LAUNCHING TO AN ECOSYSTEM
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How We Were How We Changed
+ Decentralized channel marketing + Coordinated channel approach
+ Three-to-six-month outlook + One-to-two-year shared vision
* Product-to-productapproach + Long-term partner campaign
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Jocelyn:
(JOCELYd\hdapt to regular launch through direct and prodgdtom stable mature product line to
new innovation)

L O Q atask to lauhch a new offering to the obvious or existi ng customers or markets. But for the L.
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ecosystem beyond our partners.

In our historic launch process, we would launch to channel partners, and then leave it up to them. The
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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 A)Itera and the competitive landscape (and why the audience should care about the new
innovation
Background of thétratixlaunch
Executive priorities:  _ . i o
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Impact on investors and company valuation
Stratix10 FPGAs an8oCd4Jniquely Enable NexGeneration, HigFPerformance applications
Marquee applications enabled I8tratix10 previously not possible in a single FPG8aiidevice
Explaintypical timeline for products like thismore than 18 months early adopter program etc.

powering the vision for design engineers who are designing the futfweuristic vehicle



-3 D ~+~xXm

- 3D+ 3 -

OPERATIONALIZING MARKETING TRANSFORMATION

Industry-Focused Vertical- Persona- Personalized Channel
Content Centric Centric Content Ecosystem
(non-Altera) Campaigns Content Marketing Programs
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Global Leads Benchmark Personas and Campalgn and Campaign “One Marketing”
Lead Sales Funnel Buyer's Event Steering Global Plan of
Audit Journey Planning Committee Record

Contact

Process/ Markethg SalegiMarkelmg Global Database SelffSe.rve
Infrastructure Autc_)matlon Alignment Demand Hygiene/ Real-Time
Requirements and SLAs Center Reorgs Appending Dashboards

Leﬁ%s;me" Marketing Buyer’s Persona Portfolio Channel
Benchmrgrk Automation Journey Marketing Marketing Marketing

SiriusDecisions Models
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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]
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transitioning to personaentric 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
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this new challenge related to launching a product through the channel.



THE CHALLENGE: LAUNCH TOA NEW ECOSYSTEM
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This is a Sirius tool called the Audience Framewdrkil Q4 dzi SR (G2 RSTAY S
markets, buying centers and key personas and here is how we adapted it to show

the approach that we needed to takes we prepared for launch, we realized that
our partners controlled access to new buyers that we need to reasaftware

design engineers who could recommend our chips because of the (cool stuff they
could do with the SOC innovative technologiprmally we would just launch TO our
partners and let them take care of marketing from there
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HOW WE SOLVED IT: ENGAGE PARTNERS
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Butwith this new product we were working on, it was different because there were new personas we
needed to target; the software design engineers. (insert sentence about why this audience was
new/important)
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In order to succeed with this launch, we needed to launch the product to the whole ecosystem

2 KIG 6S RARY Qinew techriplody that Kabe jiel8eived 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

I[n order to]succeed with this launch, we needed to launch the product to the whole ecosystem
animation

,[Anc_i that rrieans 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 lauriats
Thru partners: Customers/prospedgsll
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partners are left to build their own post launch and not conngcauseway takJsedthis bridges not
meeting in postcard campaignarchitecture decision for design engineers colossal fail (epic fail) We
can answer your architecture solutigrway to get their attentiong fixing the problem of noraligning
post Iaunch for most cor ganles working with channel partm;enmrklng with partners in advance so_ .
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partner sales/productivity/growth
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FOCUS ON CHANNEL ENGAGEMENT POST-LAUNCH

Engage

Deal War Rooms

Educate

.znloring Prograriis
Radio Shows
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s : Podcasts
Promote ! 9.Games Rich Media Tools
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i Advisory Councils
Viral Videos Sales Training ry

Channel Pre- Launch Meeting in Certifications
Launch Wehi _iline
Luuntties
vontentPortals

Go Sell Case Studies
Sales Meetings
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What we realized is that onef 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.
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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.
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the next launch.

[animation]

But for this launch, and in order to reach these new targets, we really needed to
focus on postaunch engagement of the ecosystem. One of the major things that we
realized is that we needed a pdstunchEvent Strategy to convindee 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.



We also needed to look at where to focus our efforts from a resource perspective. Like many of you
probably, we have multiple personas invohiadhe decision process within an account.

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

[animation]
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embedded into other systems by the hardware engineers and software engineers.
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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 deeaisakers 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 muItiEIe decisiomakers at customer accounts. We create content for key decision makers
for decision making stages.

Animationg build in the personas R ~
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content for everyone, prioritize and getting the most bang for the bugkapped this and decided

this is what was critical



