
Marketing & Sales 

Marketing and sales are both aimed at increasing revenue. They are so closely intertwined that 

people often don’t realize the difference between the two. 

Do you know the difference between Marketing and Sales? And do you know how they can 

work together to make a company grow? 

Marketing is the systematic planning, implementation and control of business activities to 

bring together buyers and sellers. It has a broader range of activities like selling a 

product/service, improve client relationship and determine future needs. It must also have a 

strategy in place to meet those needs for the long term. 

A sale, on the other hand, is a transaction between two parties where the buyer receives 

goods (tangible or intangible), services and/or assets in exchange for money. Once a product 

has been created for a customer need, the professional of sales has to persuade the customer 

to purchase the product to fulfill his needs. The sales process consists of interpersonal 

interaction. It is often done by a one-on-one meeting, cold calls, and networking. It's anything 

that engages you with the prospect or customer on a personal level rather than at a distance. 

Most of the time the prospect or potential customer has been driven to you via marketing 

efforts. Therefore, there has to be a team work and a constant dialogue and feedback between 

the Marketing and the Sales department! 

How can Marketing help Sales close more leads? 

They key is for Marketing to understand and embrace the specific buying process used by 

prospective sales prospects. Not a dreamed up process that Marketing wants the prospect to 

use, but the real thing. This is called the buyer’s journey, which represents the three essential 

stages in every buying process: awareness, consideration, and decision. 

The awareness stage addresses a buyer who is just becoming aware of a problem or topic and 

is interested in learning more. A buyer in the consideration stage has identified a problem, but 

is conducting research and considering various solutions. A buyer in the decision stage has had 

objections addressed and is ready to make a decision on a solution. 

Part of the job of inbound marketers is to gain insight into the buyer’s need for information at 

every stage of the journey. Marketing can then pass the knowledge gained about each 

prospect’s unique needs, priorities and objections on to Sales so that Sales can engage 

qualified leads with greater insight and understanding of the specific requirements to close the 

sale.  

How can Sales help Marketing generate better leads? 

The recognition that sales is a measurable, repeatable process has been around for more than 

40 years. 

Good sales are synonymous with good process. The online search revolution at the beginning 

of the last decade is what has enabled marketers to embrace their art in the same process-

driven way, so marketers need a lot of input from Sales at this point. 

Sales can help Marketing improve their lead generation and qualification process by showing 

the marketing team which leads are higher quality (making it further along the sales process) 

and why. 



 

If Sales doesn’t tell Marketing about unqualified leads that got passed as qualified, the same 

type of low quality leads will keep showing up at the top of the sales process. 

So its crucial that the two departments communicate with each other. This way, both will work 

better, waste less time in processes that wont bring results and, in the end, the company will 

thrive. 

Let’s get to work? 


