
Michael Haggerty Villa: Hi, everyone. Welcome, Confab family. Great to see you 
virtually. It's great to be here. I'm Michael Haggerty Villa. Welcome to “On the same 
Page: Unify your teams with a powerful style guide.” Before I begin, I want to thank you 
all for dialing in, and I especially want to reach out and say thanks to Kristina, Tenessa, 
and the rest of the Confab team for planning this most unusual and very special 
conference. Thank you for including me and letting me tell this story, which I'm very 
passionate about and I hope we can all learn a little something from. 

I also want to say that I'm actually surprised that other people are not giving this talk as 
there's a lot of smart people who do style guide talks and discussions. Of course, 
they're Sarah Richards, Beth Schagen, Andrea Dugay, Rob Mills, lots of other people 
who have been talking about a lot of style guide richness, and I acknowledge them and I 
stand on their shoulders. I hope we're all building on a lot of the work that they've done 
and the writing, and the innovation that they've brought to this field. 

Also, I need to thank some of my friends at Intuit who've made this possible, Jennifer 
Schmick and Tina O'Shea, who put me up for this and suggested that I apply to Confab 
to share this story. Let's talk about the story. Let's talk about getting on the same page 
for your team. If you have a team of two people or a team of 20 or 200, you can learn 
something from this case study that I'm going to share. It's about unifying that style 
guide, that thing that guides how you go about doing your content business. We're 
going to talk about the issues, the problems, the opportunities that Intuit faced. 

Then we're going to talk about some of our first steps at fixing them. Some of those 
included voice and tone, of course, our content strategy fundamentals, inventory and 
audit. We're going to go there, yes, get ready. We're going to talk about how we 
developed a process for standards, for content standards specifically, but it's also a 
process that can be applied to design systems in general. We're going to talk about 
some principles of operating principles, how we went about doing our business so we 
don't go crazy and we can continue to be productive and effective and collaborative and 
just good people. 

Then we have to do it all again. We have to continue to iterate. We have to improve our 
work. We're going to talk about how we did that. We're going to talk about people 
because you can't talk about content without talking about people. The people who 
make it, the people who consume it, the people who make it challenging. I believe it falls 
under there, but they're under my little photo in this little Zoom screen, but we're going 
to talk about magic words, your magic words and also some words that can help make 
all of this work go a little bit better. Let's dive into a little bit of level setting. 

What we're not going to talk about? The fundamentals of style guides. If you really want 
to start with that, I recommend you go to that Qordoba talk, that's listed at the upper left, 
“Starting from Scratch” with Beth Schagen, because she tells you how to do a style 
guide if you don't already have one and don't even have an AP Style book on your desk. 
Why would that be the case? I do not know, but anyway these are good guidelines for 
you to get started if you're just starting on a style guide. But if you have one, or like Intuit 
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at one point, if you have 16 from 16 different teams or individuals, we can talk about 
what to do about that. 

We're going to talk about a case study of how we created contentdesign.intuit.com. Yes, 
that is the actual content design team. We all were wearing matching clothes that day. 
Look, there's me, I'm at the upper right, with a thought bubble above my head. Yes, 
there is nothing in that thought bubble. I think that might be the visual artists getting 
back at me for something or maybe it's much deeper than I really understand, but there 
we are. The content design site at Intuit is the style guide that we use for all Intuit 
communications and content creation and strategy. We'll talk about how we create it, 
but first, there has to be random pictures of cats. 

This is Willow. Everyone, meet Willow. She's looking at you, like, "Please stand back six 
feet from me, contagious human." But because I'm going to be dealing with a lot of 
heavy stuff, I think we're going to need a little bit of breathers throughout. Let's be 
honest, cat media of all kinds is what the internet does best. I thought I would contribute 
to that effort. Now let's talk about where Intuit was about two and a half, three years ago 
with an abundance of editorial style guides across the organization. It seems like 
everyone had their own personal PDF somewhere or on some design systems site or 
on a Wiki page. 

The consumer group, which works with TurboTax, Turbo, and Mint, they had their style 
and user's guide. The QuickBooks style guide was part of the design system and then 
the Intuit design system also had content guidelines. There were more; I'm not showing 
you all of the hundreds of ugly wikis, helpful wikis. We also have guidelines for a bunch 
of specific content use cases; obviously help/customer support content had a lot of stuff. 
Look, here's how we decided to distribute that content so helpfully in Box files, and then 
there's the CUI character Bible. 

This is actually telling us all the details for how we write for our check book, QB 
assistant, CUI Conversational User Interface. We actually have a product that is 
specifically geared towards accountants. It's the nerdy detail part of our business. 
There's a lot of difficult complex content there. There's this massive Wiki, which details 
the content strategy for that. Then PCG, deals with the ProConnect Group, has their 
guidelines, which also are geared towards that accountant audience. All that nerdy, rich 
content, which you can tell I kind of like, but it is still challenging to do. 

A number of people had checklists. The consumer group had their editorial top eight, 
sounds fun. The content checklist was available. There were 12 items, which you can't 
see because I've truncated the page, I'm sorry, on the content checklist at Intuit 
QuickBooks. I had to start having a little bit of mind shift as I looked at all of these 
things. I realized all of these guidelines and guidance were not really dueling. They were 
complimentary in some and they were sometimes duplicative, but there was good stuff 
in both of them that if you're in one silo or another, you weren't getting some of that 
good stuff. 
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We started to shift our thinking and these are all complimentary guidelines. Of course, 
all the brands had their own voice and tone guidelines. Upper left is the TurboTax brand, 
upper row to the right you can see the proactive champion guidelines for QuickBooks, 
the guidelines for Mint. Then when customers own or experience both products, such as 
TurboTax and Mint, what is the voice and tone brand check? How does the voice and 
tone work across these experiences? 

Obviously, this is a lot of stuff that was located all over the place and we needed to 
combine it into one resource. There's a lot of reasons why we would want to do that. We 
needed one style guide that would rule all of Intuit work to try to enable us to have more 
integrated content strategy and design across the organization. We all needed to be 
working as one, or depending on which style guide you are using, we needed to be 
working as the numeral one. 

Why did we need to do this? Why should you bother to do this? For a number of 
reasons: efficiency, authority, education sharing, innovation and retention. Let me 
unpack these. This is a lot. It's a lot of big words, but I think a lot of this, we understand 
instinctively. Efficiency, obviously, we shouldn't be having content designers, UX writers, 
reinventing the wheel and coming up with their own guidelines. We started with the AP 
Style book. That's our initial resource. At least we have that, but then when there's those 
other business use cases, we shouldn't be spinning on those. 

Authority, for the authority of your content design team. You should have a resource that 
states how you work. What are your operating principles? What are the things that 
guide your work and help you collaborate with your design and product management 
partners, and other partners? It's a resource for yourself and your organization. Not just 
the content organization, but it can be a resource for the broader organization that you 
work in. 

Education—as you onboard new content designers, UX writers, strategists, you can 
say, "There's this resource." Also, it's an ongoing education. Our style guide is rather 
voluminous. There's a lot of stuff in there. We constantly need to remind ourselves of a 
lot of the stuff that's, for instance, in the word list. Not exactly how sure how to, what is 
the appropriate use of, is it sign on or sign in? I can find out at any time because we've 
documented it. 

Sharing these guidelines across the organization, we had so much good knowledge 
trapped in our silos. We were able to start to share it by unifying it and getting all the 
gold from all those various places, and highlighting them and sharing them. A good style 
guide also prepares you for innovation, because you have the foundations. As we look 
towards things like improving the chatbot, content personalization, making sure we have 
all those fundamentals covered, it poises us for greater innovation. 

Also, we provide as part of our services and with our financial services at Intuit, we do a 
lot of AI design, design products where the products are machines a little bit smarter 
than us about numbers, and can provide us some input, but we have to make sure that 
the content we provide as a result of that is within our guidelines, is on the right voice 
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and tone and is really useful and helpful for the customer. The final bullet here is 
retention, and this is not just so I can remember things. This is also so that we can help 
retain our employees. 

Employees who have good tools and good collaboration are more likely to stick around, 
and we definitely want to keep our content designers happy. Let's talk about how we 
created this one style guide and why we did it, and why we chose to share with all of 
you. Our number one way of doing this was a little tactic that—well, it's more than a 
tactic. It’s so much more than a tactic. We use something called content strategy. I think 
you may have heard of it, and we're going to talk about some of the fundamentals that 
we went to. 

First of all, there was a track which was parallel to the inventory audit normalized track. 
Because I could not manage all of this alone, I was so thankful that John Caldwell and 
team did the voice and tone work first and all of those explorations. Then the inventory 
audit and the normalization of guidelines happened in parallel and then following. Let's 
talk about voice and how Intuit developed its one Intuit voice, because obviously, all the 
[unintelligible 00:12:19] brands, as we saw, had their different voice guidelines. 

There's just one Intuit, one brand with a lot of different experiences within it. How do we 
manage that? Where we're coming from was actually from a position of strength 
because we were starting with a shared value across all the brands and all the 
experiences of empathy. I found that very heartening and I think that says something 
really good about the content designers and about the organization. For QuickBooks, 
our brand identity, our voice identity is that we are the proactive champion for our 
customers. 

For TurboTax and Turbo and Mint, we're the empowering champion. We're empowering 
you to do this tax thing, you can do this. There underneath, you can see some of the 
attributes of who we are and how we act as we deliver our experiences. We were able 
to combine those into one overarching Intuit voice framework. We're a champion who 
powers prosperity around the world, that means dealing with your taxes and dealing 
with all the details of your accounting for your small business or your life. 

We try to be inventive, trailblazing, but all through it all, we try to maintain our empathy. 
The Intuit voice, we are champion of the Intuit consumer. We meet their needs by 
becoming inspiring, perceptive, and personable. We always try to be human. We always 
try to be perceptive and smart, and try to figure out what customers really may want 
when they ask their question, and we try to inspire people to take control of their 
financial lives. They can do this. They can make this stuff better. 

There are some principles that guard, that support all of this work. We reveal tomorrow's 
opportunities. If you take some of that tax refund and put it away, you might have that 
for retirement. We let customers know that we're listening and learning. Customers ask 
really good questions, we respond to them with our informed insight, whether working 
through the interface or working with live experts that people can reach through our 
products and services. 
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We turn self-doubt to determination. Almost no one is completely comfortable unless 
you're a financial expert with dealing with their finances. We can unpack a lot of that for 
customers, and we use data to make meaningful connections. We know a lot about the 
financial landscape and we know a lot about your financial situation because you've 
allowed us, you've given us the honor of helping you with that work, with your taxes and 
your accounting. We could help you understand that better and suggest ways for you to 
benefit. 

We help our customers navigate the good stuff. “Hey, you did really well this month. 
High five for you,” or the lows, “You're not meeting your goals,” or the ultimate low: “It 
looks like you're going to have to pay some taxes this year.” But we try to make that 
experience a little bit better through thoughtful content. Here is more work being done 
on the one Intuit voice system, how the systems work together. Again, we're continuing 
to be inspiring, perceptive, and personable. 

If we turn this into these Venn diagrams, there's a lot of overlap there, the proactive 
champion and the empowering champion, they all inherit the richness of that Intuit 
voice. A lot of this work is exciting, was done by John Caldwell, and he actually is one of 
the original architects of the TurboTax voice and tone. He almost makes doing taxes 
fun, and a lot of that is thanks to the voice and tone of TurboTax. We have a lot to thank 
John about, and you can actually get John's secrets for doing this if you get this book. 

I'm very excited that I was able to work with John and his publisher to get a Confab 
discount. Yes, very exciting. Through June 30th, 2020, please, grab John's book, it's 
short, it's a light read, and it gives you a quick, fast framework for how to improve if you 
already have a voice and tone strategy, or how to build one for your organization. It's a 
valuable addition to the content strategy library, and here's a little secret I'll also share 
with you. This 50% off code is good for all of the XML press books through June 30th. If 
you wanted to pick up Paul Allen's book on inventories and audits, could be a good 
idea. 

Anyway, this Confab discount is available to you. I will also tweet this out so people 
know about this. It's a little special Confab thing, but while we're talking about voice and 
tone. Now, let's continue to talk about the rest of the case study that we're talking about, 
and the inventory and the audit we did to have all of the style guidelines across the 
organization. Of course, we did it in Google documentation, and here's some of the 
guidelines that we started to capture. 

Then, once we captured a lot of these things, figured out where some of this stuff was, 
we then figured out how we were going to start to normalize it, to figure out how to learn 
from TurboTax's approach to certain things. From Mint, from QuickBooks and how to 
bring it into one Intuit style guide. We did all of that work by establishing a Scrum-like 
schedule. We weren't really Agile, but this is basically for the content designers to get 
through a lot of the work. We used sprints every two weeks. 

Notice that the voice and tone work actually is going through numerous sprints because 
all of that work was happening in parallel with a lot of this more granular work being 

5



done on capitalization, punctuation, numbers, how to do bold, underlines, and other 
formatting. Through this, in the course of about a year and a half, we were able to 
establish more normal style guides that we could claim to be the Intuit style guide. 

How did we do this? We also had some process in place. We made sure to get the right 
people, we established a style council of people who could weigh in on capitalization 
and style issues, and we established operating principles and processes, and I'll tell a 
little bit more about them. Then we communicated and communicated and 
communicated. I sent way too many emails. Way too many people probably got sick of 
hearing from me. Emails, Slack, any way I could get the word out about telling people 
that we were doing this, so they can be a part of it. 

We actually had this process then for developing our content standards. There's a lot 
here. Let me try to unpack this. We analyze the use cases, figure out, "Oh, we have a 
content need here. How can we document a guideline for doing that, because we have 
to do that over and over again." “We have to write lots of emails. How can we do this in 
a better way?” “Oh, we do have to deal with error messages. How can we do that in a 
better way?” Understand business unit differences. Obviously, TurboTax, dealing with 
tax customers, may have a different way of doing things from QuickBooks, which are 
helping small businesses and sometimes accountants. 

Research better practices examples, evidence testing; yes, we do do user testing on 
style guide decisions. We want to find out what our users think about things, and then 
once we do all that, we make a recommendation. We say, "We think this style should be 
for this; for this question it should be this." Then we allow review, response, and 
suggestion time. Let everyone play in the Google Docs, of course, and get everyone's 
suggestions, and try to hear everyone. 

Integrate those reviewer responses, iterate, and possibly retest if it's something a little 
bit challenging such as help documentation. Get sign off from the style council, publish 
it, share it, let everybody know it's there to communicate, and then invariably, you're 
going to get more feedback, because people are going to be like, "Oh, I didn't have a 
chance to look at that earlier." These are always evolving guidelines. Your chance to 
comment is forever. There’s no deadline, and be prepared for the change that will 
happen, and be kind. 

This is hard work. A lot of people have a lot of firm, almost crazy opinions about various 
manners of style. Listen to all of them and let them be heard. Just be aware that we 
might need to do all of this, not necessarily in this order, and we might need to do it 
again, and that's okay. Our style guide is always evolving. I understand this in a lot of 
my design systems work. Design systems are always evolving. We're always in beta. 
We're always learning. Every day is testing, so be ready for that. Be ready for the 
change. 

Be kind and be receptive to it all, and repeat any of these steps and all of them as 
needed. Yes, it's a lot of work. I need to remind myself to breathe. We should all remind 
ourselves to breathe. Kelly wants us to breathe, isn't she beautiful? She's Willow's 
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sister. Be aware that we have other ways, in addition to breathing, to make this work 
manageable. We have some operating principles for working on content standards. 

Number one, I could think I've already stressed this a lot, about being fair and 
transparent and very open. Do this in the open. No one likes to all of a sudden get a 
style rule thrown at them that they had no input in and didn't know was coming. Invite 
lots of participants, everyone across your organization who does content, all those silos
—PR, marketing, product, help—combine them all, share with them all, and share often. 
Also, you're going to fall in love with some of your guidelines and your examples. 

You're going to say, "Oh, this is so clever. I'm so excited about this," but be skeptical 
and be ready to kill your darlings. We have to make sure that the content guidelines are 
truly useful. Usefulness is our goal; cleverness not necessarily so much. Remember 
that this is going to be a tool that helps content designers, strategists, UX writers get 
their work done—keep this content useful, and respect all content creators. I think I 
hinted at this a little bit. 

The people working on Tech Docs, the people working on Help, the people working on 
marketing, the people working on social, all of these people should be brought to the 
table. I know that content teams tend to be siloed, marketing and product, historically, 
and we need to bring them all to the table. They all do content, we all matter. We should 
all be part of this discussion. Collaborate with all of those people and underneath you 
see celebrate. 

Celebrate the wins, celebrate when you publish things, celebrate when you make 
decisions, celebrate, "Hey, we finally have determined what we're doing about that 
[unintelligible 00:23:59]" and no I'm not going there, and celebrate. Let people 
participate in how joyous this actual work is, because lots of people can benefit from 
this. We celebrated when we did our first launch, it was about a year ago; I'm speaking 
on May 13th, I believe, from the inside of this beautiful Volkswagen. Yes, you were 
wondering about that. 

I should let you know that we are in the Volkswagen, there's good acoustics, and we are 
less likely to be interrupted by children who are working on Zoom classes in the next 
room. Anyway, we celebrated that and we had some good response when we launched. 
We got some good notice on social. The content community in general realized there's 
a lot here. We found some challenges because there was so much, and a lot of it was 
not as a well-designed as it could have been. I tend to go on the geeky side of this and I 
tend to be a little bit of a laggard on visual design, but fortunately, I had a brilliant visual 
collaborator, [unintelligible 00:25:10], who came along and said, "We can make that 
site better." 

Then other people came to me and said, "We could make this site better by using some 
more content strategy and information architecture fundamentals," and then I realized, 
yes, it was time for us to iterate. Make our own content findable and useful, and use 
some of those information architecture fundamentals. We went back to the drawing 
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board a lot. We kept the existing site open, it was already being used, it was useful, but 
we knew it could be even more useful. We did this card sort exercise. 

I opened up my optimal sort and we started to talk about the language that we use 
when we talk about language. This is pretty meta, but this is what we did to make the 
site even better. We involved every one of our users as possible to participate in that 
card sort. First we did a virtual card sort, so everyone could just go online and play, and 
then we did the card sort in real life. Here in this image, you can see some of the 
TurboTax team in San Diego in the old days when people actually used to go into 
offices. 

Here we are actually doing a card sort. It was really a way of getting better engagement 
from the team, because everyone got to participate. Then, now that they've engaged on 
helping build the system, they're much more likely to use it, so adoption is going up. We 
are constantly improving the style guide with input from these people, both virtually and 
in person when that is allowed to happen. We were able to come up with this new 
navigation and structure, and we started to iterate on the design, and you could see 
how already we're making the content more findable and attractive. 

We've figured out what we're going to highlight in navigation a little bit better and also, 
we define what the content patterns are before we throw you onto a page where you 
may not expect what you're going to see. Our navigation is also a way for us to show 
what we value. We do value voice and tone, it is featured prominently. We do value 
accessibility and inclusion. It is featured at the top level, as well as all those other nitty-
gritty matters of style, and they're all also featured there in our navigation. 

We also expanded the site, and this just launched within the past couple of months to 
talk about the content design and strategy community across Intuit. Intuit has about 
9,000 employees at this moment. A lot of them are participating in content design and 
content strategy. A lot of them are writing, speaking at conferences and you can see 
even talking to Kristina Halvorson; Tina O'Shea spoke to Kristina Halvorson in that 
Content Strategy podcast. We decided to share a lot of that work right there on our style 
guide. 

A lot of what we did in developing our style guide was compromised. I showed you early 
on we had those, well, complimentary checklists. We were able to take the gold from 
both of those checklists and come up with the 12 rules to write better content. What's 
great about these rules is we can share these with people who, all of a sudden aren't 
really content designers, UX writers, such as the developer who at the last minute 
needs to write an error message, or the PMs who all of a sudden are writing some draft 
content for whatever reason. 

All of a sudden, they can rely on this checklist, which is an Intuit-wide checklist for some 
things that are very fundamental. We have spelled the product names correctly, things 
like that, and some of the basics for mobile, be platform agnostic, and be 
conversational. These are things that we'd agreed to across Intuit. Here's another 
compromise that we came up with. TurboTax and QuickBooks had the exact opposite 
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approach to how to introduce new tax terms or new financial terms that our customers 
need to know. 

TurboTax decided, and rightfully so, that they need to introduce those terms right away. 
They have to do this and it makes sense because a lot of the text terms are part of 
public discourse. People hear about these things. The earned income tax credit. What is 
that? A lot of accounting terms, unless you've gone to school to study accounting or 
economics, you may not know some of these. We use a lot of normal human 
conversational language and then introduce the term. 

We realized that both approaches were valid, and we present them as valid 
approaches. If you're working in the world of tax, state the term first. You need to be as 
clear and direct as possible. If you're unpacking some complicated or unusual, or new 
accounting terms, such as chart of accounts, use some conversational language first, 
and then say, "Oh, by the way, in accounting speak, we call that the chart of accounts." 

Again, compromise made sure we got the best of both approaches and understood 
when to use those approaches wisely. The C word is compromise, not content in this 
case, but we really believe that the former can make the latter a whole lot better. Now, I 
need to talk about politics. I think we've stumbled into that conversation now that we 
started to talk about the C word, compromise, and compromise is good because we can 
come up with better solutions to compromise. I really believe that. Let's talk about 
people. To talk about people... 

Okay, this joke has gone on far too long. I should be thankful that the font is not comic 
sans, but nonetheless, let's talk about people. There are people, they're going to have 
strong feelings about the serial comma, and about how they spell certain words, and 
how they feel their style decisions and their writings should go. Let's listen to all of them 
and work towards shared guidelines. Honestly, we have a lot in common, and we will 
find that. 

I was surprised as I started to look at the ProConnect, and the TurboTax, and the 
QuickBooks guidelines. How much of it was duplicate? That was not an efficient use of 
content designer time. We have a lot in common that we can learn from each other. 
Where we differ is where we learn, our TurboTax partners know tax in a way that our 
accounting folks in the QuickBooks land will never know. Let's bring all that knowledge 
together so that we can get better together. 

We get better design rationales. We get more informed research and analysis because 
we're sharing. As we work together, we get a deeper understanding of our internal and 
external customers across our experiences and across our silos. We get more 
thoughtful approaches to content creation and improvement. We learn from each other 
throughout the content ecosystem. It's exciting stuff. We learned cooperative models of 
working together, learning from each other, and growing. 

This has been perhaps the biggest game, the growth of the content design and strategy 
teams across into it, and their stature across the organization because we have all of 
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this. This has not been easy. The people part is hard, but we do have some magic 
words that can help make it all happen. Yes, and people come to me all the time and 
say, "We're doing this in ProConnect with our professional tax accountants. We do it in 
this way." I say, "Yes. Tell me more, and let me figure out how we can learn from this, 
how we can work it into the roadmap, and how we can make it part of the system." 

Should it be a part of the system? Yes, and it's actually opened up a lot. We're open to a 
lot of possibilities. As we deal with laying down the law about style guides, we're like, 
"No, we have the one way to do it." That is not necessarily the way to win hearts and 
minds with your style guide. It's not the way to make sure that people are writing in your 
voice and tone. We have to bring people along on the journey. I want to be clear that I'm 
not saying yes to all the work. I just love this paragraph from The First 90 Days: Proven 
Strategies for Getting Up to Speed Faster and Smarter and you can see where my mind 
and my reading has been lately. 

Don't make commitments on the spur of the moment and later regret them. When 
people come to you with ideas, don't say, "Yes, I'll get on that right away." That's not 
what follows that and, that, “I'll get on it right away.” Say, "Yes, and let's think about 
that," or "Yes, and that's good thinking. That's a really good approach." Be positive. 
You're not taking on the work, but you are taking on the possibilities and the new 
thinking, and including that into your style guide. This isn't always easy. This isn't always 
yes. 

There has to be some times where you couch your language carefully. There are some 
people who have peculiar ideas about style decisions, and we have to consider them 
and be fair. This is a conversation. We have to listen to everyone and truly listen. This is 
human-centered content design and strategy. It's human-centered everything. It's 
communication. It's human, and failure's human too. Be aware that across an 
organization of 9,000 employees adding to it, someone is breaking one of the laws of 
our style guide every day. 

That is going to happen. Things happen, people are people, but what's great to know is 
success happens every day too. We keep going. Imagine all the failures that would be 
happening if we didn't have the documentation, if we didn't have guidelines for how to 
do a smart email, a thoughtful email, or a truly helpful error message. Keep going. 
Express your style, improve your entire content operations with this style guide, and 
continue to learn and iterate, and learn and iterate. 

We have a very long roadmap of enhancements and style guide decisions that we have 
yet to work on, and the style guide, and style council is going to be very, very busy in 
the coming months, because the style is constantly shifting. Our products and services 
are shifting. Obviously, look at where I'm speaking to you from, our situations, and 
where we work, and how we work, and how we reach our customers is going to change 
week to week, month to month, and our language and our style guides need to change 
as well. Express yourself. 

10



My friend Sammy here encourages you all to use your style guide to express your 
brand, who you are, and who you want to be for yourselves and your customers. This is 
important work, this is challenging work. This is our time to bring it all together and to 
strengthen our teams, your teams, and strengthen the way you really connect with 
people. Right now, that connecting with people seems more important than ever. 

I wish you all well, and I thank you much for taking the time to listen to me. I hope this 
was helpful. I think there will be questions. I know I still have questions all the time. If 
you have them, please reach out to me through Twitterverse or wherever else you can 
locate me, and I'll be happy to answer your questions. Again, thank you to Confab for 
making this happen. I thank you for your time and your good work. Stay safe and keep 
working at it. 

[00:37:58] [END OF AUDIO]
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