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 00:00:05:01 - 00:00:31:05 

JAMES JACKSON   

Hello, everyone. I’m your host, James Jackson, coming to you from my Studio X suite in Minneapolis. This is our 
podcast, and we’re going in the trenches. Join me each episode as we focus on challenges and opportunities our 
category management and shopper insights colleagues face when in the trenches. We recognize you’re laying awake at 
night, then grinding day by day. 

  

00:00:31:17 - 00:00:58:08 

JAMES JACKSON 

So we’ve built this show for you. Hey, everyone, this is James Jackson, your host, and this is our podcast. We’re going to 
go into the trenches and find compelling stories with compelling people. And so today we have a really exciting guest. 
I’m actually really interested to learn more about his experience and hopefully dive in and draw some things for you as 
well. 

  

00:00:58:19 - 00:01:09:28 

JAMES JACKSON 

And so we’re welcoming today Brian Hoffstedder, and he is vice president of Category Leadership in the Pet Division at 
Central Garden and Pet. Welcome to the show, Brian. 

  

00:01:10:21 - 00:01:13:18 

BRIAN HOFFSTEDDER  

Thanks, James. Really excited to be here. Should be fun. 

https://www.catman.global/arcast


00:01:13:29 - 00:01:30:04 

JAMES JACKSON 

Yeah, I think it’ll be super fun. So, Brian, before we get started, I did want to ask you if you could maybe share a little bit 
about your career, your background for the audience and then we’ll dive into the trenches. 

  

00:01:30:17 - 00:02:09:25 

BRIAN HOFFSTEDDER  

Yeah, I’ve been in I’ve been in CPG for about 22, 23 years. I started at Procter & Gamble in 2001 in brand management, 
and after a few years I moved into market research, their consumer market knowledge, and they were both in North 
American health care on some awesome brands like Prilosec and Pepto-Bismol, which is just an awesome, fun little 
brand, a lot of just health care brands, and learned a lot about problem solving from a medicinal standpoint and then 
worked globally there. 

  

00:02:09:25 - 00:02:42:22 

BRIAN HOFFSTEDDER  

So I worked on cough, cold and flu products all over the world for about a year, and then Clorox called and said they 
were looking to set up some shopper insight capability. And I was like, Sure, I want to do that. So I left P&G and went to 
Clorox in 2008 and spent 15, almost 15 years there doing a number of different roles, learning a lot about insights and 
applying insights and more of a leadership position in category management fundamentals. 

  

00:02:42:22 - 00:03:15:22 

BRIAN HOFFSTEDDER  

And I got a wide, a wide breadth of experiences working on customer teams, working on business unit strategy 
internally. I see a lot of really interesting stuff that is all rooted, sort of in, in this idea of learning and helping 
organizations become smarter about, you know, what’s going on in the market and then what’s driving business. 

  

00:03:15:22 - 00:03:58:15 

BRIAN HOFFSTEDDER  

And then in summer of 2021, I left Clorox after about 15 years and came over to Central Garden and Pet to stand up 
category leadership capability. And it was an opportunity. I felt like was one that didn’t come around very often. If you 
get a chance to build a capability from the ground up and build it in a way that you sort of you have a chance to make 
a material difference in categories that I thought, you know, not pet food and cat litter and things like that, but pet 
supplies. 

  

00:03:58:15 - 00:04:17:14 

BRIAN HOFFSTEDDER 

Where I thought insights and analytics could have a material difference on the categories they serve. So it’s a great 
opportunity. I really like the company, I like the people, and more fundamentally, I like the work. It’s challenging, but 
there’s material reward in doing it, so it’s been fun. 

  

00:04:18:18 - 00:04:31:13 



JAMES JACKSON 

Awesome, awesome. Thanks for walking us through that, and we’ll touch on a few more of those things as we go along. 
But as we tell people in the show, are you ready to get into the trenches? 

  

00:04:32:15 - 00:04:34:24 

BRIAN HOFFSTEDDER  

Yes, absolutely. I live in the trenches, James. 

  

00:04:35:06 - 00:05:03:29 

JAMES JACKSON 

Good, good. Let’s get in the trenches. The first question that I have for you is actually an interesting one. As we were 
trading emails and a couple of us noted in your email signature, a phrase and that phrase is “data is just humans in 
disguise.” So could you talk about why did you add that to your signature? And it’s really obvious there’s something 
more behind that. If you could share that with us. 

00:05:05:20 - 00:05:56:01 

BRIAN HOFFSTEDDER  

Yeah. A large a large part of my career has been, if not all of it, has been defined primarily by analysis and analytics, and 
either really sophisticated AI driven stuff for, you know, category or new item forecasting like that, that kind of stuff. 
Over the course of my career, what I’ve observed, and what I feel and I believe is as much data is produced on a day in, 
day out basis and as much as humans try to wrap their head, their heart and their arms and their brains around the data, 
losing sight of the humans that are generating that data is a pretty slippery slope and it’s a big risk. 

  

00:05:57:00 - 00:06:15:27 

BRIAN HOFFSTEDDER  

So I never miss an opportunity to remind analytically minded people who are slamming massive amounts of data 
together on a day in, day out basis that that data is generated by humans and they’re trying to tell you something like, 
Don’t lose the forest through the trees. So like pay attention to what the humans are trying to tell you inside that data. 

  

00:06:15:27 - 00:06:20:21 

BRIAN HOFFSTEDDER  

And you can make a material difference with that knowledge.   

  

00:06:21:01 - 00:06:41:08 

JAMES JACKSON 

Okay, good. That’s actually, I think, the same way. Yeah. Your business can be down, but why is it down? There’s people 
that have behaviors behind that. And they’re like you said, they’re trying to tell you something. So that is perfect. But it 
is obvious that you wanted people to see that. 

  



00:06:41:11 - 00:07:04:18 

BRIAN HOFFSTEDDER  

So it’s something that I feel like is stewards of the craft, and it’s inspiring leaders. I mean, Central’s an aspiring leader. 
We got work to do. Even at Clorox, it was very easy for people to place financials at the center of discussions. It was 
easy to place concept tests in POS data at the center of your discussions. 

  

00:07:04:18 - 00:07:32:24 

BRIAN HOFFSTEDDER  

But I just fundamentally believe if you don’t start those discussions with what the humans are trying to communicate or 
what’s best for people, and what is this decision we’re trying to make and how does it serve the category from a human 
point of view? I’ve had the opportunity to speak many times in the industry at different events, including the CMA 
Conference, about the power, the importance and the power of human context. 

  

00:07:34:13 - 00:08:03:11 

BRIAN HOFFSTEDDER  

And that’s where, you know, I, I started to refine this idea of humans in data sets are the ones who are  trying to 
communicate with you. And if you lose sight of the human context, you’re going to lose sight of the data and you make 
poor decisions. Human context is by far the most important context, and we have to keep that in mind as stewards 
of the craft and as stewards of our business, never miss an opportunity to bring human context to the table in the 
discussion because it’ll make your decisions better. 

  

00:08:04:23 - 00:08:27:02 

JAMES JACKSON 

That’s a excellent advice. Excellent advice. So I want to go a little deeper, you know, for the people who are listening 
to try and understand a little bit more about how you tick. Okay. So if I go into your LinkedIn profile, there’s a 
recommendation you have out there from Nicole Salsburg, and I guess she’s somebody who worked for you at P&G and 
Clorox. 

  

00:08:27:02 - 00:08:57:11 

JAMES JACKSON 

And if you don’t mind, I’m going to read this and then if you could kind of react to it. So she said, Brian is a passionate 
business leader and people leader. His determination to do the right thing for the business is unparalleled, and he 
constantly drives and delivers business results. He has innovative ideas, pushes the thinking of an organization, and has 
a contagious energy that enrolls others and rallies them towards success. 

  

00:08:57:27 - 00:09:07:18 

JAMES JACKSON 

So the question I have for you is, you know, that’s quite a recommendation. Why do you think she said that? And what 
does it mean to you that she did say that? 

  

00:09:08:04 - 00:09:45:03 



BRIAN HOFFSTEDDER  

Well, why don’t we start with that? James Nicole is a very she’s a very dear friend of mine who I had the opportunity to 
work with more and more at Clorox when we were building a better Shopper Insights function, someone who had an 
incredible amount of courage, an incredible amount of curiosity. And when you have those two things in a marketing or 
sales professional, you have something that’s very powerful. 

  

00:09:46:08 - 00:10:06:09 

BRIAN HOFFSTEDDER  

And Nicole, you know, for my money, it’s done it as good or probably better than a handful of people I’ve worked with 
in my career. I have a tremendous amount of respect for Nicole. But she’s a very special talent and someone who I hold 
in the absolute highest regard for a number of reasons. 

  

00:10:06:09 - 00:10:46:14 

BRIAN HOFFSTEDDER  

One, she’s incredibly bright. She has just a genuine, authentic joy about life that becomes infectious to other people. 
And I think the last thing is she found ways to challenge me to become the best version of myself every day when we 
worked together. And if you’re willing to challenge me to do that and be that and I’m willing to invest in you, which I 
think gets to actually the first part of your of your question, which, you know, I invest in people who are willing to invest 
in themselves. 

  

00:10:46:14 - 00:11:24:25 

BRIAN HOFFSTEDDER  

I believe that I believe in the power of humanity and humans make a difference. And I’m going to invest 
disproportionately in the ones who want to make more of a difference than others. I look to work with people who are 
in a lot of ways smarter than me, in a lot of ways are more capable than me, in a lot of ways that have the same types 
of courage and curiosity that I have, and see excellence as their measure and are unapologetic, not disruptive or ill 
mannered, ill-tempered in pursuit of it. 

  

00:11:24:25 - 00:11:44:22 

BRIAN HOFFSTEDDER  

But excellence is the measure. I mean, they’re not going to settle for anything less. I I’ve always believed in any team 
that I’ve built or led. I learned this very early at Procter and Gamble when I sort of refined it when I was at Clorox, find 
the best athletes in field, the best team. Nicole was one of the best athletes I ever worked with. 

  

00:11:45:26 - 00:11:46:09 

JAMES JACKSON 

Wow.   

  

00:11:46:22 - 00:12:13:09 

JAMES JACKSON 



That is fantastic. It’s interesting. I mean, I don’t know you that well, but I’m starting there’s just see, there is this 
throughline that you have about humanity, about passion, about people. Just it was in your LinkedIn. But now talking to 
you, you exude it so that that is amazing. You talked a little bit about P&G. 

  

00:12:13:09 - 00:12:46:24 

JAMES JACKSON 

So I do want to go back a little bit. You had an opportunity at P&G to be in market research. Obviously a huge company, 
big brands. They’re known for their market research. You had a product concept that generated the highest scoring ad 
test in P&G history. That’s a big statement. That’s a big accomplishment. Can you walk us through what it was and how 
did you get to the point where it was just that good? 

  

00:12:47:26 - 00:13:08:12 

BRIAN HOFFSTEDDER  

Yeah. There’s a couple of things that went into it. One is I had for my money, I don’t know, as I’m learning the craft, if I 
could have landed in a better place from a training point of view, but also from a manager and a mentor point of view. 
Like I worked with some really, really special people. 

  

00:13:08:12 - 00:13:42:04 

BRIAN HOFFSTEDDER  

So like that’s where I think success starts for any individual is, is when they’re surrounded by special people who want 
to do great things and in this particular case, I was working on the therma care business at the time, no longer a part of 
P&G. And we were launching an arthritis Initiative and this is where I feel like I really started to appreciate the human 
elements of business. 

  

00:13:43:05 - 00:14:04:20 

BRIAN HOFFSTEDDER  

And you know, when you get in, when you get into a space like technically speaking analgesics, whether or not it’s 
internal or external, it’s happened to be external. These are things you put on your body as opposed to things you put 
in your body like Tylenol and Aleve. Right. So, you know, you have the aspirin creams of the world. 

  

00:14:05:24 - 00:14:37:25 

BRIAN HOFFSTEDDER  

You have the icy hots of the world. You have these patches that stick on to the muscles. But when you have arthritis 
pain, that is a different beast. So I think in being able to accomplish meaningful, measurable results in advertising, it 
started with that fundamental difference between muscle pain is very different than joint pain. And if you go out and 
you look at different ads right now, you still see that teased out. 

  

00:14:37:25 - 00:15:09:15 

BRIAN HOFFSTEDDER  

That was like one of the very first examples of where like for something that went on, bodies that sort of got teased out. 



So one of the other things we did was we’d never done this before. I wanted to talk with a rheumatologist and I wanted 
the rheumatologist to tell me about the experiences she deals with on a day in, day out basis when it comes to people 
who suffer from arthritis pain. 

  

00:15:09:25 - 00:15:32:26 

BRIAN HOFFSTEDDER  

And then it became, All right, where do people really suffer from arthritis pain? It tends to be where it tends to be in the 
hands, in the finger specifically. It tends to be in the knees. And lo and behold, where do you think we built the product? 
It was to go in those areas. So like really studying the experience that arthritis sufferers go through on it because it’s 
chronic pain. 

  

00:15:32:26 - 00:15:55:12 

BRIAN HOFFSTEDDER  

It’s not because you pulled a muscle, it’s not because you twisted an ankle. This is life for people. And when you really 
start to appreciate that you pay attention to the language, you pay attention to the day in, day out descriptors for how 
life happens in the moments that you miss. Right? I can’t pick my grandkids up. I have a hard time opening the car door. 

  

00:15:55:12 - 00:16:31:25 

BRIAN HOFFSTEDDER  

I have a hard time turn the key to start the car to get to work. You start to appreciate the weight that people carry is an 
arthritis sufferer and then it becomes an organizational rallying cry. We got to do everything we can to help solve this 
problem. So a lot of it is a lot of just fundamental human insight work early in my career that sort of set the stage for this 
long standing belief that the human elements in the human context of business are the most important, and we have to 
keep them front and center all the time. 

  

00:16:31:25 - 00:17:03:18 

JAMES JACKSON 

As you were talking, I thought about two things. One, you were walking in their shoes, right? You learned enough about 
that person so that you could really walk in their shoes, understand the pain, understand the issues, and the second 
thing is it almost felt like you were prepping to be an actor in a role and understanding literally getting in character like 
that person that’s, you know, actually feeling that pain, feeling the arthritis. 

  

00:17:03:18 - 00:17:34:14 

JAMES JACKSON 

So I think that’s so instructive for anybody that’s in Shopper Insights. And so I’m going to go back one step further 
before P&G. Right? You’re coming out of college. Did you think you were going to be where you are today? Did 
you have your arrow pointed at shopper insights, market research? What was it as you came into P&G that you were 
thinking you were going to do? 

  

00:17:35:01 - 00:18:02:21 

BRIAN HOFFSTEDDER  



Yeah. So, I mean, it’s really interesting. I went to school on a physics scholarship, and I realized in my maybe third 
semester that despite my love of math, I had no love really to become a civil engineer, not a knock against the craft. I 
just I like to be around people. And that was like I needed to do something that was more human driven. 

  

00:18:02:21 - 00:18:43:09 

BRIAN HOFFSTEDDER  

I figured that out pretty, pretty quickly. But I worked at I worked during the day at Procter & Gamble, delivering 
executive email and went to school at night. And that’s ultimately how I worked my way into a position where the 
application came through. I was recommended by some folks I knew to apply for role, and I went through the whole 
application interview process and scored my first very junior sort of administrator job in marketing in the commercial 
products group. 

  

00:18:43:09 - 00:19:08:11 

BRIAN HOFFSTEDDER  

So that was well, that’s gigantic boxes and barrels and vats of things like dawn dish, liquid and laundry soap to get sold 
to, you know, hotels and restaurant properties. And that’s what they do with it. For big Febreeze sprayers, we sold 
coffee commercially to gas stations and restaurants and that kind of stuff. So I learned a lot about just fundamental stuff. 

  

00:19:08:11 - 00:19:30:00 

BRIAN HOFFSTEDDER  

I learned a lot about innovation, right? Because you take Tide and you’re figured out how to make it a commercially 
viable product outside of the retail theater, the consumer there. So there’s a lot of that stuff where I learned critical 
thinking and problem solving and quantification of certain aspects of business that, that I mean, you’re not selling 
through POS. 

  

00:19:30:00 - 00:19:54:28 

BRIAN HOFFSTEDDER  

It’s not documented the same way. So you got to like you got to figure out how to quantify the impact of some of these 
decisions. So that’s where I learned that. I had a number of different roles in that group, thankful for every single one of 
them. But those roles taught me that I was more curious than anything, and I had a desire to really explore why, like why 
did things happen? 

  

00:19:54:28 - 00:20:08:29 

BRIAN HOFFSTEDDER  

I was more excited in the why conversation than in the what conversation more, from a marketing and an advertising 
execution standpoint. So that’s when I moved over into market research in the form of consumer market knowledge, in 
health care. 

  

00:20:10:05 - 00:20:41:02 

JAMES JACKSON 

Wow, wow. You know, so I deal or I have dealt with a lot of folks. Your story about, you know, being in the mailroom, it 



reminds me of the guys who were category managers that started out bagging groceries. Right? So, yeah, it’s that step 
by step by step, you know, the business. But it literally started really in the trenches on the front lines, you know, dealing 
with people, dealing with all the issues that you were able to carry into your career today. 

  

00:20:41:19 - 00:21:18:14 

JAMES JACKSON 

So last kind of question in this segment. So now I’m going to kind of spring-forward all the way to today. Obviously a lot 
of change that’s taken place. We’ve evolved over time, but past two or three years has been something special. We’re 
dealing with omnichannel. So I’m wondering, how has things like omnichannel impacted your role? Obviously, you have 
that experience way back when, but omnichannel didn’t necessarily exist at that time. 

  

00:21:18:14 - 00:21:25:23 

JAMES JACKSON 

But how have you used what you learned and what have you had to learn in order to handle this new world? 

  

00:21:26:09 - 00:22:02:14 

BRIAN HOFFSTEDDER  

Yeah, that’s a great question.  I get it often enough to really think about it, but not often enough to have a stock 
standard answer. So here’s what I think. The idea that the consumer packaged goods fundamental has not changed, 
availability drives consumption. It’s like you go back ten years and like most people shopped and spent most of their 
dollars in grocery and drug. 

  

00:22:02:14 - 00:22:26:22 

BRIAN HOFFSTEDDER  

Right. That’s where they just made the most trips. This fundamental has not changed and it will not change. People will 
go where they think they’re going to get the best value for products that fill needs in their household. And as long as 
you keep that sort of that principle or that fundamental in mind, yes, your work is going to change. 

  

00:22:26:22 - 00:22:51:12 

BRIAN HOFFSTEDDER  

Your execution will obviously change, your financials will change. But if you’re working in service of the consumer 
through a category that will never change, how you work never changes. It’s how that’s what changes. How do you want 
to serve the needs of a consumer? Do you want to put it and you want to put this particular product, product A, product 
B, product C on their doorstep? 

  

00:22:51:12 - 00:23:18:19 

BRIAN HOFFSTEDDER  

Or do you actually want them to go to the store? Or is it a mix of both. I did a lot of work in pandemic. I just really 
studied and helped Clorox prepare for what I thought were going to be plausible futures on the back side. Some of 
those things happened and some of them did not. You know, I fancy a world where, you know, in grocery store, gone to 
the heights. 



  

00:23:18:19 - 00:23:34:23 

BRIAN HOFFSTEDDER  

We’re going to be four and a half feet tall and it was going to squeeze assortment and shelving just so people would 
feel safe knowing what’s on the other side and what’s coming around the corner. Let’s take it didn’t happen, right? 
People went back to their normal routine and most of the country and most of the retail environment. 

  

00:23:34:23 - 00:24:03:03 

BRIAN HOFFSTEDDER  

But what did change really was this pressure of fulfilling online consumption through a physical store. And you start 
to see different retailers moving product into a back room or what Kroger has done with Ocado warehouses and their 
Kroger fresh in filling orders from a centralized warehouse. So they’re not depleting the store experience of protecting 
the store experience, but also providing a better overall omnichannel experience. 

  

00:24:03:03 - 00:24:24:15 

BRIAN HOFFSTEDDER  

So you study these things, they’re going to continue to evolve over time. But if you look across not always within, if 
you look across the different behavior changes of the different model changes, you can feel good about your ability to 
predict what would I do call plausible futures? These are things that could happen if we see these things in the market. 

  

00:24:24:15 - 00:24:51:01 

BRIAN HOFFSTEDDER  

So that’s been my approach through all of it is not to try to… I heard a great quote from Ben Verlaine  one time, that 
was focused on clarity, not certainty. And I think a lot of us get caught up in trying to prove beyond a shadow of a doubt 
what will happen, instead of providing clarity on what could happen and the path towards that and what the different 
signals mean. 

  

00:24:51:01 - 00:25:00:18 

BRIAN HOFFSTEDDER  

So that was a big learning for me. In the midst of pandemic, it upended all certainty and we had to focus more on 
clarity, like what is happening now and what does it mean moving forward? 

  

00:25:02:02 - 00:25:31:23 

JAMES JACKSON 

Perfect. Perfect. All right. We’ve been in the trenches for a while, so I’ve got to allow you to come up for air and ask a 
couple of fun questions, and then we’re pretty much done finally coming up for air. So if you had to choose somebody 
to play you in a role, TV show, movie, who would you pick and why? 

  

00:25:34:04 - 00:26:04:21 



BRIAN HOFFSTEDDER  

What a question. The first person who came to mind is my son because I think other than my wife and my daughter, 
he knows, he knows me best and he could probably bring it to life. How about a professional actor? I don’t know. I’ve 
never thought about this. This is great. Maybe a Zach Galifianakis.   

  

00:26:04:29 - 00:26:18:12 

BRIAN HOFFSTEDDER  

He’s just crazy funny. He seems really easy to hold a conversation with. And as far as I know, he’s probably about my 
size. So I think that would probably work. 

  

00:26:19:01 - 00:26:31:16 

JAMES JACKSON 

Got it. Got it. All right. Second, another question for you. So I obviously did a little research. You’re a Bengals fan. 

  

00:26:31:16 - 00:27:07:29 

BRIAN HOFFSTEDDER  

I’m a huge Bengals fan. In fact, I’m looking at this right now. It looks like 2006 I was a finalist for Cincinnati’s biggest 
Bengal fan. In fact, it’s nominated by The Cincinnati Enquirer, happy to send you a picture of this. But it was when I was 
at Procter and Gamble very early in Marvin Lewis’s coaching tenure in Cincinnati and I applied at the newspaper and 
they selected me. 

  

00:27:07:29 - 00:27:25:21 

BRIAN HOFFSTEDDER  

And I went and this is what I tell people. I had the second most votes out of five, but the winner was two young ladies. 
So I had the most votes per person. 

  

00:27:26:17 - 00:27:27:16 

JAMES JACKSON 

Oh, there you go. 

  

00:27:27:22 - 00:27:40:14 

BRIAN HOFFSTEDDER  

Yeah, they beat me. They beat me by a handful of votes. And if you split them up, yeah. Basically ran on a ticket. So 
yeah. 

  

00:27:40:14 - 00:27:41:17 



JAMES JACKSON 

So technically you won. 

  

00:27:42:14 - 00:27:43:27 

BRIAN HOFFSTEDDER  

Technically I won in my mind. 

  

00:27:45:07 - 00:28:16:11 

JAMES JACKSON 

Got it. Got it. Final question. And again, this has been awesome. So if you look back in your career and you go back and 
you’ve probably heard this question before, but if you were to say something to your younger self, to the younger Brian 
that’s starting out of P&G, or let’s just say because you do value so much team to people on your team, what advice 
would you give for those people as they enter and go through their career in shopper insights? 

  

00:28:17:01 - 00:28:46:10 

BRIAN HOFFSTEDDER  

Yeah, I think there’s probably there’s three pieces of advice that I would that I would give them. Okay. You have got 
you have God given gifts. You’re hired for a reason. You have God given gifts. Spend the early part of your career in a 
diversity of experiences that allow you to really figure out how to get the most out of your God given gifts and talents. 

  

00:28:46:10 - 00:29:19:28 

BRIAN HOFFSTEDDER  

Don’t stay in one place too long. Doesn’t mean you got to go from company to company. But find a diversity of 
experiences and whether those are external customer experiences in CPG, internal business unit strategy experiences, 
whether or not they’re functional marketing versus sales, right? If you want to do a finding like go find experiences that 
are going to make you a better, more valuable employee. 

  

00:29:19:28 - 00:29:47:04 

BRIAN HOFFSTEDDER  

Do that early in your career. And then the other piece of advice is never miss an opportunity to reflect back every year 
on how you grew, what you learned and what you’re going to…reflection is a very, very powerful thing. And here’s the, 
it’s not a dirty little secret, but it’s something that people just don’t talk about often enough. 

  

00:29:47:13 - 00:30:06:29 

BRIAN HOFFSTEDDER  

If you don’t do your own reflection, somebody else will do it for you in the form of a performance review. So I take 
the time to reflect on the experiences and the decisions and the choices you made and what you learned from them. 
Otherwise, somebody else is going to tell you, and then they’re going to ultimately tell you who you have to become in 
their eyes. 



  

00:30:07:12 - 00:30:08:05 

BRIAN HOFFSTEDDER  

And you don’t want that. 

  

00:30:09:21 - 00:30:34:14 

JAMES JACKSON 

You definitely don’t want that. Awesome, awesome. Well, Brian, we could have talked a an hour more for sure, but thank 
you so much for the time, for the insight, for walking us through your experience.  Hopefully for those people listening, 
this has been valuable. It’s done something for me. So again, thank you for joining us. We’ll definitely have to have you 
back. 

  

00:30:35:01 - 00:31:06:07 

BRIAN HOFFSTEDDER  

Well, thank you, James. This has been a lot of fun. I’ve enjoyed the conversation. Hopefully it helps people in some way, 
shape or form once it makes its way out there to podcast land. But honestly, man, what you see is what you get. Can’t 
take it too seriously. If it ain’t fun, it’s probably not worth doing and I think that’s the last thing that I’ll offer here is, like 
find something you just have fun doing and then just be really good at doing that, and it doesn’t feel like work. 

  

00:31:07:06 - 00:31:34:21 

JAMES JACKSON 

Awesome. Awesome. Thank you, Brian. And thank you for everyone who listened today. We will be coming back in a 
couple of weeks with another great guest. But until then, take care.  

We just want to thank everyone for coming out and listening to our ARC podcast. Please look forward to our next 
upcoming episodes as we bring more intriguing and insightful guests to our podcast. 

  

00:31:35:22 - 00:31:46:25 

JAMES JACKSON 

And don’t forget, you’re not alone. Have a great week.
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