
Key Takeaways:

1. Rapid Product Development: Developed and launched three AI-driven products in three months, showcasing agility and innovation in product development.
2. AI Integration in Sales: Leveraged AI to enhance sales team performance, enabling them to close more deals effectively by automating and personalizing sales interactions.
3. Cost Reduction: Achieved significant monthly cost savings ($50,000) by implementing AI solutions, particularly in automating processes that previously required more human resources.
4. Practical AI Applications: Demonstrated practical applications of AI in everyday business processes, particularly in automating responses and engaging potential clients, which can be replicated across industries.
5. Minimal Development Effort: Highlighted the ability to implement these AI solutions with minimal development hours and low expenditure, making it accessible for businesses of various sizes.
6. Employee Training and AI: Emphasized the importance of training employees, especially the sales team, to use AI tools effectively to enhance their productivity and sales capabilities.
7. Future-Proofing Business: Discussed the necessity of continuous innovation and adaptation to maintain competitive advantage and respond to changing market demands with AI technologies.

Transcript

00:08
Speaker 1
Hi, everyone. You're listening to the Venwise roundtable. I'm your host and facilitator of this roundtable, Maya Dolgan. And today's episode is part of our AI Spotlight series, where Venwise members do a show and tell on how they're approaching AI. This AI spotlight was led by Joe Brown, founder and CEO of Deerdocht. In this roundtable, Joe covered three topics. How Dirdoc built and deployed three new AI products in the last three months, how their sales team has been leveraging AI to close more deals, and how the company has saved $50,000 a month just by using OpenAI. What the attendees found particularly insightful was understanding how Deardoc did all of this with minimal dev hours and very little money spent. 

00:52
Speaker 1
They also appreciated how he went about training the sales team to use chat, GPT, and really, with such minimal lift, you could start taking some of these ideas and implementing them today. This was super practical, and you're gonna take a lot of good stuff from it, so you'll hear more about all of that in just a moment. All right, let's get started. 

01:19
Speaker 2
What's up, guys? Thanks for being here. And I think the stuff that we're going to cover today is going to be valuable. And I was telling Maya before you guys, everyone caught here, even if this presentation just inspires you to move faster in deploying AI in your product base or gives you sparks idea of how to do it, that's a big win. And I'm going to explain why we didn't, how we did it, all through that process. So let me go through my deck. I don't have the most from a. It's a. As far as a deck, the content should be relatively good. I don't have a lot of colors and things like that. I usually keep very blank decks and just put the. The most important stuff on them. 

02:02
Speaker 2
But anyway, let me jump in before I do get started, though, if you guys wouldn't mind sharing, if you haven't shared already, just what I am curious to know your industry is everyone in here? So far, it looks like we have some media and marketing. We have a lot of sass in here. Money is building software services. Drop the personal injury. Okay, great. All right. Media tech. All right, so it's a lot of, like, B two B SaaS, which is great. We're B two B SaaS also. So with that, context is helpful. So I'll give you a quick agenda. You guys may have saw the email that Maya sent out. There's three things I promise that I will touch on. 

02:43
Speaker 2
The first thing was how we've created three products in three months to differentiate our offerings and expand our existing customers and all through AI, like using AI in our products. The second promise that I promise I'll cover today is how our sales team leveraged AI to close more sales. We actually just had our a record breaking month and we had a record breaking quarter. So most sales we've ever done in a quarter ever. And I know like for some people it's been tough for us too out there. I will say I think a lot of what we've done because we launched a lot of stuff in the past three months and I think that's contributed, I'm going to explain why a little bit later. I think that's contributed a lot to our growth. 

03:24
Speaker 2
The third thing is how we cut down $50,000 in monthly expenses with OpenAI particularly. So I'll show you guys all those three. Is this exciting for anybody? Helpful? Great. So I'm going to jump in and we'll get started. Before we get started, I think it's important to note and I think everybody here knows this, but we should even, I need a kick in the butt sometimes. Get reminded on this stuff like we're in a revolution. Like I wasn't old enough. Talk about this in a second. Like I wasn't there when electricity got started. But all those companies that got to leverage electricity back in the 19 hundreds had an insane amount of growth. Appliances, all that stuff. There was a lot of epic things that could happen if you could build a company. 

04:10
Speaker 2
You had a team behind you already at that time of when electricity came out. It's a badass time to be alive. Imagine electricity came out and the opportunities that created. Also, I wasn't old enough at the time when the Internet became a thing. I didn't have a team or company started and founded and willing to start executing on things when the Internet came out. Right in 1990, 519 94. Right. But today we all have, I think everyone here has a business. You have a team, you have people that you can start heading after and using these things. This is such an important, I think we'll look back at this moment and it's such an important time to get ahead of it as fast as we possibly can. 

04:52
Speaker 2
To already own a business and have a team behind you in this moment gives you ultimate leverage over anyone else that's trying to use AI and I think that's badass. So I think the last largest technological advances are electricity, the Internet, and I think AI personally, my personal opinion. So who am I? I'm the founder and CEO of a company called Dirdoc. We're headquartered in New York City. We founded the company in February of 2019. We were working on AI in February of 2019. So a lot before this whole craze was what it is today. Our mission at Dirdoc is to help make healthcare better for everybody so doctors can focus on what they do best, which is providing great patient care. 

05:39
Speaker 2
So if we can automate a lot of the other stuff that has nothing to do with patient care, automate a lot of that stuff for these doctors. That's our main premise of why we exist. We have two offices. Our headquarters is in New York City in financial district. We have 190 people on our team and we have 4500 doctors offices on our platform currently today. And we are 100% bootstrapped. So we have not raised a single dollar in VC angel, nothing. 100% bootstrapped. But I know you're not here to learn about me and what I do. You're here to learn new shit and make money. And so let's focus on that primarily. We'll get to the good stuff. 

06:24
Speaker 2
So promise number one, I made, which is how did we created three new products in the past three months to differentiate our offerings and expand our existing customers. Before I explain what we did and how we did it, all that stuff, I want to explain why we did it. If anyone in the chat has ever heard of this philosophy before. Ever heard of this before? The elephant curve. Can you put it in the chat if you've ever heard of the elephant curve before? I learned about this for the first time in I learned about this first time in January of this year. So it really kicked me in the ass a little bit learning about this. If you haven't, if you could have learned about it, let me know. If not, it's totally okay. 

06:59
Speaker 2
I'm going to teach it the best I possibly can right now. It was super valuable for me. I was at a mastermind with a bunch of other founders. These are founders that are doing anywhere between, I think the minimum was like $8 million in annual revenue and then people doing much more than that. And this guy that helped, a lot of companies sell their SaaS companies primarily. And he was talking a lot about this thing called the elephant curve, and I've never heard about this. And pretty much what he named, he pretty much named his talk like exponential growth is a lie. Like it doesn't actually exist. And he referenced this article, and I actually put the QR code here. 

07:40
Speaker 2
So if you actually take your phone out, you can actually scan it and get that QR code as you can save it for later. Long story short, what the elephant curve just says is that all growth eventually decays. Meaning that it may look like something like a HubSpot is grown from like zero to like 1 billion in revenue. It's like this crazy exponential curve. It's actually not true what happened with HubSpot. Or if you look at any company, and I bet if you look at your companies, you may see this and notices, too, everything you do, eventually it will grow and then eventually it stalls and then eventually decays everything. It could be a certain product you're offering, a certain feature, a certain way that you guys are getting customers, your marketing campaigns, your, the way you advertise. Whatever it is, all growth decays. 

08:26
Speaker 2
And I wasn't, I didn't believe that to be true when I first heard that. I just thought that, like, oh, if I'm, if our sales team just gets better, we don't need to improve our product. We just need, our sales team is so good, right? They can just sell whatever or whatever. And it just, it was a limiting belief that I had that, like, yeah, we can have the same product as long as our sales team is good. It doesn't matter if we innovate or change or not do anything, lie not true. You have to keep innovating. You have to keep changing. You have to keep making, trying new stuff. And when I noticed that, like, our growth towards the end of 2022 was stalling, were at this in the elephant curve. You could call us like, were right here. 

09:00
Speaker 2
We were like, we grew a fuck ton. And then we're at this, like, stalling point. And I was like, what the fuck is going on? And I saw this in January 2023, and I was like, and obviously we open AI and all this stuff to be able to leverage AI to, like, a really faster clip came out at the end of 2022. But I heard this in 2020, and I was like, man, this is really interesting. And we haven't innovated all in 2022. We did little to no innovation. No little to innovation. Our product, how we got customers, how we kept cut, like, just nothing. And if you look at HubSpot, the way they grew is like, it's actually, I don't know if I have it in here. 

09:35
Speaker 2
No, but if you look at HubSpot, the way they grew, it's like they grew up to a certain point, like their CRM feature, and then it stalled. Like the CRM growth stalled and then they released a social media product, and then that got them to the next level of tier, and then that eventually stalled and then declined, and then they released this other product or other functionality, and then that grew a little bit and then they stalled. And that part of the product stall, they had to keep innovating, keep changing to where you see this kind of exponential growth over time. This is a great article. I highly suggest reading it this. I'll explain why this article is so important, too, because it's how I got my team. 

10:11
Speaker 2
How did we actually develop and get three products out in like three months was because I had to push this philosophy down our team to, like, understand the importance of why we need to innovate fast. And like, we can't be, we're here on this elephant curve. We have to get on this other side and create the next elephant curve. So I know the growth we're experiencing today will eventually decay, but that was an important part. So I said, obviously we must innovate. Here's how we did it. Step one was we studied OpenAI chat, GPT, clawed, there's a bunch of different AI models and obsessed over them. Just obsessed, obsessed over them. 

10:46
Speaker 2
We then did a challenge throughout the company and asked our team which ways they felt we could leverage AI to help accomplish our mission better, which is to make healthcare better for everybody so doctors can focus on what they do best, providing great patient care. The winning teams won prizes if their ideas won. We, then the senior leadership team went through all the ideas, picked the best, and then executed like a motherfucker. We got the entire team behind why were moving so quickly. And we constantly referred over what a lot of I const, referred over to the elephant curve, which is the article here. Step four, we launched the product. And step five, obviously we made money. And so when you get the whole team buy in on like, hey, this needs, we talked about this in one of our off sites. 

11:32
Speaker 2
It was like beginning of either Q two. I think we started saying, all right, we're going to do this challenge with our team. How do we do this? We came up some really good ideas. Here were some of the ideas and the products that we created. The first one was, could we leverage something like an OpenAI model to do review reply for our customers? And that was the idea is that it allowed our customers to focus on patient care while we automatically responded to all their reviews on their behalf. This was not a crazy thing if you know how OpenAI works, but it was a great way to do it. So a lot of companies in our space will offer some type of product to generate reviews, but not responding to them in a thoughtful, SEO optimized way. 

12:11
Speaker 2
And therefore were in competition with nobody. That doesn't mean that will last long, but were able to on our sales calls, if people didn't want to renew, we could then have something that no other company that didn't have someone else that could do it, we would do it all for them. So that's helped us grow. The other one is AI social posting. So this allowed our customers to focus on patient care while we automatically posted on their social accounts for them. So now they're keeping up to date with social media accounts with different posts. That's all done automatically. Now our team just sets it up once, we don't even touch it after that and it's automatically creating posts for them. And that's a whole new product. Now they can offer social media. 

12:49
Speaker 2
So a lot of companies offer social media management, but it's usually low quality work outsourced to other countries. Ours are high quality work that's not expensive, less expensive. Third one was blogs. So this allowed our customers to focus on patient care where we automatically created SEO optimized blogs for them all through OpenAI. And most companies will either offer it, but it again will be either low quality or too expensive for them, where ours are relatively cheaper and super high quality. Those were three products that we could offer to our customers for a lower rate than they've ever seen for something like blogs with high valuable content, and then be able to do that on our initial sales calls on our initial people. 

13:35
Speaker 2
Whether it's a retention call someone's looking to cancel for whatever reason, we can then explain to them some of the other offerings to keep them on board and why our offer is still different than any other competitors. I'll stop there. One of the things I wanted to mention is if you guys have any questions at all throughout this, you can put them in the chat. And I'm more than happy to either answer them in the moment or I may answer them a little bit later. But these were three products that we created that did help us again on this elephant curve, differentiate from everybody else that was different than what other people are offering. Yeah, this was a question I actually got ahead of time. How do we manage the quality of writing? 

14:13
Speaker 2
This was our biggest issue our team had was they didn't trust that the AI was going to actually produce quality content, especially if no one was going to oversee it. What if it goes rogue? You can actually leverage, and if you're using like OpenAI, for example, you can leverage OpenAI to also be your QA so you can train, I think I have it in here later. But you can train the AI to be a quality assurance agent. So you tell it and train it that, hey, you're a quality assurance agent. This is what you need to look for and get an entire layout of it being a quality assurance agent. And then if it doesn't pass the QA test, like, you know, you can have it. Depending on the tree of where having it go, you can have it. 

14:50
Speaker 2
If it doesn't pass the QA test, you can have it remake the article, remake the social post, and then put it through another QA test. If it, if the AI then fails a second QA test, then it has someone on our team will automatically go in and then either give it a thumbs up or thumbs down. And it's really good at addressing the QA. 

15:10
Speaker 1
Do you see the second question, Joe? 

15:11
Speaker 2
Yeah. How do we protect patients privacy while using AI tools? So if you look at what we're doing right now, we're not. It's kind of like we're posting on someone's social media account, for example. But the way we protect patient privacy, and I think, are you wondering like are we like how to become HIPAA compliant? Is that me? 

15:34
Speaker 3
I asked the question. So, yeah, well, in terms of hipaa, yes. But generally my concern with AI is always confidentiality and privacy and not breaching other commitments I have to my customers by using these very significant tools. And I agree with you. It's the revolution. I completely agree with you, and I want to bring it in as much as I can, but as a general counsel, I struggle. 

15:58
Speaker 2
Yeah. 

15:58
Speaker 3
So that's what I'm looking for. 

16:01
Speaker 2
So, So there's two ways, right? Like you can't have your, if you're having the patient communicate with AI. That's one thing, right? Because then now the AI is going to be communicating with the patient. You don't want the AI giving medical advice and those types of things. And that you have to be careful with. What we did here was we're not actually, we're almost communicating with patients, right. We're replying to reviews, which is technically communicating to the patient, but we're not. And again, part of the QA process, like we're not giving any medical advice. Like if someone is of seven medical, it's going through a whole QA process and the RQA process has worked like it is almost virtually 100% success rate. And then if it doesn't, it's going to go for a manual approval. 

16:41
Speaker 2
And then as far as like being HIPAA compliant, went through all that whole process of making sure all of our data is encrypted on the backend to make sure that, like, no one is all, anytime we get patient information, like a patient's name or phone number, like what is it called? Phi information, like we're encrypting that data on the back end. So we have everything in our service is totally encrypted and we're secure on that. And we had to get through and get audited from a HIPAA compliance agency that audits people to get the actual seal of HIPAA compliance. 

17:12
Speaker 3
But the AI tool is an external tool, right? 

17:16
Speaker 2
The AI tools. If you look at what we're doing here, it's not like we're giving advice to patients in this scenario, but so it's a tool that the doctors are using to grow their practice, whether that's blogs or social media posts or a view reply in this scenario. And there's tons of ideas you can think of on how to help. But we're not like, there's not like a patient wouldn't be interacting with a blog, right? Or they're going to interact with, if they interact with the social post, the practice can then respond to, hey, my eye hurts. Right? But the AI is not going to respond to my, you know, oh, your eye hurts. Here's how to fix, here's how you should fix your eyes. 

17:55
Speaker 3
But I understand. So for the first product, which is somewhat a discussion, yes. Patient information go into the tool or not. 

18:06
Speaker 2
No, you don't. No, you don't put any patient. It just, all the tool sees is what the review is. So it's like, cool. The review is this person was happy with their visit because they had a small wait time. We just get the actual Google review, input it into there and then, which is public on all the platforms. We don't actually put that in there. Yeah. 

18:25
Speaker 3
Thank you very much. 

18:26
Speaker 2
Yeah, yeah. That's one example of that. But what this does, all these things have given us growth in the growth curve. So like, it's a differentiator. I always say, like anyone that's losing deals, like, especially right now, like you're just not innovating fast enough because you need to make sure that you're differentiating yourself. And I think AI won't last forever. And like these products, will they last for us right now, no other company like in our space is doing them right now. Doesn't mean it won't happen in the future. But we're going to be ten steps, 14 steps ahead of that and keep innovating. So those are three products we've created the past three months, and we did have our best quarter in the past three months, so hopefully that gives some help. 

19:05
Speaker 2
And then again, if you have any questions or anything else, you can put in the chat or anything, or you can raise your hand on the reactions tab, more than happy to bring you up. The second promise I wanted to give you was how our sales teams leveraging AI to close more sales. We just had a record breaking month last month, and Q three was our record breaking quarter. These are a couple ways our sales team is using AI. This actually came because we recently promoted, who here has a sales team? Who here has a team of salespeople? I'm curious on that. 

19:34
Speaker 1
I think a bunch of hands. 

19:35
Speaker 2
Yeah, hands around. Yeah. So anyone that has a sales team, if, you know, we have sdrs and account executives. And so we promoted recently a group of sdrs to account executives. And when we did that, for those that may be, you know, sdrs are kind of appointment setters. Account executives handled like the full appointments, holding and closing the sale. We wanted our account executives when we promoted them from sdrs, which is setting appointments now, holding demos and closing sales. We wanted them to be experts when talking to prospects. And we talk to every type of doctor, chiropractor, dentist, optometrist, plastic surgeon. And we want our salespeople to not seem like, especially when they're brand new, to be like, sound like a novice and not close deals. You want them to be like an expert? Want to be an expert. 

20:23
Speaker 2
In a very short period of time. A faster ramp up means more sales, the faster we can make them sound better and sound like they know what they're talking about. More sales. Could we leverage AI for that? The answer was yes. Yes, you can. So how we did it, we primarily use it for rapport building and customizing our product, offering to fit the client's needs and best fit. We leverage chat GPT for this. Let me show you what I mean. So this is a prompt that we'll use something along these lines where the prompt would be like, you're an elite salesperson selling a product to help doctors get more patients through helping them convert website visitors on their website as well as having them generate more five star reviews. 

21:06
Speaker 2
You're creating discovery questions that will help you get ammo at the end of the call. So we use call it ammo so stuff you can use at the end to help to close the deal while also making it seem like you've done a lot of research on the doctor. Before the call, you must create at least ten questions to ask. Use and browse the doctor's website to create questions that are specific to things about the specific doctor that you can use. The discovery phase. And so here is I inputted the doctor's website URL there and chat can now browse websites and so it came up with something like this. So here are some discovery questions tailored to doctor Jesse Siddhu based on the information from the website. One I noticed you have a family background in medicine and have been practicing dentistry since 2001. 

21:48
Speaker 2
How has your family medical background influenced your approach to dentistry? Now, our salesperson who don't know anything about this person, just paste this in, is now asking this question and it's enhancing rapport with the prospect. Second one, with your extensive training at lv one, Noble Institute and Scottsdale center for Dentistry, how do you ensure that you stay updated with the latest advancement in dental practices? Right again, I prospect didn't know anything about this person. They could have spent 15 minutes, 30 minutes, 40 minutes researching every demo they have. Or they can press paste, spend 4 seconds, get that time back to keep cold. Calling more prospects, reaching out to more prospects, being more demos. Again, another question. Being awarded top dentists in Las Vegas and San Diego for the Dentistry award in 2001 is a remarkable achievement. 

22:33
Speaker 2
What would you say sets your practice apart in terms of other cosmetic family practices? Our sales team loves this, and so we just started implementing this quarter. It's been really helpful in tailoring our pitches. But that's not all. Then we want to know, again, our guys are brand new. They don't know anything about an optometrist or anything about a chiropractor. They just like, they're just, we taught them how to sell, but that we can't teach about every industry, every little thing. They have to learn it kind of on their own. And so we say, based on the service that are listed on the website, this is, by the way, our newest salespeople, which services tend to be the most expensive. 

23:05
Speaker 2
So this way, now our salespeople know which service that we should be trying to target and talk about more and how we're going to help them get those types of patients to make our pitch better. So the website does not provide specific cost information, says Chat GPT. However, among the services listed on the website, dental implants are typically the most expensive due to their surgical procedures. And now our sales team now knows to focus on dental implants with this specific doctor because those tend to be the most expensive, high value to them. Again, I'm just showing these things. This is how we did it. Hopefully this inspires maybe some. I don't know exactly how it's going to work for your industry, but you can take bits and pieces and how this would work for you. 

23:48
Speaker 2
The next one you could ask is what information about a dental implants should I know about to sound like an expert on the phone with this doctor that I'm trying to sell? Again, they could be doing this in real time now. They can talk about what dental implants are, they can talk about titanium post surgically inserted into the jawbone. They can talk about the benefits or the longevity. They last for years. These are things that maybe the salesperson had no idea about dental implants and what they did, but now can sound like an expert when talking to this doctor. So the doctor knows they're not talking to a novice, they're talking to somebody who really knows their stock. Hopefully I'm not going too fast. 

24:24
Speaker 1
No, you're good. I'm watching people like absorbing while you're talking. 

24:29
Speaker 2
I talk fast. But anyway, those are. So that's it. So to summarize this one, chat should be can now visit websites on behalf of your team and give you all the insight your team needs to tailor their pitches accordingly. They can be an expert with any prospect at any time with chat GPT, which helps them close more sales. They can also build massive rapport with prospects by having a ton of research done about the prospect without taking time away from actions to reach out to more prospects. You want your sales team focusing on closing more deals. You don't want them spending a bunch of time finding out this doctor went to school and then looking at other like, you just don't want them wasting their time. 

25:02
Speaker 2
Put the website in chat to be have it do all the work for you so they can get onto the next call. Onto the next call. On to the next call. 

25:11
Speaker 1
Questions? 

25:12
Speaker 2
Yes. Oh yeah. Any questions on any of that stuff? Our sales team like loves us. 

25:20
Speaker 4
Are you building or this? 

25:24
Speaker 2
Basically just like go to chat GPT, paste this in. 

25:29
Speaker 4
Like how much of a directive is this? Or it's like you train people to use cha GT. You're going to give them prompts, and then they go from there. 

25:40
Speaker 2
There. That's it. There's a Google Doc that says chat prompts that everybody has. They copy and paste it in with the website URL and they just roll this stemmed. Also, I was at some family function. They're like, how are you using GPT in your business? Here's one. What about your employees? Our individual employees weren't using it that much. I was like, we should probably have them using chat GPT more. Then I thought was thinking about how we could have them use it on the sales team. This is one of them. So we give them a premium account, and they just go in and they start rolling with it. 

26:14
Speaker 1
You got another question in the chat here? 

26:16
Speaker 2
Yep. Do any of your prospects figure out that salespeople use AI to ask these questions? And is that a problem for them? No, it's not one of those things where, like, 1% of the time they find out it's zero. 

26:32
Speaker 5
How complex can this get from what you've seen? Like, hey, I want to go sell the Cleveland Clinic foundation, and it's one of their practices that they own. Can you go to, like, the Cleveland Clinic foundation site and it'll navigate through all that and get. Or is it like, what, how have you. How, like, how far can you get with this? 

26:47
Speaker 2
Yeah. So you're like, yeah, I mean, listen, I'll caveat some of the stuff that, like, we do a fast transactional sales process, right? So we are like, a high velocity. Our guys are making 200 cold calls a day. Like, it is a high velocity sales transaction. But, yeah, you could take, like, you could find the specific URL for that specific Cleveland clinic. Let's just say, like, if they have that Cleveland Clinic has their own URL about their own practice with their own doctors and bios of their own doctors, you can then use that, copy and paste that URL and use that for chat GPT. And you can even say, hey, listen, I'm talking to this specific Cleveland clinic at this location, and it could browse the web for you. It can also browse the. 

27:27
Speaker 2
So it can click on, like, it can browse the entire web. So it can go to their LinkedIn for the specific person you're speaking to. It can go to a bunch of websites, compile all that, then give it to you and do all that research for you. Because, like, I don't, we don't hire salespeople because they, like, are great at, like, data work. Like, if they're good at, like, influence, persuasion and those types of things. I want them focusing on those things and not like this admin work that, like they can keep. That is why they're delaying making the amount of phone calls or sending them on emails they should be sending. Like, no, like just get as much as done as you can automatically. So I don't think it can do that. I think it's worth testing. 

28:02
Speaker 2
I think your imagination is the only limit. So if you go to chat, DBT, take a similar prompt and you guys can either screenshot this or we can send out this deck after. This is a great tool and you can just make it your own version of it. But they don't know. And I think it's just, yeah, I mean, our guys are like, man, our new guys are closing sales. Like we're having one of our best, we just trained them, they're having one of their best. We're having one of our best training months we've ever had in company history of trainees being ramped up. Is it part AI? It's part of its AI, part of it's. Our training has gotten better and those types of things. But I know the team, the rest of the team just loves it. 

28:44
Speaker 1
Great. All right, let's get to the third one. 

28:46
Speaker 2
Third one. Promise number three, we cut down, a lot of people ask questions about this one, how we cut down 50,000 in monthly expenses, which is $600,000 annually. I'll explain. So this one actually ties with the first kind of promise I mentioned that were going to be talking about, which was, so this may, we actually had two separate teams at Dir Doc. So we actually had, we are a software company. We were also trying to do services and that was tough. But we did have a team of a social media team and hopefully this may make sense in a second or maybe it already clicks. Who actually created content for our customers? And this was actually a year ago, we had a social media team. We also had an SEO team who created blogs for our customers. 

29:31
Speaker 2
And so this was like somewhere around 25,000 we invested per team to create these products. A month combined was roughly around sixty k a month in total. So with OpenAI and what we're doing with them, we're able to replace both teams. And so we don't longer need a team that's gonna be, that would create, it literally went from, I don't even know the number. We had so many people on that team down to like one person to just like set it up and that was able to replace both teams. So before we did it though, the way that we tested it was we had no code platforms like Zapier or Pavli connect to test if we could actually produce great content with OpenAI, we didn't want to make a big drastic decision to do this. 

30:26
Speaker 2
So we first tested on these no code platforms, which you can build a lot of stuff with them and OpenAI. This saved development cost before going all in. But once we had a working model with them, then we created everything in house. Then were able to find all those employees, jobs and other companies. Obviously was hard. And I will say that was not an easy, that was obviously tough, but it was from a business perspective, it saved us a ton of money as CEO's. I think most people here are CEO's for the most part. Like, we have to make those hard decisions. And that was one of them definitely for us. How good was the content? How good was the content before and after? So we are, the content is better now because we just weren't investing enough. 

31:25
Speaker 2
Like were trying to do services and were spending a lot of money. We were signing up so many, a lot of customers and they all wanted our product offering of like blogs, for example, or social media content. And the crazy part about it is like, it was one of our biggest churn reason people want to churn, like, your content has errors in it. Like, because weren't, we didn't invest enough money to make it really good. We had, I mean, it was mostly done through just, it wasn't the most high. We weren't able to within our, like our average customer pays us around six k annually and so weren't able to like invest enough to make it really great. Where now it's actually, we're getting almost literally zero to no complaints on the product, on the stuff that's getting produced. 

32:10
Speaker 2
Like, there's no spelling errors, there's no grammatical errors. It's all done just like pretty well. I know for those that like, are a media company, that helped. Like, we're not doing like very high level. It's very high level. It's not very like in depth, like the best it possibly can be, but it allows our doctors offices, who are never posting on social media or never putting any blog content out there, to at least have something active on their. 

32:36
Speaker 4
So you're basically looking at going from individuals who were, there was just errors and now obviously GPT won't make errors. The person that you're selling to is not comparing it to like a professional writer that they've had on staff, they haven't been doing this at all. So for them, it's like binary, I'm doing something versus I did nothing. And because you know that the errors are not going to happen with jazz GPT, the only question is how inspiring is it, right? And you're hitting like acceptable level of inspiration. And if you were to compare that, if you take errors aside, the people that you had hired, were they generally creating content that performed better or it's performing just as good? 

33:30
Speaker 2
We're not basing it so much on the performance of the way that we're looking at the value prop of this product is like, let's say blogs, for example, because that takes a lot of heavy content. Blogs is the way that we get it. The most important thing here is customer expectation. If we set the expectation with our customers that these are the blogs are going to help you rank number one on Google. Not true. It's misleading. We're not creating the most specific blogs for that. The reason we create the blogs for our customers is primarily, hey, you need to be. Google looks at how often you're adding new content to your website. If you haven't added a single new content and it's been 420 days since your last update of your website, Google's not going to like that. 

34:10
Speaker 2
So we're going to add new content every month, at least a brand new blog that allows your Google to see you're updating your website consistently every month. And so got you. That's the main value problem. We deliver. So it's all about setting the proper customer expectations when delivering some product. This, we're not saying we're going to put you listed number one on Google because of these blogs. It's that we're going to help you do better in the algorithm by posting new stuff. Yeah, and so. But yeah, we have no, there's no complaints about. I have not heard, and again, I'm not in it every single day, but nothing has been bubbled up in our leadership team meetings or anything like that has said people are wanting to turn or not liking the content. 

34:54
Speaker 2
It's been pretty, it's been good and it's saved us a lot of money. 

35:01
Speaker 1
And how long has it been since you deployed this, Joe? 

35:04
Speaker 2
This has been all in the past three months. Yeah. On topic of errors or the sales AI assistants have OpenAI been generating just 100% true or are there any errors in those prompts, in these prompts? There's definitely some stuff that comes up, I think, that are errors or like that. Sometimes it just doesn't work fully. Like, your team has to think dynamically. You're talking about the chat GPT prompt. Yeah, yeah. Sometimes it'll, sometimes it won't get it right. Like, sometimes it'll be, you know, like your. It may get something a little off, but for the most part it's not. Like, again, we've been doing it for a couple months. It's not something I've been doing for the past decade or the past two or three years. 

35:49
Speaker 2
But from what I've heard, the only issue that I've heard is that a salesperson I walked by the other day said the website URL scanning wasn't working for him on Tuesday or something. But that was the only issue. It just wasn't scanning the website correctly. It just could not produce any results. But other than that, there's been no other issues. And chat GPT four is getting really good and they keep updating it. It's getting better and better. It's badass. 

36:16
Speaker 1
There was a question that came in earlier that related to the first one. How do you price a product in the space based on value delivered staff time savings, or in the infrastructure needed to run the tech? Can you speak a little bit about that? 

36:31
Speaker 2
Yeah. The way we price products is based on value delivered for the most part. Like, we're not going to base it. Like, it's like, so I have a sales background. Like, that's, what's my background before starting the company is I built large sales teams, a bunch of different software companies, and like, trying to sell time savings is tough. So we'll deliver it on value delivered. So it's like, listen, if we can write you blogs every month and that makes website more active and that gets you even just one. Just by having a more active website, you show up on maybe one or two more searches in a year, and that's one dental implant patient and that's worth 10, 15, 20 grand. Then we can price it based on. If this is only $299 a month, it becomes a no brainer. 

37:21
Speaker 5
Does the customer even care that it's AI? 

37:25
Speaker 2
Not necessarily. I mean, we haven't had, I mean, yes, I can't say 100% of people are like, oh, AI, great. But I think once they understand our process of everything's qa'ed, everything is, you know, it goes through a very close, great system of making sure it's producing the right stuff. That usually ends up mitigating objections on sales calls. Yeah, QA. Explain the QA that's AI. Yeah. So you pretty much what you do is you just train the AI of just, like, you tell it what it needs to be. So, like, you are a quality assurance agent and you work at Dear Doc, and the objective is, like, you have, we are going to be writing reviews on behalf of clients and you need to see, here is the review, here is the response. You need to say, does this make sense? 

38:20
Speaker 2
Does this, you know, does it hit these things? Is it making sure it's not giving any medical advice, making sure that it's like, all the things that you want to make sure it's not doing and you're training that QA in that Q and A. We had to test it for, like, we tested it for weeks, like, giving it new and new stuff, because we kept finding our issue or issue here to the point where, like, were, we would run tests on it, put through like 100 review requests and got zero errors. And then we knew, cool, we're good. So we had to keep perfecting the prompt and perfecting the prompt. 

38:51
Speaker 4
Is that prompt filled with rules or filled with examples? 

38:57
Speaker 2
It's a lot of rules. And it mixed between rules and examples. Yeah. I'm not like a prompt guru. I just love testing and trying. And every time we found an error, we just added to the prompt. It's like, oh, it did this. It included the review in the actually reply this one time. Cool. Let's add that in the prompt. Do not include the actual review in the review reply. And then we just kept adding and adding to the point where we put through 100 of them. 100 in our tests, like, testing 100 review replies and found out that, cool. We hit zero errors in 100. 

39:31
Speaker 1
And then we launched other questions. We've got a bunch of people who've been listening quietly. 

39:37
Speaker 2
Yeah. 

39:38
Speaker 1
Who wants to, you want to stop sharing your screen, Joe, for a second? We can see it for sure. 

39:45
Speaker 5
All right, I got one more. Have you tried this on recruiting? Because I think the biggest fee we have is going to be recruiting for the next year. And, like, can I drop a half million bucks of replacing our recruiters with AI? 

39:58
Speaker 2
But how. So, tal, how much are you, what's, what do you mean by recruit? How much you're trying to recruit? 

40:04
Speaker 5
Most recruiters are just sourcing, right? They're searching LinkedIn profiles. They're having, like, an initial reach out to a candidate. And is this person somewhat qualified? Like, could I do that for. And save and save a lot of money? 

40:17
Speaker 2
What type of roles you try to hire for him. 

40:19
Speaker 5
Yeah, we're hiring sales reps, we're hiring account leads, we're hiring data scientists. We're like, yeah. 

40:27
Speaker 2
Yes. 

40:27
Speaker 5
The short answer, you have any person. 

40:29
Speaker 2
That'S full time on staff that's recruiting, not. 

40:32
Speaker 5
That's any good. 

40:33
Speaker 2
Yeah. So having, I would suggest having a badass recruiter have, like, try to find someone that's like one recruiter that works full time. And whether that's like trying to hire exter x. I don't love hiring. Anyone hates me on this. Fine. I don't love hiring, like, external recruiters that find people for us. I've never had a great experience, like, ever, and I've done it a ton, like, we have. I would suggest getting, like, you can just get one badass recruiter and instead of having. If you're going to be hiring a lot of people, her or him, whoever they are, instead of having to hire maybe multiple people to help recruit all these roles, if you have one person that's really good and doesn't have to be like, our recruiter, didn't do recruiting before this. 

41:11
Speaker 2
Like, she had just, like, she had just, she had like, done, she was like an executive assistant that, like, did recruiting as part of it. And she was like, she liked doing that and like, she was pretty Green and I gave her a shot, I brought her on. She's been out with us for like two or three years. She's bad fucking ass. Like, she's so good. But she leverages AI and chatgpt all the time to like create job descriptions, send out to create DM's to people. Like, she does a lot of the work, but she's leveraging. Her team would have to be bigger. Cause we're at 190 people and she's recruited a lot of those people. 

41:41
Speaker 2
Our team would have to be much bigger if she wasn't leveraging a lot of these things every day to like find and source and just using chat as like a resource for her. They use, I know that's like one of the things that, like recruiting our recruiting team, which is now two people on it because we had someone else, but they use chat GPT all the time. They're obsessed with it and this is why. 

42:02
Speaker 1
Is that something that anyone else here on the call has played around with at all? I want to jump in on this question. You're going to get out in front of it. 

42:10
Speaker 2
Yeah. I don't suggest if you're trying to recruit so many people, I don't distribute I don't suggest, like, being like, not having someone on staff, but you don't need to pay them. Like, you can pay them 100 grand or 80 grand, and, like, I think you can find a great person for that rate. And they'll be worth their weight in gold if they can find someone great. Like, we had our recruiter, like, were about to hire an, were about to hire a external recruiting firm to find us, like, a head of sales, and it was going to cost us like 90 to find this candidate. We let her just, hey, let's you run with it. Let's see if we can find somebody. And she found someone, and, like, it took a while, but she found someone. That's badass. He's now here. 

42:49
Speaker 2
He's been with us for three months. He's crushing it. And that saved us. It was like, well worth it. But she's leveraging a lot of AI and chat GPD do her job just to do a lot of things in her day to day. 

43:02
Speaker 5
Basically you just said, hey, here's chat GPT. It's actually pretty easy. You can figure this out yourself. You just had to kind of point in the right direction from that perspective. Is that what you found? 

43:12
Speaker 2
Yeah, and I would find someone that's just like, depending one of our core values, make shit happen. And so we really hire against that is like, this someone that's like, if I give him chat chipt, that, like, can they figure out how to make it work? If you have the right candidate profile in that role, they'll see something like chat and be like, holy shit, this is incredible. And at this point, you may be able to find somebody or find people that are so used to using chat GPT because they've been using it for the past eight or nine months. So my suggestion is, no need to hire a huge team, and I wouldn't hire external, I would hire someone inside that's just recruiting for you and your company. And she's using chat GPT to post on LinkedIn, right? Like our LinkedIn post. 

43:56
Speaker 2
If you've ever followed Dir Doc on LinkedIn, you'll see we had a bunch of LinkedIn posts. It's all just a lot of, it's chat GPT that she maybe tweaks a little bit of, but she would never have time to do all this stuff if she didn't have this tool. 

44:06
Speaker 1
What other questions? That includes the questions that you asked in advance. If there's anything that you posted when you registered and it didn't get answered, and you want to circle back to it. Now is a good time for that, too. 

44:18
Speaker 2
Yeah. Yes. I mean, keep going. Let's keep it open. 

44:27
Speaker 4
If it's gonna be quiet, then, you know, I'm an air filler. 

44:31
Speaker 2
Filler. 

44:31
Speaker 4
But what do you wish you knew? Like, where. Where what was, like, more of a harder learned thing, specifically in producing the content and Qa ing it. Right. Like, the idea of this is pretty straightforward. So now you're like, you know that whatever. Many weeks of writing that prompt to create. To create it in QA. But what do you wish you knew. 

44:57
Speaker 2
For the content, primarily, like, the both. 

45:00
Speaker 4
Let's go content. And then on sales prospecting, too, like, what are some gotchas? 

45:08
Speaker 2
I think one of the things that I think helpful is telling the AI what they are. And it took me a while to figure that out. It's like, you are a sales expert because the context you'll get from the prompt is better versus, hey, can you create some discovery questions based on these things? Tell it who it is and what it needs to be. And that took me some while to figure out. You are an AI sales, or you are a sales expert that works this company. You're the best salesperson by a long shot. And here's what I need you to do. And then it goes in with that context is, I think, really helpful. So it's like, you are a professional blog writer. You've been writing blogs for the past decade that are award winning and really good. 

45:48
Speaker 2
Now you need to create a blog for this doctor, and this is their website. Here's a little about them, and here's what it's about. And if you give it that context that I wish I probably knew sooner because we would produce better content earlier on. 

46:01
Speaker 1
Other questions. All right, I hope I do one more. 

46:06
Speaker 5
Sorry. 

46:07
Speaker 1
Yeah, go for it. 

46:07
Speaker 5
Fred, how much did you have to involve, like, actual dev teams and resources? Or at this point, is it, like, anybody could go figure this out if you have enough interest in time or where did you actually need to spend some dev team hours to get some of this to work? 

46:25
Speaker 2
Yeah, I get frustrated when I have to, I get frustrated because, like, we have. It's like, we don't. We don't have unlimited dev team resources. I'm sure most of you guys are in the same boat, right? So, having to, like, if there's stuff, like, I've been trying to learn as much as I can, so I'm, like, not reliant. So, like, I'm like, I'm the CEO. But I'm still, like, banging. I'm still learning. I want to know this shit really well. But no, like I said, I. You can leverage, like, we created the first versions of it, like, on Zapier. So it's like, I can use the OpenAI on Zapier and just, like, create something myself. Just, like, some, like, that wasn't tough. And so you can get, like. 

47:02
Speaker 2
And that can save you a ton of valuable time and resources, because, like, imagine we, you know, I can't imagine. We've all been there, right? We spend all these times on resources and building something that, like, didn't work out how we thought it would, and then now we're, like, six months behind, or we spent all this money. So, like, I would leverage. We're bootstrapped. So, like, we're super, super. Like, we try to be as conservative as we can with cash as we can. And so a lot of the stuff, like, the sales thing that I mentioned here, you guys, everyone could just go to their sales team after this call. If you screenshot the prompt, all I can send you guys a prompt. You can just tell, like, hey, guys. Or tell your sales leader, hey, here's an option. You should look into something. 

47:35
Speaker 2
Doing something like this. Just get a chat GBT. You can get a premium account for $20 a month. You guys could buy accounts for everybody. You could create one account and share it with multiple people. I didn't say that. But you could do that. And then just, people can then use that prompt right away. And that some of you guys can use your business tomorrow. So that's what's cool about this. And that's why, like, if you haven't started leveraging any type of AI in your business, like, my only thing out of this. I just hope that this just sparks, hopefully some motivation that you can do it. You don't need a lot of dev work or resources to do it. Like, you can just do it almost immediately. Yeah. Do we do it for prospecting? 

48:11
Speaker 2
Not yet, but I'm sure there, if I do this presentation six months from now, I'm sure you'll see using it in prospecting also. We're. We're still, like, at the cuff of, like, figuring out how we're going to be using this stuff, and. But obviously, there's. I've been testing around, like, a lot of these AI SDR things that are, like, AI sdrs. They're good. I don't know if they're there yet. And, like, a lot of them are coming up as like, if you're calling prospects, it's coming up as like spam likely. So it's not fully there yet. And again, we're. I'm trying it, I'm testing it. I've embedded like I've, we've taken the same training program that we've done for our sales team and put it into the AI and it's actually doing a great job. It's just a little delayed. 

48:49
Speaker 2
It doesn't sound exactly right. So it's going to be there in the next, who knows? Six to 18 months. It's just not there. At least from my perspective, it's not there yet, but I think there's a way you can use attractive prospecting. Very similar how we're doing it with tailoring the pitch of just like, how do we know a little bit more about this doctor without doing any research? While the phone is ringing, the AI is looking at the website, and by the time they pick up the phone, I know everything I need to know like that. So I did zero research. I can make more, make my 200 phone calls. I need to make 80 good dials or 60 good dial. I can make 200. And get ready to get to that are all super customized. 

49:27
Speaker 1
Over the summer when we did our first AI program for Venn wise, one of the breakouts was about sales and AI. Were you in that room, Dimitri, at the time? Yeah. 

49:38
Speaker 4
So good. 

49:39
Speaker 1
Yeah. So that's if anyone's interested in tie. The guy who did that breakout was really amazing. And if anyone's interested in encore, I can check with him. I mean, that was July, so it could be that he has more. 

49:49
Speaker 4
I'm sure. 

49:50
Speaker 2
I'm sure. 

49:51
Speaker 1
Yeah, I'll follow up with him. 

49:53
Speaker 4
What he did that was fascinating was he took his prospect list and then. 

49:58
Speaker 2
He had. 

50:01
Speaker 4
We couldn't even browse the web at that point, but. So he had filled in descriptions from the, from, I think downloaded from like crunchbase or something like that, and then had Chad GPT into the spreadsheet, put in the pitch to every single company tailored towards the company's description. 

50:21
Speaker 1
Yeah, it was like saving days and days of work. 

50:26
Speaker 4
And then he had a lead score. Like, how likely is this lead going to yield? And that lead score was within 5% of what a manual analyst team did in a week. So there was a lot of. That's why I'm asking you about prospecting, because there's a lot of really interesting things. Obviously, you have to know what works. Hey, I won't get you there. But once you know what works, he pointed the cannon and the cannon just shot. 

50:52
Speaker 2
Yeah, I've seen a lot of people do that for cold. Like, if you're doing emails and like, cold emails, great way to customize cold emails that way. So I think that's a great way to do it. 

51:02
Speaker 1
Has anyone been playing around with that? 

51:05
Speaker 2
You can do? Exactly. Put everything into a spreadsheet, have it customize the first line based on the website or anything else, and then have it just give you a quick. So the first line of your cold email is like customized specifically to the doc, to the prospect or the business owner, and then you can add your rest of your pitch in later. But it's that we don't do much cold email, so we don't do it. But I know a lot of people that are doing that right now that's worked for them. 

51:30
Speaker 1
All right, last question from someone. Let's see if it's someone who has not yet asked anything. 

51:36
Speaker 2
Would love to hear from someone hasn't spoken or anyone that has spoken. If you have a question. 

51:45
Speaker 1
All right, Joe, thank you so much. Fascinating. If you're willing to share the slides, that would be great. See you all. Hopefully one of the upcoming roundtables and hopefully at November's AI spotlight and wishing everyone a quiet period. 

52:04
Speaker 2
Yeah, connect with me on LinkedIn, too. You can find me Joe Brown deer doc on LinkedIn. Connect with me. I'd love to chat outside of this. 

52:10
Speaker 1
Too, so bye everyone. I hope you enjoyed this Venwise roundtable. If you want to be in touch with the speaker or if you have a request quest for a future roundtable topic, reach out to us at community@benwise.com I'm Maya Dolgen. Thanks for listening. 

