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1. Executive Summary

Companies that aggressively leverage Al are increasing revenue and decreasing costs,
leading directly to EBITDA and market cap growth. In the semiconductor industry today, $1
of extra EBITDA results in $10-25 increase in enterprise value. This isn't just theory—it's hap-
pening right now, and the gap between Al leaders and laggards is widening fast.

There are many levers that semiconductor company leaders use to increase enterprise val-
ue, and Al is dramatically accelerating nearly all of them. From reducing SG&A and R&D
costs to increasing revenue through better customer engagement and faster time-to-mar-
ket, Al is becoming the force multiplier that separates industry leaders from followers.

Organizational Levers

/ "+ Increase win rate
Accelerate design win & design in
Broaden portfolio
Introduce new products

* Increase differentiation

Expand to new markets
Cross selling
Distribution empowerment

("« Sales team efficiency N
«  Pricing strategy

Product documentation
Process automation
Organizational streamlining

AN

Revenue 2>

Product prioritization

Design reuse & platform approach
Design automation

Agile R&D

\ Cost discipline & ROI tracking

AN

("+ Manufacturing efficiency
¢ Yield improvement
«  Support efficiency
*  Supply chain optimization
\.* _ Design for manufacturability Y,

Figure 1: Key organizational levers that semiconductor companies use to increase enter-
prise value, and how Al is accelerating nearly all of them.

However, many semiconductor companies struggle to deliver the ROI from Al. A report from
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https://www.artificialintelligence-news.com/wp-content/uploads/2025/08/ai_report_2025.pdf

MIT on Al Adoption estimated that only 5% of generative Al pilots succeed, with 3x higher

from vendor-provided solutions versus internally developed systems. The semiconductor
industry is in a unique position because of the high potential value driven by product and
customer diversity and complexity, but also the difficult of providing useful and accurate in-
formation in an actionable way to deliver the ROI.

This whitepaper describes the specific, tangible ways leading semiconductor companies
are using Al to grow EBITDA and enterprise value in 2026. We'll show you the organizational
levers that matter most, the Al applications that deliver the biggest impact, and the practi-

cal steps to get started.

The message is clear: 2026 will be a breakaway year for Al adoption in semiconductor go-
to-market operations. Companies that act now will pull ahead decisively, while those that
wait will find the gap increasingly difficult to close.
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2. Industry Context: Competitive Pressure and the Al
Adoption Curve

The semiconductor industry has always been defined by speed: the speed of innovation,
the speed of securing design wins, and the speed of scaling manufacturing capacity. Today,
another race is underway—this time not in fabs, but in the adoption of artificial intelligence
across the customer lifecycle. Al is emerging as the next competitive frontier, and the pace
of adoption is faster than almost any previous enterprise technology shift.

2.1 Adoption Momentum Across Industries

Across the broader technology land- Generative Al Adoption (Gartner)
scape, adoption of Al is accelerating at a
rate that few anticipated even three years
ago. Gartner forecasts that by 2026, 80%
of enterprises will use generative Al APIs
or models, up from less than 5% in 2023.
McKinsey reports that 60% of enterprises
are already piloting or deploying Al in at
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least one business function, with cus-
tomer operations and sales among the

most common entry points. These are

not abstract statistics—they represent the

expectations of semiconductor cus-

Figure: More than 80 per cent of enterprises
to adopt some form of generative Al by
2026, says Gartner

tomers themselves. Automotive OEMSs,

consumer electronics leaders, and indus-

trial manufacturers are embedding Al into
their design, testing, and manufacturing
workflows. Increasingly, they expect their
suppliers—including semiconductor ven-
dors—to operate with the same speed, in-

telligence, and responsiveness.
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This means that Al adoption is not simply a matter of internal efficiency. It is becoming a
table stake for credibility in the eyes of the customer. Vendors who fail to keep pace risk
being perceived as outdated, even if their products remain technically competitive.

2.2 Competitive Stakes: Why First Movers Pull Ahead

In semiconductors, timing matters. A component that secures a design win is often locked
into a customer’s system for years, generating millions in revenue. Conversely, a missed
slot can represent a decade-long lost opportunity. Al directly affects this dynamic by accel-
erating the sales and support processes that lead to design-in decisions.

First movers are already creating an advantage:

Learning cycles compound over time. Each Al deployment generates data, trains
models, and improves performance. Companies that start now will be 12—18 months
ahead in system maturity by 2026, making it extremely difficult for laggards to catch
up.

+ Customer trust is shaped by responsiveness. Engineers evaluating components are
more likely to design in a vendor that provides immediate, technically sound answers.
Once trust is lost, it is nearly impossible to regain within the same design cycle.

+ Operational leverage becomes a differentiator. Scarcity of field application engineers
and specialist sales staff is a well-known constraint. Al enables those scarce experts
to focus on the hardest problems while routine questions and preparation are handled
automatically.

Accenture estimates that companies delaying Al adoption by even one year may forfeit
20-30% of potential productivity gains relative to peers who adopt early. In the semicon-
ductor industry, this is not just about productivity. It is about the number of sockets won or
lost each year.

2.3 Lessons from Adjacent Industries

Looking beyond semiconductors provides a clear warning. Networking vendors are embed-
ding Al into cloud management platforms, enabling customers to troubleshoot and con-
figure networks in real time. Industrial equipment manufacturers are using Al to provide

predictive maintenance and proactive service, reducing downtime and strengthening adop-
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tion of complex systems. In the SaaS world, Al-powered sales enablement is already main-

stream, allowing reps to personalize at scale and cover more accounts effectively.

These industries demonstrate a consistent pattern: once Al sets a new standard of cus-
tomer experience in one part of the supply chain, expectations rise everywhere else. Semi-
conductor customers will not lower their expectations simply because their suppliers are
slower to adopt.

2.4 The Strategic Risks of Delay

Executives often ask whether it is safer to wait for Al tools to mature before investing. The
reality is that the risks of delay outweigh the risks of early adoption:

Lost design slots. Every unanswered or delayed technical question increases the risk
that a competitor’s part will be designed in instead.

Brand perception. Customers benchmark suppliers against one another. A vendor
without Al-enabled support or sales capabilities looks harder to work with, regardless
of product quality.

+ Talent bottlenecks. Application engineers and technical sales experts are in short
supply worldwide. Without Al to augment them, costs rise and coverage shrinks.

Data disadvantage. Each month without Al deployments is a month without usage
data. Laggards will not only be behind in capability, but also starved of the feedback
loops that drive Al improvement.

In a market where product cycles are measured in years, not months, these risks have en-
during consequences.

2.5 Strategic Imperatives for Semiconductor Leaders

For executives, the implication is clear: Al is not an optional efficiency play—it is a strategic
weapon in the fight for market share. The imperatives are:

Benchmark not just against semiconductor peers, but against networking, industrial,
and SaaS suppliers who are raising the customer-experience bar.

Recognize that faster engagement means higher win rates. In a design-driven market,
every hour saved in response time can translate into years of locked-in revenue.
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+ Invest in learning cycles rather than perfection. The companies that start today will

own the advantage tomorrow, even if their first deployments are imperfect.

+ Tie Al adoption to board-level outcomes: win rate improvement, cycle time reduction,

gross margin protection, and market share growth.

Potential Value

2026 Adoption

Research Agent 888 Low
Strategic Copilot 888 Low
Sales — Prospecting $ Medium
Automated Email $ High
Distributor Enablement $8$ Medium
$$ Low
$$ Medium

Ticket Copilot
Support
Support Chatbot

Al is the new competitive battleground in semiconductors. The firms that act
now will define customer expectations, accumulate data advantages, and cap-

ture design slots that yield revenue for years. Those who wait will face en-
trenched competitors with stronger customer relationships, more refined sys-
tems, and an unassailable head start.
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3. Support Al: Transforming Technical Support into a
Design-Win Accelerator

In semiconductor engineering, customer support is not a back-office cost centre—it is a
strategic lever that directly affects design wins, market adoption, and long-term revenue.
When a customer’s engineer hits an integration issue, the speed, accuracy, and quality of
your support can make or break whether your component is included in their design. De-
layed responses, mis-information, or unclear guidance can halt product schedules, force

engineers to favor safer or more responsive competitors, or even kill deals worth millions.

Al-powered support is emerging as a game changer for semiconductor firms that want to
scale support quality globally, protect design-ins, and deepen customer trust—without scal-
ing headcount in proportion.

3.1 Why Support Al Matters Strategically for Semiconductor Leaders

( (
Design-in Velocity and Risk

Reduction

Consistency & Brand Reputation

Global support teams often struggle with

£Hept Al

Faster technical support reduces 'dead
time' in customer evaluation and integra-
tion phases. Each delay in resolving a
technical issue not only extends the de-
sign-win timeline but can increase the
risk of substitution or dropout. By resolv-
ing routine or well-documented integra-
tion questions immediately—and feeding
high-complexity issues rapidly to ex-
perts—Al helps keep customer projects
on schedule.

inconsistent answers, outdated docu-
mentation, and territorial knowledge. Al
draws from the latest app notes, design
examples, past tickets, firmware up-
dates, and feedback, ensuring all cus-
tomers get accurate, current, and author-
itative guidance. This consistency is vital
in contexts where a support misstep can
translate into lost trust or design confi-

dence.
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(e .
Efficiency & Cost Leverage

Much of support cost comes from repet-
itive or 'long-tail' queries: compatibility
questions, configuration help, firmware
bugs, etc. Al can deflect or automate
many of these, freeing up expert engi-
neers to focus on higher-complexity or
higher-value tasks. The result is lower
cost per ticket, higher throughput, and

more scalable support operations.

Engineers remember who helps them
when it matters. Vendors that provide
rapid, reliable, technically sound support
are more likely to be selected for future
projects, cited in spec sheets, or internal-
ly recommended. Support becomes part
of your competitive edge, not just a sup-

port function.

3.2 What Support Al Looks Like in Practice

Capability

Example Deployment

An Al system that ingests all product manuals,

Instant, hardware datasheets, firmware release notes,
Engineer- forum threads, and internal tickets. When a
Grade customer inquires about pin compatibility or
Responses power sequencing, the Al returns a precise
answer in seconds.
Al tools that detect recurring patterns in support
Proactive . . g P . .pp
ssue tickets (e.g. frequent signal-integrity questions
. around a particular product line) or
Detection & ) .
documentation gaps. The system triggers
Root Cause
. updates to app notes, new FAQs, or firmware
Insights .
fixes before more customers are impacted.
Tiered & Self-
Service An interface that offers self-service guidance for
. routine issues (“how-to” configuration,
Support with ] . )
Human diagnostics, reference designs), backed by an Al-
assisted routing to human experts when needed.
Backstop

Expected Outcomes
for Semiconductor
Firms

Dramatically reduced ‘first
response’ times (from days to
minutes), fewer escalation
hand-offs, reduced risk of
technical mis-steps late in the
design process.

Improved product quality,
documentation that anticipates
common pitfalls, less “noise”
from avoidable support cases,
and fewer design rejections
due to unaddressed problems.

Significant ticket deflection,
lower operational load on high-
skill engineers, yet maintained
high satisfaction and trust
because complex issues still
receive human attention.
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Expected Outcomes

Capability Example Deployment for Semiconductor
Firms

Enhanced visibility into where

Operational Support Al integrated with CRM / ticketing /
. . . support efforts should focus;
Metrics & documentation systems that track what kinds of ) ;
. continuous improvement of
Knowledge support content are used, which ones lead to
. ) . ) knowledge assets; less
Lifecycle escalations, which knowledge is stale.

outdated or conflicting

Management Automatically surfaces content needing revision. .
guidance.

3.3 Benchmarks & Evidence

A case from a semiconductor-equipment manufacturer showed that deploying an Al-
enabled support bot cut issue resolution times by ~50-60% and harvested savings of
US$1.8 million annually.

+ Industry studies suggest that Al deflection of simple tickets and self-service captures
can resolve 15-40% of inbound support cases before they reach human agents.

- Salesforce reports that enterprise support teams spend large shares of time (often
well over one-third) handling repetitive tasks or internal searches—time that can be
reclaimed with Al-enabled knowledge retrieval and content-surfacing.

« Companies implementing proactive support analytics often see improvements in
customer sentiment metrics (e.g. Net Promoter Scores) of 20-30 points within 6-12
months post Al rollout.

3.4 Key Risks & Mitigation
Senior executives should be aware of potential pitfalls and how to address them:

- Data Quality & Governance: If documentation, app notes, firmware release data, and
support histories are fragmented, outdated, or siloed, Al may propagate errors or deliver
inconsistent answers. Mitigation: invest in knowledge-management systems, version

control, centralized (or well-synchronized) databases.

+ Maintaining Domain Expertise Oversight: Some issues are deeply technical, safety or
reliability critical; Al should augment, not replace, expert engineering judgement. Miti-
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gation: establish review workflows and guardrails for critical support paths.

User Trust & Transparency: Engineers or customers may distrust automated answers,
particularly in early or novel design phases. Mitigation: annotate Al-suggested respons-
es with sources, allow human validation, and start with pilot programs to build trust.

Integration & Adoption: A new support Al tool that is a “bolt-on” rather than embedded
into existing ticketing, CRM, and documentation systems tends to create friction. Miti-
gation: ensure seamless integration, good UX for both customers and internal support
staff, and proper training.

3.5 Strategic Recommendations for Executives

Identify & Prioritize High-Leverage Use Cases: For example, focus first on product lines
or customer segments with high design attrition due to support delays, or high tech-
nical evaluation phases. A pilot in one or two such domains often yields strong proof
points.

Develop Your Support Knowledge Backbone: Ensure documentation, internal support
cases, test data, and competitive benchmarks are well organized, updated, and tagged.
Build investing in features like versioned app notes, searchable case histories, and
cross-functional knowledge sharing.

Measure Outcomes Aggressively: Track metrics that matter in semiconductors: time to
first answer, support ticket escalation rate, design-win acceptance rate, cost per sup-
port case, product return or failure rates (when relevant), customer retention or repur-

chase.

Align Support with Product & R\&D Feedback Loops: Use patterns seen in support to
inform product improvements, documentation gaps, firmware or driver updates, and

packaging/design optimizations. This turns support from reactive to predictive.

Support Al is not just a cost-saver—it's an accelerator of design trust, product adoption, and

brand reputation. For semiconductor firms, the combination of reduced design risk, faster

design-in, lower cost of support operations, and stronger customer loyalty translates into

both margin protection and revenue growth. Companies that get this right will see their

support function shift from a reactive burden into a competitive differentiator—helping dri-
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ve EBITDA through both top-line contributions (more design-wins, improved retention) and

bottom-line savings.
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4. Sales Al: Accelerating Growth, Capturing Market Share

In capital-intensive, high-complexity sectors like semiconductors, networking, and indus-
trial systems, a single design win can be worth millions, and enterprise sales cycles
often extend 6-12 months or more. Sales leaders are expected to maintain deep product
knowledge, grasp each customer’s technical application, anticipate competitive threats,
and guide cross-organisational alignment. Yet in practice, individual reps—even senior
ones—can't master every niche detail, respond in real time, and sustain differentiating cus-
tomer relationships without aid.

Al is not simply a productivity tool—it's becoming a strategic co-pilot: a multiplier of human
expertise. By automating tedious preparatory work, consolidating disparate knowledge, and
delivering insights exactly when needed, Al shifts the sales team’s focus from reactive re-
sponse to proactive value creation.

4.1 Why Standard Al Tools Fall Short for Semiconductor Sales

+ Most off-the-shelf Al or “sales-enablement” tools are built for high-velocity, volume
sales: prospecting, email outreach, automated follow-ups. These miss the mark where
each deal involves technical evaluation, long design cycles, and multiple engineering
stakeholders.

+ General chat tools can answer some questions, but cannot synthesize data across the
organization, the CRM system, and the web, and are not trained on company-specific
sales methodologies.

+ Because of product/application complexity and long validation cycles, semiconductor
sales require deeper domain knowledge, and misalignment or delay at any step (e.g.
during technical review) can cost a design-win.

4.2 What Leading Semiconductor Companies Are Doing Differently

To compete in this landscape today, companies are investing in Sales Al that not only
speeds up individual reps, but enables the enterprise to embed best practices, improve
cross-division collaboration, and shorten time to design-win. Below are the ways Al is deliv-
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ering strategic transformation, along with third-party data where available.

£Hept Al

Capability

Instant
Technical
Expertise

Competitive
& Deal
Intelligence

Guided Sales
Process &
Deal Rooms

Efficiency
Recovery

What It Looks Like in Practice

Every rep, regardless of seniority or geography,
has access to unified product/application
knowledge, current technical white papers, test
data, pricing, and compatibilities via Al.
Specialists are consulted only when necessary.

Al pulls together competitive specs, pricing
history, win/loss data, customer sentiment, and
alerts reps to “must-knows" for each account.
Also surfaces cross-sell or upsell potential
grounded in data rather than intuition.

Al suggests next-best actions, reminds reps
when to engage different stakeholders,
highlights content that has worked in similar
cases, and supports dynamic “deal rooms”
where buyer and seller share insights in real
time.

Reps today spend only about 28-35% of their
time on revenue-generating selling. The rest
goes to admin, content-search, internal
approvals, updating CRM, proposal preparation,
etc. (Salesforce) Al can automate many of
those tasks—drafting proposals, retrieving
technical or competitive data, updating records,
surfacing appropriate marketing or engineering
material.

Semiconductor Al Gameplan for 2026

Strategic Outcome

Enables faster responses to
customer technical queries,
reducing delays in evaluation.

Improving response precision
and positioning drives higher
win rates and larger deal sizes.
McKinsey recently noted that
Gen Al deployments are most
effective when they combine
competitive intelligence with
sales process acceleration.
(McKinsey & Company)

These workflows help replicate
best practices across the field,
reduce drift, and keep long deals

from stalling.

Reclaiming that wasted time
improves sales velocity, lowers
cost per deal, and allows the
team to focus on high-leverage

activities.
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Capability = What It Looks Like in Practice Strategic Outcome

When reps are equipped with up-to-date
product/application intelligence, battlecards,
guided workflows, and content suggestions

Increased . Shorter design-in cycles, more
. tuned to the specific customer context, they . .
Win Rates & . predictable forecasting, and a
respond faster, make fewer missteps, and can ..
Faster . o greater share of wins in
. . better defend against competitive offers. .
Design-Wins competitive RFQs.

Several B2B sales teams using Al report win-
rate improvements of 25-30%. (LinkedIn
Pressroom)

Empowering Individual Reps & Scaling Best Practice

+ Empowerment at the rep level: Al enables every salesperson—not just those with the
most experience—to behave like a technical consultant. This levels up confidence,
consistency, and technical credibility in customer meetings.

+ Scaling the lessons of success: Rather than having “star reps” carry the load, Al
codifies what works (which content, which technical messages, what competitive
counter) and pushes these across the sales force. Training becomes on-the-job and
analytic, not just classroom based.

+ Cross-divisional alignment: Product, applications engineering, marketing, supply
chain, and pricing can feed into a shared knowledge base and intelligence system. Al
can help identify cross-sell opportunities or “pin-to-pin compatibility” scenarios that
would otherwise fall through organizational silos.

Strategic Transformation: Outcomes to Expect

Senior leaders should anticipate not just incremental improvements, but changes in com-

petitive posture. Some of the transformations include:

+ Shorter time to design win / design-in: Faster RFP responses, fewer rounds of
technical rework, more responsive prototyping or sample delivery—all enabled by rapid
access to technical, competitive, and customer usage data.

+ Higher win rates: Less leakage in sales pipelines due to delays or gaps in knowledge.
Better defense against substitution or “good enough” competitive offers.
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Lower cost to serve: As fewer expert callbacks, follow-ups, and misaligned proposal
work occur, operating margins on sales improve.

Revenue growth via cross-sell & larger deal sizes: More products per customer,
leveraging compatibility etc., raised average order sizes, pulling more revenue out of
installed base and new accounts.

+ Organizational learning & consistency: Best practices become embedded via Al

coaching, deal room feedback, win/loss analysis; less dependence on individual
heroics.

4.3 Third-Party Evidence & Benchmarks

+ According to Salesforce’s State of Sales 2023 report, sales reps spend only \~28% of

their time in activities directly tied to selling; the remaining time is consumed by
administrative work, data entry, internal coordination. (Salesforce)

* A LinkedIn/ROl-oriented study found that among reps using Al tools for lead/customer

research, many save 1.5 hours+ per week, and see improved response/engagement
rates of \~28%. (LinkedIn Pressroom)

McKinsey'’s recent “Unlocking Profitable B2B Growth Through Gen Al” indicates that
Gen Al use cases (including sales-deal intelligence, prioritization, content
personalization) are among the highest-impact areas for executives seeking revenue
growth and efficiency. (McKinsey & Company)

4.4 Key Risks & Mitigations

To realize these benefits, companies must be mindful of:

Data quality & consistency: Al tools are only as good as the information they draw
from—product data, past wins & losses, competitive specs, customer feedback.
Ensuring clean, versioned, and accessible data sources is essential.

+ Change management & rep buy-in: Salespeople often view Al as policing or exposing

£Hept Al

weaknesses. The messaging must emphasize augmentation, empowerment, and
support. Early pilot successes (“lighthouse” use cases) help build trust.

Integration into existing workflows: Al must fit into CRMs, quoting tools, content
libraries, internal engineering/marketing portals—not sit as a standalone. Otherwise
friction kills adoption.
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Maintaining domain/technical expertise: Because semiconductor applications are
exacting, oversight and periodic review remain necessary; Al suggestions must be
validated by domain experts especially in early use-cases.

4.5 Strategic Recommendations for Executives

« Start with high-impact pilots: Pick a few critical product lines or customer segments

where technical complexity is highest, competitive threats are real, or design-win cycle
times are long. Demonstrate measurable improvements in win rate, time to proposal
or design-in, or cross-sell revenue.

Invest in knowledge infrastructure: Ensure your product, application, and competitive
data are tagged, maintained, and accessible. Build or refine libraries of technical case
studies, compatibility matrices, and past win/loss analyses.

Embed continuous feedback loops: Use data from Al-assisted deals to refine your
models—what content worked, what competitive stories succeeded, what objections
came up. Use that to improve training, messaging, and Al suggestions.

Measure the right metrics: Track not just uptake, but outcomes: win rate, design-win
cycle duration, average deal size, cross-sell attach rate, sales productivity (time selling
vs admin). Report these to the executive team.

4.6 Sales Al Conclusions

Sales Al is not a tool of marginal efficiency—it's a lever for strategic transformation. By

empowering individual salespeople, scaling what works, tightening alignment across func-

tions, and relentlessly focusing on outcomes, semiconductor companies can accelerate

growth, widen margins, and protect market share. The organizations that harness Sales Al

well will push ahead in design wins and embedded engagements; those that underestimate

the change risk being outrun in a complex, fast-moving competitive field.
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5. Strategic Considerations

5.1 Build vs. Buy: A Practical Lens

For semiconductor leaders, the question is no longer if Al will be adopted, but how. The
build-versus-buy debate is central. Some firms attempt to build proprietary Al stacks, citing
control and differentiation. However, recent research by McKinsey shows that time to im-
pact is the decisive factor: early adopters capture outsized value because they move faster
up the learning curve and accumulate proprietary usage data (McKinsey, 2023). In addition,

MIT found that the ROI success rate for Al from vendors is 3x higher than internally built so-
lutions (MIT, 2025). In practice, most enterprises achieve faster ROl and lower risk by part-
nering on technology while retaining strict ownership of their data.

For semiconductor companies, data is non-negotiable: product documentation, design col-
lateral, and customer support cases are strategic assets. The optimal model is to partner
with proven platforms while ensuring ownership of all data, knowledge, policies, and gover-
nance.

5.2 Sequence Matters: Start with Internal Use Cases

Executives often ask whether to launch Al directly for customers or start internally. Industry
best practice is clear: begin with internal teams. Deploy Al in sales, support, and engineer-
ing workflows first. This approach:

Builds confidence by validating accuracy and reliability against internal use.

Reduces reputational risk by identifying and correcting issues before customer
exposure.

Ensures Al aligns with real workflows and approved knowledge sources.

Once internal adoption is proven, extending to customer-facing applications is both
smoother and safer. Gartner notes that companies piloting Al internally first show 40%
higher success rates in customer-facing rollouts (Gartner, 2024).
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5.3 Market Timing: The Cost of Waiting

Waiting for “perfect Al” is a losing strategy. Competitors are already deploying, gaining ex-
perience, and embedding Al into their customer relationships. A year of delay is not just a
year lost - it's a year of competitor learning advantage. Accenture estimates that compa-
nies delaying adoption by just 12 months may forgo up to 20—30% of potential productivity
gains relative to early movers (Accenture, 2023).

The winning strategy is to launch focused pilots now, measure outcomes, and iterate quick-
ly. Even modest pilots provide valuable data on ROI, cultural adoption, and risk profile.

5.4 Continuous Improvement: Al Performance Management

Al is not a static tool—it is a living system. To sustain results, leading companies are insti-
tuting Al performance management disciplines. This means:
+ Measuring accuracy, response quality, adoption, and business impact as formal KPIs.

+ Develop your Al assets by identifying conflicting knwowledge, knowledge gaps, policy
guidance, and guardrails.

+ Feedback to documentation from historical cases and identified knowledge changes.
Over time, this creates a flywheel effect: more use generates more data, which improves

model performance, which increases adoption and ROI. Firms that institutionalize this
mindset gain compounding competitive advantage.

6. Path Forward: Your 2026 Al Roadmap

;
Step 1: Target High-Value Design-In Segments

Focus on ripe cross-selling applicatons where Al can accelerate cross-selling opportu-
nities. Semiconductor-specific pilots:

- Sales Al for Top 100 Accounts in Target Applications: Automated Al Sales support in-
cluding cross-selling using your product portfolio, application definitions, and customer-
specific requirements

\
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.
« Support Al for High-Attrition Segments: Al-assisted case resolution for automotive,

industrial, and consumer electronics customers where support quality directly impacts
design-in decisions

+ Knowledge Al for Field Applications: Enterprise-wide search across datasheets, refer-
ence designs, and past design wins to accelerate FAE response times

Step 2: Measure Semiconductor-Specific KPIs

Track metrics that matter in semiconductor sales cycles: design-in win rate improve-
ment, FAE response time reduction, customer technical satisfaction scores, and time-
to-design-win acceleration. Measure against your current design-win/design-in cycles

and track which Al interventions shorten evaluation phases.

N\

Step 3: Scale Across Customer Touchpoints

Expand successful pilots to customer-facing applications that directly impact design-in
decisions. Integrate Al into your technical sales process, customer support portals, and
field applications engineering workflows. Focus on the touchpoints where technical ex-
pertise and responsiveness determine design wins.

Step 4: Build Al-Driven Competitive Intelligence

Create semiconductor-specific Al performance dashboards tracking design-in pipeline
velocity, customer technical engagement quality, and competitive positioning. Establish
governance frameworks for IP protection, technical accuracy validation, and customer

data security—critical in semiconductor customer relationships.

Start now, start internally, and commit to disciplined Al performance manage-

ment. By 2026, the competitive gap will be defined not by who adopts Al, but
by who learns, scales, and governs it most effectively.
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7. Conclusion

The semiconductor industry is at an inflection point. Companies that embrace Al in 2026
will pull ahead decisively, while those that hesitate will find themselves playing catch-up in
an increasingly competitive market.

The technology is ready, the use cases are proven, and the competitive advantage is real.
The question isn't whether to adopt Al—it's how quickly you can get started and how effec-
tively you can scale.

Your 2026 Al gameplan should focus on practical, high-impact applications that deliver im-
mediate value while building the foundation for long-term competitive advantage. Start with
pilots, learn quickly, and scale what works.

The companies that act now will be the ones defining the new benchmarks in semiconduc-
tor performance. Don't let your competitors get there first.

The leaders of 2026 will be those who move fastest from pilot to scale. Where will your
company be?

The semiconductor industry's Al transformation is not a distant future—it's happening now.
The companies that start today, even with imperfect implementations, will own the com-
petitive advantage tomorrow. The question isn't whether Al will reshape your industry, but
whether you'll be leading that change or following it.

Your next move determines your market position for the next decade.

Ready to explore how Al can accelerate your semiconductor operations? Contact our team

to discuss your specific challenges and opportunities.
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