


Exhibit 4

Generative Al can help identify and prioritize new or existing customer

groups best suited for specific products.
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Exhibit b

Big-deal support enabled by weekly tracking, review, and actioning of deal

data can help stabilize performance and enable growth.
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Yet many companies struggling with declining

or below-market growth make critical pricing
mistakes that quietly drain profitability and blunt
their competitive edge. These errors include
overdiscounting to win deals, inconsistent pricing
across customers, ad hoc write-offs, and a lack

of data-driven pricing tools. In addition, costs are
often inflated and margins eroded by long-term
price locks without adjustments for cost increases,
prioritizing price over value, and saying “yes” to
every customization request. Without strong
approval workflows, sales teams may offer reckless
discounts, leading to margin leakage. And without
robust deal profitability analysis, companies miss
opportunities to refine their pricing game and
improve performance.

Exhibit 6

Getting pricing right is part art, part science, and

all discipline. Exhibit 6 provides three examples of
how leading companies can use advanced analytics
to uncover hidden opportunities in microsegments,
while other actions may include enforcing ironclad
approval processes to keep margins intact and
revisiting pricing regularly to stay ahead of market
shifts, especially considering tariff announcements.
Sales teams are armed with the right tools and
training to hold the line on value, not just cave to
price pressure. After years of pricing volatility, there
are obvious opportunities to address pricing outliers
and capture price from custom or low-volume orders.

Leading companies can use advanced analytics to uncover hidden opportunities
and enhance pricing specificity and discipline.
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Exhibit 6 continued
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Cost pass-through analysis
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We are not suggesting that transitioning from a 73 percent of their time to non-sales functions,

laggard to a leader is simple or painless. Doing up from 39 percent in 2019, highlighting growing
sorequires a clear strategy informed by a underinvestment in specialized sales operations
company’s market position, avoiding common resources.

missteps, and embracing acceleration levers to

jump-start growth. It also demands investing in Establishing this critical infrastructure now,

sales operations to bring the coordination and rather than later, lays the foundation for growth
discipline needed to succeed. A recent survey that is both immediate and sustainable.

revealed that sales operations teams dedicate
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S«Gartner survey finds sales operations teams dedicate most of their time to non-sales functions,” Gartner press release, April 12, 2023.
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