
Key Takeaways:

1. Identifying Target Audiences: AI can rapidly identify and analyze target audiences, which enhances marketing strategies and helps in understanding the ideal customer profile (ICP).
2. Enhancing Sales Training: AI tools can be utilized to train sales teams more efficiently, allowing them to adapt to market changes and customer behaviors quickly.
3. Improving Forecasting: AI's ability to improve forecasting accuracy by analyzing various data sources, thus enabling businesses to make more informed decisions.
4. Speed and Cost Efficiency in Branding: AI enables the creation of branding elements like logos and websites quickly and cost-effectively, significantly reducing the time and expense associated with these tasks.
5. Automating Routine Tasks: AI can automate routine tasks such as customer research and preliminary sales steps, which frees up human resources for more complex tasks.
6. Integrating AI Across Business Operations: The integration of AI across various business operations, not just limited to customer interaction or data analysis, can lead to significant improvements in efficiency and effectiveness.
7. AI and Demand Generation: Exploring AI's role in transforming traditional demand generation methods and the potential for AI to replace or augment roles within sales and marketing.

Transcript:

00:09
Speaker 1
Hi everyone, you're listening to the Venwise roundtable. I'm your host and facilitator of this roundtable, Maya Dolgan. And in today's episode, we'll be talking about leveraging AI to build revenue. This roundtable was led by Stuart Dale, partner and investor at Bliss growth. In this roundtable, which was the second one that's Stu did with us, Stu talked about how AI can be used to identify your target audience more swiftly and effortlessly, improve your forecasting, and how it can be used to train your sales team, among a whole bunch of other tips and suggestions of sites to use and AI tools that are out there in the discussion. After we got into a few additional topics like using AI for quick branding projects like logos and websites. 

00:56
Speaker 1
And theme is how to save money and time at every step along the way and what your sales team will be left doing and how they should be shifting their focus moving forward. So you'll hear more about all of that in just a moment. All right, let's get started. 

01:15
Speaker 2
Perfect. Well, look, thank you everybody for joining, and especially Alex. It's your second time listening to me, so I do appreciate that, actually. Third time. So we had a call afterwards, didn't we? But yeah, look, great to meet everyone. I am, yeah, thrilled to be back on. And you'll be glad to know that there has been a lot of change from my last presentation. There's a lot that has evolved and new use cases being built for Jenny. I seems like on a daily basis it's quite difficult to truly stay on top of it for operators that are, you know, heads down trying to build a business, I guess. Eli, I would just love to hear before I jump into my presentation, what is the tool, what's the vision for the business that you're building? 

02:02
Speaker 2
Because that sounds particularly relevant to make sure that I can cover any insights around that as well. Yeah, sure. 

02:11
Speaker 3
So the basic idea is that what we heard from a lot of revenue teams is that they're not on every customer call. So they land the customer and then they hand it off to a CS team or an AM team and they just have so many different people talking to their customer. And most of those folks are not necessarily trained to identify buying signals or churn risk, and they also don't have like the right incentives or necessarily the right focus to be focused on it. So the salesperson is either like trying to join every call or whoever's responsible for renewal. And upsell is either joining every call or they're trying to listen to every gone call and it just gets really tough. And same issue for the manager who like oftentimes just doesn't hear about these churn risks. Things don't get surfaced to them. 

02:54
Speaker 3
So what we're building is a tool that ingests all the video recordings, all the emails, all the slack messages with the customer and then runs AI to find those buying signals, those churn risk, and basically creates a consolidated view for every customer. 

03:07
Speaker 2
Nice. Cool, good to know. All right, awesome. Look, let me share my screen and just go into, yeah, a little bit of context for everybody. And I always start these conversations, like give a little bit of context as to why you should even listen to this crazy Gladwegian with a mustache. This is from November, by the way. It's not my usual attire, my wife wouldn't let me, but this is kind of why I think, you know, I've got a pretty unique perspective on how AI is changing the way we build businesses and context to myself. So I am the go to market partner at the UK's top venture studio. So we have so far built five software companies with a combined value of around about half a billion. 

03:56
Speaker 2
And we've had one exit over that course so far, and we've got another ten coming in the next three years. And my number one focus running go to market for the studio is capital, efficiency, and how do we build revenue faster every single time we build a business? And that's going to be helpful context for where this conversation goes. I'm also a co founder, I've co founded my own company off the back of some of the changes in the market and some of the challenges that our portfolio companies were facing, but also our wider clients across the UK, Europe and North America. 

04:30
Speaker 2
I have set up my own podcast and video series which focuses really on the early stage, what I call critical moments, which is about investment, it's about growth, it's about revenue, and I do speak at length about AI and really making that shift to revenue. I've supported over 20 companies building from zero to 1 million. So it's an area that I'm particularly obsessed about. But I do have within the portfolio businesses that are over 100 million in ARR, so it's pretty wide coverage and have got a lot of love for New York. It's where I got engaged, it's where I conceived my son, and it's where I bought my first dog. So you can say I'm a New Yorker at heart for many reasons. 

05:11
Speaker 2
I'm from Glasgow and yeah, I think the bit that makes my perspective most relevant for everybody listening is that over the last two years, through the venture studio, I have ran revenue from zero to 1 million fully by myself with the founder. And if you think about 2022, open the eye was maybe on the perspective of a tiny few in the world. In 2023, it was on everybody's eyes. So the question was, how do we evolve what we do to build revenue for the latest business? So, funny bit of insight, or not funny, maybe alarming for our company in 2022, we burned 200,000 per month to hit 100,000 in revenue. So the two to one capital efficiency ratio, which generally actually isn't too bad, but in the world of where we are now, that just doesn't quite cut it anymore. 

06:04
Speaker 2
We need to be more efficient. So for our latest company, we've only burned 15,000 per month to hit 50,000 per month in new revenue. So we've really flipped that on its head. And how have we done that? AI has been a very important component. Chat, GPT, demand generation, and interestingly, zero bdrs. So what I've done is I've just thought about go to market in the kind of seven typical steps that we see, but for the purpose of today, we'll focus on these three. And I know a couple have to jump off in the next 15 minutes, so I'll make sure that this is completely done by then, so you can ask whatever questions you want. The first one that I'm going to speak to, and I spoke about this on the last conversation, is about identifying our target marketing. 

06:49
Speaker 2
Now, most businesses I meet, when I say, like, who truly knows their ICP? Typically, it's a little bit fuzzy. And I think on average, businesses are spending, you know, several hours over the course of the year to truly understand who their ideal customer profile is. I think on average, companies spend about six or 7 hours per year on their pricing strategy. But for me, this is an absolutely critical component that most businesses get wrong. And if we look at why, probably to truly understand your ICP, the default on how we do that, who should we be selling to? How many of these companies exist, and what are the signals for these companies to be a good customer? 

07:29
Speaker 2
For us, the way that we analyze this with one of our companies just a couple of years ago is we actually, at the start of the new year, had four bdrs over a four week period, just carry out manual research, and that probably cost us, on salary, I don't know, about 30 or 30,000 pounds, maybe $40,000 to really understand our ideal customer this time around. With stack one we had zero bdrs. It cost us. We leveraged chat GBT to analyze our ideal customer profile. And I know it's not perfect. It's not 100% accuracy. But I think it's important context for just how we've the approach to understanding our ideal customer. And I'll show you here. And by the way if anyone's got questions just jump in because I'll probably go at pace. Okay. So what did we do? 

08:22
Speaker 2
So we downloaded a plugin for sheets. It's called GPT for work. There's a few of them. I've got a list of them afterwards for you. And we essentially asked GPT what we'd asked our team the year prior to do. Evaluate if a company would be a good target customer for my company. My company is doing this. This is who we typically sell to. And give me a response within. Within 30 words. The script ran and what it was able to do was go through every single customer that we had identified through crunchbase to then give us the answer. And we then validated that and cross referenced it across a sample size. But if you think about what that's given us it's given us the scale for chatgbt to analyze the company's website. Review different pages within the website. Then give us this response. 

09:08
Speaker 2
And I think for anybody listening maybe if you're slightly more mature business if you think about entering new markets, if you think about understanding your buyers better, the same application exists. And this for us was a pretty powerful outcome for the business because what were able to look at was how many times did chat DPT get it right? How many times did it get it wrong? And actually over the last three months what we've been doing is we've actually been training the model to become even smarter. Looking at multiple data sources rather than just the websites. Things like LinkedIn, things like news articles, things like blog articles to then make this model even smarter. 

09:46
Speaker 2
And for sure now the speed at which we're doing this and the rate at which we can analyze customers is exponentially higher than what any singular human or team of humans could ultimately do. It's truly non comparable right now. And I think application for AI here revenue is truly incredible. I think for where the market currently is. A few tools to check out. So the way that I showed you there, that was us doing it quite manually through Google sheets. There is a tool called clay.com dot. I can introduce you to them if you want to speak to them, they've automated it. They've brought in some pretty standardized tools to allow us to do it better in Richmond and different capabilities, but definitely one to check out. And then that's two plugins there that you can review. Okay, building sales pipeline. 

10:39
Speaker 2
So this is the really interesting one. So most businesses like are building sales pipeline with BDR. That's where there's been a lot of the predictable revenue model brought in. Some are leveraging marketing to their full extent. But I think a lot of people laid off marketing at the start of the year because it was seen as maybe an unnecessary cost for their burden. A select fewer using AI, I would say probably less than 1% of the market right now. In b, two b software is truly using AI to build sales pipeline. The question that I always get asked, whether it's in a pub, whether it's my mom or dad, or whether it's the CEO of a Fortune 500 company is can chat GBT actually replace bdrs for demand generation? Who thinks they can right now? Who would say they can? 

11:29
Speaker 2
I've got a couple hands raised, I can't see everybody, but okay, nice. My answer is not yet and let me explain why. The advantages for sure is that you can send personalized emails at scale, you can automate LinkedIn research at scale, and for sure you can book some meetings. Theres a formula called the larger market formula. And what this research shows is that at any one time only 3% of all of your market are actually in the market and buying today. So when you send emails out at scale, youre trying to find that one, two, 3% that are actually in the market buying. And thats why the reply rate that youre seeing now is often around 1% and its actually declining. I mean this time two years ago our bdrs were hitting like 910 11% in reply rates. 

12:21
Speaker 2
But now across the board it's typically sub three or 4%. The big disadvantages with what's going on with chat, GPT and email is that spam is up. Like the spam challenges are like through the roof. Email reply rates are down, email inboxes are busier than ever. And actually people's threshold to open a cold email is dropping. Like all of the data shows that what you're now able to do with AI is I could literally launch 100 domains, I could launch 200 domains, probably a thousand if I really wanted to, within 24 hours. Meaning I could send within 30 days of warming the inbox up, probably 20, 30, 40,000 emails every other day. And that has become a lot easier because of chatgpt. But that has compounded the issue now that with this volume of emails that's available, people are becoming very disconnected with email. 

13:17
Speaker 2
Adding to the fact that companies are less funded right now and there's more hesitation in the market, people's buying willingness from cold is dropping. Not sure if anyone saw the Yahoo Google mail update. It was flying around on LinkedIn. I see a couple of people nodding. So they've now brought in a limit. I think it's 5000 emails a day. My prediction is that over the next twelve to 24 months that threshold for what volume of emails you can send will just keep dropping and it will keep dropping based on two thresholds. One is the volume of your emails that are sent that is marked in spam and two the general volume of emails that are just not replied to and that's things like open rate and whatnot. 

13:55
Speaker 2
But I would be very cautious if I was building revenue right now about defaulting to email as my primary channel. A couple of leaders in the space. So this has evolved since my last one. This company called eleven X AI, they're doing some really cool things. I know Hasan very well. I've got to know the business and what they're doing. A very interesting business. If you let them know that, if you do speak to them, let them know that it was through this community and there'll be some benefits for you. What they're doing is they're seeing it as an agent and they are allowing you to train up the agent and make the agent work better for you. And I think that is an interesting evolution. And they've also integrated LinkedIn and they've integrated some account research as well. 

14:43
Speaker 2
So definitely one to watch and I would probably assume they're going to raise 20 to 40 million in an a round fairly quickly measure and optimize. Okay, so unfortunately most pipelines and businesses today look like this. Whenever I see these reds in Salesforce it makes me, yeah, whether, but that's hard and that is across the board a very big problem. What I think the evolution is with AI is the ability now to remove revenue and forecasting subjectivity. So meaning that you have a higher degree of confidence in the revenue that you do have. That could close this month, this day, this quarter, whatever it is. And this is predominantly driven by AI to create the predictions of one versus actual. 

15:33
Speaker 2
So you probably all had sales teams where you're like speaking to the sales manager like hey, what are we going to hit this month? They give you a number, it's never hit, but you don't really know at that point. Was that number realistic or was it just to keep you quiet as their boss or whatever your role may be? This ultimately removes the need for certain roles within the business because you have AI driving a lot of the insights that you really wanted to pick from a pipeline of a million dollars in revenue. So here's an example. This is an example where you have forecast driven by a sales manager. You then have the forecast by the sales team. But crucially, what you're able to bring in is a forecast by AI. 

16:23
Speaker 2
So AI basically looks at all of the CRM data, looks at all of the insights that's being mustered up there, looks at emails, looks all these different signals, and actually then has the prediction of when these deals will close. And what my prediction on this again is that the AI will become so correct that it will be like within a percentile difference, whereas most pipelines right now typically have a 20% to 30% swing. And I think that's where there's going to be a huge amount of benefit for CEO's and C suite and even for investors to really understand what is the likelihood that a company hits this particular goal. 

17:04
Speaker 4
Stuart, quick question. Any comments on, I assume a lot of this is relying on breadth and accuracy of the inputs, the data you mentioned, the CRM or Salesforce. Any comments on the types of signals that you've seen be the most useful for applying this type of modeling on top of. 

17:25
Speaker 2
Yeah, so it's a really critical point because like one of the big challenges with a lot of the models that exist, it's all about the data that goes in to then make, you know, what is the output of the model and the tools that we're trying to do this forecasting at the start of the year, we're really struggling with that. One of the ways that they've innovated is that they're now allowing from conversational intelligence. Right? So this conversation here, it transcribes, it's now allowing you to push into the CRM automatically what the actual verbiage is from your buyer or from your customer. So that now it's not actually about the reps saying, I think this deal will close because Stuart seemed really happy on a Thursday evening. 

18:06
Speaker 2
It's like, no, they actually talked that they need a visibility for this, that they actually talked about the need to be able to flag this, that then feeds in, which then makes the model smarter as well. And I think this is where it's going. To move to that, basically you're going to be able to remove that manual kind of vulnerable input by the human and instead the machine will be informing a lot of it. Yeah, hello? 

18:29
Speaker 5
Sorry, just respond to that as well, based on what we're doing internally here at Playdiv. So we're a netsuite and Salesforce professional consultancy. We've done a ton of investment in AI. Happy to bore you all with that separately, but to Stu's point, we do exactly that. We've created a back end which will leverage anthropomorphic, we will record calls on Google Meet, we will send it through effectively this backend that we've created. We've augmented with rag retrieval, augmented generative AI. We tie it back to the CRM, Salesforce and a bunch of other things. And what we have is we have sentiment analysis tied into all of that. So to your point, Stu, a rep can tell us, yeah, I feel really good about this deal, but we can actually go back to what we call signals channel in Slack, which has all this information. 

19:20
Speaker 5
And we can see is that a call of one or a five? Five is green, everybody's happy, unicorns and rainbows. One is don't ever talk to me again. So if a rep tells us, I feel really good about this, and it's actually a two call, and we can even get the transcript, we can even query the data itself because it's transcribed to understand. They talk about this? Did they talk about that? We've actually put in some additional pre prompts. Did you talk about this methodology? Did you talk about AI? Did you talk about something else? So all of that information can get to a point where it's really helpful. In fact, Stu, I don't think I told you this, and if you work for Gong, I apologize. We're actually considering not using gong going forward because of all this additional functionality that we're getting. 

20:01
Speaker 5
Not to say that gong doesn't have it or it's not good, but we're getting in a different way. Anyway, just wanted to. 

20:09
Speaker 2
I don't work for Gong, so it's all good. The interesting thing there, Paula, just for you to even take that a level further, is that what we've started doing is actually training that transcript on medic scoring, then analyze the full transcription to then give a score off the back of it. So you're actually removing the need for the sales leader to train. And actually the AI is doing it, which I think is super cool. All right, so in the last final three minutes before people need to drop how would I build demand in 2024? I would move away from this vision of sales led and I would move to demand generation and I would leverage AI where it makes sense for your business. But I think every business is very different with what their challenges are. 

20:51
Speaker 2
That there is not a one size fits all for you. And I think some of the intelligence points on like forecasting becomes a little bit more like cross the board. But certainly some of the other areas I think are quite risky to focus in on without full visibility. The founder story, 99 times out 100 now is selling far better than anything a BDR or AI can do. And really look at who you are and what your founder led sales, your founder perspective is to convince the market that if they don't go on the journey with you, they're going to fall behind. If you do have bdrs switch up, try and get them away from cold accounts. Cold accounts does not work. Think about nqls. 

21:31
Speaker 2
So there's some level of intent, or bring them in house to start working your existing clients, better portfolio companies, sister brands, whatever that may be. But the BDR model has to evolve because 90% of what most bdrs are doing day to day can now be automated to like a pretty high degree of similarity. The way we think about it in our demand generation framework is fully scope out your big idea. Why and how are people falling behind by not keeping up. Reinforce your credibility in everything that you do. Why should people trust or listen to you and always sell your big offer? How can you position your business to be the number one priority that somebody should fix today and not tomorrow? And that, for me, is like fundamental to whatever you try to do with AI. 

22:16
Speaker 2
You have to answer these three points, because most businesses don't, and their message is completely devalued in the grand scheme of all correspondence that is going out. What I'm doing is I've started bringing in these complimentary sessions where it's all about AI integration. Trying to get AI integration across the board is wrong, in my opinion. And if you do want to speak, I'm happy to spend that time with you. Cool. Fact, that shirt, it was driven by AI. I don't know why my designer did it, but that's not actually my shirt, but that's something I would love to offer for anybody that would see value in it, because I have seen businesses make a big mistake where they get the AI integration wrong. And I would urge you to avoid that, because there is a learning curve, for sure. There's a lot of talking. 

23:06
Speaker 2
So we'd love to answer any questions that people have or share any other insights. I've got loads of examples. If there's anything that isn't clear, but would really love to get to something of value for you in the next 15 or 20 minutes, however long that is. That. Okay, I'll start with Dale, if you don't mind, because you've got a great first name. How have you been thinking about it for maybe the new year, bringing in AI? 

23:35
Speaker 4
So, first of all, I recently left a company that was in the ad space and I'm exploring, trying to find my next opportunity. So this is as much for me about understanding what's happening and what interesting companies are doing out there for whatever my next gig is. So I don't have a direct application at this moment. I do think what you described in terms of every business I've worked in has had the problem of CRM trying to forecast revenue pipeline and revenue growth based off of the data, imperfect data. That's why I asked the source data question, like, just trying to get people to consistently enter data. And then there's the natural. Some people are wildly optimistic and some people are always pessimistic and it's always fraught with inaccuracies. 

24:34
Speaker 4
So I think that generating additional signal on the front end as well as the using AI to forecast. The other thought I had was imagine also being. Making sure that things are tied all the way through with an opportunity id or something, so you can see the actual outcome, understand and value or assess how good a job the models are doing. 

24:59
Speaker 2
Yeah, 100%. I think that the human input alongside the models is also key. Trying to empower the team members to know that it's not going to replace their job, it's just trying to make them better so that they can really lean in on it. I have seen some hesitation if you try and tell ahead of BDR. Hey, bringing Jenny I to do outbound, there's like a big pushback of like, how does this impact my job and my career, my ability to make, you know, money, because my team changes or whatever that may be. So there was definitely like that balance to strike. What about for you, Jason? Like, have you got any kind of big plans for the new year with it? 

25:37
Speaker 6
I'm more of a consultant that works with lots of startups and typically I'm working from the operation, like driving operational efficiency and using AI on the back end and helping them kind of like reduce costs and stuff. That said, I've seen, I had a recent client in the insurance space that's been using certainly machine language for many years to help make sure that they're making better predictions on like what policies, like holders to cover what they can go forward with, et cetera. And so in many ways, it's not necessarily driving the revenue side, but recently there was another company that's building out that's trying to use llms to replace a bunch of human operators. It's more of like a HR advice, guidance, et cetera, and trying to replace essentially HR executives kind of support the platform for this. 

26:25
Speaker 6
So it's not exactly revenue generation in the spirit of what, you know, the other folks on this call and what you're focusing on. But I am curious because a lot of my clients, when I'm helping them from the operational perspective, always ask me from our revenue generation, et cetera, like how to leverage less on the machine learning. Dale, it seems that's what everyone likes to talk about, even though that's been around forever. But on the ll side, I haven't seen anyone really leveraging that yet in the ways that you guys are describing. 

26:54
Speaker 2
Yeah, yeah. I mean, the thing I've seen, which is interesting, again, for people listening, the change management, if you're already a business that have built for the last 510 years off the predictable revenue model, which is BDRS meetings, boot qualified meetings, hold on. Revenue that change management, going from that to AI is a very, very scary move, because the AI level of predictability I still don't think is fully there. And actually the cost for the better platforms out there is maybe half of what the human costs right now, because there's a lot of technical resource going into trying to make these models actually work. 

27:36
Speaker 2
So therefore, when CFO's or CEO's are looking at like, okay, do we get rid of like 50% of our team to then bring on this tool where there's that lack of predictability or true knowledge of what will come from it, I've seen a lot more hesitation. Whereas maybe to your stage, Eli, like when you're early, the idea that you could book meetings and instead of hiring an SDR in New York for 100,000 USD, you can do it for like a few hundred bucks a month, is like an absolute no brainer. And if you only get three or four meetings off the back of it, but you didn't have to take on that initial cost, that's really easy for an early stage founder to digest. 

28:13
Speaker 2
It'll be interesting to see how the more mid to enterprise organizations make that shift and think about some of their capital efficiency as they build or continue to build. Dan or Eli, any points or questions from you both? 

28:34
Speaker 5
No questions from me, thank you. I'm very curious for the members in my pod. 

28:41
Speaker 2
No problem. And Eli, was there anything there that stood out for you as a founder that's building in this area? 

28:47
Speaker 3
Yeah, no, I think it was fascinating. I think there's some really good ideas. I like the way you're thinking about the outreach. There's especially like really qualifying that the company fits in the ICP profile. And then the piece around looking at the signals to better forecast is really interesting because in many ways it parallels a lot of what we're trying to do, sort of on the customer success side and like really understanding what's happening beyond what people tell you and doing it on the sales side, which makes a ton of sense. It's been a huge pain point for me every time I've let a company. 

29:23
Speaker 2
So it's very cool. Yeah, nice. A couple other ones that I'll point out just because of the stage that some of the guests are on. So with one of our companies, how we would typically build a brand a year ago is we would use a designer that might cost us two to 5000 USD. It takes four to six weeks to get to place a brand guideline that we're happy with. We've been using a tool called Luca and were able to build a full brand in about nine minutes, ten minutes maybe. And it cost us $10 a month. Came with full brand identity. We could actually buy merch fully branded up and that was like incredible. And then for my business, Orbital X, we need to build a website. We're like, surely there's like some incredible Jenny eye solutions out there. 

30:29
Speaker 2
So in a night we built our v one of our website and actually we just gave a prompt to chat. GPT this is who we are, this is our LinkedIn profiles. This is what business does, build a site. And that site was built called Framer. I will admit that we did end up changing it, but again, think about that as your ability to build a website that's branded. It costs you something about $100. It's personal to who we are. And what we then ended up doing was taking a lot of that core technology with the Jenny I then bringing in a template where there were still levels of customization. And the website to build for orbital x cost a few hundred dollars versus previously were paying several thousands of pounds, tens of thousands of pounds in some instances. 

31:22
Speaker 2
So a couple of different use cases there, but definitely, like even daily, you're saying you're kind of, you know, thinking about what's next. There's good opportunities to use. Jenny, I. Beyond just the revenue examples that I gave, I'm sure everybody knows, but they were just two use cases that were really quite cool to be part of. 

31:42
Speaker 6
And Stuart, you said the first one was lookup. Sorry, Dale, that's the same question. 

31:46
Speaker 2
Go ahead. Yeah, yeah, I'll send it. I'll send it now. Thank you again. Like the. This is it here. When you use it, the Luca. Yeah, when you use it, the v one will be really, really quite bad. But it's just like if you use chat GPT with like a very simple. It will be really quite average. Dig into, you know, use the styling, use the customization. Orbital X's logo, which I hope you all thought was stunning. That was built through Luca. And yeah, it cost us $20 versus a few hundred. So again, just another example for you. 

32:30
Speaker 4
So this was the brand generation, you said and there was a different tool that you experimented with for the website build. 

32:37
Speaker 2
Yeah, framer.com. Dot framer. 

32:39
Speaker 7
Okay, Stuart, I'm curious, since we're kind of moving into brand AI and how it connects in here, there have been all kinds of tools that have come out that involve voice and video. And I'm wondering if you're seeing or you expect that what I've played around with so far, they seem slightly silly. And as a customer on the receiving end of any of them, I would not. I would. I don't know how I would respond. Well, receiving some kind of outreach or, you know, but I am curious if you think that it's moving in a direction where that will be able to be leveraged as the technology improves. 

33:21
Speaker 2
Yeah, for sure. So I was out for lunch yesterday with the first investor in a company called Eleven Labs. Elevenlabs.com. You've probably seen some of the content on social. They're going to be probably the second or third fastest software company to unicorn status. They'll do it in about eight months. So they went from zero to a million in recurring revenue in less than three weeks. So companies are using it and they're using it at absolute scale. Where we've seen it work is there's a couple of companies that are integrating generative AI video content into their code emails. So they're able to have a pseudo similar looking human to say, hey, Dan, it's shirt from bliss growth. Love. What you're doing, can we catch up for coffee? And they, again, they're booking meetings. 

34:12
Speaker 2
Like, these technologies are able to be like, somebody's like, wow, that's actually really cool. How you doing that? And there is that appetite. Where we've been using it is. So we use Synthesia. They were their UK HQ AI video company. We've been using it for a lot of our training content. So previously, to do good video training content, it would take you, a production company, there'd be like, lots of video, lots of editing. We now just do all text to video, and we can deploy that across 50, 60 languages. We can change the behaviors of these avatars based on cultural nuances. And again, I think there's going to be a big movement there within sales and just generally across businesses to use it. A sales use case, which is interesting, is those avatars are actually now doing. Yeah, yeah, exactly. Synthesia IO. 

35:12
Speaker 2
These avatars are also being able to train salespeople. So the salesperson responds and the avatar listens and then responds back. And you think about that as a. As an experience, right? Like it's. It's pretty nuts. Now, is it perfect? No. Will it be the go to train your sales reps up in six to twelve months? Like, I would assume so, because of the speed at which these technologies are evolving. So, yeah, for me, it's coming, and it's only going to become more prominent, I think. Will everybody love it? Probably not. There's a lot of regulation as well. Think of America. Like, even robots calling is banned. I think there's some regulation about an AI being able to call you, but it's definitely moving in that direction. Nice. Any other final questions on any of that stuff? 

36:06
Speaker 2
You've probably seen, Jason, the finance copilots that are coming out, the legal copilots, the load of them that are cropping up, and a lot of good movement in the legal industries to actually adopt it, which is quite interesting because they're normally not the fastest, the doctors, but they can really see the benefit of the copilot within their practices. 

36:27
Speaker 6
Yeah, I mean, to that extent. One of actually, my pod members, her company is they're basically trying to extend lawyers services to those that can't afford them, and they're heavily engaging in AI right now. So they have like a network of lawyers, et cetera, to kind of in all different capacities. And it's actually fascinating. When you were saying copilot, she mentioned that they were thinking about how to end. They actually, I think they're one of the early companies that have a relationship with OpenAI and are able to, like, leverage that data, et cetera. 

37:00
Speaker 2
So. 

37:00
Speaker 6
But when it just triggered that. 

37:03
Speaker 2
Yeah, nice. And definitely check out chatgbt and OpenAI. They've just released a new feature that you can actually train your own model now. So that's different to what they were doing previously. So, and that's important so that you can have a little bit more control over the, some of the lies that they can often produce. But, yeah, look, that was, yeah, hopefully that was helpful for everybody. I know, covered quite a lot, but really appreciate everybody's time on your Thursday lunchtime in New York. 

37:33
Speaker 7
A few more things coming before we wrap up for the year. Stuart, thank you again for being here with us today, and great to see you all. 

37:44
Speaker 2
Thanks, everyone. 

37:44
Speaker 4
Thank you, Stuart. 

37:45
Speaker 6
Thank you, Stuart. 

37:47
Speaker 2
Bye bye. 

37:49
Speaker 1
I hope you enjoyed this Benwise roundtable. If you want to be in touch with the speaker or if you have a request for a future roundtable topic, reach out to us@communitynwise.com. I'm Maya Dolgen. Thanks for listening. 

