


0 1  ·  A C C E S S  V S  C O V E R A G E

More channels do not guarantee better
coverage
Distributors have spent years expanding how

customers can engage: eCommerce, customer

service, a branch, an outside seller, marketing

content, a product specialist. Each channel

provides real value. The problem is not a lack of

channels.

The problem is that commercial opportunities

frequently appear between them. A customer

visits the website but does not buy. An active

account gradually reduces its purchasing. A

quote receives no follow up. A customer buys

one category and is never introduced to another.

A valuable account goes dormant without

anyone investigating why.

These customers may still receive excellent

service and place occasional orders. They may

touch several parts of the company. But no one

is deliberately responsible for developing the

commercial relationship. That is the omnichannel

coverage gap.

Customer access is having many ways to

research, communicate, transact, and get

support. Commercial coverage is the company

deliberately assigning responsibility for

identifying, investigating, and developing

customer opportunities. Omnichannel maturity is

not how many channels exist. It is how well they

work together to recognize and act on customer

needs.

“
A customer can have access to every channel
and still remain commercially undercovered.
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0 2  ·  W H E R E  T H E  G A P  A P P E A R S

The most valuable missed opportunities
sit between channels

01 The undercovered customer

Real growth potential, but not enough to justify frequent field attention. It keeps

transacting; no one develops it.

02 The quietly declining customer

Still active, so it looks healthy, while frequency, breadth, or margin quietly

deteriorates underneath.

03 The unresolved quote

Followed up inconsistently, so no one learns whether the barrier was price,

availability, fit, or competition.

04 The digital signal without follow up

A product page visit, marketing engagement, or a started transaction that no one

turns into a conversation.

05 The dormant customer

Stopped buying, sits in the CRM with no owner, no reactivation play, and no

investigation of what changed.

T H E  R E A L  FA I L U R E

These are not marketing, service, or sales failures. They are ownership and coverage failures.

The gap exists wherever a customer signal lacks a defined human response.
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0 3  ·  T H E  O R C H E S T R AT I O N  L AY E R

Proactive inside sales connects signals to
action

01 Detect

Identify a signal worth investigating: purchase decline, dormancy, an aging quote,

a category gap, an unworked lead, digital engagement, or a change in order

frequency.

02 Prioritize

Decide whether the account justifies human attention, on current value, potential,

gross profit, urgency, accessibility, and effort.

03 Investigate

Contact the customer with a relevant reason. The signal is a hypothesis, not a

conclusion. A decline could be competition, demand, seasonality, availability,

pricing, or a finished project.

04 Develop

Advance the right action: reactivate, qualify, expand penetration, resolve a barrier,

update a quote, or arrange a field meeting.

05 Orchestrate

Bring in the right channel when the customer needs more: outside sales, a

specialist, pricing, service, or operations. Inside sales connects the channels, it

does not duplicate them.

06 Learn

Capture the outcome so the organization improves which signals produce

opportunities, why customers decline, and which accounts do not justify human

coverage.
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0 4  ·  T H E  D I A G N O S T I C

Coordinated coverage, or simply more
customer access?

01 Can you name who develops your undercovered customers?

02 Does someone consistently investigate purchasing changes?

03 Are open quotes worked until you know the decision or barrier?

04 Can meaningful digital engagement trigger a human response?

05 Is there a defined reactivation process for dormant accounts?

06 Are cross channel handoffs clearly defined and followed?

07 Are customer outcomes captured so the model improves?

08 Can you tell who merely transacts from who is deliberately covered?

S C O R E  O N E  P O I N T  P E R  Y E S

0-2 fragmented · 3-5 partially connected · 6-8 connected. The missing channel is usually not

another technology. It is a defined human motion. Request a Coverage Gap Conversation at

sales@revenueoptics.com.
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