way. Just getting data can be really 
expensive, getting the stuff that you need. That's another big thing to keep in mind. Tech 
issues. Getting the right technology in it can be really expensive. It can be complicated. 
You might not be able to do it in-house. You might need to outsource it. 

Then organizational roadblocks, convincing naysayers, personalization, doing it well, it 
can take many months, years. If doing it well is expensive and costly, how do you get 
the right people to do it, to say yes and sign off? All these things combined, especially if 
you are not a company that's building the product as personalization and not 
necessarily wanting to dip your toe in, but wanting to do a little bit more, how do you do 
that in a way facing all of these potential roadblocks? 

Constraints. We have got a few. How do we make personalization work when the 
system is far from ideal? I think that is a wonderful question and that is exactly what I'm 
going to be addressing. My argument is that we lean into content design in UX 
principles. I would say it's our time to shine. I think we are uniquely positioned to think 
about the user and also help businesses guide bigger decisions. Overall I think we need 
to be more addressing personalization work upstream, really kind of getting into the mix 
when these decisions are being made. 
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An example from my experience is that I was asked to execute on, it was a 
personalization in a product piece but also tied to an email, and the ASPs coming from 
the business team, because there was like an opportunity for cost savings. My design 
partner and I looked more into it and it was incredibly onerous on the user. There were 
multiple steps. It just didn't make a lot of sense. We were able to go back and 
investigate, like, so this is a costly thing, what are other ways we can be using 
personalization, because in this case personalization in an email, and just the steps that 
the business team laid out, it didn't make as much sense. Personalization isn't going to 
be the panacea. 

We can help design personalization processes earlier and determine where our 
companies, our clients should be investing. What exactly to deliver. Is that an email? Is 
it a push notification? Is it onboarding flow? How to troubleshoot and avoid problems 
down the line. I think this is like a real value. It's being able to think, to flip how clients, 
companies are thinking about personalization from themselves to the user and really 
think about what problems the user might encounter that might not seem as obvious 
when things are getting off the ground, and then what to write and how. Obviously, that 
is what we do, but really I think with personalization, especially, this cannot be a mad lib 
situation. We really need to be thinking about the end-to-end experience if that's 
available. 

Keys to personalization. This is all about building the product. In a bit, I will talk about 
tips, experiences that I've had around writing that seemed to work really well, but this is 
about when you are in those meetings when you are helping your clients or leading 
through or pushing to get more personalization into your product. How do you be more 
proactive, less reactive? What are things to think about? What are guideposts as you 
are trying to figure out how to set up personalization, things to keep in mind. 

Trust. It's foundational. I'm not going to lie. I just think this video is ridiculous. This dog 
just gets great hang time. We're not here to talk about the dog, though I'd like it to be. 
Everything you're doing is anchored in trust throughout the entire personalization 
process for the user; the more trust you have, the more opportunity for more specific 
personalization, the better the experience can be. I would argue that no matter how 
good your writing is, no matter how good your content strategy is, if you don't have trust 
with your user, it's going to be irrelevant. I think that is amplified in the realm of 
personalization. 

What I like to think about, what has worked for me are these two simple questions. 
When we are trying to map out what a personalization strategy might look like, how can 
I gain trust in this moment, and how might I lose trust in this moment or down the line? I 
think it helps to really understand what the limitations are, what the strengths around the 
data, the technology, what the capabilities actually are. Yes, I think the more that we can 
keep these front and center as we are engaged in conversations with our colleagues, 
the better our writing will be, the better the content strategy will be. Yes. 

Rethinking the creepy scale. Plot twist: good, effective personalization is not about 
becoming Mr. Rogers. Mr. Rogers is safe and secure and someone you trust, right? It's 
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someone you trust. I would argue that really the more trust that you have, the more you 
can push on what you might perceive to be more towards the Hannibal side of the 
creepy scale. Really the more trust that you have, the more you can do. Yes. 

Relevance. It means everything. Do you drink wine? Maybe you drink wine. I drink wine 
[chuckles]. This is a bottle of wine with some Gold Flakes in it. I will ask you as wine 
drinkers, maybe not, if it is something that you are interested in? I'll let you think about it. 
Probably not. Probably not. It's relevant, right? Why would you want gold flakes in your 
wine has nothing to do with anything and that is a key piece of personalization, right? 

Relevance is really thinking about the user and what they might want in that moment. 
No, it's not about you. We know this, this is a basic of UX principles but it's a basic 
because it's critical and that is our value as we are sitting in these conversations. It is 
making sure that we are always going back to the user. A friend of mine is trying to get 
pregnant right now and she ordered a fertility hormone kit, through the mail. She just 
wants to see if there's anything before taking any, going to the doctor or anything else. If 
there's anything immediately that you should be aware of. 

She ordered the kit, this is very recent. She ordered the kit last week. [chuckles] She got 
an add on Instagram for maternity pants, which in theory could eventually be relevant, 
but it's many steps down the line. For her it's not useful right now. It could be useful in a 
couple months, but at this point it feels tone deaf, it feels off color. I think a lot about, for 
relevance, it's really working with the data team and really understanding what is a 
person who is ordering a fertility hormone kit, what is going through their mind and 
where are they in that journey? I would say, especially for highly sensitive moments like 
that, the more that we anchor in relevance and are able to get more people thinking like 
that, the better the personalization experience can be. The less risk of creepiness. 

Transparency. It matters a lot. This is just a screenshot from the Netflix health center. I'll 
talk about this more in a bit, but generally, we are all aware that data and privacy and 
security is top of mind for many people. How can we engage in conversation and let 
people know how we're using their data, in a way that feels earnest and true? As we're 
trying to plot out what we're going to be doing for personalization, what has worked for 
me, is asking what expectations do users have of you of this moment and trying to, 
again, step into their shoes and take a step back and consider what might be going 
through their mind and whether or not this use of their data is what they would expect. 

Another thing that I think is worth calling out on this front, on the transparency front, is if 
you're going to be using their data in a way they might not expect to, that feels like a 
real opportunity to on the content end, but also the work that you're, the flow that a 
person might experience about explaining why this perhaps unexpected thing is 
happening. 

I'm thinking, going back to the bank example of credit card recommendations. What if 
your bank started recommending dresses to you, based—I don't know, it's unclear 
where that data's coming from. 
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If your bank started recommending dresses, where else are you tracking me? Are you 
tracking my like, credit card, where I'm buying from? What is this? It feels like a pretty 
strong left turn. I think if you are doing a personalization strategy that might feel like a 
left turn or out of your core wheelhouse, it's a real space to be able to engage with the 
user and explain what you're doing and why. 

How to develop personalized content. Touchstones and personalization, this is what I 
said could be called best practices, call them whatever you want. These are six things 
that I like to keep in mind as I'm actually doing the writing. If those keys to 
personalization were things to help guide the personalization creation and just general 
strategy, this is about the actual writing and content strategy. Let me also say these are 
all my children. Not going to rank them except there is one. Stay tuned. The order is not 
in any particular way. I don't think, I think we all pull as we write, we all need to step into 
different moments. These are the six things that step in and out of. Okay. 

One to one personalization ratio. Personalized content should lead to a personalized 
product experience. This is one of the things that I found early on in a personalization 
project that I did, which was that we had tried in user research. We sent out a hyper-
personalized email, and then it directed the users to a pretty generic web page. People 
had expected, they were like, "Oh, it's me, you know me." Then they got sent to this 
very generic webpage which didn't work well. I would say that if you don't have an 
especially robust personalization experience, to really keep in mind the experience of 
the flow and to make sure that personalization is steady throughout. This is a true 
Airbnb email [chuckles] giving me recommendations for a trip that I had last summer to 
Truckee. 

I think if we're using that example, if they sent me an email that was, "Hey, Amy, get  
ready for your trip to Truckee. We know that you love running and yoga and hiking," and 
like "here's some recommendations," and they listed all these out in the email. Then I 
were to go to the website and it was like kiteboarding and sword fighting, and things that 
I was definitely not interested in, or just a menagerie of just random experiences, that 
would not feel great for the user. Yes, you set up some expectation that the user feels 
like, taken care of. Make sure that whatever way that you are personalizing or taking 
care of them through the experience that it stays consistent. 

Real talk. State of affairs. Brought this up on their transparency page, but the majority of 
Americans report being concerned about the way their data is being used by 
companies. This should not be a surprise, right? We all know this and likely you too are 
one of these people. Maybe not. I am. This is just something we have to contend with. 
Personalization in particular touches right into that. These concerns aren't going 
anywhere and the thing that I have tried to do in the work that I've done, and it's been 
successful, is to make, create an opportunity to get out in front. Wherever that moment 
is that someone might be concerned, about the way that their data is being used or 
there might be a moment of hesitation to create a conversation with them, about what 
you're doing and why. 
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This is just a screenshot from Wealthfront's onboarding flow, and it's, they're asking 
information of you and then they're going to give you personalized recommendations for 
how to save or spend your money and like what sort of investment vehicles to use. 
Right here, there's this moment where they ask you to link your bank accounts, which, 
it's your bank account, it's your money. This is a real moment of concern. People want 
to know how they're going to be protected, how they're going to use their data, why 
even link my accounts here? They give a great example. This is the time that you want 
to be addressing those questions, especially, I would say too, with this onboarding flow, 
the user doesn't have as close of a relationship with Wealthfront. They need to do more 
work upfront, to be able to tie and to get people to have that foundational trust. Here 
though, the more that you can show that's going to benefit them, the easier that will be, 
the more relevant that recommendations can be and the more you can show that, the 
better. 

How are people actually thinking and talking? This is a screenshot of the moment. Be 
part of the convo folks are already having in their heads. This is a very specific writing 
tool that I have used. It's really may be at the start of trying to figure out what to say in a 
piece of content is really understanding, and too for back up and say, when you're trying 
to figure how to talk to people about a specific thing, really understanding the concerns, 
the fears people have, the things that they're excited about their personal experiences. 

Often what I will do is hop onto a chat forum—I was going to say chat board but I think 
that's I think that's outdated. Often I'll use, if it's a product or something like Amazon 
reviews, are just App Store reviews to get a sense of the way that people are talking 
about things and trying to mimic that language or just that content because I think what 
is exciting about personalization and what feels good is people—it's them, it's relevant. 
It can help make their life easier. Yes, being able to tap into all of those benefits, I think 
it's really—there's a lot of power there. Just one of the things that I do is try to 
understand the way that people are talking about it. I like to be able to have those 
recommendations feel like an extension of the conversations that they have with 
themselves. 

Full-throttle Hannibal. Getting more comfortable with being creepy. One of the things 
that I have found as time has passed is that people are more comfortable with 
creepiness than we think. Maybe the title of this talk is irrelevant. People know that the 
data is being used and I think the more that you can be transparent and let them know 
and also the more that the expectations are set up front, the more you're able to push 
towards the Hannibal side, right? We talked about this, but we're saying it again. 

Here's also from my inbox, my year on ClassPass, I worked out a fair amount. I didn't 
know that ClassPass was tracking all these things. How many minutes I spent, which is 
a frankly terrifying, or where that I—how much time I spent strength training versus 
something else. The email didn't—it was interesting, right? It wasn't creepy. Same with 
Spotify's year-in-review. It doesn't feel as creepy. It's cool. It's a way to see all of your 
data aggregated and to see like, what your year actually looks like. Which is all to say 
that actually in a lot of my research too, people have a pretty high tolerance for 
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creepiness. It's just the way that the data is being used and the relationship and 
expectations that you have with your users. 

No one likes a one-way conversation. This is an example from Stitch Fix. Stitch Fix, they 
use AI personal, they have a whole personalization experience for clothing. Basically, 
you say what you're interested in and then they'll send you clothes that fit your needs 
and interests and style. Sorry, Stitch Fix. I feel like that wasn't the best but I think so. I 
think you got it. Anyways, direct ongoing feedback is critical. This quite honestly, in my 
own experience, has been one of the most useful things to deploy in personalization. 
Here Stitch Fix asks you to basically rate the clothes that they sent. 

There's something pretty earnest about this too, right? You want to get better clothes so 
there's something really useful to you. You want to get clothes that fit your style, but 
they're asking a lot of questions. They're really trying to understand exactly what it is or 
is not that may be of interest to you, and how to better meet your needs. I know 
personally, when we've launched some personalization features, the more that we could 
integrate feedback and opportunities, the more quickly we were able to catch data 
staffers and work with the data team to change a lot of the algorithms. It limits the 
amount, the chance of a creepiness happening. Yes, to me, I just feel like the more that 
you can engage and actually hear what people are thinking or saying, it will save you. 
Yes, I would say they're all my children but this one to me I feel like is the one that has 
been perhaps most helpful. Yes, and building out personalization that actually works. 

Okay, but why? Why can make all the difference. I think we all know this context really 
matters. This Facebook page, why am I seeing this? We have an answer for you. 
Facebook is controversial in some ways but just creating that opportunity to provide 
context about what they're actually doing and why, again, engaging in conversation and 
personalization as a whole should never feel like a one-way conversation. Yes, the more 
context, the better. 

Where we are headed. Here's some thoughts about where I think personalization could 
be headed. Smarter data systems. I think every—we're getting better. We're getting data 
and technology that doesn't necessarily require as much investment or implementation. 
It's just getting easier to create smarter and less risky, personalized recommendations 
and just personalization experience. I think we're getting privacy baked in more and 
more. Privacy, just like, addressing privacy concerns upfront. I think this is more of a 
short-term thing, in a good way. I don't foresee a world where, at least here in the United 
States, that personalization—sorry, that data will be protected but I think a number of 
companies I want to thank, a number of companies will be taking more strides to be 
more transparent with their data. This might be naive but yes. I don't think across the 
board that's going to happen but I do think smaller companies will be doing what they 
can because there is real value in being transparent and making the use of data more 
clear. 

More controls for the user. Short term, also. I think we'll be able to see the user being 
able to add more of what they want and being able to control personalization and what 
they want personalized more and more. Even I think about onboarding flows and the 
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ways that people can control what they want shared and not, and then I think longer 
term, we're going to see more robust end-to-end personalized journeys. Someone 
enters the company and then at the end, they have the whole experience ends up being 
incredibly personalized. Whether we want to talk about it from e-commerce or 
healthcare, maybe from like a healthcare end, someone can get better, more targeted 
care when they join an insurance company or whatnot, and then throughout their 
journey, they get the right reminders and they get the right prescriptions and whatnot. 
It's all just all bucketed together. 

We'll also say, more thoughtful embedded content strategy, right? If I'm saying one 
thing, I'm saying that we have a lot of opportunity. Personalization still, it's not new, but 
it's far from perfect. The sooner we can get at the table earlier on thinking about what 
we're actually going to do, what our companies and clients, how they're actually going to 
deploy personalization, the better. Yes, I think that as just like the role of content 
designing, content strategists, we get more and more integrated and we can really show 
our value, I think we'll be able to offer a real—from my own experience, just being at the 
table has made a huge difference in how we're actually thinking through and creating 
personalization strategies. 

Yes, thank you so much. I'd love to talk anything personalization, @waywardaim is my 
handle, you can also quite honestly email me amy@amylipner.com. I am on all the 
channels. Feel free to reach out. I would love to talk more. Yes, it's been a real treat. 
Okay, thanks so much. Bye. 

[00:40:49] [END OF AUDIO]

10


