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Jocelyn:
(JOCELYN ςadapt to regular launch through direct and product ςfrom stable mature product line to 
new innovation)

LǘΩǎ ŀ ōƛƎtask to launch a new offering to the obvious or existing customers or markets. But for the 
ǎǘƻǊȅ LΩƳ ƎƻƛƴƎ ǎƘŀǊŜ ǿƛǘƘ ȅƻǳΣ ǘƘŜǊŜ ǿŀǎ ŀƴ ŀŘŘƛǘƛƻƴŀƭ ǿǊƛƴƪƭŜ ǘƘŀǘ ƳŀŘŜ ƛǘ ŜǾŜƴ ƳƻǊŜ ŘƛŦŦƛŎǳƭǘΦ Lƴ 
ƻǊŘŜǊ ŦƻǊ ǳǎ ǘƻ ǎǳŎŎŜŜŘΣ ǿŜ ŘƛŘƴΩǘ Ƨǳǎǘ ƴŜŜŘ ǘƻ ƭŀǳƴŎƘ ƛǘ ǘƻ ǇŀǊǘƴŜǊǎΣ ǿŜ ƴŜŜŘŜŘ ǘƻ ƭŀǳƴŎƘ ǘƻ ŀƴ ŜƴǘƛǊŜ 
ecosystem beyond our partners. 
In our historic launch process, we would launch to channel partners, and then leave it up to them. The 
ǇǊƻōƭŜƳ ƛǎ ǘƘŀǘ ǘƘƛǎ ŎǊŜŀǘŜǎ ŀ ƎŀǇΦ ¢Ƙƛǎ ƛǎƴΩǘ ŀƴ ŜŦŦŜŎǘƛǾŜ ǿŀȅ ƻŦ ǊŜŀŎƘƛƴƎ ǘƘŜ ŜƴŘ ŎǳǎǘƻƳŜǊǎ ǘƘŀǘ ǘƘŜ 
channel partners serve.

[animation]

For this new product and launch, we had to find a way to create a bridge between not just us and the 
channel partners, but a bridge that would span the entire ecosystem.

Describe Altera and the competitive landscape (and why the audience should care about the new 
innovation)
Background of the Stratixlaunch
Executive priorities:

bŜǿ ǘŜŎƘƴƻƭƻƎȅ ŀƴŘ ǿƘȅ ƛǘΩǎ ƛƴǘŜǊŜǎǘƛƴƎ όƴƻƴ-technical explanation)
Impact on investors and company valuation

Stratix10 FPGAs and SoCsUniquely Enable Next-Generation, High-Performance applications
Marquee applications enabled by Stratix10 previously not possible in a single FPGA or SoCdevice
Explaintypical timeline for products like this ςmore than 18 months  - early adopter program etc. 

powering the vision for design engineers who are designing the future ςfuturistic vehicle 
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LΩƳ ƎƻƛƴƎ ǘƻ ǎƘŀǊŜ ǿƛǘƘ ȅƻǳ ǿƘŀǘ ǿŜ ŘƛŘ ǘƻlaunch to the entire ecosystem, but a major key 
to us succeeding there was having these foundational elements in place. And this process 
actually goes back several years, so let me very briefly share with you the infrastructure we 
put in place over the years that got us in a position to be able to tackle this. And you can see 
how the different models from SiriusDecisions that we used to get us to where we are.

[animation]
We started back in 2011 with getting an understanding of where our process and 
infrastructure stood compared to the industry, so we leveraged benchmarking from 
SiriusDecisions and stood up marketing automation and the Demand Waterfall. This allowed 
us to make sure that we had the infrastructure in place to create and generate demand.

[animation]
¢ƘŜƴ ǿŜ ŘƛŘ ŀ ƭƻǘ ƻŦ ǿƻǊƪ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ōǳȅŜǊΩǎ ƧƻǳǊƴŜȅΣ ŘŜǾŜƭƻǇƛƴƎ ǇŜǊǎƻƴŀǎ ŀƴŘ 
transitioning to persona-centric content to help make sure we really understood and were 
speaking to our key audiences.

[animation]
And then we worked on alignment, making sure there was coordination across the different 
functions. This included a lot of work to tailor and focus our programs in the channel. And 
ǘƘŀǘΩǎ ǿƘŀǘ ōǊƻǳƎƘǘ ǳǎ ǘƻ ǘƘŜ Ǉƻƛƴǘ ǿƘŜǊŜ ǿŜ ǿŜ ǎǘŀǊǘŜŘ ǘƻ ǳƴŘŜǊǘŀƪŜ ǘƘƛǎ ƴŜǿ ŀǇǇǊƻŀŎƘ ŀƴŘ 
this new challenge related to launching a product through the channel.
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This is a Sirius tool called the Audience FrameworkςƛǘΩǎ ǳǎŜŘ ǘƻ ŘŜŦƛƴŜ ǘƘŜ ǘŀǊƎŜǘ 
markets, buying centers and key personas and here is  how we adapted it  to show 
the approach that we needed to takeςas we prepared for launch, we realized that 
our partners controlled access to new buyers that we need to reach ςsoftware 
design engineers who could recommend our chips because of the (cool stuff they 
could do with the SOC innovative technology.)Normally we would just launch TO our 
partners and let them take care of marketing from there

.ǳǘ ǘƘŀǘ ǿŀǎƴΩǘ ƎƻƛƴƎ ǘƻ ōŜ ƎƻƻŘ ŜƴƻǳƎƘ ŦƻǊ ǘƘƛǎ ƭŀǳƴŎƘ
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Butwith this new product we were working on, it was different because there were new personas we 
needed to target ςthe software design engineers. (insert sentence about why this audience was 
new/important)

{ƻ ƛǘ ǿŀǎƴΩǘ Ƨǳǎǘ ŀ ƳŀǘǘŜǊ ƻŦ ƭŀǳƴŎƘƛƴƎa product TO partners, because if we did that, we knew we 
ǿƻǳƭŘƴΩǘ ōŜ ŀōƭŜ ǘƻ ǊŜŀŎƘ ǘƘƛǎ ƴŜǿ ǇŜǊǎƻƴŀ ōŜŎŀǳǎŜ ό²I¸ΚΚΚΚύ

In order to succeed with this launch, we needed to launch the product to the whole ecosystem

²Ƙŀǘ ǿŜ ŘƛŘƴΩǘ ǿŀƴǘ ǘƻ ƘŀǇǇŜƴ ςnew technology that maybe perceived as posing a risk to channel 
partner sales/productivity/growth
We knew that to reach our audience we needed  to generate excitement in the client audience 
In order to succeed with this launch, we needed to launch the product to the whole ecosystem
[animation]
And that means we had to launch the product not only to the partners but THROUGH the partners
[animation]
And because this was new ground FOR partners.

To partners: Training, sales launchkits

Thru partners: Customers/prospectspull

CƻǊ ǇŀǊǘƴŜǊǎΥ ά/ƻƻǇέ ŀƴŘ ǇŀǊǘƴŜǊ ǇǊƻƎǊŀƳǎ
_________________________________________
ςmorph into acorrect bridge ςCƛȄƛƴƎ ǘƘƛǎ ŦǊƻƳ ǘƘŜ άōŀŘ ƴƻǊƳŀƭέ ςwhat can happen if channel 
partners are left to build their own post launch and not connect ςcauseway tak Usedthis bridges not 
meeting in postcard campaign ςarchitecture decision for design engineers colossal fail (epic fail) We 
can answer your architecture solution ςway to get their attention ςfixing the problem of non-aligning 
post launch for most companies working with channel partners ςworking with partners in advance so 
ǘƘŀǘ ǘƘŜȅ ǿŜǊŜ ǊŜŀƭƭȅ ŀƭƛƎƴŜŘ ƻƴ ǿƘŀǘ ǿŜ ǿŜǊŜ ŘƻƛƴƎ ǎƻ ǘƘŀǘΧΦΦ
²Ƙŀǘ ǿŜ ŘƛŘƴΩǘ ǿŀƴǘ ǘƻ ƘŀǇǇŜƴ ςnew technology that maybe perceived as posing a risk to channel 
partner sales/productivity/growth
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What we realized is that oneof the major differences between just launching TO 
partners and adding on launching THROUGH and FOR partners is that there is a huge 
amount of work required post launch.

¢Ƙƛǎ Ǿƛǎǳŀƭ ƘŜǊŜ ǎƘƻǿǎ ǘƘŜ {ŀƭŜǎ !ŘƻǇǘƛƻƴ /ǳǊǾŜΣ ŀƴŘ ȅƻǳ Ŏŀƴ ǎŜŜ ǘƘŀǘ ƛǘΩǎ ƴƻǘ ŜƴƻǳƎƘ 
to get through the actual launch event but that there must be evangelism and 
continuous efforts after time of launch to grow adoption.  Especially for new 
innovation.

.ŜŦƻǊŜΣ ǿƘŀǘ ǿŜΩŘ Řƻ ƛǎ ǿŜ ǿƻǳƭŘ ƎŜǘ ǘƻ ƭŀǳƴŎƘΣ ŀƴŘ ǘƘŜƴ ǿŜ ǿƻǳƭŘ Ƨǳǎǘ Ǝƻ ōŀŎƪ ǘƻ 
the next launch.

[animation]

But for this launch, and in order to reach these new targets, we really needed to 
focus on post-launch engagement of the ecosystem. One of the major things that we 
realized is that we needed a post-launch Event Strategy to convincethe major 
partners that investing time and resources in adopting this new technology will pay 
off in terms of growth revenue and help maintain the customer value story.
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We also needed to look at where to focus our efforts from a resource perspective. Like many of you 
probably, we have multiple personas involvedin the decision process within an account. 

Of course, there are also different stages that a buying organization will go through.

[animation]

hǳǊǎ ŀǊŜ ŀ ōƛǘ ŘƛŦŦŜǊŜƴǘ ƳŀȅōŜ ǘƘŀƴ ǎƻƳŜ ǘƘŀǘ ȅƻǳΩǊŜ ǳǎŜŘ ǘƻΣ Ƨǳǎǘ ōŜŎŀǳǎŜ ƻǳǊ ǇǊƻŘǳŎǘǎ ŀǊŜ 
embedded into other systems by the hardware engineers and software engineers.

bƻǿΣ ŀƭǎƻ ƭƛƪŜ Ƴŀƴȅ ƻŦ ȅƻǳΣ ǿŜ ƘŀǾŜ ŦƛƴƛǘŜ ǊŜǎƻǳǊŎŜǎ ŀƴŘ ǇǊƻƎǊŀƳǎ ŀƴŘ ǿƘƛƭŜ ǿŜΩŘ ƭƻǾŜ ǘƻ ƘŀǾŜ ŀƭƭ ƻŦ 
the desired content for every persona at every stage of the buying cycle, we have to prioritize and 
focus on what will have the biggest impact.

[animation]

So we mapped this out and looked at which personas were decision-makers at each step, which were 
influencers, and which had limited influence. This allowed us to figure out what was absolutely critical 
for us to have covered in the buying process. And then, for other areas, it allowed us to prioritize 
where to focus our efforts and get the most bang for our buck.

[animation]

There are multiple decisionmakers at customer accounts. We create content for key decision makers 
for decision making stages.
Animation ςbuild in the personas
.ǳƛƭŘ ƛƴ ǘƘŜ ōǳȅŜǊΩǎ ƧƻǳǊƴŜȅ
¢ƻƻƪ ƻǳǊ ǇŜǊǎƻƴŀǎ ŀƴŘ ǘƻƻƪ ōǳȅŜǊΩǎ ƧƻǳǊƴŜȅ ςwe have finite resources and programs and cant build 
content for everyone ςprioritize and getting the most bang for the buck ςMapped this and decided 
this is what was critical
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