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Introduction

If you're running a small to mid-sized business, you've probably felt the pressure: do more,
close faster, compete with teams twice your size - all with fewer resources. So naturally,
you start hearing the buzz:

“Al can automate “Al will transform “Al will replace

your outbound.” your CRM.” your SDRs.”

But what no one tells you is how to know where Al actually fits. Not every workflow needs
automation, and not every shiny tool is worth your time (or subscription fee). At Big Red
Jelly, our approach is different. We don't recommend tools until we've mapped out the
system. We start by asking:

“What's slowing “What tasks are
your team down repetitive, but

“Where is your
marketing-to-sales

that shouldn’t require nuance or
require a human?” timing?”

handoff breaking
down?

Here's how we help clients figure out what to use Al for,
and how to find the right solution.
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1.Start with Bottlenecks,
Not Buzzwords

Before even considering Al, pinpoint the friction points in your current process. Is it lead
quality? Follow-up speed? Qualification? If you're not clear on the problem, Al will just
make the noise louder. We map out the full journey: from the first outbound message to
the sales call. Then we look for gaps, especially ones that are costing time, not just clicks.

2.Think in Terms of Time Saved
and Clarity Gained

A good Al implementation should:

Give better insight
Save your team Improve

into lead quality or

TIME speed-to-lead i
P behavior

If it doesn't do at least two of the three, it's probably a distraction. For example... 2



Drafting

personalized Summarizing calls . .

. Rewriting emails

outbound based to auto-fill your 10 different wavs
on LinkedIn CRM y

activity

BETTER CLARITY (probably not worth it)

3.Use Al to Bridge Sales and
Marketing, Not Replace Either

Al isn't here to take over your team - it's here to keep them focused. That means:
e Auto-flagging leads in your CRM who hit key pages multiple times
e Scoring based on behavior, not just form fills
« Generating quick summaries so reps don’t go in blind

The goal is to reduce manual translation between departments. Marketing gathers the
signals. Al interprets them. Sales takes action.

4.Choose Tools That Play
Well Together

One of the biggest mistakes we see? Buying a tool that solves one problem but breaks
five others. If it doesn’t integrate with your CRM, your ad platform, or your outbound
workflow - it's not scalable. Look for:

e Open APIs

e Zapier compatibility

« Native integrations with your current stack (HubSpot, Apollo, Notion, Slack, etc.)

If you need a full-time dev just to set it up, it's not for SMBs.



5.Always Test in Real Use Cases
(Not Just Demos)

Don’'t adopt based on the sales pitch - run a test campaign inside your business:
1.Draft an outbound sequence with Al: Does it perform better?
2.Summarize two calls: Are the notes usable?
3.Auto-enrich leads: Do your reps use it?

Run it for 2 - 4 weeks. Measure time saved, reply rate, or sales velocity. If the numbers
don’t move, don't scale it.

Final Thought: Al Is a Lever,
Not a Lifesaver

At the end of the day, Al doesn't replace strategy. It supports it. The real unlock for SMBs
isn't just knowing what tool to use - it's knowing why you need it, where it fits, and how it
connects to your bigger picture. That's the Big Red Jelly approach:

Build Smart,
Identify the Scalable Solutions

Define th t P
efine the System Friction That Actually Move

the Needle

If you're ready to stop guessing and start building a marketing-to-sales engine that works,
we'd love to talk.

www.bigredjelly.com
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