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Pete Moore:
This is Pete Moore. I want to tell you about a company that is going to change the entire recruiting in
the HALO sector companies called GamePlan: www.wearegameplan.com What they do is they connect
employer brands with D one D two D three athletes across the country. The power of the software that
allows these employers to get in front of tens of thousands of athletes. If you watch the NCAA
tournament, the hustle, grit, preparation, determination, and absolute desire to win, embodies every
athlete out there. Now you're going to be able to put your brand in front of those athletes. Start to get
them to understand after their college career, they can get into the halo sector, but work at a studio, a
health club, fitness equipment, company, supplements, anything related to this industry. They can now
parlay those skills and bring it into the sports and fitness industry that we are going to have the best
athletes become the best employees and create the best companies. And that is the future of halo. 1, 2,
3, halo. www.wearegameplan.com Check it out.
Pete Moore:
This is Pete Moore, HALO Talks, NYC. I have the pleasure of bringing the sweat works, Mo from Jersey by
way of long island now placed in Arlington changing the connected fitness industry for good, which we
need you to be staying in the halo sector. So we are doing this out of the
Pete Moore:
Boutique Fitness solutions summit. Mo. . .Welcome. Finally, to the show!
Mohammed Iqbal:
Peter, I've been waiting for this for a while.
Pete Moore:
It's been a long time coming. So thank you for attending the halo talks podcast that we are going to talk
about. Sweat works and how this industry is changing and going to the next level. And we got experts
behind it.
Mohammed Iqbal:
Finally, I am excited to be here.
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Pete Moore:
Awesome. So you worked at Sharp electronics back in the day. Obviously multi-billion dollar company.
What are some of the lessons from when you started out to understand like, okay, these are the
disciplines and these is how you build products.
Mohammed Iqbal:
I, I think the first and well there's two big things. There. One is the consumer experience. When I, when I
started at sharp, it was really about functional tactical. That's a Japanese mentality. And what happened
was over time, a big part of Sharp's business was in components. And one of the projects that we were
actually working on was the iPhone. And through that, and working in Cupertino, working with the apple
team, they are so meticulous around taking out what you don't need. Yep. Being minimal and starting
with the consumer experience. First, my mind as an engineer was, let's do functional first. We can worry
about the design stuff later, flip it around. So that, that to me is probably the biggest takeaway.
Pete Moore:
Gotcha. And what brought you into the fitness industry? Was there a project? Was it a personal interest
with, did you see something wrong? And you're like, Hey, I can fix that.
Mohammed Iqbal:
It was a bit of both. Okay. One was a personal interest. So I had my own personal journey. I immigrated
here from the middle east, from Dubai. Okay. In 91, 2 Jersey. Right. Okay. And came and I dove all in to
Jersey culture. Right. I'm talking funnel cakes at the fair
Pete Moore:
Springsteen. You got
Mohammed Iqbal:
Springsteen. Yes. All, all, all into that. All, everything good about the shore, but I got outta shape gain. A
ton of weight, started the fitness journey. Mm-Hmm <affirmative> and that changed my life. Right. It, it
gave me confidence. It, it just afforded me things that I didn't otherwise have got into work. And then I
saw a time for disruption. Right. So to me, the epiphany was fitness. Was there, there was programs,
galore, everything was available, but why didn't people get it? Why didn't people understand what I
understood, which I thought was relatively easy. I wanted to close that gap. Mm-Hmm
Pete Moore:
<Affirmative> so when you, when you look at something like the fitness industry, I started a software
company back in 1999, which was way ahead of its time. Yeah. Now would be like, you know, the
equivalent of like mind, body. Yeah. Is basically what we built the software. And basically salesforce.com
meets Eddis private label, 1500 health clubs before there was a SAS. What I realized was after we got
into it, no health club operator wanted put in a $35 DSL line and they didn't want to buy a gateway
computer. So we, we did everything from their house, not the most efficient way. So when you got into
this industry, how did you say, all right, I think I can help, you know, disrupt this, but they're also ready
for it.
Mohammed Iqbal:
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Timing was everything. So I founded the company in 2012, but what happened was in 2009 Fitbit was,
was founded about that time. There was a university study out of gen university. I don’t know if that had
a chance to look at it, but get university did a study based around steps. If you gave you a step counter
mm-hmm <affirmative> and they gave you goals, right? So one of the goals was 10,000 steps. Another
one was no goals at all, just wear the thing. And the third one was goals with the community and the
team that did the most was the goals with the community mm-hmm <affirmative>. So I'm like, okay,
there's something there with engagement, with quantifying data that then had meaningful change
towards behavior. If we can replicate that and mass market it, we have a business. And if I can do that,
figure out that model and take it to many brands, we could help a lot of brands and help a lot of people.
So in 2012, I started the company.
Pete Moore:
So when you take a look at providing all this technology and this expertise to, you know, basically you're
like behind the scenes of like the B2B yeah. Crowd, is there something in your mind that said, I'm not
going to go all in and, and do my own, and I'm going to spread this out almost like an open source, if you
will, you know, mentality. Do you think twice about that? Sometimes? Cause you got a big team, you got
a lot of revenue. You're like, Hey, I'm actually ahead of all these people that want to be my clients. Now
they are my clients. Now they're all smart. Yeah. how do, how do you think about that? Because we, we
advise a lot of companies, right? And then one day I'll wake up and I'll be like, why don't we just throw
10 planet Fitness’s, right. Or 10 orange series. Like I'm trying to do 10 deals right now. Why not? We
could have just done one.
Mohammed Iqbal:
That's a great question. So I, I think the key for me early on is figuring out what am I good at and doing
that really well. There is a special energy and talent that comes with founders of fitness brands. And I
think if you're missing that, like if you're missing the good founder story, I don't think you've got a good
brand behind you. But, but when I look at fitness brands and I look at brands like soul cycle and gold
stream, who've been around for a long time, even Equinox, they do what they do very, very well. When I
look at technology companies that are driven by founders who have a passion for running or whatever
that modality is, they know that very well. To me, I was never that instructor or coach or the operator, it
just wasn't who I was. Right. So I knew what I did well, which is data analytics and building product.
Right? So I'm like, instead of me trying to go raise a bunch of capital, which was, which was an option. I
said, I had my own capital and it would take me this far. Let me start with this first and see where that
goes. Right?
Pete Moore:
So the halo sector of the fitness industry have never been big spenders on anything related to what's my
monthly fee. It doesn't matter what you provide. There's like a monthly ceiling yep. On what someone's
want to pay for anything. Then you've got all the hardware guys out there, you know, selling and it's all
coming down to price and warranty. So how did you kind of break through and say, look, if you want
this, this is how much it costs. And this is how much it's worth and stop telling me that it's too high
because you don't know what the returns are. If you actually implement this.
Mohammed Iqbal:
I, I think that that took a lot of time. I mean, we have now been in business for 10 years and, and have to
be honest, when we started us going to the store and saying, look, you've got to invest 50 K a month in,
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in a data team or this, you have to invest 200 K on this mobile app. And here's why you can't just spend
10 K on a mobile app and ship it out to like Vietnam. Here are the reasons why that was an uphill battle.
It wasn't until we started having meaningful wins and people could now see, they're like, oh wow. Look
at Spartan race. A brand that no one's ever heard about now has had 8 million people cross the finish
line. Yeah. That's what would
Pete Moore:
You do with them?
Mohammed Iqbal:
Everything digital, everything digital from the start. Yeah. So they had no digital program. No one has
heard of Spartan and we innovated their a ton. So the first thing we did with Spartan was I looked at the
event space and the check in and all that. And I'm like races at the time required you to pick up your
race packet the day before required you to walk into shoe store because they were your sponsor. Right.
Right. Right. And then when you got there, it was like two hours before you even got to the store line. It
Pete Moore:
Was chaos. Chaos. Yeah. Then
Mohammed Iqbal:
You finished their race. You're exhausted. Where are my results? It's a paper printout. Or you have to
wait the next day. Where are my photos? That's going to take a week and you have to pay 80 bucks for
it. I'm like this model's broken. Yeah. You've got a great experiential brand. You're jumping over five
you're crawl on a Barb wire. Let's make the photos free because your consumer is your cheapest
advocate. Yeah, sure, sure. You don't do that. Let's change the event. Checking experience, show up
there with your phone. Right? Do the waivers online, make it a 10 minute checking, make parking
organized. So we innovated and Spartan just took off because it was a race like none other. And
interestingly enough, most of the people that did their shortest distance to Spartan sprint have never
even run a 5k before. Hmm. So that model worked. We, we went from there, we then did CrossFit and
innovated with CrossFit significantly a real time. Leaderboard, real-time scoring. Right. Why didn't
people have it? They just didn't understand the event. And they didn't understand the technologies that
we, we brought the two together. Gotcha. So just, just one win after the other. Yeah.
Pete Moore:
Yeah. And when you take a look at somebody coming and saying, okay, I want to do what Spartan race
did. You know, obviously, you know, if you're an ASP or, you know, a SAS platform, then people know,
okay, you're all on the same platform. So what kind of, you know, push and pull, did you have over time
to say, look, I'm building you a custom platform, or look, I have the right to kind of replicate this. Like we
used to use a cascading style pages. Sure. Right. And the guy from gold gym says, Hey, the, the world
gym site looks just like ours. I'm like, yeah. That's why you pay 50 bucks a month for a club because I'm
not building 80 different websites. You know, that's the benefit of everything. So in this market, that's
competitive from a brand and from a member standpoint, however, everyone comes to see these
events and tells you everything that they're good at what they're not good at and sharing their metrics
like never before in this industry, how have you kind of toggled between look your experience. It's going
to be amazing. Okay. Their experience is going to be amazing, but that's not necessarily a bad thing.
Right. Let's raise the kind of let's raise the technology bar and then fight from here.
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Mohammed Iqbal:
So I, I think it comes down to where you are at in your own journey and story. Do you want to be an
innovator and a market leader and go win capital? Or do you want to be someone who just follows
somebody else? The platforms that you see out there? The, the platforms that are product ties typically
are coming after custom platforms by about five to 10 years. Right. So if you want to be a market leader,
you want to create something. For instance, SoulCycle has your own booking platform. They're not on
mind, body. Yeah. Why is that? Because they had problems that they had to solve. The easiest solution
would be to say, let's just all go on mind, body. But they knew that they had to do over 800,000
bookings at their peak, Mondays at new, they had five minutes to do
Pete Moore:
That. Yeah. It's like $5 million on a Monday for like three minutes. That's
Mohammed Iqbal:
And you're not going to get that on mind, body even today. Right? Yeah. That system would collapse. So
they innovated and built out a scalable system. That's what it comes down to is if your brand and you're
passionate about something and you want to be the market leader and go create that, that innovation,
it takes an investment and it takes a team like ours to do it.
Pete Moore:
Yeah. So you've got these teams in place, you know, some people wake up every day and are basically
just supporting the specific brand. Yeah. Is that correct? That's right. And then from a standpoint of
those companies saying, you know, I'm going to outsource everything to you cuz quite frankly, I don't
know how to interview. Yeah. Somebody who has these kind of technical skills. So what are some of the
other reasons why somebody goes to sweat works and doesn't, you know, do you know, do an in-house
platform and you know, spend a lot more money having doesn't work and it's not on time.
Mohammed Iqbal:
Well, so I think at, at the crux of it, we are a product innovation agency. That's what, that's what we do.
And we know wellness probably better than anyone else out there. So we've built this onboarding
process, we've got this subject matter expertise and we failed a lot. Like we, we fail every single day.
Yeah. But that's at our expense. Right. So, so you don't have to, but for, for us with long term success,
we typically get brought in to go build out a product. But the longer term plan is we want you to build
that team internally. Right. So over time, like let's, let's get a win, let's get your revenues up, let's see
this model work. But ultimately the brand should take ownership of that.
Pete Moore:
Really. Yeah. And are they hosting with you? Are, are you on like a
Mohammed Iqbal:
Support
Pete Moore:
Or

Page 5 of 11

Mohammed Iqbal:
What's the AWS typically or Amazon Azure. So we we're pretty flexible in terms of where they want to
host the, their application. Yeah.
Pete Moore:
So from a standpoint of a lot of software companies in the space, you know, there's a significant amount
of venture capital that's come in, everything's valued at a multiple revenue instead of about multiples of
EBIDA,
Mohammed Iqbal:
Which is what it should be.
Pete Moore:
Yeah. Right. Of course it should be. That that game will slow down at some point, but it just hasn't yet,
cuz no one's really called them out on it. Mm-Hmm <affirmative> when you take a look at what you said
before, look, I know what I'm really good at. You know, you got a team of 300 people and you know, you
200, 300, 200, 200 we'll fast forward a year from now the podcast we'll have this little clip and then in
20 23, 300 and it'll be from like, that was from last, last year. When you look at it and say, okay, what
kind of business do I want to have? Versus what kind of business does the market need? Like how do
you think about, you know, being an entrepreneur and being an owner of a business and saying like,
well, if I kind of tweaked my business model and my revenue, you know, I might get value more, but
that's probably not what, what people want. So I'm not going to force feed them into something that
might look good for my financial, you know, business description. Yeah. Versus, Hey, if I just keep these
customers, you know, happy, they're going to continue to grow. I'm their support valve. Right? Yeah.
And let it play
Mohammed Iqbal:
Out. Yeah. So we, we're looking for long term partnerships and long-term value and keep in mind in
some of these brands, we have a stake in, we've got skin in the game, right. So we want to see them
win. And it's not really, you know, for us, what is self-serving is seeing our brands grow. Cause if they
grow, if they can enter new markets, if they can innovate, create new categories, that's a win for us. But
the key, there's a couple of things that I look for, the first thing is protecting and creating a moat for that
brand. So we just talk about one that, that, that we're both in and we want to protect the mode. So
we're looking for IP, what can we innovate and create and immediately protect them by building that
mode around that technology or that product. That's the first thing. The second is really being
pragmatic. I would say on any given quarter, we probably have four to five projects that come to us
where we do a discovery and we are candid. And we say, you don't have an opportunity here, so we
should not move forward.
Pete Moore:
That's great. Yeah. We just did another podcast where if you're in franchising, you got to say, no,
Mohammed Iqbal:
You got to say no can't
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Pete Moore:
You can't take those off. What would you say? What would you say? Some of the best success stories
are, you know, over the last couple years, you know, obviously a number of entrepreneurs, you know,
flipped towards digital and actually, you know, focused on, I did it. Right. There's other, that kind of put
up some patchwork and now they're kind of pulling it down and said, I don't need to be that anymore.
So what would you say are a couple, you know, shining lights?
Mohammed Iqbal:
I think the one that I keep on going back to is, is a company called mixed fitness and, and, and mixed
fitness. Really was an idea out of a family office called Palm mentors in Greenwich, Connecticut. And
when we came in, it was, it was really nothing. Like, it was really nothing. We met with Brad Palmer and
he said, look, I've got this idea to have an UN Peloton product. Right, right. And a lot of what we were
building at the time had this leaderboard driven concept to it. It said, great, let's sit down, but this is
how it's going to work. We're going to make it heart rate based. We're going to make it for the noncompetitive individual. We're going to make this inclusive for the everybody. Right. And we're going to
bring the best partners in there which included sch and some other partners such as polar into the fold.
And by doing that, you know, in, from zero to 18 months, they had top one revenue of 40 million. Now
they were attractive for acquisition. And that's how rain came in with beach body. And that whole
acquisition happened. And then six months after that, they go IPO.
Pete Moore:
Yeah. So Andrea Rogers is one of our partners at extend bar and she just did a mix workout for beach
body. Oh great. So that's, that's coming down a pike, you know, as, as you take a look at where the
industry's going, you know, it used to be you know, you have a new version of, of, of software and now
there's a new, you know, upgrade, you know, every week or every month or what have you do you feel
like technology sometimes just gets so ahead of what the consumer behavior is? Or do you have a pulse
on, on your end where you say like, Hey, that's a great idea. This example would be like the Oculus, like I
would've thought by now everyone would have an Oculus, but the market just kind of just said, like I got
enough stuff. I got my phone, I don't need this. So how do you think about when things come to you say,
Hey, that's a great idea in 2025. Yeah.
Mohammed Iqbal:
Yes. I think pre so I think the pandemic changed everything. One Oculus did over 10 million units in Q4,
which I mean for them is like, it's a big number. It's a big number, but pre pandemic, I would say, yeah.
Technology was a little bit ahead of where the consumer was, but post pandemic, I think we're actually
behind really. I think consumers have evolved. Consumers have gotten smarter consumers expect more
from the tech providers. They're paying more for subscriptions. Yeah. And like as has been shown by
Netflix, they're not afraid to cancel.
Pete Moore:
Yeah. Yeah. You know, when you take a look at some of the technology projects, you've worked on
some of the groups that now see what that churn is. And they say, well, oh, 8% churn a month. It's like,
okay, that, that maybe is a problem, but it's something that you can address. Right. And also you have
the ability to communicate with people in person. Right. So you have a, you have an inherent advantage.
So do you feel like some of the churn is because people kind of put that on autopilot? Or what, what do
you think
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Mohammed Iqbal:
That's absolutely it, I was about to jump in there, but it is that when you build product or strategy, it
needs to be dynamic. You have to more than ever before, right? Yeah. Building a good company,
building a good product and then saying, you know what, churn's going to be the same is no longer
valid. You have to have a constant pulse on your consumer, on what's going on, on the periphery. Right.
that's going to impact churn. So I, I think, I, I think it's not like these old George Roman terms said it and
forget it. Right. That, that is not true anymore.
Pete Moore:
Yeah. So what, you know, what are you most excited about that either you're working on or that you're
seeing at the, you know, the BFS show or maybe just the mentality of how people are thinking about
their business. We, you, we, Dave and I kind of became a certified entrepreneurial therapist during the
pandemic. Just make sure people survived. So what do you, what's the new mindset now? Is it growth?
Is it, I want to do the digital, I got to take a breath? And I want to actually like go back to my bricks and
mortar now, are they bringing in better people to say, look, I'll do the digital, you run the bricks and like,
we'll do this together.
Mohammed Iqbal:
I think it's complicated. It's, it's a complicated answer. A lot of it depends on region where you are and,
and your type of business. Mm-Hmm <affirmative> look. The first thing we recognize is that the
consumers change like commuting. I mean, we're, we're in New York right now. A lot of people fitness
for them was a ritual. Right, right. They would commute in the morning for long island or Jersey or
wherever, go to Equinox. That's six or seven in the morning and then go work and then commute back
home. That's not changed now. They're in two days a week. Maybe they're not in at all. Mm-Hmm
<affirmative> how do you get that ritual back in? So hybrid is here to stay a hundred percent. So if you
are a boutique fitness brand or you are a brick and mortar brand, that is good for you. Unique cuz
people are craving that community, that in person touch mm-hmm <affirmative> at the same time
though, you've got to see them where they're at. So when they're home, would you rather them engage
with you or engage on another platform? The answer is you, right? And then I think brands need to
know more about the consumer before it was good that you saw them a couple times a week in the
class mm-hmm <affirmative> today. Consumers want the journey. They want you to tell them what to
do today. Yeah.
Pete Moore:
You know, I used to go to soul cycle five or six days a week before the pandemic. And one thing that
struck me, they knew my name. But no one ever asked me, you know, what do you want to achieve
today? Or like, what's your goal. Right. And I feel like that's such a simple question to understand your
consumers, find out what their goals are and actually log it. Yeah. And, and, and get 'em
Mohammed Iqbal:
There. Yeah. We, we had a long relationship with SoulCycle almost five years. Mm-Hmm <affirmative>
so I was a big writer myself with fair notes on favorite instructors.
Pete Moore:
Mantis was, is my, is my go-to guy. Okay.
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Mohammed Iqbal:
Okay. And you know, I think what, to your point, what changed there is now today, it's you need to
understand your goals and you need to track against how you're doing, because if you don't see
improvement, you're going to look for something else. Yeah. We are also dealing in a world today that
has more anxiety, more stress than ever before. Right. With zoom calls alone, that that's anxiety ridden
working from home, figuring out when you're going to be in the office. None of this stuff is automated
anymore. We're not conditioned anymore. Yeah. So for wellness brands, we've got to understand that
and say, how do we address the wellness of our consumers? If you do that, I think there's a big
opportunity for
Pete Moore:
You. Mm-Hmm <affirmative>. And then in some of the brands that you talked about, they're single
modality and they're the best at it. There are obviously other groups that are saying, Hey, I'm going to
have this whole content library. And they don't have the best yoga instructor. They don't have the best
bar instructor. They don't have the best cycling instructor. There's no mode around it. Right. So do you
tell those people, maybe they're not, they, they don't become clients or do you say to them, you know,
be great at something you're not going to be great at nutrition. Trust me. You know, so, so is there a lot
of people have a lot of, of, of, of a library of content, but so it's like, you don't believe that they're the
authority in.
Mohammed Iqbal:
Yeah, no. I think if you are great at something, do that and do that very well, but understand what the
consumer's doing outside. And we look at partnerships, we look at other brands, like, for example, if you
are a, a good cycling brand, pick a good yoga brand partner with them, bring their content in, but
ultimately tie together for the consumer. Something that we've been doing lately is if you are, if you like
to run, right. And you, and you have a spin bike at home, if we know that you did an eight mile run
yesterday and you, you, you like completely went all out. Here's a good recovery ride for you. Mm-Hmm
<affirmative> so driving those recommendations from activities that, that you do on the outside, but
you as a brand focus on what you do well,
Pete Moore:
Yeah. So to your point there, you know, if I have a studio and I have 300 members, there could be a
human element to that. Doesn't need to be like artificial intelligence to find out you did this run. The
orange theory is when they were having people come back in, in Texas, they took all of their employees.
They put 'em in like a war room like this, and everybody had a phone and they were just calling every
single member. And then some of these other clubs say, well, I, I contacted everyone through like an
email campaign. It's like, well, people don't want to open up your email. They want someone to talk to.
So do you feel that even with the proliferation of technology, if you get the proliferation of technology,
right, and you also train your employees to care that that is that kind of part of the winning strategy, if
you
Mohammed Iqbal:
Will. Yeah. Look, AI and machine learning in 2022 for us is the number one priority. But I always say it it's
complimentary. Yeah. It's not the strategy. You need to have a human element to it. That is essential.
And people know when you're talking to a machine versus when you're getting a personal touch. Right,
right. So it needs to be complimentary.
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Pete Moore:
Yeah. So, you know, give us some other insight into, you know, what are we going to see? We're going
to see holograms what was
Mohammed Iqbal:
Next? Well, I think, I think the meta versus is a thing. Yeah. I think it's a thing I think quest and what
meta is doing with that product is going to continue to evolve and, and we have an opportunity to, to
see what they're doing and, and it's basically getting smaller. It's getting more lighter. So the application
towards ones is going to be there. Okay. I think the key is when it focuses back to the fundamentals,
right? It's a great experience. Focus on a good product, have a good community and care about your
consumer. That those old adages from 30 years ago are still true today. Yeah. But how we approach
them is different. Now, what I, the biggest change, which I think smaller brands should start to learn is
biometric data. What we call the third dimension. So before you're you were looking at, how often are
you coming in the studio? Maybe you could book a class on your app, but now a lot of consumers are
wearing robust. They, they want to be guided. They want to know, Hey, how did this world impact my
slate? Right. Give them those nudges, walk them through that journey. So I think you're going to see a
lot of smaller brands do what the bigger brands did, which is incorporate this, this third dimension of
data into their product.
Pete Moore:
Got it. I got the aura ring and it told me to pay attention. Yeah. Like every morning
Mohammed Iqbal:
I'm ordering one. Now
Pete Moore:
That's nice. I don't have mine. It's somewhere in, in my, in my bed or in my bag. But every I'd wake up
every day and be like, you didn't sleep well. I'm like, thanks. Thanks for the heads up again. But
Mohammed Iqbal:
There's something there, like, you know, I think that's the good point, right? You don't want the
technology and I've heard that a lot, by the way, to stress you out, even more you ordering, you're like,
you know what I thought I slept, you know, you wake up thinking that you slept great. You open up the
aura app and it's like, you slept horribly.
Pete Moore:
Yeah. REM sleep 17 minutes, but you're in bed for eight hours and eight hours. You're sleeping for three
and a half.
Mohammed Iqbal:
So I, me that we've got to figure out, we've
Pete Moore:
Got to figure that out. Yeah. Maybe it's like, do you really want to know what happened? It's like, you
know, I
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Mohammed Iqbal:
I'll wait or maybe it asks you, how do you feel great? You know what? Keep going.
Pete Moore:
Yeah, yeah, yeah. Yeah. Like, I'm not going to tell you,
Mohammed Iqbal:
But it's still collecting the data and, and things
Pete Moore:
Thing. Right. So you got famous quotes or anything that, you know, you kind live by, from all the
different experiences and all the different companies you
Mohammed Iqbal:
Work with. I, something that I say is what we've say internally is what is quantified is managed, right? So
people have this aversion sometimes to data and, and I get it. Like, I'm not a big leaderboard person and
all of that, but subconsciously, if you could put a number to something or display in a certain way, mmhmm, <affirmative>, you will tend to manage. But if it's like even drinking water, right. Something that,
that reminds you makes a difference. I think how do we quantify things and contextualize it to, to meet
where, where the consumer's at. So that's, that's one that we use a lot.
Pete Moore:
Awesome. All right. We will check back with sweat works in 20, 23. Awesome work that you've been
doing. Literally, I've been hearing your name, like, Hey, you got to meet Mo okay. Talking about sweat
works. I'm like, okay, I know who they are already. Like, we're doing a podcast. We're ready to go love it.
So this is great, man. And I really think people out there that are trying to figure out what they're going
to do, you know, look at what some of the case studies you have talk to your team and it it's no time to,
to be in the back. Yeah. So figure out what you're really good at and optimize. Well, this has been great.
Awesome. Thanks have to see you, man. You too. All right, buddy.
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