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U TR A PERSPECTIVES
This North American manufacturer had built its success on product innovation, a wide-reaching dealer and OEM network, and a
solid reputation across multiple industries. With a national footprint and a healthy growth rate, the company appeared well-
positioned for continued expansion. But as new regions came online and responsibilities stretched across more teams and

partners, performance began to lose consistency.

Sales conversations slowed. Key accounts mentioned delays and mixed messaging. Campaign results were unpredictable—

strong in one region, weak in another. What was working in one channel wasn't being leveraged elsewhere. Teams were making

things happen, but leadership lacked visibility into how, or whether, those efforts aligned. Standing together: The power of
community in fighting the overdose crisis

At first, the signs pointed to internal friction. But this wasn't about organizational structure or process flow. The real issue was August 31 is observed as National Overdose

channel clarity. Marketing and sales efforts had become increasingly fragmented, with no shared framework to evaluate Awareness Day. Communities everywhere will

performance or coordinate messaging. In one region, dealers drove demand. In another, digital marketing filled the funnel. PALESS 10 TEMEMBETTROSE10ST 10 :..

Elsewhere, OEM co-selling made the biggest impact. Each team had its own version of success, but there was no way to

compare, coordinate, or replicate what worked. LiUNA!

FOR GOOD
Leadership recognized that solving this challenge required more than minor fixes. They needed a clearer picture of how each

marketing and sales channel contributed to customer engagement and business growth—and where misalignment was slowing
them down.

Buckaroo was brought in to conduct a high-level channel evaluation through a strategic marketing perspective. Our goal was 1o
help the organization understand how their marketing ecosystem functioned—where channels overlapped, where gaps existed,

and which touchpoints influenced decision-making across the buyer journey.

We examined the full spectrum of activity: sales enablement tools, digital campaigns, trade event participation, dealer programs,
content marketing, and OEM partnerships. But rather than treating these as standalone efforts, we looked at how they worked—
or didn't work—together. Were marketing assets consistent across regions? Were messages aligned with sales follow-up? Were
certain audiences being underserved because teams were unintentionally duplicating or skipping key activities?

One example: different regions were creating their own sales materials, unaware of a high-performing version already in use
elsewhere. In another case, digital campaigns generated strong lead activity, but those leads weren't nurtured effectively
because ownership of next steps was unclear. Several OEM partners expressed willingness to co-market but had never been
invited into campaign planning.

These weren't operational breakdowns. They were missed opportunities caused by a lack of visibility into the full channel mix.

We also looked closely at customer decision-making patterns. Where was influence occurring? Which touchpoints moved the
needle, and which ones added noise? This revealed moments where messaging needed to be more consistent—and where
certain channels (like regional dealer networks or industry-specific publications) were being underutilized.

Rather than recommending a reorganization or top-down reset, we worked alongside leadership to uncover what was already
working—and how to scale it. We developed a cross-channel map that illustrated where efforts overlapped, where they diverged,
and which activities held the most weight in the buyer journey. This created a shared foundation for strategic decisions.

We also highlighted low-effort, high-impact opportunities: regional content reuse, clearer sales-marketing handoffs, and ways to
integrate OEM partners into marketing without adding complexity or cost. With these insights, teams could activate
improvements quickly—without waiting for a system overhaul or budget increase.

As clarity improved, so did results. Teams began coordinating efforts instead of working in silos. Messaging aligned across
platforms. Managers gained confidence in where to focus time and resources. Sales and marketing finally spoke the same
language. And leadership had a clearer, more consistent view of channel performance.

Most importantly, the organization regained control of its marketing engine—not by doing more, but by doing the right things,
better aligned.

For companies with complex sales models and multiple growth channels, misalignment is often hiding in plain sight. It shows
up as stalled opportunities, inconsistent results, or wasted effort. But these aren't signs of failure—they're signals that the
business is ready for a more strategic, connected approach.

Channel evaluation with a strategic marketing focus gives you the clarity to act, the confidence to scale, and the ability to grow
with intention. If your current efforis feel scattered—or success is hard to replicate—it may be time 1o take a closer look at how
your channels are working together. A fresh outside perspective can make all the difference. Sometimes, the next step isn't
doing more, it's seeing more. If that's where you are, let’s talk.

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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