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Together we
advance_.AMD

In APAC
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Getting to know the Weber Shandwick
APAC tech corporate team

The opportunity for AMD in APAC

Making an impact every day
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Weber Shandwick is built to
help clients grow in a world
of radical complexity.

IN-CULTURE COMMUNICATIONS IS THE ART AND
SCIENCE OF PROPELLING CULTURE — BY INHABITING
THE ENDLESS PLACES AND SPACES WHERE

MEDIA, POLICY, TECHNOLOGY AND SOCIETY
CONVERGE.
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The

WIN
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How we uniquely deliver
in-culture
communications

Cultural Intelligence

+

Brave ldeas

+

Platform Fluency

+

Flawless Media
Choreography

AMD’s industry voice
should be as
dominant as AMD’s
business momentum
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INn the room...
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CAROLYN DEVANAYAGAM
Corporate Affairs,
APJLead

RISHU SHARMA
Co-hub lead,
Technology lead, Australia

HIN-YAN WONG PhD

Strategy and Narative Planning
APAC
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SONALI NEGI DAS
Technology Lead,
India

H

ZAKIAH ZAKARIAH
Co-hub Lead, Regicnal
Corporate Tech,
Content Lead

TWSC FOR AMD

SAMUEL CHEE
Technology
Regional Media + Japan

APJ AMD Heroes Team

C
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Supported by a 100
strong tech and
corporate team

across the region

CAROLYN bévnunvnsm
Corporate Affairs,
AP) Lead

T TRty
ZAKIAH ZAKARIAH
Co-hub Lead, Regional

Corporate Tech,
Content Lead

|88

i TR
RISHU SHARMA
Co-hub Lead,
Technology lead, Australia
C
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SAMUEL CHEE
Technology
Regional Media, SEA hub + Japan

-

L E‘_)

HIN-VAI
Strategy and Narrative
Planning. APAC

Assistant Managing Editor,
media strategy

SONALI NEGI DAS
Technology Lead,
India
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TETSU TOU
Vice President,
Client Experience,
Japan

HYUNGGEUN KIM
Executive Vice President,
Client Experience,

South Korea

KA

BLAKE HO
Technology Lead,
Malaysia

THANH NGUEN
Technology Lead,
Vietnam

*

MINNIE DELENA
Associate Vice President,
Operations

The Philippines
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Integrated network
in Asia Pacific

950+ consultants in the region

200+ in-house digital production specialists

Over 170 multi-market clients in Asia alone

Regional and global award-winning network

Longest client relationship over 35 years

Average client relationship is 10 years

Healthy mix of local, regional and international clients

Integrated approach to online and offline communications

e CONFIDENTIAL + TWSC FOR AMD
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Beijing

Islamabad

Guangzhou

Shenzhen
Dhaka

Kolkata

Hong Kong

Hanoi

Mumbai Yangon
Hyderabad Bangkok

Bangalore Phnom Penh
Ho Chi Minh

Kuala Lumpur

Singapore

Jakarta

Sydney

Melbourne

Weber Shandwick Office Affiliate / Partner Agency

We are an industry-leading APAC tech corporate team

o

HITACHI
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Digging into storytelling

Elevating the
Seagate product-led
thought leadership

OBJECTIVE

Engage CTO/CIOs
in APJ tech industry
on Seagate’s
thought leadership
and product
innovation in Al

STRATEGY

APJ-owned survey
amplified via
Integrated earned,
owned, paid
program focused
on Al readliness in
the region

CONFIDENTIAL = T

RESULTS

earned media coverage in six
markets

tier-1 earned coverage
clients participated in 8 Linkedin Lives
to website

: social media
amplification

regional awards - Best Thought
Leadership Campaign at the Public Affairs
Asia’s Gold Standard Awards, and Best
Regional PR (Bronze) at Marketing’s PR
Awards.

VIEWPOINTS

i

WHY Al IS CRITICAL FOR
SINGAPORE'S SMART
NATION PUSH

SK AKASH
WHERE TO FIND
ALTALENTS
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Seagate FireCuda 510
2

Driving Seagate’s
product innovation

Seagate FireCuda 510, PC Mag
14TB Seagate BarraCuda Pro, HDD
with High Capacity and High

Performance Optimized for 'Video Age'
You get the best out of your data K Bench(Online)

OBJECTIVE OUR EARNED PRODUCT REVIEW MODEL o e g
Engage tech . We C that will = Q‘} ;ﬁ d ITEEMER RNAS/HHAD

leaders and resonate most through 0 hstenlng campaign
consumers in APJ
on Seagate’s latest We use that data to priori 055 s into a
product innovation solid platform that’s used in presentlng the best case
to editorial reviewers, in the way we foster great
customer reviews and as a guide for developing
branded content or “owned editorial” . X
STRATEGY This Fast storage drive can help you
The good assets - those that are the most engaging getthe best out of your data, The
Run a halistic and dlign most closely with our message p\utform - )
approach to thnt resu\t from each of those curnpmgns should
earned product in social medic, Keep your on-the-go data secure
reviews in the atretail, throuqh paid media and other marketing =
engagement era channels

This fast storage drive can help

After engagmg with our key audiences, we

through both qualitative and
quc:nt\tqt\ve methods, sharing key trends and
feedback across all channels

Rugged Secure, The Straits Times Korea: Colorful Tech Gadgets That 1)

Also Shine on You, Cosmopolitan

. . Dr Catriona Wallace On The
ServiceNow: Digital Gold Rush e e

CHALLENGE & APPROACH
as when we sleep.
o build a report that charted Australi

and the recommendations
ormation.

rned media campai ulmFd Clt (. Ui
evolution of di |

1106 pie
Nt Catriona

Qe e L ra s SroeT g woreaoes
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Together we advance -

CONFIDENTIAL + TWSC FOR AMD

Taking your ARTIFICIAL
products into INTELLIGENCE

susTAINABILITY . CYBERSECURITY

You have an opportunity to take CHIP PRODUCT EXPANDING

your products into hot RACE INNOVATION MARKETS
conversations .
SOFTWARE

& APPLICATIONS
To identify what those topics
are, we must take an outside-in
look at the APAC CIO and
technology conversation.

™™
R CONFIDENTIAL -

Source: Weber Shandwick analysis, online news sources, last 12 months 14




Plotting a path
to a leadership
voice in the

most pivotal
conversations

Cl0O RELEVANCE

Digital
Transformation al

°
Sustainability
Talent stamnal
[
Growth
e Cybersecurity
Innovation AT SOV

Advanced
[ ]
Computing
Compliance
Cloud

@ oS Industry . Technologyf
Network °
Infrastructure
Supply Chain &
International
Competition
Robatics +
Workplace

Automation

Video Metaverse BUBBLE SIZE = MENTION VOLUME SCALE
Games

©— Industry Video
AMD SOV '46% ® Gomes 100,000 an 3,000,000

Industry

AMD Products

ENGAGEMENT

Making
an
impact
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Al was already a theme that
Dr Lisa Su highlighted at CES

Featuring AMD in the Al conversation

CAMPAIGN NAME Powering Al innovations with a new generation of AMD chips

AMD Instinct™ MI300 data center chips offer exceptional performance and efficiency for Al workload

X8 Al Training Performance Energy efficient gigaflops / watt Handling a new generation of Al

workload
OVERARCHING ANGLE The MI300 chips will power data centers to deliver efficient HPC for new Al applications

MEDIUMS Finance

Energy Efficiency Biotech

Product showcase: Instinct Ml Story on climate mitigation solution
driven cybercrime prevention modelling with energy efficient Instinct
Thought leadership on HPC solutions for MI300 chip
cybercrime prevention

Drug discovery and development for
women's heaith: the role of Al and HPC
with Dr Lisa Su
How HPC can potentially speed up drug

discovery
edin exec post
imed at finance and
fintech ClOs.

Linkedin: visualisation / breakthroughs
* Sponsored p

with Instinct MI300 , comparison charts

LinkedIn exec post, PoV
+ Singapore /Hong Kong Fintech week Product trial with local HPC or cloud
(ideally in partnership with a cloud partners
supplier)

° « BioPharma APAC
«  Product briefing (including cloud
partners in APAC)

Case studies: comparison of Instinct Thought leadership on democratising
MI300 against competitors on chip on large model training with AMD Instinct
energy efficiency MI300

UNDERPINNED BY MARKET TOOLKITS - MESSAGING, GUIDELINES, EVENTS TEMPLATES, RESULTS F|N_
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Elevating AMD’s product story

CONFIDENTIAL « TWSC FOR AMD

Media outreach and
FAM trips for select
journalists from key
publications to immerse
themselves in AMD
experience as and
when feasible

Experiential show & tell with
technology media/influencers to
amplify key advantages of
MI300 - delivering greater Al
performance, showcasing 8x
training performance for GPT-
related real life applications,
offering superior throughput and
energy efficiency

Leverage the global
announcements to highlight how
AMD is driving innovation and
growth while delivering on its
commitments to customers,
industry and the world

Stories across platforms on the
most complex
chip AMD has ever built with a
game changing design
Focus on product reviews

EXPAND

Showcase how AMD has made the
right bets and is redefining the
market and industry leadership via
case studies, research reports,
impact of society, etc.

Case studies focused on
applications of MI300 within
different key verticals.
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Media Map Snapshot

AUSTRALIA We have the most elite media relations team in the
business with deep media contacts in the subject
BUSINESS e T hD POWER areas that matter to AMD.
ecnua LAY =T

oty Y FLECTRONCS NEWS We create multi-tiered storytelling plans that excite,
engage, anticipate and optimize for maximum
N N impact. This allows us to have a steady drumbeat of
_\ InnovationAus i Pcwor[d E T product-led stories while showcasing AMD’s thought
leadership to create a halo effect in building your
brand reputation.

SINGAPORE

— - % ‘

) ) - =gyn
@ Hinhustan Times ET) Q;F.Qﬁﬁ": dlglt .in

TAIWAN JAPAN

oo - TECH

Unpacking the

THE CNA ECOSYSTEM | “We are not there for a sales pitch from
i someone, but if they can offer expertise
on a subject, then that’s the angle they

29 territories in Asia can view CNA TV should be pushing.. Their expertise wil
300+ jOUI’ﬂO”StS / shine through with their knowledge..
58 programs and divisions
7 podcasts ‘
2.3m month|v Unique TV Viewers ‘Minimise jargon, explain in layman terms, use

. . graphics to illustrate complex ideas. To me, if |
11Im monthly unigue page views don‘t understand my viewer won‘t too. So, if |

: ) don’t understand something that my guest
14m monthly unique visitors \ mentioned, | won't be embarrassed to ask until

lunderstand. /

Followers:

Y § © in

1.2M aMm 507k 331k

11



Unpacking the

THE NIKKEI ASIA ECOSYSTEM

2 constantly updated websites
50 weekly newspapers

1 podcast

1500 journalists

37 International Bureaus

98.6% Business Decision Makers
19.7% C-Suite

150,940 per day in print sales
7.6m o month in online readership

Followers:
Yy f in

404k 679k 46k 777k

NIKKE
Asia

‘People want to know which
governments are handling things well.
Business people themselves are also
really keen on knowing what their
counterparts from other industries are
doing.’

‘We are always interested in business-related
stories, particularly about the start-up scene in
Asia.’

Unpacking GompurterWeekly.com

THE COMPUTER WEEKLY ECOSYSTEM

1 constantly updated website
5 languages

10 blogs

12 core technology topics

55K weekly e-zine subscribers
100K newsletter subscribers
Im monthly page views

Followers:
¥y f in

53K 7k

CONFIDENTIAL « TWSC FOR AMD

Try to offer customer and analyst
references as part of any
announcement. Understand that we
always need to judge your news
against other news happening within a
given industry.”

‘Pitches that are more specifically tailored to our
audience and their IT pain points will generally
catch our attention’

’Around 20% of our readership now

comes from nen-IT backgrounds as

technology is becoming increasingly
democratised’

3/24/2023




3/24/2023

Unpacking the %S

G

THE AU NEWSCORP

ECOSYSTEM
‘Semi conductors aren’t just for
the tech reporter. They would
be relevant for automotive,
energy, infrastructure, politics,
economics - there’s an angle
for every beat if you look for it

140+ newspapers and
websites across Australia
25+ podcasts

2500+ journalists

18.2 million Australians
reached monthly

F L From m
Newsroom

I'd be interested in the
impcict the brand makes in
Au and relevance/USP of its

products for Aussies’ \()( LIS deticious,
Mansion Wish

\O&: Mansion

ATHOME  ventworthcour

) VLT DE AL

® realestate.com au| @@)realcommercial

delicious. taste

Ausluhus

Leveraging human voice(s) to tell technical stories

intel @

Linkedin , ),
(MD, APJ, AMD ) (CurpumtI:t\e/; GM AP),
Organisation priorities .
Industry themes Advancing the adaptive enterprise Eg Le:;;?:r';:l %&:]s;:?g?ss ports,
y ) N g 3 ,
Followers 500 8,079 Al + ML, Cybersecurity, with AMD’s best-in-class product .
4 range and solutions hobbies, volunteer work
Posts (past 3 : q
: Cli Ti B
months) 3 14 Core Audience: ClOs & CTOs Secondary Audience: CEOs
Engagements 140 4,773
A a a Events & Speaking
Avg. Eng. Per Post 70 3 LinkedIn & social Media engagements Internal comms
InfoBrief report with A NIKKEI Towrhalls & feedback
" . Linkedin content series i Tech Week SG :
Recent Media Lenovo ‘ HWZ Product review engaging customers and cna =i Bloomberg Sustainable sal s[essr::);\rs Inin
Highlights Tech360 interview DigiconAsia byline partners on the most salient Business Summit Em°|§se:°e Gae'mgm
HWZ Tech Awards industry topics. TECHWIR cw ployee engag

;E CONFIDENTIAL =
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Leveraging human voice(s) to tell technical stories

AMDZ1 | a‘. (

Followers

Posts (past 3
months)

Recent Highlights

Linkedin

2,816

Women in Tech, Soft
Profiling

CONFIDENTIAL « TWSC FOR AMD

Jaya Jagdish

Country Head and SVP,

AMD)

Twitter

148

Women in Tech;

Semi-conductor
ecosystem

Industry themes
Generative Al -ChatGPT, Web3,
Women in Tech, Sustainability

Core Audience: ClOs & CTOs

LinkedIn & social

Linkedin Live series
engaging experts on
the most salient
industry topics

Organisation priorities
How Al is going to drive growth for
businesses

Personal passions
Eg. Leadership, women

empowerment, volunteer work in

STEM education

Secondary Audience: CEOs

Events & Speaking
engagements

Nasscom GCC Conclave
Cll Internet of Things
Summit for Digital & Make
inIndia
Global Artificial
Intelligence Summit and
Awards 2023

Internal comms

Townhalls & feedback
sessions
Employee engagement

27

Working
together:

bit of fun

3/24/2023
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GETTING TO KNOW EACH OTHER | 3 MINUTES, 4 QUESTIONS

GETTING TO KNOW EACH OTHER | 4 QUESTIONS

Destination or
journey?




GETTING TO KNOW EACH OTHER | 4 QUESTIONS

Cybersecurity spirit animal:
Bulldog or German

Shephard?

GETTING TO KNOW EACH OTHER | 4 QUESTIONS

What keeps you
up at night?

3/24/2023
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