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VOLUME SEVEN

The Relationship Between Digital Marketing and Sales

In the seventh survey in an ongoing series, BCG partnered with the American Association of Inside
Sales Professionals to assess the relationship between digital marketing and 1nside sales functions.
The results show that although digital has changed the way companies identify and cultivate
potential customers, many companies haven't fully integrated their marketing and sales functions.
(Our survey respondents are sales leaders, so the results include only their perspective.) At the
same time, the data highlights specific steps that companies can take to improve.

One source of misalignment involves the flow of information about marketing-generated
leads. At many organizations, marketing passes only high-level details about leads—such
as contact information—to the sales team, omitting data that would enable sales reps to
make their initial call more engaging. Technology companies are an exception to this
rule because they tend to pass along more-detailed information.
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In addition, sales reps often don’t have visibility into the cost of generating a qualified lead. ‘
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Source: BCG survey, August 2021, fielded to AAISP membership.
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