Connect With Us

o\ INSIDE INDIANA
3+ (7) BUSINESS

HOME NEWS VIDEOS BIG WIGS EVENTS NEWSLETTERS PODCASTS ON-AIR CONTENT STUDIO

Legged in as Deborah Daily
My Acco unl=I

Log Out >

CONTACT O,

Companies that listen to customers grow
faster

Wednesday, July 29, 2026 06:00 AM EDT
By Deborah Daily, Co-founder & President, Buckaroo Marketing | Mew Media
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Most companies have more customer information than they realize—and less visibility than leadership needs.

Salespeople hear objections. Customer service receives complaints. Operations sees recurring issues. Finance notices changes
in order frequency. Marketing may see declining engagement. Leadership receives portions of all of it.

The challenge is not that customers are silent or that leadership does not understand the business. In B2B, manufacturing, and
industrial organizations, the people closest to the work often know their customers, products, applications, and markets well.
The problem is that information becomes siloed—within and between departments.

Each function may understand its part, but no single functional view reveals the whole.

That is the difference between customer feedback and customer intelligence.

Customer feedback often reaches the organization one issue or conversation at a time. Customer intelligence connects those
observations with customer behavior and business performance to reveal patterns leadership can use.

Sales may focus on current opportunities. Service resolves issues after they occur. Operations corrects production, quality, or
delivery problems. Finance sees changes once they affect profitability. Each department may be responding appropriately, but
when those activities remain separated, patterns can be difficult 1o see.

Consider a product return.

One return may be isolated. Several involving the same application may point to a quality, fit, or communication problem. If they
are accompanied by fewer repeat orders, more competitive quotes, and growing resistance to price, the combined pattern may
indicate something larger.

No single department is likely 1o see the entire picture. Service manages the returns. Sales notices competitive quoting. Finance
sees order volume decline. Marketing may recognize weaker response across an account group or digital channel. Each
occurrence may appear explainable on its own. Its significance becomes visible only when considered together.

Customer intelligence creates a structured way 1o connect those signals before they appear as a more obvious decline in
revenue, retention, or market share. But its value is not limited 1o protecting existing business.
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The same process can reveal where growth is beginning 1o take shape. Recurring questions may expose an unmet need. Similar
requests across several accounts may point to a new application, service opportunity, or customer segment. Changes in how
buyers use a product may reveal opportunities to remove friction, add value, or expand the relationship.

Mo individual comment necessarily justifies a new investment. But when customer needs, buying behavior, market activity, and
internal observations point in the same direction, leadership has stronger evidence for deciding where to focus resources. The
company can prioritize opportunities supported by what customers and the market are signaling.

That requires cross-functional checkpoints.

This may be as straightforward as a recurring leadership review comparing sales activity, service issues, operating trends,
customer behavior, and market response across the same accounts or segments. The purpose is not to create more reports or
meetings. 1 is 1o assess one department's interpretation against evidence from others and determine whether separate
occurrences point to a larger issue or opportunity.

The questions become more useful: Are multiple departments seeing different effects of the same issue? Are longtime
customers changing how they buy? Are similar requests across accounts revealing an opportunity beyond one customer? Is
declining quote activity connected to a broader shift in how the market evaluates value?

The answers may come from interviews, win-loss conversations, account reviews, service records, warranty trends, quote and
order patterns, digital engagement, or feedback from channel partners. The value comes from connecting the findings and
determining what they mean.

Listening does not mean reacting to every request. Not every customer represents the company’s future, and not every
suggestion aligns with its strengths. Leadership judgment remains essential in separating isolated input from patterns affecting
positioning, operations, service, product development, investment, or retention.

Companies that listen this way adapt faster because they recognize both change and opportunity earlier. They can protect
important relationships, address barriers before they limit growth, and identify unmet needs that may lead to new applications,
services, customer segments, or deeper account relationships. Customer intelligence does not replace leadership judgment. it
gives leadership a stronger foundation for deciding where the company should invest and grow.

The leadership question is not simply, "Are we hearing from customers?” It is, “Do we have a reliable way 10 connect what we are
hearing across the organization—and use it to guide what comes next?”

Even experienced leadership teams can benefit from an outside-in perspective—not because they lack knowledge of the
business, but because proximity can make separate customer, operational, and market signals harder to connect. Buckaroo
Marketing helps B2B, manufacturing, and industrial leaders examine those inputs 1ogether, uncover meaningful patterns, and
bring the larger picture into focus. When growth signals or opportunities are difficult to interpret, a conversation with Buckaroo
can help identify what is changing—and where action will have the greatest impact.

Up next: When growth opportunities emerge, can the organization's operations, processes, and technology support what
comes next?

Deborah Daily is the co-founder and president of Buckaroo Marketing | New Media, a Fishers-based strategic multi-media,
marketing, communications, and advertising agency established in 1999. She can be reached at DLDaily@gobuckaroo.com. To
learn more visit www.gobuckaroo.com.
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MOST POPULAR STORIES

= Dyer moves ahead with $243M mixed-
use Transit Development District
project

= Local concierge health group forms
company to expand physician-owned
practices

= Ballard proposes state funding for
Indiana election worker training

= Notre Dame will require SAT or ACT
scores for fall 2028 applicants

= Evansville architecture firm Hafer
acquired by Denver firm

= Indiana Toll Road cash delivered;
Chicago Bears still deciding
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When operational capacity becomes the
growth ceiling

Growth is often viewed as proof that everything
is working. Sales are increasing. Customers are
asking for more. New opp...
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