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BIO: 

Greg is the President of SpearFysh 

Inc. Prior to joining SpearFysh, Greg 

was the CEO and President of 

Albridge (www.albridge.com). Greg 

joined Albridge as the Chief Technol-

ogy Officer in 2000 and led the de-

velopment of Albridge's market lead-

ing portfolio accounting and perfor-

mance reporting services. Greg as-

sumed leadership responsibilities for 

Albridge in 2001 and accomplished 

multiple funding events that posi-

tioned Albridge for substantial growth. 

In 2007 Albridge was acquired by 

PNC Bank and in 2010, PNC Global 

Investment Services (including 

Albridge) was sold to BNY Mellon re-

sulting in Albridge being an affiliate of 

Pershing. Prior to leading Albridge, 

Greg was a Partner at Ernst & Young, 

focusing on large scale Information 

Technology projects within the Finan-

cial Services and Consumer Products 

segments. Greg has demonstrated 

expertise in building companies that 

deliver software as a service using 

cloud based technologies and large 

scale databases. 

 

About SpearFysh 

SpearFysh helps organizations take a 

data-driven, empirical approach to 

sustaining profitable growth. By turn-

ing unstructured interactions into ac-

tionable intelligence, Sales & Market-

ing Leaders gain new tools to create 

more agile and effective sales teams. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Pacholski, what was 

the vision when SpearFysh started 

and where are you today? 

Mr. Pacholski: The overall vision is 

to improve the productivity and 

effectiveness of the sales 

organization by directly trying to 

measure the skills that are exhibited 

by the sales team and obviously then, 

trying to improve those skills. We are 

trying to do this by creating 

technology that allows a salesperson 

to measure what they are doing in a 

sales interaction and then providing 

that interaction to be available for 

SpearFysh analysis and also to allow 

that sales call or that sales interaction 

to be leveraged by the rest of the 

organization. This is what we started 

out doing two years ago and this is 

what we are still focused on today. 

We have not changed our approach 

or our vision. 

 

CEOCFO: How do you accomplish 

what you are setting out to do? Would 

you give us a sense of how it works, 

day to day? 

Mr. Pacholski: Basically, the idea is 

to arm a salesperson or field 

salesperson with technology. We look 

at salespeople as essentially being 

knowledge workers. They are either 

there to distribute knowledge about 

products, services, pricing, contract 

terms or capture information from the 

field. That means identifying what the 

opportunities are or problems or 

issues that their services or products 

are going to solve. They go out there 

armed with brochures and power point 

presentations. Their job is to collect 

information taking notes using 

common paper and pencil. However, 

the problem is that they are operating 

in the same way that salespeople 

operated forty years ago. In the 

moment it is incredibly difficult for 

them to not only capture information 

in the actual sales interaction, but to 

be able to remember and recall 

everything that transpired and then 

comprehend that in a way their 

organization can put that information 

to work to either create better 

products or services or appeal directly 

to the needs of that prospect. The 

knowledge studies that have been 

done show that two hours after a 

sales meeting a salesperson has 

forgotten fifty two percent of 

information that transpired in the 

meeting. It is just not an effective use 

of those peoples time. We have  

created technology that a salesperson 

uses in the meeting to actually take 

notes, if the situation is correct, to 

capture parts of the meeting using 

audio recording. SpearFysh then 

takes that information and puts it up 

on the cloud and provides; a very 

secure, confidential capability. We 
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transcribe the audio into text and 

make the audio in that conversation 

and the notes that were taken in that 

conversation live forever in 

technology that can be looked at by 

anyone in the organization that is 

given the authority to look at it. Now 

that you have captured the voice of 

the customer you can integrate that 

into marketing, product management, 

into service and of course into sales, 

to use the information that was 

captured and not forgotten for the 

benefit of the enterprise. 

 

CEOCFO: How does the salesperson 

take notes without losing attention 

with the person he is speaking to? Do 

you address that issue of how you are 

going to be taking notes and yet not 

appear to be inattentive? 

Mr. Pacholski: That is a great 

question! The first observation is they 

are taking notes today. The only 

difference is that they are taking notes 

on a tablet device, like an iPad, which 

many people do today, using 

personal productivity 

software that is available on 

those tablet devices. What 

we would like to have 

happen though, is that the 

salesperson takes fewer 

notes, because they are 

recording the conversation and let the 

salesperson really focus on building 

rapport and focus on paying attention 

to what the person has to say and 

probing for the next question without 

having to worry about copiously 

capturing everything with hand written 

notes. Therefore, we feel that they will 

end up taking less notes and they can 

provide more concentration on the 

audience to help understand if they 

are getting their point across or if they 

are asking the right questions. 

 

CEOCFO: Are most people 

comfortable with a salesperson 

recording? Do find that is often an 

issue or is it just pretty standard 

today? 

Mr. Pacholski: It is a standard 

question that we get all of the time 

and it is not standard today. However, 

our case studies which we have done 

with literally thousands of sales 

interactions show that if the concept 

of recording is introduced correctly, 

right in the beginning of the 

interaction and is introduced in a way 

where you are asking permission and 

trying to utilize the time of your 

audience in the most effective way, 

permission to record is granted. We 

introduce it by saying, “What you 

have to say is very important to me. I 

do not want to have to come back and 

ask the same questions multiple 

times. It is the best use of our time 

together.“ This is done in a very 

professional setting, in an agenda led 

meeting and you get a very high, 

ninety percent degree of acceptance. 

 

CEOCFO: What types of companies, 

if there is a common thread, are using 

your services? 

Mr. Pacholski: Primarily, business to 

business types of services 

organizations where it is a complex 

set of services or products that are 

being delivered. They are delivered 

by essentially a team of people and 

the objective is to cross sell additional 

services through that relationship. 

 

CEOCFO: How do you reach 

potential customers? 

Mr. Pacholski: Right now we are in a 

direct sales model. However, we have 

established our connections with other 

services providers, for instance CRM 

applications. SpearFysh is basically 

adjacent in a technical architecture to 

a CRM application. We do not 

compete with CRM, but we are 

adjacent to them meaning we have 

built connectors and technical 

interfaces between CRM platforms 

and SpearFysh. Therefore, we 

obviously have potential for an 

indirect partner, meaning the CRM 

company, to provide us leads or to 

work collaboratively with a CRM 

vendor to service the same 

customers. We see an indirect line of 

lead generation being a big part of our 

future. Today, indirect sales are very 

small and we are relying on a direct 

sales model. 

 

CEOCFO: When you are speaking 

with a potential customer do they 

understand immediately the 

difference and how it works or is there 

a common “aha moment” when they 

get it? 

Mr. Pacholski: It is an “aha moment” 

when they see the power of taking 

notes in a way where that information 

can be leveraged by others in the 

organization. The basic concept that 

we deploy is the ability to index a 

conversation. For instance, our note 

taking device has the agenda of the 

meeting imbedded in it, which can be 

very configurable. As the agenda 

items are being discussed the notes 

and the actual language that is being 

spoken is associated with an agenda 

item. Therefore, people who use 

SpearFysh do not sit and have to 

listen to an hour long conversation. 

Through a playback tool that we have 

invented, they can look at what the 

agenda of the meeting was and look 

at very specific topics that 

they want to learn about or 

listen to or see the notes 

that were associated with 

specific topics. This is the 

“aha moment” that you 

described of people now 

being able to index a 

conversation. For instance, if a sales 

manager wanted to hear a prospects 

reaction to a pricing discussion they 

would bring up that interaction, they 

would see on the agenda when pricing 

was being discussed. They would 

click on the topic and immediately 

hear what the reaction was to pricing 

without having to figure out where it 

was in the hour long conversation. 

 

CEOCFO: I could see where that 

would be quite useful. Do salespeople 

embrace the concept that what they 

are saying is being recorded or do 

they need to be led in gently? 

Mr. Pacholski: They do need some 

introduction and training to use this 

technology. Your prior question about 

the apprehension or reluctance of the 

audience to be recorded; the biggest 

challenge is actually getting the 

salesperson to ask the question, “Can 

I record it?” That is because they are 

not used to doing that. In certain 

industries where there are millennials, 

“The knowledge studies that have been done 

show that two hours after a sales meeting a 

salesperson has forgotten fifty two percent of 

information that transpired in the meeting.” 

                                                   - Greg Pacholski 
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people who have grown up with 

technology, adoption is very easy. For 

people with significantly more years 

of experience adoption is a different 

challenge. However, what we have 

also done was by capturing 

information this way and having an 

interface to the CRM application we 

provide that salesperson the ability, in 

a very easy way, to be able to 

interface back to their CRM system, 

the output of the meeting. Therefore, 

by using SpearFysh they retain CRM 

compliance very easily in an almost 

seamless way. That is one of the 

hooks that we can use to gain 

interest. There are other techniques 

that we can do. For instance, if 

salespeople are reluctant to use the 

recording technology we would 

introduce the concept that, at the end 

of the meeting just use recording to 

say, “here are the follow up steps that 

we have agreed to,” so that you are 

being very up front with your audience 

or your prospect to say, “we just had 

an hour meeting, here is what we 

agreed to, here is what I will do, here 

is what you agreed to do, let us record 

that so that I can capture that in one 

hundred percent accuracy and I will 

be able to follow up more effectively.” 

Once you start introducing the 

concept they see the power and the 

value in it and it just expands. 

 

CEOCFO: I would imagine that when 

salespeople see more money at the 

end of the line they are likely to adopt 

the tool. That is a motivation clearly, 

particularly with salespeople, many of 

whom are on commission. 

Mr. Pacholski: Right. It is about deal 

flow. There are two ways to look at 

that. Number one is, are the 

salespeople really working the right 

opportunities. Did they have the 

potential to close the deal 

successfully or are they working 

opportunities that, with a closer look 

have very little probability of closing? 

Then you would want to abandon 

those earlier to focus resources on 

better things. What our studies have 

shown is that larger sales 

organizations have groups called 

sales operation, sales engineering, 

that can be under utilized. That is 

because they are only engaged based 

on the extent that the field 

salespeople can provide them with 

information from sales calls so they 

can help the field salespeople. We 

provide another very integrated way 

where those organizations can 

actually provide more benefit to the 

field salespeople to help them, which 

leads to shorter cycle time and 

obviously better results. Therefore, 

we hit on a few different business 

cases within the organization, field 

sales being only one of them. 

However, that does help to increase 

adoption. 

 

CEOCFO: What is the competitive 

landscape? Are there similar 

programs around or is this a fairly 

unique concept? 

Mr. Pacholski: It is fairly unique. 

Therefore, we have a patent pending 

on the concept of organizing 

information that transpires into sales 

interaction in a way that can be 

leveraged across the organization in a 

very efficient way via the indexing of 

that. We are obviously the first to take 

that to the market. We get this 

question often. You can go out to the 

Apple App store and you can 

download online note taking 

applications. Those are essentially 

personal productivity tools, which are 

basically no different than a paper 

note pad that someone keeps in file 

folders. Where we feel that we have 

really taken this much farther is not 

only our ability to capture the voice of 

the customer and leverage that in the 

organization, but we also have a 

whole analytical side of SpearFysh 

that I have not even talked about yet, 

where you can actually measure what 

type of skills and the training that a 

salesperson is exhibiting in a sales 

interaction to almost immediately 

identify coaching opportunities to help 

that person. You can identify learning 

objects that would be a best in class 

type of situation, where for example, 

a sales trainer identifies the best 

example of a salesperson delivering a 

business case. If SpearFysh recorded 

the meeting that included the best 

practice, you can then create a 

learning object and quickly deliver 

that to your sales team to say, “Listen 

to this, this is a great way to deliver a 

business case. We should all learn 

from this.” Therefore, when you put it 

all together we are absolutely unique. 

We believe we are the first people 

that are really trying to help 

salespeople by really measuring what 

they do today. 

 

CEOCFO: Do your customers take 

advantage of the full range and 

breadth of your service? Do they use 

the analytics and the recording or do 

they tend to pick and choose? 

Mr. Pacholski: They do. Most of the 

time, from a business case 

standpoint; we win just on the 

capability to have one hundred 

percent recall and one hundred 

percent comprehension of what their 

prospects are saying. The amount of 

benefit of the analytics has many 

factors. For instance, has the 

organization really adopted a sales 

methodology and conducted sales 

process training – this varies from 

organization to organization. The 

actual building of learning objects is 

not that frequent, just because you do 

not really have a very institutionalized 

sales methodology or trained sales 

forces. We feel it is something that 

will have a long tail. It will gradually 

increase over time by just having the 

ability to measure the effectiveness of 

sales training.. You get almost 

immediate impact on those types 

things, which we feel is on the 

analytical side. 

 

CEOCFO: Do you find that people 

today are understanding more with 

the simple apps that you can get? 

Mr. Pacholski: There are a couple of 

things. We try to ride above all of 

that. We think that is just a good way 

to conduct business. However, where 

we would rather appeal is to say that 

some ninety plus percent of large 

organizations have bought or are 

looking at tablet devices. That is just 

because they want to answer the 

basic question of, “Am I providing my 

employees and my salespeople with 

the right tools to do their job,” and 

tablets are now an effective device as 

looked at by the employee. However, 

what is the real return on investment 

on a tablet? We feel that putting an 

enterprise software application on the 

tablet to help support the salesperson 

does help to transition the tablet from 

being “brouchureware” or essentially 
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the mobile ability for a person to get 

email, into a much more powerful tool 

that has value to the enterprise. 

Therefore, you start your return on 

investment clock when you put 

enterprise software on the tablet that 

is used to sell your products and 

services. That is how we would rather 

talk about that. 

 

CEOCFO: What is ahead for 

SpearFysh? 

Mr. Pacholski: Just growth! We feel 

we can grow in a few different 

dimensions. Obviously, as we get 

larger and stronger and we better 

capitalize just through the traditional 

funding sources, we will expand 

geographically to cover the US 

market from our direct sales 

standpoint. We will continue to build 

alliances with other partners or 

adjacent technology providers which 

give us additional breadth. Then there 

is another dimension; we are the first 

company that is actually building a 

database of sales interactions. That 

base is leveragable. You can query it. 

You can essentially apply big-data 

types of concepts to sales that have 

not been done before. Therefore, we 

have a very robust product roadmap 

of tools that have never been built 

before. Then you throw international 

on top of that, we feel that the market 

is just very, very large. 

 

CEOCFO: Why should investors and 

people in the business community pay 

attention to SpearFysh? 

Mr. Pacholski: It is time to arm 

salespeople with technology to better 

leverage the marketing and sales 

spend that is inherent in every 

company and essentially raise the 

performance of your salespeople by 

using technology. That would be my 

walk away.
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