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WE THINK SO. Depending on which business you’re in, 
the gripes and differences between sales and marketing 
teams are real. This ebook is designed to explore some of 
the key differences between the two functions, including; 
what can go wrong, reasons why they are better 
together and practical steps and tips you can employ to 
help improve the working relationship between sales & 
marketing teams.

BUT MORE THAN THAT, WE OFFER WINNING SALES STRATEGIES. 

We’ll explore proven tatics that sales teams can employ to stay motivated and 
keep the lead pipeline hot and will also explore the value of outsourcing when 
the stakes are high including what’s involved with buying leads. 

SALES & MARKETING

Are sales & 
marketing 
better together?

WHEN IT’S NOT WORKING. 

IT’S THAT CASE OF THE LEFT HAND NOT KNOWING WHAT THE 
RIGHT HAND IS DOING. 

Miscommunication between these two facets of business, can lead to 
sales feeling as though marketing isn’t doing anything helpful. That it’s 
ineffective. Many larger companies have big marketing budgets, and when 
results aren’t shared, communicated and realised, then sales managers in 
particular can feel as though an additional sales execs would bring more 
value than marketing delivers results! A lack of alignment between sales 
needs and the ‘marketing solution’ can be a real issue here.

Without buy-in from sales teams, a brilliant marketing campaign can stop 
dead in the water. Without clear instructions via a briefing on how sales 
can execute the campaign, there is unlikely to be buy-in, and execs may 
put their own spin on the campaign causing the message to be lost.  This 
can happen in a number of ways. For example an influx of calls could 
be greeted with a bewildered sales team unaware of the appropriate 
language, messaging and even the promotion itself – giving the customer a 
poor reflection of the business. 

Marketing teams can grow exacerbated, trying to get sales to get on board 
with their strategic vision. Campaigns may be more focused on brand and 
positioning then pure selling, and it may be difficult for sales teams to 
adopt and appreciate other objectives outside of this. Especially without a 
clear communication of the business benefits.
Alternatively, complex campaigns that don’t consider the process of sales 
teams may hinder lead generation efforts. Without clear instructions, 
sales executives can be unsure what to do with the campaign, consider 
it a waste of time, and continue with their current sales process with the 
objective to meet KPIs – always their most pressing concern.
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Whose job  
is it anyway?

”What’s the biggest issue that your 
team is facing to close a sale?”

 
“What’s selling well, and  

where do you think we should 
focus our efforts?” 

All marketer could ask
 questions like: 

SOME ORGANISATIONS SEEK MARKETING 
EXTERNALLY.

In this case they bring an identified need such as a 
new product release to a marketing agency. As part 
of the campaign and in our experience, it is always 
vital to consider the sales process as part of the 
marketing formula. What is the customer journey? 
Where are the sales touch-points? What materials/
messages/incentives/tools do sales teams need to 
close a sale?
You can instantly see how adopting a more 
considered approach is likely to garner more sales.

This is the big question for sales 
& marketing teams. While it is the 
marketing team who is essentially 
running the campaign, sales 
executives are masters of the 
campaign in action, the execution 
process and maintaining momentum 
on generated leads.

INTERNAL SALES AND MARKETING TEAMS 
MAY HAVE A TOUGHER TIME JOINING 
COLLABORATIVE FORCES. 

Another factor here is time. Each are working on 
their own objectives i.e. make more sales and get 
the next campaign out the door!
Smart marketing and sales managers over the 
years have learnt the value of cohesion between 
departments. Without oversimplifying, all it does tend 
to take is for one or the other to begin asking questions. 

Sales teams can ask:

 “What campaigns are in the 
pipeline for this month?” 

What is the expectation of 
involvement from my team?” 

SALES  & MARKETING
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What is it like 
when it works?
One of the biggest value-adds of 
revitalising the relationship between 
Sales and Marketing is the insight 
that comes from communication.  
Sales teams on the front lines are 
interacting with customers on a daily 
basis; overcoming the objections and 
listening to what customers really 
want. This valuable information can 
go a long way in marketing efforts 
with messaging and positioning.

On the flip side, marketers seek to understand how 
campaigns can be successful. This communication 
with sales teams makes it easier to ask what is 
working, and perhaps what isn’t working as well. 
Armed with this vital insight, changes can be made to 
improve marketing efforts.

Additionally a great relationship means that sales 
teams can ask the all-important question: “how 
did you hear about us?” This lends to validating 
marketing’s value and the active role it plays 
in generating leads. Collaboration lends to a 
campaign that consistently flows from the first 
touch-point right down to a sale, proving that 
efforts are well worth the ROI.

SALES & MARKETING
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sales is around ‘closing’, for marketers 

it’s important to constantly evaluate the 

effectiveness of campaigns. Asking sales 

directly how a promotion or campaign is 

working may bring some surprising insights.

START AT THE BEGINNING 
There are a number of opportune times 
throughout the year ideal for strategic 
planning. EOFY and the start of a new 
sales cycle are some examples. In many 
successful organisations, the lead up to a 
new year is a great time to start thinking 
about how sales and marketing teams can 
become strategic partners

CREATE A CALENDAR OF PLANNED 
EVENTS AND PROMOTIONS
Edging towards a new year, now is a great 
time to take a peek across the other side 
of the fence and see what’s happening for 
your sales or marketing counterpart. Is the 
company bringing in a new product line? Is 
it time to target a different segment? Are 
there holidays and peak sales periods that 
are typically important for your market? 
This knowledge allows teams to forge a 
plan, effectively manage resources and gain 
visibility for the forthcoming year.
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SHARE WHAT YOU KNOW 

Both Sales and Marketing teams can plan 

ahead, but unless they are talking together 

and sharing this strategic information, then 

confusion and conflicts of interests can 

occur. Collaboration allows marketing to 

inform sales in advance of new promotions 

launches and offers they are intending to 

promote. While sales teams can talk about 

periods that are particularly busy, and 

highlight periods where promotional support 

would bring the biggest sales impact.

SEEK TO UNDERSTAND

Adopting a mindset that asks questions 

and really seeks to understand not only 

what the sales process is, but also who 

the customers are, what are the touch-

points are in-between and how marketing 

can address their pain points will go the 

longest way. While the typical rule for 

SALES & MARKETING

Unless you have the hearts and minds of sales management, it is very difficult 
to achieve the kind of results that truly honour the made in your marketing 
campaign. Let’s look at the best methods to engage sales and marketing teams, 
and create a collaborative force to be reckoned with.

Making Sales & Marketing Work
10 Smart Strategies 

SMART STRATEGIES
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SALES & MARKETING

FOSTER COLLABORATION, 

TRANSPARENCY AND TRUST

Yes, these are the ‘fuzzy’ buzzwords, 

but developing a sentiment of trust 

while difficult in some organisations is 

invaluable. An element of collaboration 

and transparency between the two 

functions means that ideas can be 

shared freely, as well as lessons from ‘the 

ground’ – i.e. what is actually selling. What 

works and what doesn’t. With increased 

collaboration, campaigns will receive more 

‘by in’ from sales and team managers 

which will result in better execution of the 

marketing strategy.

GIVE SALES TEAMS THE ‘WHY?’
Sharing insights with sales teams as to why 
you have decided to target a particular 
segment, or implement a pricing structure 
will allow them to understand how a 
campaign serves to improve business. This 
is especially important where campaigns 
are more about brand strategy. When 
sales teams are clear on how they fit into 
the picture, you are likely to see a better 
outcome. Think effective emails, progress 
updates. The more that is understood, 
the less marketing teams are likely to 
encounter resistance. 

6
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COMMUNICATE THE ‘HOW?’ 
CLEARLY & SHARE RESULTS
The best campaigns take into account 
the sales process, and customer touch 
points, targeting customers along the 
journey. Particularly if the campaign is 
ambitious, and untried, it is imperative 
that communications between teams are 
clear and easy to follow. K.I.S.S is the no 
brainer [Keep it Simple Stupid], keeping 
jargon to a minimum also helps. It is 
important to clearly articulate what the 
sales team needs to do.

10

9ATTEND MONTHLY MEETINGS
 Attend the monthly sales/marketing 
meetings and share a functional snapshot. 
Understanding what’s on the plate for 
teams as well as some of the pain-points 
allows marketing to understand what some 
of the key issues are in the day-to-day life 
of the sales professional. Informed, each 
hand now knows what the other is doing.

87 INCENTIVE YOU SAY?
We are talking about sales here after 
all. A great way to engage sales with a 
campaign is to provide an incentive for 
reaching ambitious targets. This can 
help to serve the objectives on all sides 
if sales professionals are motivated to 
go above and beyond, with something to 
sweeten the deal.

LEADS, LEADS, LEADS!
Perhaps THE most important element is 
how sales and marketing teams integrate 
and share leads. For example, an email 
marketing campaign can indeed be 
a database mailout, but its potential 
to convert into sales expands when 
data collected [such as open rates and 
click-throughs], are passed along in a 
timely manner to a sales teams who can 
follow-up with a targeted sales call. In an 
ideal scenario logged according to the 
campaign, gives marketing teams a visible 
and tangible ROI.
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SALES & MARKETING

Is your sales team wasting leads?

Your sales team has a steady churn 
of business, some days and months 
are better than others but things 
seem to be going reasonably well. 
Why rock the boat? Well, if you are 
like 99% of organisations out there, 
there are always ways to optimise 
your processes. AND ALSO there are 
some straightforward and simple 
ways that you can make the most of 
every lead opportunity and plain and 
simple stop wasting them!

RELUCTANCE TO PICK UP THE PHONE
Avoidance is one of the biggest areas that sales 
teams battle against. When a lead comes across a 
sales exec’s desk, the number one thing that needs 
to happen is that first step — making a connection.  
If your sales team are increasingly unmotivated for 
any reason (perhaps lack of background information, 
training or a motivating environment) to simply 
pick up the phone and start a conversation, leads 
become lost – or are often filtered on to second-rate 
means of qualifying the leads  — email.

POOR METHOD FOR QUALIFYING  
SALES LEADS
Another common ‘waster’ is ending a sales call 
way too early without asking the right questions to 
identify quality leads. This can happen when sales 
teams are stretched and focussed on achieving 
KPIs in place of a strategy that places values on 
qualifying the best leads for the business. In our 
experience, having a conversation with a decision 
maker and asking the right follow up questions can 
in many cases relate to spin off business or insights 
into how best to service the potential client in future.

‘ONE TOUCH’ WONDERS
Depending on the size of your database, some 
prospects may receive one call annually! Some 
haven’t been touched in years! Do you know  
what they are up to? Has someone else taken  
his or her role? Are they aware of the latest  
products and special offers? Staying consistent  
with your database can be tricky, but it is of  
course very important to keep your product/ 
service front of mind.

NO FOLLOW-UP 
Unfortunately it is quite common that even once 
prospects have been contacted, what happens 
next might be, well… nothing. A great sales call 
will capture lots of information, far more than just 
the basics. But what happens next? In some cases, 

promises are made and - due to time restraints, 
lack of proper process - the next step in building 
this relationship falls through the cracks. This 
is why it’s so important for sales managers and 
marketers to re-think how they are capturing and 
managing their leads.

REPAIR THESE MISTAKES WITH A
LEAD-GENERATION NURTURE PROCESS
It’s easy enough to identify where your team 
could be wasting valuable leads and the results 
are seen soon enough via seen new and repeat 
business statistics. It’s important for your sales 
team to design processes that manage leads from 
start to finish. A thoughtful process that nurtures 
and carefully considers how your prospects are 
managed allows proper cadence for lead generation.

HOW DOES YOUR SALES 

FUNNEL MEASURE UP?

WE’RE B2B LEAD GENERATION EXPERTS
Talk to MIH today for more information on 
how you can strategically re-think your lead 
generation process. We’re offering a  
30 minute consultation with a lead generation 
expert. Find out more HERE. 
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SALES & MARKETING

ccording to the Harvard Business Review, there has 
been an increase in the number of ‘inside sales’ jobs 
at the expense of more traditional sales roles, or 

people working in the field (Source). The same research 
indicates that many B2B organisations seem to be making 
inside sales a priority. In the past, inside sales has been the 
dominant sales model for reps in SaaS, tech and B2B. Now, 
we are beginning to see this stretch out into a variety of 
B2C industries selling high-ticket items.

A

WHAT’S BEHIND THIS CHANGE?

The way customers buy is changing – the digital marketplace has 
provided a new way for people to research, review and communicate 

with brands, products and sales people. Email, social media and applications 
including live chat with sales teams are increasingly familiar rather than strange 
or taboo. In fact they are increasingly preferred. There are many new ways to 
build customer intimacy and interaction and with each year that passes, more 
and more customers are jumping on board.

Drive for cost reduction and effectiveness – across the board and in particular 
for B2B sellers, there is a real push to achieve a reduction in business costs. When 
correctly implemented, inside sales can reduce the cost-of-sales by 40-90% 
relative to field sales; while revenues may be maintained and even grow.
The line between field sales and inside sales is blurring. An interesting 
development in itself, it does provoke a new question: do organisations really need 
to keep their sales ‘in house’, or is there a business argument for outsourcing this 
function to external agencies?

TAKING THE INSIDE, OUT. WHAT ABOUT EXTERNAL AGENCIES?
Can you further reduce the cost of generating a sales pipeline for your 
external sales force by using an external inside sales function? Is outsourcing 

an option? For many B2B organisations this is a sensitive and delicate question.

High performing sales teams are also high tech – Engaging an external agency 

to assist in managing digital lead and demand campaigns allows companies to 
maximise on the latest sales strategies and practices without needing to invest in 
specialist full-time staff, new technologies or training and development.

WHAT SAY YOUR CUSTOMERS?
According to benchmark study, 70% of customers were identified as 
not even wanting an in-person meeting. Key decision makers are quite 

receptive to doing business remotely. In fact, the majority of decision makers 
polled had taken an appointment or attended an event that came from an email 
or cold call. As telling as this research is, your products and services are unique to 
your industry. For many, removing in-field sales altogether would be like shooting 
yourself in the foot.

An effective alternative could include engaging a specialist B2B agency that can 
assist either on a campaign or product-line basis to manage lead and demand 
generation campaigns. This could include activations such as customer loyalty 
campaigns, email marketing and target telemarketing campaigns.

Where does your business sit in 2018?  

For the last sixteen years our team has brought 
brands and customers together through inventive 
and inspiring marketing. If you have a campaign 
that requires an additional sales element via 
telemarketing, or if you would like to discuss how we 
might collaborate with your internal sales operations 
via a 30 minute problem solving consultation, then 
please get in touch today.

30 MINUTE PROBLEM  

SOLVE CONSULT COMPLIMENTARY
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MAKE IT HAPPEN MANLY
P.O. Box 167
Manly NSW 1655
+61 2 8076 9090
info@mih.com.au

MAKE IT HAPPEN SYDNEY CBD 
Level 19, 1 O’Connell Street
Sydney NSW 2000 
+61 2 8249 1817 
cbd@mih.com.au

Let’s talk challenges... 


