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00:14:28.000 --> 00:14:31.000
Monica Niblack: Hi, Phil. Thanks for joining me today.

00:14:31.000 --> 00:14:33.000
Philip Strohl: Hey, Monica, good morning.

00:14:32.000 --> 00:14:47.000
Monica Niblack: Good morning! I have Phil Strohl, my counterpart here at LQ Digital, who heads up our contact center, but has a vast experience in lead gen BD and everything that is internet marketing, and I've been working with him for.

00:14:47.000 --> 00:14:53.000
Monica Niblack: Oh, I've lost Count Phil at this point a long time, and I'm excited to have him on to talk today.

00:14:51.000 --> 00:14:53.000
Philip Strohl: No.

00:14:53.000 --> 00:14:56.000
Philip Strohl: 9, almost 10 years?

00:14:55.000 --> 00:14:59.000
Monica Niblack: I was gonna say 10, and then I thought, is that right? Has it been 10?

00:14:59.000 --> 00:15:03.000
Monica Niblack: But, yes, thanks for joining me.

00:15:03.000 --> 00:15:05.000
Philip Strohl: Yeah, excited to be here.

00:15:04.000 --> 00:15:11.000
Monica Niblack: I know we had talked about kind of… or one thing that I'd wanted to talk about we haven't talked about is…

00:15:11.000 --> 00:15:27.000
Monica Niblack: you've had an interesting perspective as you've moved over to work kind of on our contact center, which is more of our sales side, right? And how are we seeing AI and all these impacts kind of roll through what used to be a very kind of traditional channel? And so I think we'd wanted to spend some time.

00:15:27.000 --> 00:15:34.000
Monica Niblack: talking through that, and the impacts on both lead gen and finances. You're at this very interesting intersection, I think, of…

00:15:34.000 --> 00:15:42.000
Monica Niblack: actually having teams that go and talk to people, having all of this experience in Legion space, and having some of your largest clients be financial services.

00:15:43.000 --> 00:15:59.000
Philip Strohl: Yeah, and I guess I would say, like, you know, I like to think of it as, like, we see it from the, you know, the sourcing of the lead from when they're… when they're in their interest phase, all the way through down to qualification and handoff, and a lot… and then all those instances, right, we're following it.

00:15:59.000 --> 00:16:06.000
Philip Strohl: through on down to close transactions. So we see it from intent all the way down to revenue at the bottom of the funnel.

00:16:07.000 --> 00:16:16.000
Monica Niblack: Right. So kind of on that note, as you see this transition, what do you think is starting to really change? What have kind of… what have been the biggest…

00:16:17.000 --> 00:16:20.000
Monica Niblack: Ahas you've seen over the past year.

00:16:19.000 --> 00:16:34.000
Philip Strohl: Yeah, yeah, so I think, you know, from a consumer standpoint, you know, obviously AI is changing how, you know, how consumers do research and take action, particularly on big data.

00:16:34.000 --> 00:16:50.000
Philip Strohl: big financial transactions, you know, mortgage being a big portion of what we do. And I'd say broadly, right, AI is really compressing the research journey for consumers, so you're getting a more informed prospect in many instances than you.

00:16:50.000 --> 00:17:05.000
Philip Strohl: than you may have previously. All right, you know, you've got the opportunity for consumers to go out and look at rate tables, you know, NerdWallet, Bankrate, or others.

00:17:06.000 --> 00:17:23.000
Philip Strohl: Um, you know, they've got… they've got a good view of the market and what's competitive, um, there. They've also, right, with AI, you've got the ability for them to really do research on products and terminologies and rates and understanding the process, and do that much more quickly and easily.

00:17:23.000 --> 00:17:38.000
Philip Strohl: easily than they have before. So in a lot of cases, you're getting consumers who, you know, by the time they've raised their hand and engaged are a lot further along in their decision journey and a lot more, a lot more informed.

00:17:38.000 --> 00:17:39.000
Monica Niblack: Mm-hmm.

00:17:38.000 --> 00:17:41.000
Philip Strohl: Um, so I think the…

00:17:41.000 --> 00:17:56.000
Philip Strohl: I think the challenge in that is recognizing how far along in their journey they are and understanding where they are to most efficiently turn that into a closed loan and a closed transaction.

00:17:49.000 --> 00:17:50.000
Monica Niblack: Yeah. Okay.

00:17:57.000 --> 00:17:58.000
Philip Strohl: Okay.

00:17:57.000 --> 00:18:03.000
Monica Niblack: So kind of a lot less chance to educate them yourself, so you have to come in with them ready and primed and…

00:18:03.000 --> 00:18:06.000
Monica Niblack: Believing they know a lot about you already.

00:18:06.000 --> 00:18:16.000
Philip Strohl: Yeah, I think that… I think so, and that doesn't mean that they still don't need human touch and hand-holding. They just come into the… come into the…

00:18:16.000 --> 00:18:22.000
Philip Strohl: um, into the conversation better informed than they, uh, than they may have before. But when you're talking about.

00:18:18.000 --> 00:18:19.000
Monica Niblack: Yeah.

00:18:22.000 --> 00:18:40.000
Philip Strohl: you know, let's use mortgage again, for instance, right? Biggest transaction, biggest spend most people are going to do in their lives. This isn't a $50 e-commerce decision, it's hundreds of thousands of dollars, and yes, while they're, you know, they.

00:18:31.000 --> 00:18:32.000
Monica Niblack: Yep.

00:18:40.000 --> 00:18:57.000
Philip Strohl: been able to do more research, there's still the human and emotional and trust component of wanting to make sure they're making the right decisions. I think AI does a good job of getting information in the hands of the consumer, but you still need humans in the process to.

00:18:57.000 --> 00:19:10.000
Philip Strohl: Assure, reassure, insert when there are problems or challenges to get over, you know, get over, you know, some of the more human and emotional concerns about, I'm about to spend, you know.

00:19:10.000 --> 00:19:11.000
Monica Niblack: Yes.

00:19:10.000 --> 00:19:12.000
Philip Strohl: X hundred thousand dollars.

00:19:12.000 --> 00:19:21.000
Monica Niblack: So, essentially, it can be very helpful with the discovery process and the journey, but when it comes to actually catering to human emotions.

00:19:21.000 --> 00:19:24.000
Monica Niblack: humans have a better insight in.

00:19:24.000 --> 00:19:27.000
Monica Niblack: Boy, I have to say, I hope it stays that way as a human.

00:19:26.000 --> 00:19:27.000
Philip Strohl: Yeah.

00:19:27.000 --> 00:19:29.000
Philip Strohl: I'd like to think that's the case.

00:19:29.000 --> 00:19:31.000
Monica Niblack: Bye.

00:19:31.000 --> 00:19:38.000
Monica Niblack: Glad to hear that, because that'll be the day. I'm sure some of the technologists would argue differently, but man…

00:19:40.000 --> 00:19:42.000
Monica Niblack: Ah…

00:19:42.000 --> 00:19:57.000
Monica Niblack: Cool, well, kinda… that brings me to a slightly different point. So, good, humans still matter, because they can meet and understand human emotions. So, how does… what are we learning, kind of… I think the contact center is so interesting, because it gives us this.

00:19:57.000 --> 00:20:00.000
Monica Niblack: Massive amount of data.

00:20:00.000 --> 00:20:13.000
Monica Niblack: on trends that are happening, right? So, what has it told you so far, kind of, about lead quality as we're seeing this discovery coming in? Is it meaning higher quality of leads? Is it meaning…

00:20:13.000 --> 00:20:21.000
Monica Niblack: they actually don't do as well because people already have an opinion? Like how is that evolving and what should people think about with that?

00:20:20.000 --> 00:20:36.000
Philip Strohl: Yeah, I mean, I think it differs probably in large portion of obviously where and how the lead was sourced, right? A lead's not valuable because they filled out a form.

00:20:36.000 --> 00:20:50.000
Philip Strohl: It's valuable because of the intent behind it. It's valuable because… and the value differs based upon the actions that someone has taken prior to getting there. So I'll use… yeah, maybe I'll go back to the…

00:20:50.000 --> 00:21:12.000
Philip Strohl: you know, the rate table examples, the nerd wallets and bank rates of the world, you know, you've got a consumer who has, you know, seen pricing across multiple lenders in the market. They've seen reviews, they've evaluated their lenders, they've made a selection of, hey, I want to talk to one, two or three of these. And.

00:21:12.000 --> 00:21:32.000
Philip Strohl: become a… become a hand-raiser, um, uh, uh, inquiry. So, you know, compare that to, you know, maybe, uh, you know, one of the, you know, older, more traditional models of lead generation, where you filled out a form broadly about interest and mortgage, and then you're being.

00:21:32.000 --> 00:21:47.000
Philip Strohl: Uh, those are, those are distributed to 2, 3, 4, 5 different lenders, and you're starting to get a bunch of inbound inquiry, but you haven't, right, you haven't, you haven't done the lender-specific research, you haven't seen the market, you haven't seen the rates, and obviously, right.

00:21:47.000 --> 00:21:51.000
Philip Strohl: Two very different experiences in terms of, uh…

00:21:51.000 --> 00:21:57.000
Philip Strohl: Uh, in terms of intent and, um, you know, quality of those leads. Um…

00:21:57.000 --> 00:22:13.000
Philip Strohl: So I, you know, I think, you know, the big point here is kind of understanding what has, you know, both from your leads and your lead sources, understanding what actions have been taken prior to that form fill to determine how you're going to need to nurture that specific.

00:22:13.000 --> 00:22:18.000
Philip Strohl: lead and prospect through the, you know, through the funnel and through your sales journey.

00:22:18.000 --> 00:22:20.000
Monica Niblack: They have to take a lot more.

00:22:20.000 --> 00:22:27.000
Monica Niblack: Maybe you get a lot more nuance for each different type of lead, right? Gone are the days where you can kind of treat everything.

00:22:27.000 --> 00:22:28.000
Monica Niblack: The same.

00:22:28.000 --> 00:22:43.000
Philip Strohl: I think that's fair. And I think, you know, the other other component to that is, you know, with, you know, with the ability to research across lenders and across the market, like.

00:22:43.000 --> 00:22:56.000
Philip Strohl: What's going to differentiate you, because they've seen your rates, and they've seen your competitors' rates, what's going to differentiate you is how you handle that journey, how you interact, how quickly you touch with them, what you know about them before you.

00:22:56.000 --> 00:23:03.000
Philip Strohl: before you start your start your start your conversation and conversion journey with them.

00:23:03.000 --> 00:23:10.000
Monica Niblack: Right, because everyone can do all the research they have. They that's all become kind of commoditized. The rates.

00:23:10.000 --> 00:23:16.000
Monica Niblack: Obviously, you have to have a competitor rate, but, like, that's they're not talking to you if they don't think you have.

00:23:15.000 --> 00:23:31.000
Philip Strohl: Yeah, you know, and maybe, you know, thinking about that, from the from the standpoint of, right, you know, you, you're, you've got a more informed or the potential to have more informed, so I think, visitors and traffic and prospects and hand raisers.

00:23:26.000 --> 00:23:28.000
Monica Niblack: Mmhm.

00:23:31.000 --> 00:23:36.000
Philip Strohl: like, I think there's an added benefit of that, of, um…

00:23:31.000 --> 00:23:32.000
Monica Niblack: Yeah. Okay.

00:23:36.000 --> 00:23:50.000
Philip Strohl: you know, you're… over time, you're probably reducing the number of low-intent inquiries and information… informational, you know, inquiries and traffic that you're getting, right? You don't have to go visit 10 different sites to educate yourself.

00:23:50.000 --> 00:23:57.000
Philip Strohl: Um, so, you know, I think over time, like, that hand raiser, um.

00:23:57.000 --> 00:24:07.000
Philip Strohl: activity probably becomes, you know, a stronger intent signal than it is, because you've, you know, you've walked in the door in many cases with someone.

00:24:07.000 --> 00:24:22.000
Philip Strohl: Um, someone who's, uh, ready so that, you know, the ability to kind of capitalize on that intent quickly and recognize that quickly and deliver a really good post-lead experience is going to determine whether you turn that lead into, into revenue.

00:24:22.000 --> 00:24:30.000
Monica Niblack: That makes sense. So there's less at-bats, but there are way higher probability of closing. So you got to make sure you treat everyone.

00:24:29.000 --> 00:24:43.000
Philip Strohl: I think, yeah, I think if you follow that all the way through to, you know, I think that, right, still, right, you know, early adopters obviously further along in that informational curve, in that kind of research and informational curve, and then, you know.

00:24:43.000 --> 00:24:55.000
Philip Strohl: you know, that shift will continue to happen over time, but yeah, I think… I think if you follow the… follow that all the way through, your hand raisers should be higher intent now than they were 5 years ago.

00:24:55.000 --> 00:24:57.000
Monica Niblack: that…

00:24:57.000 --> 00:25:03.000
Monica Niblack: I would believe that. Kind of on that note of the higher intent, do you see any…

00:25:05.000 --> 00:25:19.000
Monica Niblack: commonalities, I guess is the word I'm looking for, that separates those really valuable hand raisers that will actually turn into revenue from just the ones who… they know… they know a lot, but there's kind of no chance of closing. Like, do you see any new distinguishable.

00:25:19.000 --> 00:25:24.000
Monica Niblack: traits that people should be looking for? What separates the most valuable from the pack?

00:25:25.000 --> 00:25:30.000
Philip Strohl: Yeah, I mean, you know, I think we look at what level of, you know.

00:25:30.000 --> 00:25:46.000
Philip Strohl: what level of exposure have they had to your brand in particular, right? Obviously, you know, highest value leads are going to be those who come from your own website and your own forms, the further you get away, you know, and.

00:25:46.000 --> 00:25:58.000
Philip Strohl: And, right, if you can, you know, double qualify those up front of how those were generated, if they've come through search, either paid or organic, or through, um…

00:25:58.000 --> 00:26:15.000
Philip Strohl: you know, through one of the LLMs, right, they've done enough research up front to make a brand decision by the time they got to your site, so they're almost double filtered and double qualified by the time they get to you. And I think, right, the further you get away from.

00:26:15.000 --> 00:26:31.000
Philip Strohl: Um, you know, obviously, you know, your own branded website and your own lead forms and your own experience, you, you know, you lose some of that connection and intent, which is why, um, you know, we, I think we see as, as you step away from.

00:26:32.000 --> 00:26:47.000
Philip Strohl: um, you know, your own sourced and direct traffic. We see, you know, things like NerdWallet and Bankrate and RateTables that are pure market comparison with brand attachment, all that. We see those outperform, um, you know, a lot of other.

00:26:47.000 --> 00:26:52.000
Philip Strohl: A lot of other sources where you don't get the same level of comparison and engagement.

00:26:48.000 --> 00:26:49.000
Monica Niblack: Yeah. Okay.

00:26:52.000 --> 00:26:57.000
Monica Niblack: Yeah, those are absolutely fantastic sources if you can get them.

00:26:57.000 --> 00:27:12.000
Monica Niblack: If you want to pay for them. Kind of one thing that I always like to think about when I talked with you, you know, the core of our company founding all those years ago, sales versus marketing, right? So kind of what do we marketers miss?

00:27:12.000 --> 00:27:27.000
Monica Niblack: What do you… now that you've been sitting on this other side of the business, what do you think marketers kind of misunderstand about what happens after we generate the leads, right? We all try and look at everything, but now that you've sat on the other side, what do you think is kind of one of the big…

00:27:28.000 --> 00:27:29.000
Monica Niblack: Mrs.

00:27:29.000 --> 00:27:35.000
Philip Strohl: Well, I guess, you know, marketing is… marketing is tasked with and concerned with.

00:27:35.000 --> 00:27:50.000
Philip Strohl: getting the lead in the door at the most efficient cost per… cost per lead, uh, as possible, and, right, get those into the sales… sales funnel. You know, cost per lead tells you what you paid.

00:27:50.000 --> 00:27:53.000
Philip Strohl: It doesn't tell you what you bought.

00:27:52.000 --> 00:27:54.000
Monica Niblack: Yeah.

00:27:53.000 --> 00:28:10.000
Philip Strohl: Right? So, you know, that handoff, I guess the understanding of the quality intent of that customer, that handoff from sales to marketing, or from marketing to sales, right? That's the, that's, that's the final mile. And that's the point that's going to convert, you know, convert all the hard work that's marketing.

00:28:10.000 --> 00:28:24.000
Philip Strohl: marketing is done as revenue, so that, you know, I think we all know and believe, because this is kind of the foundation of what we do at LQ, is, like, the journey doesn't stop or start at one point, it's a continuum.

00:28:19.000 --> 00:28:21.000
Monica Niblack: Yep.

00:28:22.000 --> 00:28:24.000
Monica Niblack: Yes.

00:28:25.000 --> 00:28:40.000
Philip Strohl: And, you know, I think that that, you know, collaboration between marketing and sales and the understanding of intent and feedback cycles are what drives the revenue engine.

00:28:40.000 --> 00:28:51.000
Philip Strohl: And, you know, takes away maybe that friction that can sometimes be between marketing and sales, where it's like, hey, the leads aren't great. Hey, you're not doing a great job following up on those, like…

00:28:45.000 --> 00:28:46.000
Monica Niblack: Yeah.

00:28:52.000 --> 00:28:55.000
Monica Niblack: On one of those calls the other day, yes.

00:28:52.000 --> 00:28:53.000
Philip Strohl: Yeah.

00:28:54.000 --> 00:28:55.000
Philip Strohl: Yeah.

00:28:55.000 --> 00:28:57.000
Monica Niblack: No, exact… yeah.

00:28:55.000 --> 00:29:01.000
Philip Strohl: Done right, it's a virtuous cycle where it's a feedback loop in both directions.

00:29:00.000 --> 00:29:08.000
Monica Niblack: Exactly. Which is why I love this partnership because I think it feeds into so much of what we do and so much of what I see.

00:29:08.000 --> 00:29:24.000
Monica Niblack: missed right like whenever people ask me about our data platforms. I'm like, well, we were sales and marketing, and we saw these things that were missing, and it just still blows my mind that 20 years later, the amount of misses we see on this kind of closed loop you're talking about still exist in the world.

00:29:24.000 --> 00:29:26.000
Monica Niblack: because.

00:29:26.000 --> 00:29:30.000
Monica Niblack: It makes it so much easier when you can have the data.

00:29:27.000 --> 00:29:29.000
Philip Strohl: No.

00:29:30.000 --> 00:29:36.000
Monica Niblack: It's hard enough to be in marketing and sales without, like, handcuffing yourself further. Right?

00:29:35.000 --> 00:29:37.000
Philip Strohl: Absolutely.

00:29:36.000 --> 00:29:46.000
Monica Niblack: Kind of as AI automation is getting better, where do you think that can improve the contact center experience? And where is the actual human?

00:29:46.000 --> 00:29:54.000
Monica Niblack: still important, right? To go back to your thought earlier on the emotions, do you think that's the only point, or do you think there are kind of more places where…

00:29:54.000 --> 00:29:56.000
Monica Niblack: That will help in this.

00:29:56.000 --> 00:29:58.000
Monica Niblack: New World.

00:29:57.000 --> 00:30:18.000
Philip Strohl: Yeah, so I mean, I guess maybe a few different ways to think about that. So certainly right from the, you know, there's points of the, you know, and using mortgage again as an example, there's points of the lead capture and application and document collection and that entire process that lend themselves to digital and AI and always will.

00:30:18.000 --> 00:30:26.000
Philip Strohl: But, you know, there's also a point at which that only gets you so far when you're spending…

00:30:26.000 --> 00:30:44.000
Philip Strohl: you know, half a million or a million dollars on a new house, and you are, you know, you need to speak to someone to make sure you've got, you know, you know what timelines are going to be, you have an issue, you have a question, right? You need that.

00:30:28.000 --> 00:30:29.000
Monica Niblack: Yeah.

00:30:44.000 --> 00:30:56.000
Philip Strohl: um, that human assistance as well, so I don't think of it as a AI versus human, uh, equation. It's like.

00:30:56.000 --> 00:31:03.000
Philip Strohl: How do you use AI plus humans and AI enabled humans to deliver a better experience?

00:30:58.000 --> 00:31:00.000
Monica Niblack: Yep.

00:31:03.000 --> 00:31:17.000
Philip Strohl: Um, you know, so when you think about it from a, you know, from a contact center standpoint, right, AI can do things like help you, you know, prioritize leads and identify intent and take, right, big.

00:31:17.000 --> 00:31:18.000
Monica Niblack: Right.

00:31:17.000 --> 00:31:35.000
Philip Strohl: big sets of data and turn those into insights that your, you know, your sales team, your sales team can use. You know, you can use it for things like, right, you know, to assist along while you're, you know, maybe doing objection handling or problem solving while you're on.

00:31:35.000 --> 00:31:56.000
Philip Strohl: right while you're on the phone or talking to talking to your consumers or your prospects. So, you know, it's not a it's not a one or the other. It's how do you use AI and technology to take out the, you know, the things that don't require human touch? And then how do you use AI to assist your people?

00:31:56.000 --> 00:32:01.000
Philip Strohl: to better service when that human touch is needed.

00:32:01.000 --> 00:32:03.000
Monica Niblack: Makes sense.

00:32:03.000 --> 00:32:14.000
Monica Niblack: Kind of on that note, are you seeing how much are you seeing in your data that consumer expectations are changing? Right? Like, are they expecting to have responses faster?

00:32:14.000 --> 00:32:25.000
Monica Niblack: like, just, do they want to speak with a different person? Like, are… do you see… besides the discovery, is consumer… or is it really more just the education when they come in?

00:32:24.000 --> 00:32:40.000
Philip Strohl: Yeah, I mean, when since, you know, moving from paper to computers to internet to AI, have humans ever said, you know, I wish I could do this more slowly?

00:32:40.000 --> 00:32:41.000
Monica Niblack: Yeah.

00:32:41.000 --> 00:32:46.000
Monica Niblack: We want it all. We want it instant. We want it now. It's just the same trajectory.

00:32:44.000 --> 00:32:54.000
Philip Strohl: Yeah, so I think those expectations build on themselves and always grow. So speed, 100%, right, will always be.

00:32:53.000 --> 00:32:54.000
Monica Niblack: Yeah.

00:32:54.000 --> 00:33:06.000
Philip Strohl: um, always be critical, but I think with speed, you know, because the tools and the information is better, right, they're, you know, not just expecting fast, they're expecting context and information.

00:33:06.000 --> 00:33:08.000
Philip Strohl: quickly with that.

00:33:06.000 --> 00:33:08.000
Monica Niblack: Mmhm.

00:33:08.000 --> 00:33:12.000
Philip Strohl: Um, with that as well, right? So if you've already…

00:33:12.000 --> 00:33:29.000
Philip Strohl: you know, if you've already provided information digitally, you shouldn't have to start over with, you know, someone on the phone as a sales agent, right? They should have that context already and have that summarized, right? It should feel like a continuation of the digital journey.

00:33:29.000 --> 00:33:44.000
Philip Strohl: Um, and you've got someone who's walking in, right, just picking up right where, uh, right where he left off, and that person becomes, you know… that person steps in when there's a question, or there's a hurdle, or an important decision, but, like, this, you know.

00:33:44.000 --> 00:33:56.000
Philip Strohl: that the information is better, the ability to process the information is better information, the ability for the sales team to have the context and understanding is better. So.

00:33:56.000 --> 00:34:02.000
Philip Strohl: Everything should be, can be accelerated and with better context and information.

00:34:02.000 --> 00:34:04.000
Monica Niblack: Makes sense.

00:34:04.000 --> 00:34:18.000
Monica Niblack: If… one more question, I know we don't have much time left. If you were running a financial services lead generation business today, what's the biggest thing you'd be paying attention to now that maybe wasn't on your radar 5 years ago? And you can't just say AI.

00:34:18.000 --> 00:34:21.000
Philip Strohl: You're gonna put me on the spot like that.

00:34:19.000 --> 00:34:21.000
Monica Niblack: Uh-huh.

00:34:21.000 --> 00:34:22.000
Philip Strohl: Um…

00:34:22.000 --> 00:34:26.000
Philip Strohl: I guess I'd say, um…

00:34:26.000 --> 00:34:30.000
Philip Strohl: You know, it's understanding…

00:34:30.000 --> 00:34:45.000
Philip Strohl: Well, I guess from the media side, right? It's like, okay, you know, this isn't necessarily groundbreaking, but I think just good practice, right? You know, you don't stop at lead volume, don't stop at cost per lead, you don't stop at just media performance. You gotta really understand.

00:34:45.000 --> 00:35:01.000
Philip Strohl: You know, what are the behaviors that are in actions that are signaling real intent? You know, which leads are, you know, do you want to be contacting and qualifying and spending most of your time and focus and elevating based off of that?

00:35:01.000 --> 00:35:16.000
Philip Strohl: which sources, right, are driving and burning all the way down. Like, you know, basic blocking, you know, blocking and tackling, but I think we talked about, like, the signals and information and all those cycles become shorter.

00:35:16.000 --> 00:35:28.000
Philip Strohl: Um, the, you know, it's how do you, um, you know, how do you as a business and a company listen to and connect all those signals?

00:35:28.000 --> 00:35:42.000
Philip Strohl: um, that allow you to optimize for more customers and transactions versus, right, just optimizing for more leads. So, I think it, you know, I think it's just continuing to tighten the…

00:35:43.000 --> 00:35:52.000
Philip Strohl: Um, you know, tighten the connection between marketing and sales, uh, faster, higher velocity that's gonna, gonna help you grow.

00:35:52.000 --> 00:36:08.000
Monica Niblack: Makes sense. Well, Phil, thank you so much. I always enjoy chatting with you. This is LQ from Signals to Dollars, and we're having just great time understanding all these things that we're seeing change across the marketing ecosystem. And I thank you for taking the time today.

00:36:08.000 --> 00:36:10.000
Philip Strohl: Thanks, Monica. Great to see you.

00:36:09.000 --> 00:36:12.000
Monica Niblack: You too. Talk soon.
