
[music] 

Kristina: Let's bring Mr. Scott Kubie up onto the screen. Scott Kubie. Hi. 

Scott: Hi, Kristina. 

Kristina: How is it going? How are you across town in Minneapolis? 

Scott: It's great over here. How are things in St. Paul? 

Kristina: Well, right across the river, it's sunny and blue sky and—oh, wait, I bet you 
have the exact same weather because you're like four miles away. 

Scott: That would seem to be the case. 

Kristina: Probably. 

Scott: Yes. 

Kristina: That is true. Scott, you are the author of Writing For Designers, from a Book 
Apart, and an independent consultant and the former lead content strategist at Brain 
Traffic. You and I, we know each other very well. 

Scott: We go way back, yes, these things are all true. 

Kristina: We go way back. 

Scott: I care an awful lot about words in design and the design of words and all those 
various formulations. I'm very excited for this conversation today. 

Kristina: That's great, and because you care so much is exactly why we asked you to 
lead the panel, and we actually have three other spectacular individuals joining you who 
also care deeply about these topics. I'm going to hop off the stream. I'm going to let you 
bring them up and introduce them and have you guys just jump in. It's nice to see your 
face, see you later. 

Scott: Wonderful. Thank you so much, Kristina. I am so excited for this conversation. 
I've been lucky enough to get to do a couple of prep calls with these beautiful folks. This 
is going to be a very enlightening conversation. I don't want to waste any time. Let's 
meet everyone. I'm going to go around the way that this thing is organized for me. 
That's done. If you could say hello, introduce yourself, tell us a little bit about your 
current role. 

Beth: Sure, hello. My name is Beth Dunn. I am UX operations lead at HubSpot, which 
means a lot of different things, but it basically means that I try and help all the different 
disciplines on the UX game design content and research work more effectively together 
and with other people in the company. 
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Scott: Fantastic. Thanks so much for being here today. Amanda, could you say hello to 
everyone, please? 

Amanda: Hi, everybody. I am Amanda Mohlenhoff. I am a senior manager of UX writing 
and user research at Get Your Guide in Berlin, Germany. I lead a team of UX writers 
and I also lead a team of researchers. Originally, Get Your Guide hired me to start UX 
writing as a practice at Get Your Guide and it's taken off from there. 

Scott: Fantastic, glad you're here today. Ariba, you jumped in late. You were very 
excited to just hit the ground running with this panel. I appreciate how flexible you've 
been with getting into this conversation. Tell us a little bit about your background and 
role. 

Ariba: Sure. I'm the director of innovation at the Ad Council, which is a nonprofit that 
uses the power of communication to tackle some of the biggest challenges in the US, 
everything from preventing wildfires, to promoting diversity and inclusion, to suicide 
prevention and teen bullying prevention. My work as the director of innovation involves 
scaling human-centered design approaches across the organization and really leading 
with a design strategy to make inclusive products for social good. 

I'm also keeping an eye on emerging tech trends that feel like good signal indicators for 
us. I also work on organizational culture and thinking about, how do we nurture our 
culture where experimentation and learning by testing and curiosity can thrive? For me, 
as a woman of color with hearing loss, advocating for marginalized voices and 
communities means a really great deal to me, especially in the way that we design and 
build and create content and all the things. 

Scott: Fantastic. Thank you so much for being here today. We have built this panel as 
UX writing. I'll be interested in seeing if that's still what we think the right title was by the 
end of this conversation. It's very much an emerging topic. I really enjoyed the 
conversation about the Writing Is Designing book yesterday. There have been some 
small group conversations around this. 

I know every time I jump into a Twitter or a Slack thread, it seems like there's 101 
different job titles and themes and topics going around in this space. I think it might be 
helpful for folks that we just were to maybe level set a little bit about the content that you 
all are working with and managing in your world. 

When you're thinking about UX writing, product content, copy, whatever that might be, 
what are the actual materials you're working with? What are the things that are being 
written? Maybe Amanda, for Get Your Guide, what's the stuff that's being produced to 
support the work at that organization? 

Amanda: Well, at the moment, the UX writing team is still pretty small. It's us, basically. 
They're focused more on things like underlying information architecture, how our 
inventory is organized, in addition to the kind of microcopy and user interface text that I 
think a lot of people associate with UX writing. A lot of what the writers are doing is also 
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producing artifacts like user journeys and breaking down problems with the designers, 
with the product managers, and then filling in the surfaces that they create together. 

Scott: Ariba, you mentioned a lot of topics there, a lot of various initiatives and brands. 
What's the nature of the content that's being produced to support those organizations? 

Ariba: For sure, it varies from project to project and campaign to campaign; we’ll have 
content that's really for social media activations, also content for how do we talk about 
these issues with partners? How do we get other brands behind it? That's completely 
different language and completely different ways of positioning. 

Also content that has to go on a website, content that has to be scripted into some sort 
of a conversational UI. I think we have to wrangle a lot of different use cases of the 
content in itself and then also speak to various different social issues. We have about 40 
social good campaigns, so we have to keep an eye on all the tones, all the audiences. 

Scott: Great. Beth, you're in a fairly senior UX role, there's not writing or content in your 
current titles. I'm curious, as you survey the landscape of what is the fairly substantial 
HubSpot platform, what's the content that has—is all content, is everything a word in 
your purview and you get to have some shape and influence on it in a UX role, is it 
segmented? What's your relationship to the content coming out of HubSpot? 

Beth: [unintelligible 00:07:21] I were. For the longest time, I thought I was a product 
editor in chief, which was also an inflated idea of what the influence that I truly had, but 
yes. In my particular role, the content that I work with is actually more about internal 
memos and communications and DACs and agendas and things like that. It's very like 
crunchy internal operational stuff. 

What's really interesting to me is what's going on on the UX team as a whole since we 
decentralized it last year. Now, the content designers and the designers, the product 
designer, and the researchers themselves are all really tightly collaborating on doing 
some very, very interesting interdisciplinary storytelling work, narrative design within the 
product, and a lot of work with our onboarding flows. 

Also, taking a step out from that and creating systems and frameworks to go into our 
Canvas design system to help scale that work across the entire organization. Of course, 
there's a lot of connecting across, of what we used to say across the street, when we 
work across from each other with the marketing team and with other parts of the 
organization to make sure that those narratives and stories are consistent across all 
channels. 

Scott: Pretty broad there. It's wild, we're in a UX writing panel ostensibly. I've heard 
about user journeys, I've heard about information architecture, I've heard about, 
recently, I've heard about collaboration. Setting aside the job titles for a moment, 
because I imagine we're going to get into that in the audience questions if nothing else, 
but setting aside from job titles, just as you're looking for collaborators, allies, maybe 

3



from a hiring perspective, I'm curious, how do you find one of your people, a content-ish, 
writerly, storytelling narrative kind of person? 

What skills beyond just writing good, clean text are you looking for in someone that 
does this work? Maybe Amanda, for the folks, as you thought about going from being 
the sole person to growing that team up a little bit, what were some of the skills that you 
were looking for? 

Amanda: Definitely, I know there's been a lot of talk about narrative and storytelling at 
Confab so far and that's definitely something that I look forward to. It's not hard to see in 
a portfolio presentation or the way that someone talks about their experiences. How do 
they structure whatever story that they're telling? 

How do they set up the context, and specifically when they're setting up the context for 
some problem that they solved at work, is there some very customer-focused theme or 
elements or an angle that they're taking as they're deciding how to approach something 
or what to approach? Those are definitely the things that I looked for when I was 
building my team and even still when I'm hiring now. 

I think into that, like just generally having UX. I feel like UX, in general, is like a toolbox. 
There's lots of different frameworks and skills that fall well into that toolbox that anybody 
of any discipline can make use of. A writer can lead a journey-mapping workshop, a 
designer can use our style guide, and they do. There are more interchangeable skills 
and even just knowledge of usability best practice, all of that is totally applicable in 
writing as it is in design. 

Beth: Yes. I would second that if you don't mind me jumping in, Scott. I talk a lot about 
how it's multidisciplinary at HubSpot and I think that that's really been an evolution of 
the discipline in general. We've been hearing that I'm playing all corners. What Amanda 
was saying about, like, do they approach the work as a UX writer in general? 

Do they think about the design process? The first thing that I wrote down for my notes. 
When you asked the question, are they listening and asking a question? Because I try 
and get research and background before they jump to solutions, and that's just basic 
good UX, it's basic good design. Rather than jumping to, how can I frame the story or 
whatever, it's about asking questions and listening and learning. 

Then from there, especially when I was hiring and building my team, I was really 
listening for people who were eager to build bridges across disciplines. Rather than, it's 
another narrative, that you hear a lot in our world is antagonistic, set up where there's 
battles to be fought and won with stakeholders. What I'm really listening for is people 
who are looking for opportunities to build partnerships and connections and set, and 
come at it with this, we're-all-in-this-together sort of approach. 

Scott: I love it. Everybody, I know that's been really important to your work as well, of 
folks that are able to really think about and understand the perspective of the audience 
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or the customer or the person that is receiving the message. I'd be curious from your 
experience, what attributes, what skills, what kind of folks tend to take to that work well? 

Ariba: Yes, I think it's that understanding that there are so many teams and everyone is 
managing a specific lens. How do you better understand someone else's motivation or 
what are they trying to convey so that you can understand, how do we work together? I 
think Beth, when you were talking about the building of the bridges, that really 
resonated for me because regardless of what company you're in, what role you're in, 
what project you're in, there are other people that are weighing in, there are other 
people that are working on other elements of the work. 

How can we get to a place where we're not always trying to convince someone else to 
listen versus co-creating together? For our organization, I'm looking for collaborators 
who are asking the questions and coming into it with an open aperture of not assuming 
negative intent, but assuming that every organization has their own culture. 

Sometimes we inherit a new culture when we come into a new company and sometimes 
we bring in the cultures from past companies. If you've had a bad experience in the last 
organization, and you're bringing that with you now, how can you take a step back to 
understand, "Well, how can I bridge relationships and find allies in this new space?" 

Then the same goes for maybe you came into an organization and you had great 
collaborative experiences at your last company where people already knew that UX 
writing was a thing. Now you're in a company that they're like, "What is UX? What is this 
new UX writing?" 

Then instead of feeling—I mean, you're going to feel what you feel. Those are all real, 
but like, how can you identify moments of educating, but also bringing people along? I'm 
looking for that someone who is like, "We're all here to learn and build this together for 
the better interest of our users." 

Beth: The shameless plug to the talk from Rhiannon Jones from earlier, I think it was 
maybe Monday this week, on collaboration, where she talks about exactly that. How do 
you stay goal-oriented so that you're focused on the outcome of your collaboration and 
not on whatever tasks you need to do to build alignment? That goal orientation is what 
makes it not personal when somebody doesn't understand what UX is or what UX 
writing is. It makes it way easier for you to stay and build a bridge. 

Ariba: It's so interesting. I wanted share a method that's really been helpful in creating 
that without using words like bridging or alignment or anything like that, because I feel 
no, in this context, it all makes sense, but I don't want to have a meeting where I'm like, 
"This meeting is for all of us to get aligned because sometimes I can sit down, I'm just 
trying to get you guys to agree with me.”  

That said, I've been hosting co-creation sessions with my coworkers. We identify like, 
"Well, there's a thing that we're all trying to get our head around and it's okay to. I 
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understand that none of us have the answer, but maybe collectively, we can figure this 
out." 

Then I will host a working session and then facilitate that with some ground rules on 
how we are all showing up to this, what are the pre-reads that we might need to have in 
order to come fully informed so it doesn't feel like one person or one function or all the 
data or all the research about anything, but we're all coming in as equal participants. 

Then, what are the things that we're trying to figure out? That could include everything 
from hopes and dreams to fears and concerns and getting to a place where we're 
building momentum and a conversation. Some of that includes airing of the unspoken 
norms that hold us back. I've found those types of working sessions or co-creations 
really helpful in our work. 

Scott: I'm hearing about a fairly complex skill set. We've got a lot of soft skills. We've 
got a lot of collaboration. We've got a lot of design disciplines to draw from. I'm curious 
with respect to the topic, to the folks coming into this, coming from often content 
backgrounds, what does it mean in doing this kind of work to be a writer? 

Is there a role for being a writer on a design team? Does it mean something to be the 
writer or is that maybe an idea that is getting to be a little bit old fashioned as we find 
new ways to work together? Anyone have thoughts on that? Beth, you're shaking your 
head. 

Beth: I'm shaking my head because I personally don't think that it's old fashioned. I 
think for all that, I talk about the importance of a multidisciplinary team and approach, I 
still think that it makes sense to have people with the different lenses and expertise that 
they can all bring to bear. This is the real world. We're never going to have 
representatives from every discipline working on every team and on every project. 
That's not happening. 

You have to be strategic and you have to be selective and you have to know this is an 
actual problem to face where we're really going to benefit from somebody with a 
content, with a word, with a language, narrative story, whatever it is. Those are different 
things all the time. This problem space is going to really benefit from having that person 
sitting really close to it and having a lot of influence over it. 

There are other places where you're not going to get as much leverage out of having a 
person like that. I think that reality, and I do believe that that's the truth, speaks to the 
importance of having people with real disciplinary background to their name. As far as 
evaluating that or what sort of a background qualifies you to do UX writing and content 
design, it can really vary so much. 

I don't really see it being a really hard and fast requirement. I've hired some really 
brilliant people from advertising, from a knowledge base documentation, some of my 
favorite sources. I've hired a poet. They can come at it from all different angles. What do 
you do with it? How do you apply it? That's really interesting. 
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Scott: [crosstalk] Go ahead. 

Ariba: Sorry. 

I was just thinking that if there's anything, that it's great when everyone has like a 
shared toolkit, or like a shared language, we are all understanding and communicating 
together. I love the fact that there are still parts of the organization that I'm not 
responsible for. I can tap in and be like, "Hey, I need you to do what you do on those, 
because that's just not my expertise, and I would love to work together and figure out 
what makes sense." 

I'm doing that, not only for the product end, but I'm also building a lot of internal 
websites and internal tools. I may design it and then I'll contact someone who's really 
great at understanding the audience and writing for that and then I'll sit with them and 
be like, "Here's the intention of this. Here's how we think it's going to be used. What's 
missing here?" 

That has to be done not only for external things but also for internal things. Please, 
everyone needs to—I want a team with diverse lenses but also diverse skill sets and 
diverse experiences of applying those skill sets. 

Amanda: I think that's part of the thinking behind that squad or mission team setup that 
a lot of tech companies are using, and Get Your Guide is no exception. I didn't say this 
at the beginning, but we're an e-commerce site for travel experiences. We have small 
teams that are cross-disciplinary working on different aspects of either the customer 
journey, different opportunities spaces, different problem areas. 

To your point, best not every one of those teams has a UX writer directly embedded in it 
because it's not always the best use of that skill. Some teams, we have a team that's 
focused on the checkout experience and that microcopy is so crucial and so easy to 
break as well, especially when you're localizing. We localize for 18 languages. 

All of that needs to be taken into consideration. It would be too much to ask, I think, a 
designer to keep all of that in mind, memorize our style guide, memorize our UI tech 
guidelines, know all of the stuff required to be a product designer, which I can't even 
name, and then be successful at it. That's too much pressure. 

Scott: Right. We've got some audience questions around this collaboration co-creation 
idea that I wanted to get at. Nancy Randall asks, "I love the idea of co-creation but I'm 
curious how do you balance that approach with preventing a design-by-committee-type 
of scenario?" 

Ariba: For us, it's a matter of like, aligning on the criteria at the upfront versus waiting 
until democracy happens, and then you have 100 ideas that everyone wants to execute 
on. The behind the scenes or the upfront work involves understanding what the biggest 
challenge is right now. Are there any constraints that we need to keep in mind, including 
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budgets or timeline and really understanding the audience and then understanding what 
does success look like here? 

In terms of the co-creation, what does success in other co-creation look like? What are 
we hoping to accomplish by convening all of us? Sometimes that success means we 
want to be able to have conversations that we're just not having. It could be something 
like that. 

It could also be, "We want to come out of this co-creation with two experiments we're 
planning to run, and then here are the metrics we'll use to understand whether this 
experiment is working." It can vary, but I think it's identifying what is the goal of the co-
creation of the upfront and what is the outcome that you're hoping to have that'll really 
make sure that at the end, you're driving towards that. 

Scott: Yes. It's crazy. It's almost like having goals for doing the design work is just as 
helpful as having goals for the thing that we're designing. 

Ariba: Totally. 

Scott: It's almost like we can use our skills as content strategists and UX writers in the 
design process. [crosstalk] 

Ariba: Then you can use that [unintelligible 00:24:40] to like, design your session. 
You, exactly, I feel like content strategists are the ones that know like, "Okay, if I want 
people to accomplish this in the session, what do I have to provide them in the upfront? 
How does it have to be served? What are the discussion prompts we need to have?" 

Then you could lean on some of the Human-Centered Design methodologies and think 
about what will allow people to show up and share. Then the other thing I keep a note of 
are, what are the unspoken norms that I know that exists at the company that might get 
in the way? What do I plan to do to design around that? 

Scott: We have a question here from Rebecca Thorpe, which I imagine speaks to a 
feeling that a lot of folks have where they're excited about the way of working that you 
all are talking about of being part of a squad, being part of a design team, getting into 
the journey and goal setting of what we're doing, and I'm going to paraphrase here if 
that's all right, but feeling pigeon-holed as a writer, or as like a content specialist, or just 
like someone, if the perspective that your team or company has is just like, "Well, you're 
just the word person, so why would you get want to get involved in all of this stuff?" 

Have any of you had success with reframing that either in your own careers or maybe 
doing that more at scale of reframing the role that the content—? I'm seeing a lot of 
laughing, I'm guessing this was common. How's this been playing out in your 
organizations? Amanda, how about for you? 

Amanda: This has happened to me in every job I've ever had where writing was part of 
my job description. Part of it is just building relationships with people. There's a lot of 
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talk about finding allies, like Beth and I have talked about that in preparation for this 
panel. Find the people who will let you come in on a project and show them what you 
can do. 

That means getting to know human beings and not being afraid, not accepting the 
pigeon-holiness or someone else's completely subjective assessment of what your 
value is and how you contribute to find it for yourself. Find someone who will give you 
the leeway to do that and then run with it and see where it goes. 

Even if you work on a project that doesn't even get off the ground, or doesn't ship or 
whatever, which is the thing that happens that like lots of [unintelligible 00:27:16], you 
still have a success story of collaborating, of breaking down the problem, of applying 
your skill set in a different way that might get someone else excited, so keep talking to 
people. 

Beth: That's exactly right. I know you and I completely vibed on this in our preparation 
sessions. I talk a lot about working with the people who “get it.” There's almost always 
somebody at your organization who has either worked with a writer or a content 
designer in the way that you want to work with, and they'll come and go, "Are all these 
other people crazy, because I really like to work with writers from the beginning of a 
project and you can just partner with them?" 

If you're in an organization where that isn't true, I'm a big fan of creating projects for 
yourself too. Just create something. I thought that concept last year about like, starting 
an internal newsletter like showing people through some deliverable that you repeatedly 
put in front of them, how you can do what you do. 

A newsletter is a very tactical thing but there are other things you can do that 
demonstrate the early-stage strategic focus that you can bring to bear on a project. It 
doesn't have to be, as you said, something that ships, but it needs to be something that 
people see. 

Amanda: Yes. I think another important aspect of that is also saying no to some things. 
If you have support from your chain of management to do that, to clear yourself some 
space to do the more strategic work, even if it's just an experiment, like it’s, "Hey, in this 
quarter, can I have this percentage of my working time to dedicate to trying to do this 
thing that could actually have a huge impact in this way, in this way, in this way, and 
build a business case around making a trade-off?" You don't have to do everything. You 
will burn out. 

Scott: Jesse Evans has a question along those lines of doing this work in a culture 
where there's hundreds of projects happening all the time, really aggressive release 
cadence. Obviously, we can't be everything to everyone. We can't necessarily contribute 
to everything that's getting released. How do you prioritize? 

What are some of the things that would help you identify maybe a high-value or high-
impact project to be part of as a content person? Beth, that's, how does your team pick, 
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or as you were growing up through the ranks in HubSpot and looking at places to make 
an impact with content and writing, were there certain lenses that you applied to choose 
where you would try and make that impact? 

Beth: Yes, in my personal history, because I did start off at HubSpot. I've been there for 
10 years. I started off and I was present for a very long time, the only UX writer on this 
very large product team. I was for a really long time stuck in this reactive place, where I 
would take tickets and then put out the food. 

The shift really, for me, happened when I started aligning the work that I accepted and I 
started learning to say no to things. Somebody in this room, I think in an early 
conversation, said you have to be willing to let things fail. You have to be willing to leave 
things by the side and instead align with what the priorities of the business are. 

Every company has some prioritization message and we have something that we call 
Compass at HubSpot. Compass consists of certain stories that we're prioritizing as a 
company and especially as a product team for that coming year. 

I would define one of the top Compass stories where I felt like content would have a 
really strong impact on the business and on our customer's experience, and just put all 
of my calories into advocating for involvement in that. It was almost always patently 
clear because the Compass stories are very well developed and well defined, and well 
researched because of their pitches, that the nature of it required some content heavy-
lifting. It was easily a fairly easy case to make, but go with what matters to the business. 

Ariba: [unintelligible 00:31:53] that, I think even when there are so many projects 
happening and you're still trying to figure out where are the right moments to advocate 
for the thing and then create a process for the thing that doesn't exist yet. I think if there 
are so many projects happening, people will already have a cognitive overload and you 
suggesting a new thing that they're not used to doing is a big burden. 

How do you still prioritize the one that where, as Beth said, if there's someone who's 
already a believer, figuring out, "Is there an overlap of a believer as well as a project that 
might increase visibility for the role of content there?" Then leveraging that and making 
sure that you're documenting. 

What is the thing that you did and what is the impact that it created so that as you think 
about like, "Okay, this is a project that really worked well, and content was able to get 
the upfront, was provided access to the research early, weighed in on the research 
questions and all the things?" Then it's a matter of you have to document it enough so 
that you can show, here's the things that we did differently here and here's what it 
created. 

Then what would it take to replicate this, right? Sometimes we have nuances in certain 
projects, a process works and you can't really replicate it identically, but it's a matter of 
like, "Well, what will enable us to do this again?" Being able to really do that storytelling 
of impact is critical there. 
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Amanda: One final note on this topic to consider—first of all, plus one to everything 
that's already been said. Also, think about what is your superpower. What is the unique 
value add that you personally by getting involved can bring? That might be helping to 
align the stakeholders around something that's been really difficult to communicate. 

Like this is happening in my company right now with a big taxonomy project, where 
people are trying to describe the relationships between different types of content. It's 
really hard for them to just wrap language around. It's like, "Okay, well, I can jump into 
this and impact the strategy of how this comes together, in addition to helping do all of 
this other stuff in just creating alignment and helping people understand the language 
that they're using." 

You don't have to be, I've heard it described as the coffee vending machine, or the 
person in front of the automatic tennis ball launcher, just trying to keep up with all of the 
requests coming at you. Whatever your prioritization framework ends up being, 
communicate that out when you say no to things so that people understand why you're 
not working on that thing. 

Yes, like, "This is a cool thing that could have some impact, but actually I'm spending all 
of my time right now making sure that this key strategic project is very successful 
because it's crucial to the way that our business is moving in this quarter, et cetera." 

Scott: We talked a bit about surfacing, showing, demonstrating successes, 
communicating that out. Obviously, it's going to vary from project to project. There will 
be specific goals for what success is on a given engagement. Maybe just from a 
broader lens as far as content and communications people, what makes something feel 
like a successful project to you? Like, "Yes, we made forward progress with our 
approach to content, our approach to UX writing, our approach to designing with words." 
What does success look like on a project for you? 

Amanda: One thing that immediately pops to mind that Beth will probably be happy 
about is can we operationalize it? Whatever approach we take to this project—let's 
assume that’s table stakes, whatever metrics you were trying to hit or you achieved. 
Then let's say on top of being successful in that, you also created enough 
documentation around your process that it can now be extrapolated to other teams and 
humans, and maybe even other disciplines. Who knows? That's one thing. 

Ariba: [crosstalk]. Go ahead. 

Beth: Okay. I was just gonna say that was something that we spent a lot of time on, and 
I know that they still do. The content designer is like, you do the thing and then you take 
a step back out and abstract it out and say, "All right. What did I learn? What did I do? 
What did I create here that can actually be templatized or systematized or somehow 
abstracted out and either written up in some way that other people can learn from?" 

We can scale it, or we can actually stick it into Canvas and say, "All right, this is the 
approach that we're going to use until we learn better." Now, that's the other thing, too, 
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about systems that you have to learn, and I think teach, too, is that it's not set in stone. 
These are guardrails that we're going to follow until we find a better way, until we refine 
it, until we iterate, and it's just like, "All right, this is working. Let's run with it until we get 
a better way." 

Ariba: Now, I think I love your point about refinements. I think like, this is where process 
and culture hits the rubber on the road where you can create the documentation, you 
can create the process, but if a culture is built in a way where people are ignoring that, 
then that documentation will just live in that document. I think it's a matter of like, what 
has to be done on both sides. 

That sometimes that might feel overwhelming, like, "Oh my god, we have to not only 
create this documentation in terms of figuring out what worked and what didn't work and 
how to scale that, but also what has to be moved forward in the culture so that the 
behaviors actually support using that documentation and that new process." 

I would say, we do something called retrospectives. I think some organizations call them 
postmortems or reflectives, where you take a minute and think about what worked, what 
didn't work, what we want to replicate, what don't we want to replicate, what would it 
take to do that again on each project? 

That levels the playing field a little bit where everyone is able to share, like, "Well, here's 
the thing that I did differently on this project." Then someone else can say, "Oh, I didn't 
know that that was a new thing. It helped me do this." Then I think it surfaces a dialog 
where people realize that maybe surfaces of some of the behind the scenes work and 
understands the value of that. 

Then as a group, you end up identifying the things you want to replicate. Then working 
together and thinking about what the process is. When you have that, again, co-creation 
of the process, what you're also creating is a cultural conversation and people having 
shared language and understanding like, "Oh, got it. This is what refining the process 
looks like. Where are we documenting it?" 

Versus I think if one person does the documentation for that person's role only and then 
shares it out, from my experience, I don't see a lot of adoption. It's like, "Okay, great. 
Thank you for documenting that," and then it's forgotten. Versus if you do more of that 
collaborative conversation around reflecting on the project together, I think it creates a 
little bit more space for that. 

Amanda: It also creates more visibility around the work and thinking that went into 
whatever decisions you made. That's such a good plan anyway. 

Scott: Eric—I don't know if it's Mass or Moss—has a question around workshops and 
the role that workshops can play in bringing people together. This feels like maybe a 
good moment for that is that part of this as well, of like bringing people who maybe are 
new to these ways of thinking and approaching content into the process in a structured 
workshop, what role have those things played in the practices that you all have? 
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Beth: Workshop has played a really particular role in my evolution and the evolution of 
the content. I don't think that it means quite the same thing that it might mean to other 
organizations. I think a lot of times people are thinking about workshops and it should 
be, rightly so, in the way that we talked about co-creation earlier on this panel, right? 

For me, when I was a fellow UX writer, I used workshops a lot as an internal 
communication tool, internal educational tool. People would often come to me for help 
with like, help my team learn how to use the style guide, help my team learn how to 
sound like HubSpot, to like apply the voice and sound help— 

They would come to me with what they thought the problem was. I would develop a 
workshop that would do that for them, introduce them to how their team could get the 
most out of whatever artifact or process or whatever piece of what I did they thought 
they needed help with. Also, it was really important to take someone by the hand and 
lead them into the rest of the process as well. 

Maybe even just only a slice of it. They got a sense of like, "Oh, there is so much more 
to content design, to what you do or what you can do or what we can do on this team 
from a content point of view," just like, there's a light bulb moment for them. That I found 
to be an extremely powerful tool to create a tweet or a menu of workshops that I was 
able to deliver by request internally to light people up from within the organization to the 
power of content as a practice and to the fact that they can do it, but this doesn't always 
have to devolve into a conversation about “and therefore you need to hire more people 
like me.” 

It's like you, like that's a trap. It's a real trap. Right? It's more about the practice, the 
work in this lens, this approach is really valuable and can help teams of all different 
types get the results they are after. The legal team, the billing team, the sales, the 
service, like, everybody, right? Just play with customizing them so that they could see 
the value in that was fairly transformative for our organization. 

Ariba: I love everything you just said. I love that you especially mentioned, like, the 
legal team that are not always collaborating in that way and reminding themselves and 
the teams that the collaboration isn't only important for specific teams, right? We all 
need to figure out the things that we need to solve together. Workshops are critical for 
our work and for my work. I think for me, it just depends on, is this a workshop where I 
am sharing a learning and people are using that new thing and playing with it. I've 
trained 80% of my company on design thinking. 

Those are workshops, but they're also training. Then there are workshops where to that 
point it's more of like, "Okay, here's an introduction to the process. Now let's inform that 
process together and a lot more of a walkthrough and then iterating on the process as 
we go through it. Then there's a workshop where it's like, are we just trying to uncover 
as many ideas and potential possibilities so that we really are understanding where this 
work could go? I think workshops are so amazing. It just depends on the design of it, it 
just depends on the objectives. 
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Amanda: One thing to note about workshops, especially if you are starting to use 
workshops in organizations where people are not used to that style of collaboration, is 
that it can be super scary and super intimidating especially if you are an introvert and 
then someone is making you draw on a whiteboard and talk and you don't know why. 
There are lots of tips and articles on Medium, for example, about how to design 
workshops in a way that [inaudible 00:45:05] different, types of people and 
backgrounds and ways of processing information. 

One thing that we have started doing at Get Your Guide, even we were doing this for a 
while, even in our critiques, design critiques and also content critiques where instead of 
calling out feedback during the critique, we would actually write it down on a Post-it 
note, because what's great about that is that then you don't have the most senior or 
most extroverted people in the room contributing all of the feedback. You democratize it 
across everybody. Which is really cool, especially if you have a range of different 
seniority levels and disciplines. Maybe there's someone who's brand new to the 
company and has completely fresh eyes, but would otherwise be too intimidated to 
actually speak up. Then also that's great because then the person who's presenting has 
a record on the little Post-it's of every piece of feedback. 

Ariba: We have something called ground rules, or I don't know, people call them 
different things, but it's basically today's intention. Before every working session or co-
creation or workshop, we go through them and even the calendar invite will have that. 
It's as simple as making sure we're having one conversation at a time. Then even in that 
agenda, I'll include the fact that we're doing solo storming, where it's like you do solo 
reflection of all your thoughts. Then we go around and take turns and then even in 
taking those turns, we'll have instructions like, everyone share what you wrote down on 
two sticks. Then finding other mechanisms to democratize, because there are 
hierarchies and hierarchies are not always visible by job titles, right? 

There's some power dynamics as well as whether you're introverted or extroverted, or 
like, group-think happens. Totally. We also try to manage the number of people we invite 
so that it doesn't feel like if you're leading it and if it's your first time, you don't want to 
have to figure out how to one, learn the new personalities, and then understand how to 
create momentum while those personalities are at play. If you're new at the 
organization, you may not know the unspoken norms and power dynamics that are at 
play. You may just be like, I don't understand what's happening. If you're in a new 
organization or if you're in a company that doesn't do this, definitely have a co-facilitator 
who might have more experience at that company to be your partner here. I love that 
you brought this up. 

Scott: Eric, I think the answer to your question is workshops don't help, don't do them. 
No reason to have them, not something that you should be doing. That's fantastic stuff 
there. Quick programming, if you are still a human in the world who uses clocks, you 
may know that we are past the top of the hour. We also got a little bit of a late start here, 
though. I have been instructed to give everyone their money's worth. We are going to 
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keep rolling here for another 10 minutes or so. If you do have questions, those are 
being fed to me via secret channels. I will get them to the panel. 

I want to do a round-robin one here, as we're thinking about a ton of tremendous advice 
in this conversation already. I know it can be a little overwhelming for folks. I want to 
think about like, let's go a little smaller, let's think like next day, next week, actionable 
practical steps. We've had a lot of that already and maybe a place to start is just with 
ourselves. Personally, early in your careers, what are some either literal things you did 
or maybe a helpful mindset that you might've adopted that has proved helpful over 
time? Ariba, how about you start, if you could please? 

Ariba: I love that you narrowed it down to an individual level. Because I was like, where 
do we begin? I think leading with empathy and thinking about how positive, intense, this 
goes back to what I was saying earlier about like, if someone leaves you out of a 
meeting or an email, it's not always on purpose. Sometimes that person might be new 
or there's just things happening. How could we come to the work, assuming best intent 
and thinking about how do we—if I was left out, like, how do I catch up? Also then show 
why that information was valuable to my work and then ask questions, like what is a 
better moment where I might learn this information because it helps me do X, Y, and Z? 
I've had to do a lot of that. First, I will get pissed off and then understand like, "Okay, no 
one did that on purpose," but like, where did that come from? We're all just modeling 
behaviors and processes that someone else gave us at that position. It's understanding 
where that's coming from and then understanding where and when are they getting 
access to that information and how could I get access to that same information without 
putting another item on their to-do list? 

It's understanding the roots of processes sometimes, and I don't know about you, but 
oftentimes I feel like there's a process that's on a desk and then there's a process that's 
actually happening. How do I get to the underbelly of that and then understand where 
ally-ship needs to be formed and where trust needs to be baked-in and/or think of some 
of the processes that might be in service to the work for all of us, that's been really a big 
one for me. Really understanding the underbelly of processes and culture, and then 
building ally-ship and building trust and relationships. 

Scott: Wonderful. Amanda, how about for you? Approaches, specific steps, what's been 
helpful for you, what's worked for you? 

Amanda: A couple of things. I think back to conversations that I had with mentors over 
various stages of my career. First of all, have mentors or just humans who you think are 
smart and awesome and that you learn from and talk to sometimes and remember 
things that they tell you. Some of the things that I have picked up on in those 
relationships, it's like, don't take things personally. I think to Ariba's point that 
[unintelligible 00:52:00] positive intent will make all of your relationship-building so 
much easier and more genuine. Some tactics to do that is just be curious about people 
like, "Oh, this is what your opinion is. Cool. Tell me more about that. Where is that 
coming from?" Just share experiences with people and building those relationships 
makes it so much easier to do your job. 
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Another one that someone told me. Actually, Amy Thibodeau told me this last year, 
which was very generous of her to even talk to me. She's a VP of UX at Shopify and 
she told me, "Create principles for what you can't compromise on and tell everybody 
about what they are so that they're not surprised when you pick your battles and it is 
within those principles." That I think is great advice for anybody if you are the only writer 
in an organization of 200 engineers, which was my first UX writing job at Amazon. I had 
to be really clear about, I can't fight every possible battle. 

By having a framework for what was important to me, I was able to save myself a lot of 
anguish, I guess, and also communicate to the allies that I was able to build within that 
organization, like, "This is the way that I'm approaching it and these are the things that I 
think are important and if you notice something that is outside of these principles then 
let me know. One of them was, "We should always use natural language in the product." 
Which I think is just a basic usability practice. By saying that out loud with words, it's 
amazing how many more conversations I had with, especially engineers about like, 
"Hey, I noticed this error message and it looks super wonky. Do you want to just take a 
look at it? " Then we've made a lot of improvements that I don't think I would have found 
otherwise. 

Now as a leader, when I'm giving feedback, there are things that I feel like I can and 
can't let go. This is outside the realm of writing, but if someone shows me a design that 
has poor readability because it is using low color-contrast ratios, I will always call it out. 
Because readability has such an impact on the way that words are interpreted as well 
and that's a thing that I have decided that I will not compromise on. 

Ariba: Non-negotiables, amen. 

Amanda: Yes. 

Scott: Fantastic. If I only, if I got one plus-one card to spend in this conversation, it is 
articulating those principles. That's been incredibly important in my own work too. That's 
a great one. 

Amanda: Yes. I got the plus one. 

Scott: Beth, what's your secret? What worked for you? What do we do, Beth, help us 
out? What approach should we take? 

Beth: As soon as you asked this question, I flashed back to something that was pretty 
big for me early in my UX writing career. I had gotten very bound up in this narrative of 
my own about who I was and what value I brought to the organization. I felt that it was a 
reflection of what other people saw in me. I was just like, "Oh, I'm the wordsmith." I got 
pigeon-holed and I pigeon-holed myself in a lot of ways as the voice person. People 
always used to come to me and say like, "You make this sound more..." they'd either 
say like, [unintelligible 00:55:53]. That became my personal brand. 
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I loved that for a while and then I really disliked that for a while because I was like, "This 
is the only thing that people think that I can bring to bear." This goes back to what you 
were talking about, Amanda with the, have mentors. Even if it's not formal people, you 
would have awesome, helpful people in your life. I went to somebody that I had worked 
with at my company very successfully on a number of different projects and said, "Tell 
me what it is that you think I'm good for." Like, "What am I good for? When you think, 
Oh, Beth is going to be on this project with me, what is that going to bring?" 

She did not say wordsmithing, she did not say voice at all. She listed a bunch of 
different things and I was able to adopt those with some work, with some reflection and 
meditation because it's really hard to change your self-image, for myself at least. It 
turned out with more interviews as the days dragged, we started getting addicted to this, 
and it made me ask the question in coffee conversations with people all over the place 
for a year or so that one of my strengths is creating repeatable systems out of the work 
that I do. That realization about one of my main strengths led directly to the world that 
I'm in today. Led directly to me seeing myself as somebody who has a scalable strategic 
lens that I can apply to the work that I do. It turned out that other people knew that about 
me and I needed to get it. That's what I would say, ask a friend. 

Amanda: If I had a plus-one card I'd put it on that. 

Ariba: Totally. 

Scott: I'm going to get real cards printed out for the next one. Beth, that's a good one. 
We've got just a couple minutes left. I want to know what you all are most excited about. 
What are you excited about in the discipline? What are you excited about in content 
strategy or UX writing? What are you excited about in your own practices and just what 
you hope to accomplish next? It could be a new movie release. What are you excited 
about? Top of mind, Amanda, anything you're excited about coming up for you? 

Amanda: One thing I'm excited about is watching the discipline of UX writing and 
content strategy more broadly mature within the umbrella of UX and watching leaders 
like Beth, like Ariba, you're a product designer so I'm not going to mention you in this 
particular example but seeing people from content backgrounds really becoming 
leaders in their organizations because of the skills that we have beyond just creating 
beautiful language on a user-facing surface. That is really exciting to me. That also, I 
think, is exciting because it shows how many possibilities there are out there beyond the 
pigeon-hole or your internalized oppression around being pigeon-holed would have you 
believe. That makes me really excited and optimistic. 

Interviewer: Love it. Beth, what are you excited about? 

Beth: I'm excited about the work. I said in one of my prep documents for this, that 
there's literally never been a better time to be a writer. I absolutely 100% believe that 
there's never been a better time to be a content writer. However, you want to define the 
people who are in this virtual room right now, this is your moment. It's like, there are 
people who have come up through content who are in positions of leadership now and 
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there is this robust community. When I was coming up through the ranks, I didn't know 
anybody else who did what I did. It was [unintelligible 00:59:57] now we have each 
other. There's just a lot of—the possibilities are really endless, and what I just talked 
about in the last question is what really energizes me. Is helping people understand the 
story that they're in and change the story that they understand themselves to be in. 
That, I see, is my personal mission statement no matter what my job title is. Whether 
that's in UX writing or in my personal one-on-one coaching and mentoring, which is 
actually what I've been doing even more these days. I love helping people decide what 
their own story is. 

Scott: Beautiful. Ariba, bring us home. What are you excited about? 

Ariba: I feel so energized by this conversation [laughs]. As Beth was talking about the 
narrative inside your head and I was like, "Oh my God. I shall have so many of them." I 
went from bio-mechanical engineering to medical school and to now. I think so many of 
the stories that I've created or might have been catalyzed by society, they stay with you. 
That hit home for me and I think it's even me trying to break free from whatever labels 
I've inherited and adopted and understanding that I get to choose to break free from 
that. On a personal note, I'm really energized by this conversation and I think I'm so 
loving the fact that UX writing is a phrase that people know now. 

I feel like there were so many moments where I've had to say, "No, no, no. That's not a 
typo. I mean it. UX writing. I'm putting that together." Or advocating for people 
differentiating that content that lives on as social media activation is different than 
content that lives on our website. They are two different voices and we're at a place 
where to Amanda's point, it's hit enough maturity where people understand that they are 
different and maybe now we're having more of a conversation across disciplines to think 
about like, "Well, when does that need to happen?" It's more like, "Oh, I'm glad you 
asked. Let's talk about that." I think seeing that is so incredible. 

I think design was a field that also had to go through that maturity, where it's like, "Hey, 
we're not just about making things beautiful. We're about making things accessible. 
We're about making sure this is an inclusive product. We're about making sure that what 
we're actually putting on the thing meets our ethical standards." We're now 
understanding that we all get to care about these principles regardless of what function 
you have. How do we have that conversation together in a way where it shapes 
process, it shapes operationalizing it, it shapes the systems that we create and inherit 
and then systems that we put out into the world. I think all of that is so incredible. To 
your point Beth, it's a great moment [laughs]. 

Scott: All right. Well, thank you so much. 

Beth: You get my plus one. 

Scott: Yes, everybody gets one. 

[laughter] 
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Scott: Thank you all so much for your energy, your attention, your cheering so 
generously. This has been really fun for me. I personally am excited to go back and 
rewatch the recording of this because that was information dense and I have—my brain 
is extremely full right now. Thank you all. Thanks everyone for adding your questions. 
This has been really fun and I think now at this point I will hand it back to Kristina. 

Kristina: Thank you. You're still with me, Scott Kubie. 

Scott: Oh hey, how are you doing? 

Kristina: Thank you for facilitating such an amazing conversation. You're a natural. 

Scott: Thank you. Were they wonderful or what? That was some really good stuff. 

Kristina: You were all wonderful. Thanks. I'm with you. I'm looking forward to going 
back and even poring over the transcripts that will be available at the live broadcast. 
Treasure trove of information. All right. I just wanted to bring you up and say goodbye 
and thank you and I look forward to when I can see you again IRL. 

Scott: Likewise. Thanks, Kristina. 

Kristina: Bye bye. 

[01:04:17] [END OF AUDIO]
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