CUSTOMER ENGAGEM

A
M

‘\

Y

@

THE WONDERFUL WORLD O
PARTNER ADVOCATES

Rhett Livengood, Intel Corporation

March, 2017

‘ ;
Y custoner tngngement LEAD



v v g T —
THEWONDERFUWORLDO!

PARTNERDVOCATES

A In this session, Rhett will show you how to quickly tap a ready
made army of advocates to scale, with relatively little of the fuss
and expense of building an advocate army from scratch

A 1 nt eglolak customer advocacy program run by 4 people

A If you have partners whose advocates can tell great stories that
include the value your firm provides, this breakout is for you!

rhett .livengood@intel .com
@rhettliven

https :/lwww .linkedin .com/in/rhettlivengood
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Why partners at intel? | _
Changing the conversation with Solutions

'|Tought Vertical Solution Ects,ystemSOI

Leadership Industries Plays
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Creating Customer Value and Winning Dq«
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Get your own house in order!

Bring in reinforcements : Deputize!

Develop joint customer engagement plan with partner
Develop assets to embed in partner programs

Get joint funding approved

Deliver joint program

Promote joint program

Measure program impact

Report out monthly/quarterly  on program results

o Io Io o Po Do Do I» I o

Identify 2 other partners to do joint programs
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Why We Exist
To be the partner advocate center of excellence, accelerating the adoptforertical solutions, revenue growth,
and new market segment opportunities for Intel by speaking in the voice of our end customers.
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Deliver premier, optimized partner support and actionable market insights (market and customer intelligence)
Develop trusted relationships with our partners and customers
Drive effective partner communications

Lead a Center of Excellence (COE) to evolve our Thought Leadership, changing the conversation and opening doors fornnnojatio

with our partners & customers

Lead a COE to curate vertical solution content that motivates our end customers through their entire Buyer and Customezydurn

Provide horizontal sales enabling as therchitectural foundation for our vertical use case deployments
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Intel B2B Customer Engagement Baseline

Activity 2012 2017

Reference Response 24-48 hours 1-2 hours
Customer Inquiry Filled 2 days 2-4 hours
Social Media Content Approx. $20K/video Approx. $5K/video
Tagging/Sharing Content 5% 100%

Audio Reference 30 minutes 0%

Video Reference 5-10 minutes 60-90 seconds
Page Views/Month/Content 10,000 100,000
Qualified Prospects/Month 250 2,500
Interactions/Partner Advocate  10/year 50/year

CAB FTF Meetings 2lyear 1/year

Partner Discussions 5/partner 5/partner

Legal Agreement Legal Document Email Approval




Sale
q D

% %
1. Partner Programs 87 55
Z. TT@intetBDialegue-anea-tHrtePapers 70 . End User Case Studies 55
3. Competitive Response Guides 70 54
4. Seed Programs (OEM or white box) 68 14. End User Product Pitch 53
5. Benchmark Comparison Slides 68

6._DBi 66

7. Executive Briefing Center > 66

8. Inté ' i 65

9. Demo Kits 63 18. Side -by -Side Demos 34
: : 19. Technical Animation 34

10. Technical White Papers 58

20. Benefits Guide/Selling Guide 32
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SIGNATURE IS REQUIRED

Please note: TheLetter of Understanding is intended solely ij ] ¢gHijHI TTTH k] 31 GJIWij) T HI eed GHiI HHT AT ij] | GriT Gl
the activities listed and described on the following pages.

Criteria for submitting a Marketing Agreement (MA) and obtaining prior -approval
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submit an MA in the gquarter that meets the following criteria

A Actual WIN associated with End User Deployment (EUD) or Post Deployment (PD) only
A The OEM s in place, and the
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A Solution is deployed so that a story can be told.
A The MINIMUM a customer MUST agree to is a case study and/or video reference

A Only Intel End Customers from the Strategic, Enterprise, or Corporate Account Segments qualify
Y MA should be submitted for Customers that fall under the Global 2000 and/or on the Master Account List

A MA must be submitted/uploaded through the CRM project ID for pre -approval




Intel Promotional Material Release (PMR) Form

Intel Promotional Activity

Intel Promotional Activity (or AActivityo or fAActivitieso) is an I ntel
provides education about the products and/or services of Intel. This form is your permission to Intel to use your Properties
listed below in those Activities.

Examples of Activities include, but are not limited to: internal presentations; case studies; audio/video presentations for s
or trade shows; advertising, web content; annual reports; point -of - sale displays; and demonstration programs.

Depending on the specific Activity, Intel may need to reference or copy the Properties, in whole or in part; incorporate the
Properties into any form of fixed media; combine copies or partial copies of the Properties with materials owned by the
Provider or third parties; create new content; and make copies as reasonably necessary for an Activity, including for display
distribution to third parties via any form of electronic or print media.

Providerdés APropertieso

[Mandatory]

I nstructions: Fill in the name of the property or work owned by
trademark, logo, drawing, picture, screen shot, and a demo version of software. If possible, attach an example.

Release And Terms

RELEASE: I, on behalf of myself or my company (the AProvidero),
worl dwi de subsidiaries and contractors (Alntelo) to display and

used as part of an Intel Promotional Activity. | understand and acknowledge that this permission is a release of any claims
me or my company for any copyright or trademark infringement with respect to the Intel Promotional Activity.

CONDITIONS: The permission granted in this release is further restricted to the following conditions on public displays of t
Properties in an Intel Promotional Activity (If not filled in, then there are no additional restrictions):

Case Studies White Paper Press Releases Product Demonstrations Customer Presentations

Date Range: Provide opportunity to preview material before publication

Event or Program:

Other:

sponsored

activity or program t
ale s
or
the Provider (collectivel:
hereby grant permi ssion t
reprodece the | isted Prop:¢
by
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Sales References Self Service

AAre ALL sales reference managed through you/your team?

ADh kHN# i1k JT1k I GTGHITH f
I T7#H )] fUATh BHIJT GHR T
locates/manages sales references on their own
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Get your own house in order

Bring in reinforcements . Deputize!

Develop joint customer engagement plan with partner
Develop assets to embed in partner programs

Get joint funding approved

Deliver joint program

Promote joint program

Measure program impact

Report out monthly/quarterly  on program results
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Identify 2 other partners to do joint programs
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Expand Your Reach: Deputize!

A Are you a one person Advocate Program?

AGh)] el k] J1 THk G]T1TiGGij T7 HGGh HH] HI Gj hk |1 G| JT i
A Anyone passionate about Partner Advocacy in Sales or Marketing or Operations or

IT?

Ac] 1 TGITLH G fgHjJijkR j1 ] Hi GI

A You control Partner Advocate Program (do you have a standard template that
everyone can follow?)




Getting Field to Bring You References
AEij Grij KTijh fhi THT gUOR | h k] 31 ji1] HiI GI
A Sign districts/regions to taking a quota

AExpand to a Geography

AExpand worldwide

ADevelop Recognition Program
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Get your own house in order!

Bring in reinforcements : Deputize!

Develop joint customer engagement plan with partner
Develop assets to embed in partner programs

Get joint funding approved

Deliver joint program

Promote joint program

Measure program impact

Report out monthly/quarterly  on program results
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Identify 2 other partners to do joint programs
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Partner Assets on Intel/Partner sites

A All enterprise business success stories are
in a single, well-organized library

A Visitors can search by business challenge,
technology, industry, or geography to find ReferetiRbom 4
exactly what they need e Business Success Stories

A Easy to browse by key topics like cloud
computing, green/energy -efficient
computing, etc.

A Updated real time ; no assets are over 18
months old

A We blog about all new case studies on B2B
Community site and announce them via
Twitter to drive traffic
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Get your own house in order!

Bring in reinforcements : Deputize!

Develop joint customer engagement plan with partner
Develop assets to embed in partner programs
Get joint funding approved

Deliver joint program

Promote joint program

Measure program impact

Report out monthly/quarterly  on program results

o o o Do Do Po Io o I» I»

Identify 2 other partners to do joint programs
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Communication Landscape
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