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Observations

GCG functional design needs work to be best-in-class

* We must consistently organize by functional requirements vs. current team member skill
= Too many silos has created inefficiencies in our ability to collaborate

= Important work — particularly campaigns and storytelling — getting buried under team structure

GCG needs more intentional leadership

= Many teams reflect high throughput work vs. consistent vision of outcomes
= Teamis playing too much defense based on volume of work; we must go on offense

* Missing end-to-end leadership of strategic programs and launches

= Agencies not part of core-team mentality and underutilized

GCG notinvesting in people, training and culture

= Teamis holistically missing career development, mentorship, and a support network
= Team needs more opportunities and positive reinforcement to feel empowered

» EE scoresreflectimprovement needed in engagement




Realities and desired change

How we focus

How we work

How we feel

Current

Tactical, rushed
= CEOdrives all major stories

= Unexpected disruptions;
crisis to crisis

= Defense vs. offense

= Some customer engagement/comms

Reactive
= Toomanysilos

= Some skills gaps and shadow
functions

= Not enough global focus

Tired

Love Intel, but not always GCG pace
Hard to learn, be creative

Lacking empowerment; getting
trampled by other teams

Eye on the prize, rigor/cadence

= CEO voice aligned to strategic
narratives, credibility, scale

= Unified gameplan: goals, messages,
strategies

= Up-leveled ELT, offensive strategy

= Clear, focused priorities, executed with
discipline

= Strategic voice of the
customer/engagement planning

Cohesive, agile, capable

= Cohesive org model aligned to
strategy with purposeful work

= Leadership depth and vision

= World-class capabilities,
talent

= One Team aligned to WW
priorities

Proud of work, appreciated

Pride: career-making work
Heart/mind connection : Intel and team

Appreciated: progress,
accomplishments, my ideas,
development and

Clear leadership and aircover for
strategic work

Unshakeable engagement



Intel is not just making products; we are making history.

We want to inspire our customers, partners, employees, and
investors with our vision, our products, our progress, and our
achievements. We hold the ultimate responsibility for being the
narrators and the experience creators for our great brand.

We are not here to simply inform or create content, but to
amaze, to build trust and credibility, and to make people believe
again in Intel and how vital the company is to the world.

We want to share our story with passion, authenticity,
and bold perspectives.

We want to showcase how our leaders are driving
transformation and leading with courage and intent.

And we will deal with challenges along the way,
they are inevitable.

What will separate us is our agility and resilience as narrators,
experience creators and collaborators.



urpose

stablish Intel’s reputation as one of the world’s
most vital and trusted technology companies.

-~ Approach

Inspire & deliver. Tell the stories and create the
experiences that demonstrate the power of
Intel — process and product leadership, global at
scale manufacturing, bringing Al everywhere,
unlocking growth and value to shareholders.

Goal

Build belief that Intel’s vision and transformation
strateqgy is bold, on track and succeeding.
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Inspire & Deliver via
Employee Ekpériénce !
Pan-Intel Campaigns™
Bold Editorial

Industry Conversations
Multi-platform Storytelling
World-class Events
Amazing Products
Investing in Innovation

Strategic Moments
Al & Analytics

Aligning

Investor Relations
Government Affairs
People/HR
Marketing

BUs

IFS/1AO

Insplre bwld trust and behef m Inte

Goals

Strategy

Principles

Elevate Intel’s reputation as one of the Build confidence that Intel’s strategy and Invest in Intel growth conversations,
world’s most vital and trusted companies transformation are succeeding ~including technical and process leadership
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Achieve perception and reputation goals through bold, differentiated messaging and brought to life through vibrant,
multi-stakeholder communication, storytelling and event experiences that amaze and drive business outcomes.
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OneIntel Lens | Applied Creativity | Human-centered Narratives | 360 Thinking | Voice of the Customer | Global | Data-driven

Built on a foundation of trust, confidence, inspiration and integrity
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This team is our north star on driving Intel’s
most powerful conversations while also
protecting our reputation and brand. It also
brmgs our stories to life through the voices
¥ of our most senior leaders. , Mrf}ceq
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= Content and communications strategy
= Events, keynotes, social media
* Media/analyst alignment

Executive Communications
= ELT comms-CFO,CPO,CCO, CLO, CSO (matrixto ECEB)
» Thought leader platforms, speaking and exec social

= Major ELT events — general session strategy, keynotes, end-to-
end management (matrix to Events)

Strategic Campaigns

* Pan-Intel campaigns and moments cadence

» Intel On series Communications program leadership
* Inteland CEO strategic media and influencers




power in our product narratives to
strategic media and analyst com

ware & Advanced
h, Design Engineering,

& BU Communications
* Productandinnovation launch cadence
= Product messaging and storytelling

= Strategic events

* Proactive campaigns & activations

*» Productreviews and awards

» Leadership platforms

Pan-Intel Al Communications
= Messaging and launch cadence
* Innovation & activations

=  Global news & events

Industry Analyst Relations

* Analyst strategy

» Global briefing & engagement

= Global outside-in insights and message testing




y, creative and productlon
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vent Program Office

Tier1events across Intel (~15 global events)
Activate Tier 2 and 3 events portfolio
Cross-portfolio event optimization
Competitive analysis and industry benchmarks
» Measurement, ROl and event budgets

ec Produchons

X“cg‘te and general session event experiences
."(
j E;ng\r neer g production and web experience

erles (Vision, Innovation, and Connection) event




theydo g —and bringing our
stp ovocative stories to life
- toinform,inspire and activate our audiences.

.

ws flow management
m content and platform strategy
integrity and quality

Stor ng
and external story mining and writing
er storytelling

storytelling and assets — design,
ion, video, photography

el strategy and optimization
| media planning and investment
rand/news/pillar storytelling

Museum & Archives
= Keepers of Intel’s history




his team suppoPEs all that we do —
g 8 Iudmg ourfinancials, planning, data
/(/ ‘and analytics - -and-aspire to be — our
> culture and dev pment centerof
Y excellénér]e to ensure we deliveras a
high-impact, world-class team.

Culture

= Empower a global, career-making
mindset in how we do our work
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Immediate

* ExecProductions moves to Events Experiences
* TD movesto Corporate Communications

March 1

* Annual Planning, OKRs, and Global
Measurement moves to Global Operations

Upon new head of Corporate Reputation

New VP direct reports:

* Corporate Comms

* Executive Comms

+ Officeof CEO

« Intel Foundry/Manufacturing
+ Strategic Campaigns

S h Iftl ng teams s Upon new head of Technology Communications
W|th |ntent e | New direct reports:

* Industry Analyst Relations

e Automotive
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Complexity, competing priorities,

budget flux are the norm for every

00 organization; being
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A ' Consistently executing against our big
: ' g - X bet plans must be North Star.




Start with Focus on
strategic lens highest stake
Issues

O _ O
Clear, succinct I've got the
tone and style power

] S
Connect the Raising the
dots bar with

uncompromising
Integrity




“o-create develop nen
and iearmng Opportun|t|e

Develop more participatory,
~intentional culture

reamline bureaucratic




Front and center priorities

H
Do
unforgettable, career
defining work

Empower

ourselves to create the
work that is needed to
drive impact

Be

respected for our
strategic insight and
operational discipline

Operate

in an environment of
appreciation and trust
for one another
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How we'll kno
we're succeeding
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