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One of the most common questions we get asked is: “What's the difference between marketing and business development? Aren't
they the same thing?” While the two terms often get thrown around as if they mean the same thing, they actually play very different
roles in helping a practice grow. Understanding the distinction between the two can be the difference between simply being known

in the market and actually winning work.
Marketing: building awareness and reputation

At its core, “marketing” is about telling your story and promoting your brand to the market. It creates visibility, credibility and

recognition. Done well, marketing ensures that when a potential client has a problem to solve, your firm comes to mind first.

Common marketing activities include:

brand development and positioning;
websites, SEO and digital advertising;
social media campaigns and newsletters;
sponsorships, events and webinars;

publishing thought leadership - like blogs, whitepapers or podcasts.



Marketing is typically a long-term investment. A strong reputation doesn’t form overnight, but consistent, ongoing, strategic

marketing lays the foundation for sustainable growth.

In short, marketing is about lead generation, and so success measures include things like website traffic, social media reach, event

attendance (including invitations to present), thought leadership downloads and qualified leads generated.
Business development: building relationships and revenue

Business Development, on the other hand, takes the awareness created by the marketing team and converts this into tangible
opportunities. While business development is about lead conversion, in professional services firms, this equates to people,

relationships, and, ultimately, closing deals.

Common business development activities:

Networking and prospecting;

Building and maintaining client relationships;
Responding to tenders and RFPs;

Pitches, scoping, and pricing proposals;
Cross-selling and upselling existing clients;

Developing strategic alliances and partnerships.

Unlike marketing, business development focuses on converting opportunities into revenue, so success measures should include:

new matters won, revenue growth, tender win rates, client retention and share of wallet.
Why does the confusion exist?

Given the explanation above, why do people often lump marketing and business development together? In our experience, this

comes down to:

Shared goal — growth: Both departments aim to grow the business, so it's easy to assume they're interchangeable.



Blurred lines in small firms: In many smaller firms, the same people handle both marketing and business development. A
partner might publish a LinkedIn article (marketing) and then follow up with a prospect (business development). This overlap

makes the roles feel like one.

Terminology differences: In most firms, “business development” is used as a catch-all term that includes marketing. This

inconsistency muddies the water.

Sequential nature: Marketing and BD are part of the same pipeline. Because one naturally leads to the other, people often

don't see the handover point. To outsiders, it can look like a single continuous process.

How to get marketing and BD working together

Think of the growth funnel:

Marketing fills the top: it drives awareness, sparks interest and positions the firm as credible. It drives the E.A.T theory —

expertise, authority, trust.

Business development works the middle and bottom: it qualifies prospects, builds trust and wins instructions.

Neither function can succeed on its own. Without marketing, business development runs out of warm doors to knock on. Without

business development, marketing’s activities never translate into income.

The magic happens when both functions are aligned, collaborate and feed insights into one another.

In a nutshell

Marketing = visibility and credibility

Business Development = relationships and revenue

Firms that understand and invest in both functions build stronger pipelines, win more profitable work and sustain growth over the

long term.
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® Business development: the skill Al can’t replace

® Benefits of staying in your lane to be successful with your business development

® Why you need to segment your client marketing list

The information contained in this article is of general nature and should not be construed as legal advice. If you require further
information, advice or assistance for your specific circumstances, please contact us.
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