
[music] 

Interviewer: Ms. Rhiannon Jones is a first time Confab speaker, and she is joining us 
from the UK. She's going to be hopping online with us after her talk, which again, just to 
remind you, is pre-recorded, again, to minimize bad things that might happen. 

Her talk will be available, if it's not already available, in the on-demand library, so you 
can watch it there too. Again, just a reminder, we are recording our live broadcast today. 
Those recordings will be made available in the on-demand library for you later next 
week. Then, you'll be able to watch them for a whole year and have Confab every day, 
which who doesn't want Confab every day? 

Okay, so, Rhiannon is a UX writer with Deliveroo, and her talk is called Collaboration: 
You're not alone (even though sometimes you wish you were). Here you go. Enjoy. 

Rhiannon: Collaboration: You're not alone (even if sometimes you wish that you were), 
which we all do. I'm going to talk about practical collaboration techniques, even if your 
happy place is headphones on, eye contact avoided, to really share in both the pain and 
the joy of collaborating. 

Even if you really wish that you don't have to do it, I’ll lay out the practical methods that 
I've learned to actually enjoy it, and to use collaboration to produce better work, work 
that was actually enriched by that collaboration, not damaged by it. 

First, introductions. Hi, I'm Rhiannon. I'm a senior UX writer at Deliveroo, which is one of 
the biggest food delivery apps in Europe. Often, people in the US, you might not have 
heard of us, but we're active all across Europe. We also deliver in places like Hong 
Kong and Australia and Singapore. We're kind of all over the world. I'm at home in 
London right now with a very chubby cat, although she's not here sadly. 

I'm in my garden shed, which is why there's so much pine and garden behind me. 
Deliveroo, it's a complicated thing. Food delivery is very complicated. It's this three-
sided operation, linking customers with restaurants and riders. What we do is we have a 
consumer app, and customers use that to place an order. Then, we ping that order into 
a restaurant kitchen using our restaurant app. Then, what we'll do is we'll send a rider to 
come and pick up that food using our rider app. 

Then, the rider will take it all the way to the customer. We do that for hundreds of 
thousands of restaurants and riders, and millions of customers across the world. Getting 
those three parts to work together, those three moving parts to be in harmony is 
incredibly difficult. It's a real design challenge. It's obviously a logistical challenge, and 
it's also an organizational challenge. It means that we all need to be collaborating with 
each other all the time. 

I'll show you what the company looks like. Around 50% of the people at Deliveroo are 
engineers, specifically, in the tech world. They're the ones building the product, writing 
the code. We have about 25% data scientists, about 15% product managers, and about 
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the same number of product designers. At the top there, there is this kind of flow there 
that you can see of researchers. There's about 10 researchers and they work all around 
the business. 

Then, in that tiny little bit at the side in teal, that's the UX writers. We have five UX 
writers. This entire three-sided, three-product business, and that's 30 times more 
engineers than we have writers. I feel like a lot of people would be like, "I recognize the 
setup right now." [chuckles] It is how it's structured to make that happen. We have these 
three big pillars that align to those three sides of the marketplace: restaurant, rider, 
consumer. 

Then, under each of those pillars there'll be a squad. That squad might be organized 
around a mission or under a specific part of the product, like there might be a squad 
called menus and restaurant that helps restaurants put their menus together. Each of 
these squads will have their own product manager. They'll have their own product 
designer. They'll have a handful of engineers. 

They'll have a data scientist, and they'll usually have a researcher, maybe shared with a 
couple of other squads, but because there are five UX writers, there's really no such 
thing as a squad owning a UX writer. As a writer in this business, this is what it feels 
like. It feels like you're running around project to project, context switching like crazy, 
working with different people all the time. 

Actually, as writers, because of the fact, the universal truth that there are never enough 
writers in tech. At least, I've never found a company that's hired enough writers. It 
means that actually we have to collaborate with more people, more of the time than 
almost any other discipline, which is incredibly hard. Often we're introspective souls, we 
like to be on our own, in a shed maybe, thinking deeply about our work and not in the 
loud, boisterous environment of a startup. 

Now, I'm going to tell you a story about Rhiannon, the junior UX writer. [chuckles] This is 
a very sad slide. It's a sad story. When I first joined the company, I actually arrived with 
this real sense of purpose and importance. I was very earnest. I thought that I had been 
hired to do this incredibly difficult job, the job of communicating with these, because, of 
course, words are the most important part of the product, right? 

I took it very, very seriously. I took myself very seriously. I had this expectation that I 
would come in and people would say, "Oh, Rhiannon, you've come to work with us on 
the content. Great. Here's the project that we've got going on. Here's what we need 
from the communication. Why don't you go away and work on that, and then come back 
to us?" 

That was exactly what I expected. 

Actually, what I walked into was, I had been in meeting after meeting with these loud, 
confident startup kind of personalities, we'd go into a room and just make decisions right 
there, and they'd be debating design solutions in the room. The subjects of copy would 
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come up, and everyone would be shouting out their idea of what the copy should say, 
and I'd be sat there going, "Oh, when are they going to ask me? It's my job. I'm the 
expert. This is what I'm here for." 

Surely, at some point someone's going to say, "Well, Rhiannon is going to sort that out," 
but no, they wouldn't. Everyone would just keep shouting their copy ideas until 
eventually someone came up with something that was probably kind of snappy and 
annoying and didn't quite make sense, but sounded good. Someone else would say, 
"Yes, that's absolutely great." 

Then, everyone would just hustle out the room, and the decision would be made. I 
would think, "What just happened?" It was exhausting. It eroded my sense of purpose. I 
felt that I never had ownership over anything, that I was just this tangential person 
looking in on everyone else's projects. I actually thought I wasn't able to do my work, 
because the people that were there, they were like gatekeepers. 

I couldn't get through these people to the products, to the work. I didn't know how to 
interact with them. I didn't know how to collaborate with them. To survive, I had to learn 
how to do that, and sometimes without them even realizing that I was doing it. Actually, 
to my shock and surprise, rather than collaboration being an obstacle to my work or this 
kind of necessary evil that I needed to do in order to get stuff done, it actually improved 
my work massively. 

It also improved my relationships at work and improved my happiness at work, my 
sense of purpose and impact, and it made me a better writer. I became a lot happier in 
my job and a lot better at it. I want to share those techniques with you, how I did that 
and the set of very practical guidelines that I have to help us all become better 
collaborators. 

Before we do that, I want to just touch on this question because this is something that 
comes up a lot, and actually, even from within the business, from within Deliveroo. I 
believe that before we can solve a problem, we need to understand it. Let's take a 
minute to think about how collaboration leads to better work, and what happens when it 
goes wrong. 

I don't know if you've heard the saying, "A camel is a horse designed by a committee." 
It's attributed to the man who originally designed the Mini, Sir Alec Issigonis. He said 
this in Vogue in the '60s. I don't really like this phrase because, obviously, it's quite rude 
about camels. They are actually perfectly suited to their environment because that's 
how nature works. Anyway, let's test the analogy a little bit. 

The idea with this is that the horse is streamlined and sleek and cool, and a camel is 
bulky and it's lumbered with all these unsightly humps and this long awkward neck. 
Maybe one committee member was in charge of one part of the camel, and someone 
else is in charge of another part of the camel, and they just ended up with all of these 
humps because no one could see how all the parts would work together to make a 
whole. 

3



We'll focus on their individual pieces, and there was nobody to really alter that 
overarching vision to the animal, so the camel could be sleek, and streamlined, and 
fast, and elegantly gallop through the desert just like a horse. The thing is, it's the horse 
that you have to collaborate on. [chuckles] It's the vision, that is what you're 
collaborating on. How many times have you created something only to have it ripped 
apart by some feedback from someone that you've maybe never even spoken to? Now, 
you put a document together, and then, somebody gets an email. It's covered in track 
changes, and you don't know where this person came from or what they're doing. 

You'll immediately feel like, really attacked and unsafe, and you can't get your job done. 
Everyone has had that experience. We have to accept or to think about that when 
someone tries to change our work, when someone tries to come in and change our 
work dramatically, it's usually because it doesn't achieve what they had in mind. It 
doesn't match their expectation, regardless of if you agree with what they had in mind. 

Fundamentally, they've lost trust in your ability to do it. They see something and they 
think, “Oh God, I have got to fix this. This isn't right." It becomes adversarial and very 
combative. To avoid this combative push and pull situation, everyone who's working on 
something must all share the same intention, the same goals, the same understanding 
of what the product should achieve. 

Otherwise, you're just pushing details across the table, and you're never really going to 
agree, it's always just going to become a negotiation. That is not what collaboration is. 
We'll talk a little bit later about ways to avoid that happening. Really, the most 
fundamental way that we could avoid that happening is by doing the groundwork. 
[chuckles] I've laid out the techniques into three phases, and they really aligned to the 
overarching timeline of a project. 

These are things to do right off the bat, as soon as you get a brief, or you get an email 
or a slide from someone saying, "Hey, I have this project, and I need you to work on it." 
This is the most important part of a successful collaboration is doing this groundwork. 
It's most costly in terms of time, but if you do it right, it means the rest of the projects will 
be much easier. 

The first step is to actually take five minutes, 10 minutes, half an hour, a night out or a 
night in, [chuckles] in the work from home days to actually get to know each other as 
humans, rather than just job roles. It's painful, but if we don't do it, it gets much more 
painful later on. The more contact you have early on, the less you need to have when 
you're actually creating the work, which is when you want to have that deep, focused 
solo time. 

The first thing that you have to do, is if these are people that you haven't worked with 
before, or maybe you've had bad or unproductive collaboration experiences with them 
before, you need to sit down with them even just for a really short chat and say, "Hey, 
what brought you to this company? What brings you to this project? What do you want 
to get out of it?" You have two goals for this discussion. 
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The first one is to invite them to trust you to say, "Look, I'm an expert. I know what I'm 
doing. I've done this before, you can trust me. You don't have to be wary of me. You 
don't have to question why I'm asking you, how long the copy you want has got to be in 
German, or whatever weird, specific thing that UX writers might ask." 

It's really to put them at ease and say, "Look, you've got me. I'm a resource, I'm a help, 
I'm not a hindrance." It's also to take the time to understand their expertise, which is 
something that we don't do enough. I think when we're coming into these environments 
with stakeholders or collaborators, we don't actually take the time to say, "Hang on, why 
is this person— What are they bringing to the table? What is their background? How 
can I use that experience and that knowledge to improve the products and improve my 
own work?" 

If you do that, you understand that really collaboration is a partnership and you're 
building a partnership here. You'll understand where they're coming from. When you're 
having discussions, you'll be able to interpret and anticipate their feedback better, and 
you'll be able to communicate better, and fundamentally, collaboration is about good 
communication. 

Actually, usually you'll find, if you say to your product manager, "Hey, can we grab five 
minutes and have a quick coffee before we get started on this brief?" they'd be like, yes, 
because no one ever asks that, that we're all moving so fast, we're all so pressured that 
there's such a momentum, and there's such a sense that we have to get things done 
and keep moving, but actually, taking the time to get to know each other is so important 
to make sure that that process goes smoothly. 

This is an extremely important part of the groundwork step. This is, I'd say, completely 
vital. If you don't have this, then later on, it's very possible that you're going to run into 
big problems. You have to agree who is accountable, and for what, and how they're 
accountable. By accountability, I mean, you are accountable for the content. That 
means that you have the final say on what the content is, and it means that you're 
responsible for the outcome of that content. 

If it doesn't perform, if it doesn't hit the metrics that you've been asked to hit, then you're 
responsible for that, and that you're going to go and fix it. It's not the product manager's 
problem. It's not the legal department's problem. It's not your designer's problem. It's 
your problem and you're going to own that. This accountability means that others are 
actually free to work with you, not against you, because they're not tussling for power. 

They're not concerned that you're going to mess it up. You're minimizing the risk that 
they're taking by trusting your judgment, because if you say, "Look, I'm responsible for 
this outcome," then they have to trust you. You'll find that by articulating this 
accountability right up front, and I don't just mean accountability for the content, but 
what is the product designer accountable for? What is the user researcher accountable 
for? 
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Once you understand that, the relationships and guiding the conversation will become 
much less fraught because it will be much clearer on what's expected of everyone. 
When, and if, the worst comes to worse, and you get to this complete impasse, you 
can't agree on something, you can pull out that accountability and say, "Look, I'm going 
to take a decision on this, I'm responsible for it. I'm going to put that in writing and you 
guys don't need to worry about it, thank you for your input, but this is what we're doing." 
It's a really great way to just resolve those conflicts, if and when they come up. 

The third part of the groundwork is really to set your goals together, and don't forget 
them as the project develops. [chuckles] I'm sure everyone will recognize this. We run a 
workshop, we output this set of really shiny goals. Then, three months later, the project's 
run aground, the business context has completely shifted, and we're all just working 
really reactively to just try and get stuff done. 

The goals are just gathering dust on your Google Drive somewhere. You don't really go 
back and reference them at that point. Actually, goals are incredibly important for 
collaboration. If you make them specific and support them with rationale, they're really 
easy to use as heuristics to guide your decision making as you develop the work. They 
should be a living, breathing part of the work; when the project changes, when that 
business concept shifts, they should be updated and then reshared. 

I would recommend that you always have your goals on your screen in front of you 
when you're working with a product designer or you're working with a product manager 
or an engineer, just to keep you all grounded to what you're trying to achieve, and make 
sure that you don't go off on tangents. I'm trying not to include goals here that are just 
metrics, like we want to reduce dropout by 10%, because that's open to way too much 
interpretation and ambiguity how, how can we reduce dropout? That's going to become 
something that you argue about. 

If you make it specific, for example, we want to make customers feel confident, secure, 
and informed, thereby reducing dropout by 10%, you'll find those goals much more 
directive and easier to use to make decisions because you could say, "Right, what gives 
the customer confidence?" There's a degree of things that you can argue about within 
that, but it's much easier to pull everyone in the same direction if you can be much more 
specific on the how. 

Now, we've done the groundwork, and it's time to move into the stage of actually 
creating the work. This is when we start making. The first thing that you really need to 
do is get into a rhythm of diverging and converging, that is coming together, going apart, 
coming together again, and getting that cadence really nicely set out. 

When you do this, when you come together, you need to look at what each other is 
doing. Talk about it, identify the overlaps, identify the gaps, check in against your goal, 
say, "I was thinking about this." Maybe this goes with what you were saying, but then 
this moves towards this goal. Then, you can change course if you need to. The idea is 
to do this often enough that you're not moving away on each of your individual tangents. 
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Then, when you come back together, it's just really a process smooshing these separate 
things back together, you're actually both creating the same thing. Having a regular 
cadence for this keeps the momentum up, and keeps the conversation productive. It 
also means that you're making time for that focused solo work, which is so important in 
this phase, so that you know when you can sit and really be deep and focus, and when 
you're going to come together. 

Really, just to build on that, collaboration takes practice, just like everything else. It's 
something you need to practice as much as you can. Actually, sometimes the best 
conversations happen when you didn't think you needed to talk to anyone. I think this is 
so important in this world of everyone being remote and working from home, because 
it's so easy for us to just be, to cut ourselves off from other people because you don't 
have that sense of being in the desk with someone or just chatting over coffee, if you're 
both at the coffee machine. 

When you practice collaboration, really practice showing collaborators your work and 
getting their thoughts, and not just work that's polished. I will always want to show work 
that maybe isn't even drafted, maybe it's just ideas and doodles and a scrunched up 
Post-It note. Show them that stuff, be really vulnerable about your process and your 
thoughts, and you'll encourage them to do the same with you, and you'll just build this 
sense of trust that will be so important. 

Speaking of trust, this is one of the best ways that you can use collaboration to actually 
improve your skills as a content person. I think this is really important to remember 
because certainly as writers, it's certain I do this, if you hear someone suggesting some 
wording, and you just know in your gut, you know that it's not going to work, doesn't 
make sense. It's just not good. 

It's so easy for us to fall into that thing of going, "No, no, no, don't worry about that." 
Actually, don't dismiss it. Try it anyway. When you're in that collaborative state, always 
try everything once. See if you can make it work. Even if it doesn't work, it might change 
your perspective or the way you think about the problem, or the way that you think 
about another problem that you're working on together. 

Actually, just by trying it, you're signaling to your collaborator that you trust them, that 
you value their input, that they're safe to make suggestions, and that you are to do the 
same. There's nothing more heartbreaking than when you suggest something and 
someone goes, "No, no, no, it's not going to work." Then, people just shut down. Just to 
build on that, there's this technique in improv, I'm sure everyone knows what I'm talking 
about, but you always say, "Yes, and." 

That way, you keep the momentum, the ideas flowing, you don't shut anything down or 
put anyone's defenses up. Really, that, "Yes, and" technique is so useful in 
collaboration. Just keep moving, always keep moving together. This is difficult when 
working from home, but when you're trying to solve a really sticky problem, like figuring 
out some really complex piece of information architecture, and it just won't fit on the 
screen and you're both just staring at the designs, going back and forth and just trying 
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different things, but not getting anywhere. It's usually because you're so fixated on the 
screen, and not on each other. 

You're both looking at something and trying to solve it rather than communicating. 
You're just reacting to what's in front of you. I would always say at that point, step away 
from the screen. Maybe, if you're working from home, or you're doing this remotely, you 
can just close the design file, and you could say, "Hey, can I just grab a drink and we 
can just have a chat on a video call for five minutes?" 

Just have a focused conversation without distractions, and really, try to dig into what is 
causing this problem, get away from the designs. Maybe you could try exercises like 
sketching things out or putting Post-Its on a wall, or just doing anything that isn't so 
focused on this one visual thing in front of you. Just giving yourself fresh eyes and 
reconnecting with your collaborator will be beneficial, because it's very easy to feel a bit 
frustrated when you get into that zone. 

The other stuff that you can take, it's to add another voice to the conversation. Often 
collaboration can get quite intense, certainly between UX writer and product designer. 
You're working together a couple of hours a day, every single day, and you get into this 
very intense zone. Actually, bringing in someone else, someone who knows nothing 
about the project and hasn't had any context at all, can be really useful. 

Ultimately, if you still can't solve it, shelve it, shelve the problem. Just put it on ice. Don't 
let yourself get fixated on it. Agree to leave that problem for a while, and then pick up 
something else. By the time you work your way back around to it, you'll have fresh 
perspective and you'll probably just solve it like that, because you'll see exactly what 
you need to do. 

Now that the work is complete, and we're traversing that difficult path from work being 
done, to work being published, it's time for cautious optimism. The first thing that I have 
to say and plead with everyone to do in this phase is, please don't just document your 
file content. Please don't just put together a copy doc that says this is what the content 
is. You have to document your strategy, your explorations, your research, the feedback 
that you took, and the feedback that you didn't take, and why you didn't take that 
feedback. 

Document every choice you made and why. It sounds like a lot, but it is useful. Always 
document how it ties back to your goals and the work of your collaborators as well. That 
way, if someone does come along unexpectedly and cover your content in track 
changes, you have the secret weapon of all of the strategy and rationale and deep 
thought that they have to engage with before they can cover it in track changes. 

On that note, always stay in control and on the front foot with feedback. This is so easy 
to do, but please don't do the work, and then just wait and hope that no one sees it and 
no one comments on it, and then you could just get it through to being published, 
because honestly, that's never going to happen. [chuckles] Don't wait for people to 
notice your work and reply to it with comments. 
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People do that when they're panicked. When they see something and they think, "Right, 
I need to fix this. This isn't right." You need to go out to people, go out to legal and say, 
"Hey, we really need your expertise to help us make sure that this content is compliant. 
Here's the rationale for it. Here's the goals. Here's how we try to achieve those goals. 
Are we doing this in a compliant way or not?" 

Asking them for very specific feedback, on those specific things that talk to their 
expertise, and the reason that you want them to look at your work. It makes their whole 
interaction positive, instead of this adversarial, "Change this, change this," vibe that you 
get into, and then, suddenly, people shut down and they freeze up, and they don't want 
to collaborate with you, and it becomes a negotiation. 

This is another way that you can avoid that element of negotiation. If they still won't 
budge on their feedback, and you still don't agree, taking responsibility for the outcome, 
and I mean that formally, publicly, documented in project docs, and on the intranet or 
whatever internal system you have. It's usually the best way to end a feedback 
discussion that has stopped being productive. 

If you cannot take accountability, for example, maybe you're a contractor and they're a 
client, and you're giving your views, but you don't have ultimate responsibility for it, you 
have to establish who is accountable. Work with them, but ultimately, let them shoulder 
that accountability. Presenting and documenting your objections in a clear, fair, and 
professional way is great in a constructive way, and then saying, "The final decision 
rests with this person." Then, you just let it go. 

Again, a call or face-to-face discussion is a great way to pull this accountability, because 
it can feel a little bit formal if you're doing it in writing. It's always worth it, and people 
feel relieved, as they don't have to worry about it anymore, if you're accountable for it. I 
think the worst thing you can do in this stage is to detach and stop responding to the 
discussion. Just going, "Fine, have your way." [chuckles] It's really tempting, but it's 
totally not worth it. 

That's because, if you do that, then you won't preserve your relationships for next time. 
Keeping that relationship positive is of far, far more worth to you in the long term, than 
that sentence that you really hate going in, or that product name that you think is really 
baffling and totally unusable, but you've raised your objections too, and if you don't have 
accountability for it, it's not your responsibility, you just have to let it go. Actually, next 
time you come to work on a project, having those relationships set up is going to make it 
so much easier to be successful next time.  

The last thing that I really want to say, and probably to go away with is that writing is 
hard. [chuckles] It's actually something that I think we don't remember enough. Writing 
is really hard, words are vital to every product and every user around the world. It's a 
skill that you have that many others don't have, especially in the world of technology, 
where people are very scientific and mathematical. 
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It's this superpower, and when you collaborate with people, you lend them some of your 
superpower. In return, you get a little bit of theirs back. Your expertise is why everyone 
will be excited to work with you, to have you on their team. They'll be excited to 
collaborate with you. Once they see that expertise, collaboration becomes joyful. It 
doesn't mean that you have to stop working by yourself, it just means that you can enjoy 
working with other people too. Thanks very much. 

Interviewer: Rhiannon, thank you so much for that. I am super excited to bring you on 
the screen, live from the UK. 

Rhiannon: Hey. Are you there? 

Interviewer: Hi.  

Rhiannon: Coming from London. Yes, hi. 

Interviewer: How are you? [chuckles]  

Rhiannon: Very well, thank you. I'm good. 

Interviewer: Can we talk for a minute about the fact that you recorded that in your 
garden shed? Are you in your garden shed right now? 

Rhiannon: I'm in my garden shed right now, and it's really hot. That's why I have like 
really pink cheeks, because it's summer weather out there. It's boiling. It's hot in the 
shed, but I'm in the shed. 

Interviewer: You're in your garden shed. [laughs] 

Rhiannon: Yes. Confab farm shed. 

Interviewer: [laughs] I have the one other person, this is, you are tied with Michael 
Haggerty-Villa, who I spoke with on a conference call from his minivan because it was 
the only place that he could get [chuckles] privacy from his family. Minivan. Anyway. 
Well, thank you— [crosstalk]. 

Rhiannon: That's cool though. I wish I had a minivan. 

Interviewer: [laughs] We all wish we had a minivan. We all wish we were as cool as 
Michael Haggerty-Villa. Hey, I have a lot of questions for you from the audience. If it's 
okay, I'm just going to go ahead and get started, okay? 

Rhiannon: Sure. 

Interviewer: Great. All right. This is from Anne Doherty. “How do you deal with reluctant 
stakeholders who see involvement by content specialists as adding overhead to their 
process? Especially when we're advocating for things like plain language, that they may 
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not be doing already.” I just heard 900 people go, "Yes, please tell me the answer to this 
question." Let's hear it, what do you think? 

Rhiannon: [laughs] I would say there's no one single answer to it, but certainly, the 
thing that I found successful is to understand, to take the time to have a coffee with 
them to say, "Okay, what are you trying to do with this project?" Just let all of their 
pressures and concerns, and their thoughts and hopes and dreams just come out, and 
soak it all up and go, "Okay. Here's how we're going to help you achieve that with 
content. Here's how content is really the cheapest, the fastest, the most simple way that 
we can help you achieve those goals because engineering costs the big bucks." 

Building stuff is expensive. If it's someone that's really worried about overhead and cost 
and time, a single content strategist coming in, and the kind of magic that that person 
can create within the project, it's so worth it, it's an investment that pays off. I think if you 
can have that conversation, and really demonstrate to them the value and how little 
investment they need to put in in order to get some of that value out, it's usually quite 
powerful. 

Interviewer: Excellent. From Claire Wilson, she says, "I am lucky enough to be a part of 
a community of about 60 UX writers, which still isn't enough TBH, but when it comes to 
the overall ownership of copy for your product, do you find it easier to collaborate with 
other UX writers than other functions, or vice versa?" 

Rhiannon: I love having a community of UX writers. I think collaborating with people 
who are of your same—they think like you, they have the same priorities that you do—
that is such a brilliant thing to be able to do. In the sense of, do I find it easier to 
collaborate when it comes to ownership of copy, so I think the way that we manage it, 
certainly, is that every individual has autonomy. 

They have total autonomy and accountability. They have the final say on their content, 
but together we build, the check and balance for that is, there's a lot of feedback, there's 
a lot of conversation and there's a lot of— There's a content design system that you can 
draw from, there's voice and tone, there's a style guide, there's all of that stuff to support 
you in that autonomy. You're not alone because you have that practice around you, but 
you're still enabled to make your own decisions, and lead your own work, because, yes. 

Interviewer: One thing that you and I talked about just a little bit when we were chatting 
about your talk a couple of weeks ago, was the importance of having some kind of 
sponsorship up the ladder. Whether that is your boss's boss or even at the executive 
level, that is something that I have found, which is that there has to be some level of 
understanding and appreciation for the power of content and words within the user 
experience, if you're going to get to the kind of autonomy that you're describing. Can 
you talk a little bit about how that is at Deliveroo? 

Rhiannon: Sure. I think Deliveroo, like many product organizations, is very numbers, 
very number-sy. There's a lot of data. As I showed on the slide, just like, hundreds of 
data scientists. Being able to run even the leanest of experiments that says, "Look, this 
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one word moved this needle, and this is how much it moved this needle. Then, we did 
this and this, and it moved these other needles." 

Being able to just constantly draw your work back to what they really care about, which 
is those needles, is really helpful. Because for me, I might care about usability, I might 
care about tone, but really, fundamentally, what those things are building towards is the 
use of being able to use the product, and being able to complete that task and convert. 
Then, you really have to borrow some of that language of the business when you're 
talking about your work. 

Interviewer: I could not agree more with that. 

Rhiannon: Yes, I recommend that if you can. 

Interviewer: Yes. Terrific. Yes. We talk a lot about how at the core of content strategy is 
really being able to connect and do your best to fulfill, not just user needs and 
expectations, but also business intent and business priorities. It sounds like you really 
get that, you've really been able to connect that in terms of bringing people over to the 
side of better content, which is great. 

We have a question from one of our other speakers, Andy Welfle. He asks, “Rhiannon, 
does your team have the ability to say no to projects and teams that may not be a 
strategic priority? If so, how do you communicate no?” 

Rhiannon: That's such a good question. Yes, we do. We don't officially have that ability, 
but we do anyway, because there are only so many hours in the day, and there's no 
[chuckles] way that we could do all the projects. I think when it comes to communicating 
no, I think there's two ways that you can do it. The first one is to have really good 
documentation. Have a system. Have your style guide and everything that you would 
use day-to-day to just spin up content. 

Have that available to everyone in your organization so you can say, "Look, I don't have 
the time to prioritize this right now, but here's everything that you can use, and here's 
how I would approach this." You give them five minutes of your time to say, "Look, this is 
maybe what you want to do." I would also say that doing that piece means that you then 
don't need to spend time doing every single project that comes in—"Can we have this 
error message? Can we have this button copy?"—because you can spend your time 
doing the strategic stuff, because that stuff is serviced by the system that you have in 
place. That is really how we deal with it. 

Then, the other thing that I like to say to people when I'm saying no, is just, sometimes if 
the project isn't set up for me to be able to deliver value, so say, they're very time-
pressured. The designs are already done. Someone's just freaked out that the copy 
doesn't make sense, so they just want me to come in and just put some words down. I 
might say to them, "Look, I can't deliver you the value that you need in this project 
because I don't have the tools and the time that I need. Here's everything that I can give 
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you, and next time, this is how we should work together to make this happen." Really, 
just building that expectation with them. 

Interviewer: Yes, that's great. I think you've hit upon two things, which is setting 
expectations, and then also working to empower people to answer questions 
themselves, or to better understand "Look, we have constraints in place and those 
constraints are grounded in strategic intent, and the analysis that we've done in the 
situation, and the data that we've used to inform it. It's all documented, and so, here you 
go." 

Rhiannon: Yes, exactly. 

Interviewer: Let's see, another question. Well, here we go. Any tips for collaborating 
with content experts that tend to fall back on how they've done things in the past? 

Rhiannon: The best way to do that is, again, say have a coffee, but listen to how 
they've done things in the past. Why they've done things that way. [crosstalk]  

Interviewer: It's really incredible how much can be accomplished over beverages. 

[laughter] 

Rhiannon: It's so true. It's so easy to forget to do that as well, because we jump into 
like, "No, I don't think that's right." If you were to have a coffee with that person and say, 
"Tell me about your experiences, tell me about why you think that this is going to work in 
this way, for what you're trying to achieve with this approach, and then, I can do the 
same." Suddenly, we're not adversaries anymore. Suddenly, we are working together, 
and we're drawing on the expertise of each other, rather than just going, "Do it my way. 
Do it my way." 

Interviewer: Right. I think earlier, I said that one of the most important roles of the 
content strategist is to help people ask better questions that help inform content 
decisions. I think another really, really critical role with anyone who is working in content, 
and really working to help advocate for user needs, is exactly that kind of helping people 
connect the dots between what you're doing and what I'm doing, even if what you were 
doing before worked like— We're still working towards the same goal and here are the 
reasons that working together and advancing together are going to ultimately help serve 
our user needs, and help us get to business intent. 

We have time for one more question, we have time for one more question here. Let's 
see. This is from Karen Bellick: “Do you find that people who come from drastically 
different backgrounds, like agency, journalism, et cetera, speak different languages, and 
sometimes even the same word has drastically different meanings to different people? 
How do you work to overcome that?” 

Rhiannon: Yes. Everyone thinks different things. In my product, content is often food 
because we deliver food. When people talk about concept, they talk about burgers. 
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[chuckles] Yes, that's one of those things. For sure, having that kickoff meeting, where 
you all understand what you're trying to do and you articulate it together, so articulating 
those goals together, and then making sure that you will understand the same thing of 
those goals is extremely important. 

I also think that advocating for plain language as we all do in our products, but 
advocating to playing language in the workplace, don't use obfuscating language and 
encourage others not to do the same. 

Interviewer: Sure. I think another thing that I have found useful is really at those 
beginning kickoffs to put a slide up to say, "Okay, when we say this word, this is what we 
mean. When we say this word, this is what we mean", and just align on that lexicon, and 
I find that also helps it. Hey, okay, our time is up. You are just a delight. You did an 
amazing job. 

Rhiannon: [chuckles] Thank you. 

Interviewer: Good work, congratulations. 

Rhiannon: Thank you. 

Interviewer: I hope that things cool off, so that you can enjoy your garden shed.  

[laughter] 

[crosstalk]  

I can't say that with a straight face. Rhiannon, thank you so much for your time. I look 
forward to seeing you in the conference. 

Rhiannon: Thank you. Bye. 

Interviewer: Bye-bye. 

[00:40:28] [END OF AUDIO]
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