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companies: consumer
preference for messaging to
talk to, 24-26; custom welcome
messages to specific, 129-
131fig; don’t respond to leads
fast enough, 5-6; efforts to drive
people to their websites by, 77-
78; need to provide real-time,
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by website’s “Contact Sales,”
157fig-158

Capture leads: the conversational
marketing and sales component
of, 13fig, 14; messaging (“live
chats”) used to one-step Qualify
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value of, 31-32. See also Buying
experience



250 index

Chatbots: a brief history
of, 33-37; build a lead
qualification, 137-150; building
an onboarding, 221-222; call-
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Six & Flow, 68-69, 169fig;
streamlining marketing/sales
handoff with, 67-69; welcome
message to consumers, 83-85,
125fig, 127fig-131fig. See also
Al (artificial intelligence); B2B
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don’t fill out website forms,
7-8; Pingup report (2016) on
positive chatbot experience by,
33, 37; potential blockers to
chatbot adoption by, 43-44fig;
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buying experience with real-
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Cross-selling customers, 228-230

CSO Insights study (2016), 162,
163

Customer emails: the inactive
customer check-in, 227; the
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215-217; staying close through
continuous, 208-213
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time conversations to prevent
churn, 225-228; respecting
customer’s time for, 223-225

Customer success managers,
223-225

Customer support: chatbots to
provide 24/7 service, 206-208;
example of Drift chatbot
providing, 207fig

Customers: Amy Gallo on cost
of acquiring new, 219-220;
creating better buying
experience with real-time
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chatbot responses, 142-146

Kickoff calls, 220
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L

Lead capture form problems: 1.
forms are roadblocks, 48-49;
2. the follow-up experience is
terrible, 49fig; 3. forms don’t
work as well as they use to,
51; 4. forms are static and
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Lead capture forms: benefits of
converting to conversations
from, 50; Drift’s #NoForms
Movement, 52-54; as marketing
relics, 9-10fig, 28-29, 47-48;
messaging offers a faster
alternative to, 81fig; the
multiple problems with, 48-52;
as outdated playbook, 49fig;
stop using outdated, 7-8. See
also Capture leads

Lead development
representatives (LDRs), 64

Lead qualification chatbots:
call-to-action (CTA), 9, 57,
147-148fig; coming up with
questions and responses for,
130t-146; considerations for
building a, 137-138; five tips
for making engaging, 148-150;
testing them out, 150; tying
responses to actions, 146; using
them as outreach tools, 156

Leads: Drift’s 2018 Lead Response
Report on, 6fig; get real-time
notifications when they are
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online, 159-162fig; messaging
to Capture and Qualify in single
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over, 64-67; set up routing
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154fig-155; targeting your best,
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based marketing and sales
(ABM/AMS) approach to,
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cooperation between, 63-73;
performance metrics of
conversational, 231-244;
rethinking our content and
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strategies for generating leads,
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dial” approach vs. real-time
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Marketing and Sales conflicts:
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apps used for, 21-23t; SMS
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third wave of messaging using,
18-19fig; WhatsApp, 22-23t, 159

Messenger Platform (Facebook),
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240fig; mockup of a team
conversion performance
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performance, 231-235, 236fig;
revenue as, 235-236fig; team
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Microsoft Teams, 82

Millennial buyers, 42-43fig

Mobile push notifications, 160fig,
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Model T (Ford Motor Company),
212-213
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Natural-language processing
(NLP), 67, 185
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Forms” logo, 54fig; gaining
momentum, 54-55; origins of
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meeting, 233-234; pipeline
influenced, 235; sales meetings
booked, 232-233, 234fig; team,
240-242
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owners (2018), 21
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Pingup report (2016), 33, 37
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Poncho (weather chatbot), 37

Power, Brad, 9, 45
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Product-qualified leads (PQLs):
comparing SQLs, MQLSs, and
CQLs to, 60-61t; description
and function of, 60

Products: different tiers of
product plans, 229-230; Henry
Ford’s famous quote on,
212-213; introduce customers
to different parts of your,
222-223fig; lack of personal
connections in advertising,
10; real-time conversations to
prevent churn, 225-228; show
the value of your solution or,
173-175
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qualification chatbot for,
137-150; the conversational
marketing and sales component
of, 13fig, 14-15; how chatbots
can, 33fig; marketing-qualified
leads (MQLs), 59-61fig, 65,
118; messaging (“live chats”)
used for one-step Capture and,
27-28; product-qualified leads
(PQLs), 60-61t; sales-qualified
leads (SQLs), 59-61¢, 118. See
also Conversation-qualified
leads (CQLs); Leads
Qualifying leads conversations:
ask questions, 111-114; lead
qualification chatbots used
for, 9, 57, 130t-150, 156;
scoring your leads, 118-121;
show you are human and not
automated, 111; start with a
“Hello,” 110; use data to have
better and more effective,
114-118; websites “contact
sales” CTA triggering real-
time, 157fig-158

Questions (chatbot): ask buyers
for permission before asking,
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are driven by, 111; the best ones
to ask website visitors, 112-113;
chatbot responses to customer
support, 207fig; creating

lead qualification chatbot
responses and, 130t-146; Drift’s
onboarding, 221; “five whys”
framework, 174; keep them
short and sweet, 149; a list of
common qualifying, 113-114;
“What? Who? How?,” 139t-142,
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93fig; the #NoForms Approach
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and sales, 79; offering faster
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forms, 81fig; put up a welcome
message, 83-85, 125fig,
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