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00:00 Interviewee: That's fine, yeah. I've seen the emails that... Exactly where you mentioned that there will be [additional interviewer] and the recording. So that's perfectly okay.

00:11 Interviewer: Okay, brilliant. Yeah, and just to mention as well, this is just a belt and braces approach so that everyone's informed that because this is an EU-funded project, we have obligations when it comes to data generated by the project being made available, so some form of transcript of these conversations will be uploaded to a kind of online depository. But because they're gonna be anonymised and because we're gonna be talking to people about their work, then quite large chunks of those conversations might end up being redacted in the final versions, and we will of course contact you before we put anything online or anything like that. So just to let you know.

00:54 Interviewee: Yeah. Good. Yeah.

00:56 Interviewer: Great. Okay. And yes, so we've liaised obviously over email, but I don't think... Haven't we... I hope I'm not getting this wrong, that we've met in person before...

01:09 Interviewee: No, no, I don't think so, no.

01:11 Interviewer: But yes, I'm one of the co-leads of the Energy-SHIFTS project, and obviously leading the chair of this working group on smart consumption with my colleague [name], and the working group is... I think you've looked at some of the information. Obviously, we've been in touch for quite a while about this because you were involved in supporting the proposal in the first place. But it's very much to look at doing this horizon scanning process whereby we're looking at kind of future important research questions that we think should be getting attention across the social sciences and humanities in this area, and feeding that in at the commission level as they are developing there. The Horizon Europe programme, a new framework programme, and trying to give some informed insight really for them. If they're saying that they recognise this as being important, but what should we fund? What should we... What kind of questions could we be asking to kind of broaden the debate? So that's really the process that we're gonna be undertaking in these working groups.

02:22 Interviewer: Then, because that's very much forward-looking, that's thinking about what hasn't been answered, what could be looked at in the next decade or so, then these initial conversations which we're undertaking with around 10 participants are an opportunity to look back a little bit more, so give a bit of reflection over, well, how has the field developed? So the previous decades, how we got to where we are now, what actually is the state-of-the-art at the moment, which is where a few of your thoughts about the key pieces of literature come in as well. So that's really the purpose of these initial conversations, and I've done sort of five already, and it's been really interesting in different areas of research, coming up in each one, so it's really helping to give a good grounding, I think, and yeah, that's really how the conversation will go, if that's okay. So the first thing to ask about is, if you could just tell me a little bit about your own research, particularly obviously in the context of smart or smart consumption, smart energy? That would be really useful. Just a little bit maybe about current or recent research projects and so forth.

--Interviewee describes their research, removed for anonymity--

08:17 Interviewer: That's so useful, and of course, it's so well set within some of the context with which this working group is operating within, because of course part of the reason that we chose the themes that we did is to do with the sort of overarching strategic priorities of the EU when it comes to energy at the moment. And when it comes to consumers, then the key area that they are kind of mentioned in when you think... When you look at the policies, is smart, so it's sort of seen as the smart consumer. That's one of the only places where the consumer... Obviously it's kind of implicit within an awful lot of what they're proposing and different parts of the programme.

09:00 Interviewer: When it comes to renewables and so forth, of course, the consumer is part of the picture, but in terms of explicit mention, [chuckle] it's really in this smart futures kind of context that they're seen, sort of thinking about that new type of consumer. So yeah, this is really fascinating to then look back at some of the other historical developments, as you say. That really, really is helpful. And can I... So are there any particular projects that have brought... I know that you're kind of looking more broadly about the consumer, that they have brought in questions about smart technologies in general and the smart consumer. Is that something that any of your projects have touched on? 

09:49 Interviewee: Not directly, not directly, but what I find interesting in what you say about the EU policy language and the way you encounter it, is already there's this keyword "smart". It would be interesting for me, for example, to learn a little bit more what these policy documents and what the whole policy process that you're part of actually defines as smartness. Is it descriptive? Is it analytic? Is it normative? Does it mean consumers are smart, intuitively smart, therefore they should be part of the process? Or does it mean, in reality, consumers should be a little bit smarter now that we have these... Doesn't reality mean that policymakers feel that consumers are not smart enough, and that we would like to have a smart consumer and this then becomes a future project? Right? To say if we want to meet our 2020 climate targets, if in 2050, we want sustainable resources left, right and center, then the consumer has to be smart and at the moment, they're not.

11:02 Interviewer: Well, yeah...

11:04 Interviewee: So this is... Yeah, this is interesting for me from a purely tiny little historical perspective, because these type of discourses, normative discourses, they have been around, I would say... I came across those discourses since at least the 1920s, that there is something in consumption, in consumer behaviour which needs directing. It's people as inherently wasteful, not smart enough, therefore needing systems, technologies, institutions, setups around them to make them smart. So that's something... That's just the question I'm raising at the moment, that could itself be a project I suppose. But apart from the question, in my own research, in my own project, know that the smart consumer has come in once in a while in terms of this problem that the industry, here I'm talking about the marketing industry, always has... That the consumer is penny-wise, is seen in psychology and in microeconomics as sort of penny-wise, but pound-foolish.

12:39 Interviewee: So people have certain forms of being able to distinguish prices, so there's this price distinction, and then either policymakers or marketing people really since the 1920s, recurring again and again and again, trying to find ways to make people... To pull people away from counting the pennies and see the wider picture. So as to say, yes, if you buy non-branded products, you might save 50 cents, euro cents, etcetera or whatever, but look at the quality of the product, look at the quality of the work that goes into the product, look at the working conditions that you are then responsible for as a consumer. Because if you buy non-branded products or non-British, or non-German products or non-French, etcetera, etcetera, you support sweated labour in some horrible working conditions. So this got... What smartness means... At the moment, my impression is also that smartness really very much means technology and energy-saving.

13:42 Interviewee: But smartness over the 20th century meant... Seems to have meant all sorts of things, and there was always this inherent underlying urge to set up almost invisible forms of governing consumption through laws and shaping the materiality of, for example, supermarket, shaping consumer information, in government propaganda and advertising campaigns. Shaping the environment of consumers in such a way that they will finally become better consumers, because by themselves, they're not. That's something that's been with us now for 100 years.

14:31 Interviewer: Yeah, it's so interesting the way you put it, and of course, that really plays into all of the conversations, the research around the energy feedback element of smart. So obviously, a smart, just the feedback, but that obviously has attracted quite a lot of research at this point. But no, I think a lot of the questions that you were raising, especially to do with the kind of policy framing of this, well, it won't surprise you that often in terms of framing, different policy documentation may have slightly different framings, being written by different... And so... But all of this is really... I can imagine that when it comes to the next stage of the working group, so the kind of Horizon Scanning aspect and thinking about future research questions and putting them forward...

15:24 Interviewee: Hello. Sorry, hello? 

15:27 Interviewer: Hello, can you hear us? 

15:29 Interviewee: Sorry, yes, there was a break-up. So yes, yes, you're back, good.

15:33 Interviewer: Good. And just a quick question then to follow up. We're keen to make sure that when we are representing working groups, disciplinary orientation, that we're taking that from them, not sort of our best guess, so would it be alright to just confirm what you see as your primary and secondary, if you like, disciplines research-wise? 

16:00 Interviewee: Yes, so the primary discipline would... How to describe this? It's located, I would say, both in what you could... Business history and a historical sociology. So I think that's the best description for what I'm doing.

16:21 Interviewer: And just to check as well, we're just noting down if any of our working group members have got any kind of background training in the sciences, in STEM, away from the social sciences and humanities.

16:35 Interviewee: No.

16:35 Interviewer: No, fine.

16:36 Interviewee: No, all my training was always in humanities and social science.

16:40 Interviewer: Fine, brilliant. Okay, so the next thing to just move on to then is, and thank you for giving it a bit of thought beforehand, is thinking about the research landscape and then the literatures, if you want to bring in any of the pieces that you thought about, but kind of how you see social sciences and humanities research evolving over... It's fine to take quite a long period, and we've said sort of in the last 20 to 30 years, but it's fine to look at longer than that, and although obviously we're interested in smart consumption, everything you've said in terms of the overall picture of looking at consumers more generally is absolutely fine. So do you feel that... How do you feel the research has developed over the past decades? 

17:29 Interviewee: Yeah, so I looked at... In the last couple of days, I thought about this a little bit, and if it's the last 20 or 30 years... 30 years ago, so this is purely from my own perspective, 30 years ago, the historical sociology of consumption and the history of consumption, the history of consuming, history of marketing, history of advertising, all of... The history of retailing was, 30 years ago, really in its infancy, and there was often a very normative, but negative normative bias applied. So 30 years ago, you would have written any form of history of consumption from a perspective of critiquing consumer capitalism.

18:21 Interviewee: And what happened, I would say really about 20 years ago, around the turn of the last century, around the year 2000 or so, people moved on to historical and sociological inquiry into the past of consumer society from a more neutral perspective, and by neutral, I don't mean purely descriptive, but neutral, I mean, in a way to bring out through historical research much more evidence of the inherent power of the consumer. And that's not just the power to choose between brand A and brand B, but power in a sense that consumers have more voices and more ways of feeding back and creating civil society around their needs, other than just through, yeah, choice, right? So this was the research that I would say around about 20 years ago, Frank Trentmann, Matthew Hilton, Phoebe Green in the United States, so the... Lawrence Glickman. So there was a generation about 20 years ago of historians and historical sociologists that looked at basically the history of consumer self-organisation.

19:43 Interviewee: The history of the citizen consumer, the history of organisations that help the consumer to be heard and be seen. So there was a real flurry of literature about that and it still goes on actually. The peak was about 10 years ago, I would say, and Frank Trentmann, ... He then published the Oxford Handbook of the History of Consumption and in that handbook, this whole literature tradition in historical sociology is actually well documented. So this was about 10, 20 years ago, I would say. And if I look at the literature right now and... I've made some notes here, they're right in front of me so instead of five pieces of literature, I tried to identify five trends.

20:44 Interviewer: Oh, fantastic. That's brilliant.

20:47 Interviewee: It's just stuff that, I feel like as I read the literature and as I work with the literature, there's a couple of trends that are just noticeable, right? And there's an ongoing resurge... That's the first trend, number one. An ongoing resurged interest in political consumerism, and in the powers of the consumer, and in the political and discursive struggle of the consumer, and that's recently documented, I think very well documented by... And it just came out six months ago, I believe, Oxford Handbook of Political Consumerism, Micheletti was one of the editors. So that testifies to the ongoing interest in politics of consumption, consumption and politics. But within that literature, I noticed that the paradigm of what's called the citizen consumer has taken a little bit of a hit.

21:51 Interviewee: There was about 20 years ago, and I think this was influenced by Tony Blair, the Third Way, etcetera, etcetera, this idea that you can have the best of both worlds. You can have free-market capitalism, but if you get these legal institutions right, if you give consumers good information and strong powers, legally speaking, then that consumer, in their freedom, will not necessarily end up in the kind of Chicago School, Thatcherite, cut-throat, free-market capitalism, but in a well regulated, more social democratic type of market.

22:35 Interviewee: And I think this research was really very much done under this label of the citizen consumer, right, so... And I have a sense that although there's an ongoing interest in political consumerism and in boycotts and in self-organisation of consumers, etcetera, this ideal, this Third Way ideal of the legally empowered citizen as consumer. That seems to have turned out to be a bit of a... In the research literature at least, I haven't seen that used much recently, putting it mildly. I think that dream has died a little bit and I think it died with the financial crisis and the onset of austerity and the disregard, really, for the needs of people, right? Saving banks had to come first. So that's one trend that's really noticeable. It's probably, I suppose it could be done in a literature review if you just type in consumer citizen or citizen consumer to what extent that paradigm, that concept is being used, I think it has declined. So that's one trend.

23:54 Interviewee: The next one that is also clear, as these dreams of citizenship and the Third Way and empowering the consumer... I think as these dreams died some time ago, my hunch is that historical sociologists have moved towards this what I would call the safety of ethnography, so there's a marked... Something that 20, 30 years ago, you wouldn't have seen so much, really extremely well carried out in-depth ethnographic type and very micro-localised ethnographic studies of consumers, consumer worlds, retail worlds, objects, consumer objects, consumer behavior and the family.

24:49 Interviewee: I think this is recent. I have a feeling in the last 10, 15 years that seems to be really on the up. To use ethnography really very closely argued thick description ethnographic studies as a kind of a royal way to capturing a sense of who the consumer is. Then again, it might be interesting from a policy perspective because I think some of the critical concerns that sociologists and historians bring with themselves to the field... That's with the archive and the field of inquiry, etcetera, I think people learn that we need to hold that back a little bit. We need to really in our research, really be more neutral rather than bring these hopes of the free consumer or the empowered consumer. There was a lot of dreamy research going on 10, 15 years ago, so I think there's a... The neutrality of ethnography seems to have... Yeah.

26:02 Interviewer: Come to the fore.

26:03 Interviewee: Yeah, come to the fore really as a kind of a safe spot, so to speak. So that's the second trend that's really noticeable in the...

26:10 Interviewer: Sorry to interrupt. Is there a particular... One piece or whatever isn't necessarily what you...

26:21 Interviewee: Yeah, good point. There's one school, as I said, the literature on this is growing. But there's one scholar and a group of scholars that I respect a lot and if I turn to the literature I often turn to that group around Helene Brembeck in Gothenburg in Sweden. So she's the head of a whole center for the study of the consumer and she's running various research projects there and one or two of them I think... One or two of them are certainly on a circular consumption. Circular, the circular economy.

27:03 Interviewer: Yes.

27:05 Interviewee: And I think this is another trend, so the idea that smartness used to mean what is it that consumers know about brands, what is it that they know about price. And smartness today in the literature, I've noticed, is often nowadays translated into behaviors of... An attitude toward reusing, repairing, sharing, passing things on, keeping things in a loop, so to speak. And I thought she's researching, the whole idea of the circular economy from a consumption perspective, but research through ethnographic methodologies, that I think she's very much cutting edge there.

27:51 Interviewer: Fantastic. Thank you.

27:53 Interviewee: I'm not sure about energy. That I know would work on second-hand stores in Sweden and consumer festivals and to what extent public events and the public sphere. Shopping high streets can be better organised and are being organised to accommodate second-hand materialism. There's a kind of false materialism where consumers are interested in things and objects, but not brand new. Reuse, circulation, sharing, that kind of stuff. Energy, I'm not so sure if she does that to be honest.

28:34 Interviewer: Okay. Thank you.

28:36 Interviewee: But it's probably worth looking into. And then thirdly, probably much more closely related to energy consumption is the work by Catherine Grandclément.

28:49 Interviewer: Yes.

28:49 Interviewee: Who I think is a... She used to be at Ecole des Mines ParisTech. I think she's now a senior researcher with...

29:01 Interviewer: EDF, maybe? 

29:03 Interviewee: EDF.

29:03 Interviewer: Yeah.

29:03 Interviewee: EDF, Electricite de France... But she's very much active on the academic scene.

29:09 Interviewer: Yes.

29:10 Interviewee: So she does research work for her employer on electricity consumption, but once a year at least publishes very interesting work on precisely this issue of the smart energy consumer and again, why is it interesting? Unlike a lot of micro-economists who look at to what extent... If you put a smart meter into people's homes, to what extent do people shift their energy consumption at home, or in which areas or what's the economics behind this, typically what micro-economists look at. She follows the whole construction and then conceptualisation and then the implementation and the use of these smart meters and their understanding by consumer families ethnographically. So that's really a very different take and I think this was also about a year ago, a wonderful article on that in the Journal of Cultural Economy called "Devising the Consumer."

30:26 Interviewer: Yes.

30:29 Interviewee: I think that's from a sociological perspective and she also... I talked to her about the history a little bit, because in France, I believe they tried since at least the 1970s to bring some form of smart metering into households and she follows these attempts and these policy discussions and the stakeholder management between the energy ministry and then the gradual privatisation of EDF. So, there's an interesting back story to this and she follows that. So she's very good.

31:03 Interviewer: Fantastic. Thank you.

31:05 Interviewee: And this brings me to the fourth theme which is on attachment and digital devices and here the two names that are key, one is a guy called Franck Cochoy, who's a sociology professor in Toulouse.

31:29 Interviewer: Would you mind just sorry, just spelling that for me? 

31:32 Interviewee: Yeah. It's C-O-C-H-O-Y.

31:36 Interviewer: Brilliant. Thank you.

31:41 Interviewee: Yeah. And his first name is "Franck" with a C-K. Franck Cochoy, Toulouse. And he's a sociologist but also historical sociologist, so a lot of his work is also on smartening the consumer in the retail sphere since the 1950s and '60s. So he's also very knowledgeable as an archivally oriented historical sociologist, as well as an ethnographically contemporary sociologist. So he's... And he published a book together with colleagues in 2017 called "Markets and the Arts of Attachment."

32:20 Interviewer: Great.

32:21 Interviewee: And in that book, and in some of his other work, smart metering and other electronic devices that allow consumers to reflect on their behavior and see their own behavior in front of them... Apple Watches, and all of these things. There are nice little case studies in that book; I think came out with, yeah, years ago, maybe. Routledge, Markets and the Arts of Attachment. And that book is really, I would say, at the forefront of this kind of sociological ethnographic research work to find out is there a discrepancy between ideal conceptualisation and actually occurring consumer behavior as regards to these smart devices.

33:08 Interviewer: Yes.

33:08 Interviewee: Because what the authors in that book are doing is they're picking out smart meter reading, financial products that allow you to track your old financial behavior and forecast your own... How often you may be... How quick you may be able to pay off your mortgage... There's all sorts of financial as well as energy-oriented smart consumer products, apps, etcetera, etcetera. And in that book, they're following consumers, and they're following the engineers to study what kind of work goes into translating a specific theoretical concern. That this is how we believe consumers behave into a device, into a technological device, and how is that technological device translated by retailers and consumers and energy companies into very messy daily life. So, that, I think is a... This kind of following the actors approach, the Bruno Latour, Michel Callon's type.

34:14 Interviewer: Yes.

34:16 Interviewee: So that's... And that also comes under the keyword of attachments, so they're really looking at these devices, as ways that help, that allow you to attach consumers to specific financial or environmental concerns. The question for the sociologist is really, "How is it that consumers follow certain types of behaviors?" Or, "How is it that they reject certain types of behaviours?" So they look... Their argument is, "It's not enough to set up institutions." There are like new pricing laws, for example, right? Because very few consumers look at the small print, once you sign up with Scottish Power, or with EDF, whatever, nobody ever reads the small print, nobody knows what the Office of Fair Trading, OFT, has to say about your consumer rights, nobody reads this. What is it that makes consumers tick on a daily basis? And their argument is, it's micro-technologies of attaching people to specific behaviors. And that... Then it comes under this slogan of attachment and detachment. So that's in the book, Markets and the Arts of Attachment. I think that's really... Yeah, that's really cutting edge.

35:36 Interviewer: Yeah, great, thank you.

35:38 Interviewee: And then the last trend, and that's associated with one of the co-authors of that book that I just mentioned, and her name is Liz McFall. I think she is now a senior, yeah, no, since last year, she's a senior researcher in Edinburgh, at the Sociology department. And again, on the horizon that I have in historical sociology of consumption, she's prominent because she also covers these two ways of methodology, these two ways of enquiry. She's very good as an archival historically-oriented researcher, so she basically researches the connection between insurance industries and consumer behavior. That's her field. And she still does a lot of research in archives and she's very good as a historian, but she's by training as a sociologist, which means she follows actors, so she talks to industry representatives, she turns up at industry meetings, and there's a lot of in-depth ethnographic research with these industry people. And her specialism is smart devices, specifically, wearable devices.

37:01 Interviewer: Yes.

37:02 Interviewee: So she's looking... She does fascinating research, she talked to fashion designers. So there's a small but growing industry out there of fashion designers who create wearable technology. There might be a link to energy, but it's mostly wearables in a sense that you track your sleep pattern, your walking, your breathing, how often you sit, how often you stand in the workplace, and the attempts by the insurance industry to cash in on that trend and make it work for their own concerns. Because for the insurance industry, what matters is that if everybody would wear that or could be readable, so to speak, in their "What do you eat? How often do you jog? Do you take the elevator or do you walk up the stairs and down the stairs?" The insurance industry is dying to know that, and so they're investing a lot into this kind of pioneering research of consumer wearables in order to extract data from you, so. Yeah, it's called InsureTech, and there are little industry meetings once a year, where insurance industry people and electronics engineering people, fashion designers meet.

38:32 Interviewee: But that's her work and she is interested in that because of her concern with the whole issue of financialization of our data and who we are. The fact that... I mean you know that, you know that the keyword's financialization. So that's...

38:50 Interviewer: Yes.

38:51 Interviewee: Every act, every choice you make, every... There will be some price tag involved and the banks and insurance industry then rate our risk profile, etcetera. So this kind of pervasive financialization of life, that's what she looks at from this perspective of wearable devices and insurance industry. Could be interesting from an energy perspective.

39:17 Interviewer: Yeah, which is brilliant, I mean you've really... Like I said, we sort of asked for these sort of pieces of literature beforehand, but it's very much a lot of the sort of follow-up which you've kind of covered [laughter] very nicely, to sort of lead into some of these questions about overall trends and how different research agendas have maybe come to the fore more recently, and so forth, so that's all incredibly useful. Thank you. The only other kind of area that we were kind of interested in covering and that really is... Also kind of acknowledging any dominant or marginalised geographies in terms of where this research is being carried out, and obviously you've met with some sort of key researchers and sort of where they're located, but how do you see... Because again, because this is a European project, we're interested in how things are represented across different parts of Europe. Do you see there as being particular regions which are less active in this area? 

40:25 Interviewee: Yeah, I mean regions... Globally, that I would have to dig out a little bit, but as regards... Europe, I think... It's quite obvious in the literature. I mean exactly the names. We have Sweden, we have France. There's a huge cluster of sociologists of consumption in and around Paris. And then you have this cluster in the United Kingdom. Scandinavian researchers are heavily interested in smart consumption, the circular economy, smarting up the energy consumer. I think there's very little that we know about Eastern Europe. And here again, my hunch is that a lot of this research effort goes into the metropolitan urban consumer, consumers that are strangely very like the researchers themselves.

41:29 Interviewee: But on the other hand, this is where the energy grids are, and this is where the research effort of the people that we study. The insurance tech industry and the Apple algorithm device... Algorithm designers. Yeah, it's... I wouldn't call it navel-gazing, but there's a tendency perhaps of always... Of sociologists to research people that they can reach. Whereas, the rural consumer, the Southern consumer, the Eastern European consumer, I would, for example, be interested in reading more stuff about this marginalised, precarious consumer, because a lot... But that also has to do with the path dependency effect of the last 30 or 40 years of research into consumption, which has always focused on this problem of affluence.

42:32 Interviewee: Before 30 or 40 years, the biggest problem that historical sociologists had was to explain affluence and to critique it. The idea was capitalism is bad because we're consuming too much. How do you know? Well, let's carry our research into these massive massively growing retail palaces, the malls of America. But this is where you find the sophisticated but gullible, happy-spending, middle-class consumer. And a lot of... I suspect from an Eastern European, Southern European perspective, sort of this marginalised consumer that's living hand-to-mouth in the suburbs of big cities, these very invisible consumers who... They don't have credit cards because they wouldn't be interested in banks... Sorry, for credit card companies, these consumers wouldn't be interesting. They wouldn't be able to afford wearable devices or Google watches or Google glasses, or smart electric cars and then being worried about, where do you park it? This is all middle-class concern. The really poor suburbs of Manchester, the high rises, that kind of stuff, around the [44:00] ____, Northern Paris...

44:05 Interviewer: And if I was...

44:07 Interviewee: I haven't seen so much research there... I have to... Yes? 

44:11 Interviewer: Sorry, I was just gonna say if I was gonna push you to... And again feel free to go quite broad, we don't have to just be talking about researchers talking about smart as you say that it just may not be relevant in some context, but are there any researchers or studies that you are aware of in those kind of contexts, those kind of communities that you would say...

44:40 Interviewee: What I think happened is that when... If you would have talked about a marginalised consumer or consumer marginalisation, this would have 20 years ago really meant gender, that it was... Again, 20 or 30 years ago, a huge boom in gender research on consumption gender, but marginalisation... I think since the austerity regime, which hit all of Europe, not just the United Kingdom, what marginalisation meant or means has probably shifted really towards more old-fashioned questions of real class distinctions, income distinctions, but I would suspect that if you are now... At the top of my head, I'm going through a journal of consumer... So what I'm reading is Journal of Consumer Culture, Journal of Cultural Economy, Journal of Consumer Research, Journal of Policy for Consumers. Those are the journals that I'm following, are from business history journals.

45:52 Interviewee: Most of the sociology of consumption of this hardcore form of marginalisation has not... The austerity consumer, I would really have to look that up. At the top of... I'm sure there are people doing that type of research. There must be. But off the top of my head, I haven't got a good name for you at the moment.

46:17 Interviewer: No, thank you. Thank you anyway. Okay, fine. Well, that's been incredibly interesting, and as always, has brought up loads of new stuff. All of these conversations are really broadening things out very, very nicely, so it's been incredibly useful. Thank you.

46:33 Interviewee: Good. I'm happy to hear that.

-- Interviewer talks more about the next steps for the Working Group –
End of interview


