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» Retail sales rise 0.6% in February, but
impact of Iran war threatens to derail
spending

When growth slows, most leadership teams assume the problem is sales. Conversations quickly shift to pipeline numbers, « South Bend development partnesship

prospecting activity, and whether the team is doing enough to generate opportunities. The solution seems obvious: increase aims to scale projects, reshape who
outreach, push harder, and close deals faster. gets to develop

= Aisin Drivetrain begins production on
But in many organizations, the real problem begins long before the sales conversation ever starts. Mazda transmissions in Crothersville

= U.S. District Court dismisses lawsuit by

When buyers struggle to understand why a company is different—or why its solution matters—sales teams are left trying 10 former IU basketball players

« Plastics manufacturer Polyram
investing $12 million to expand in
Evansville

create momentum that should already exist. The problem isn't effort. It's clarity.

This pattern appears across many industrial and B2B organizations. Products are strong. Engineering is solid. Service teams ] : .
= Business growth: Leadership and active

deliver real value. Yet companies often struggle 1o clearly communicate what problems they solve better than anyone else. listening

Messaging becomes technical instead of relevant. Marketing emphasizes features instead of buyer priorities. Sales teams
spend more time explaining fundamentals than advancing conversations.

PERSPECTIVES

From the inside, everything appears aligned. From the outside, buyers often see something quite different.
I've seen this pattern play out in several types of organizations.

In one long-established industrial manufacturing company, leadership believed their growth challenge was a lack of sales
activity. The assumption was that the team simply needed to prospect more aggressively. But a closer look revealed something

else. Prospective customers struggled to understand what differentiated the company from several similar competitors. The

product was strong, the service reliable, and the engineering expertise significant—but none of that was immediately clear 1o the Business growth: Leadership and active
marketl. Sales teams spent valuable time explaining fundamentals that should have been obvious long before the first meeting. listening

“Most people do not listen with the intent to
In another case involving a technical distributor, leadership initially believed pricing pressure was slowing growth. Competitors understand; they listen with the intent to reply,"
appeared to be winning deals at lower prices, and the instinct was to respond by becoming more aggressive in quoting. But Stephen Covey is kn...

when customer conversations were examined more closely, a different issue surfaced. Buyers didn’t clearly understand the
distributor’s technical expertise or the long-term value they provided. To many customers, the offer appeared interchangeable
with several other suppliers. When differentiation is unclear, price naturally becomes the deciding factor.

Service organizations experience similar challenges. In a regional mechanical services company, leadership initially believed the

issue was capacity. The assumption was that revenue growth was slowing because the team was stretched too thin. Yet
1S
conversations with customers revealed something unexpected. Many clients were unaware of the full range of services the et

company already provided. Opportunities existed within the existing customer base, but they remained invisible because the
value being delivered was not clearly communicated.
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In each of these situations, leadership initially looked to sales for the solution. But the underlying issue had little to do with
effort or activity.

It had 10 do with how clearly the company’s value was understood by the market.

When that clarity is missing, sales teams are placed in a difficult position. They become responsible for educating the buyer,
defining the problem, and explaining the company’s relevance within a single conversation. Deals take longer. Opportunities
stall. Pressure on the sales team increases, even though the real problem lies elsewhere.

Companies that grow consistently approach these situations differently. Instead of immediately pushing harder for revenue,
they step back and examine how their business is perceived from the outside.

They ask questions that are often uncomfortable but necessary. Do customers clearly understand the value we provide? Are we
communicating the problems we solve in ways that resonate with buyers? Do our marketing, sales, and operational teams
reinforce the same message—or unintentionally contradict one another?

Growth challenges rarely come from a lack of effort. In most organizations, people are already working hard. More often, the
issue is that the market does not clearly understand why the company matters—or why its solution is meaningfully different.

Until that clarity exists, even the strongest sales teams are working uphill.

The most effective leaders recognize that growth problems are rarely solved by pushing harder in the same direction. Instead,
they step back and examine the business through the eyes of customers, competitors, and the market itself. That perspective
often reveals disconnects internal teams struggle 1o see.

Bringing that outside-in clarity 1o leadership teams is where many B2B organizations begin to rediscover momentum and move
closer to their revenue goals. Buckaroo Marketing works with industrial and B2B companies to provide that perspective—helping
organizations clarify their value and remove obstacles that quietly slow growth.

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 7999. She can be reached at DLDaily@gobuckaroo.com. To
learn more visit www.gobuckaroo.com.
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