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STTUATION ANALYSIS ~-T1'90
L INTRODUCTION

The following is the Sltuation Analysis and Promodonal Implications for the T1 90 Trimester. This document
contains information gathered from conversatdons with the various product and USSMD groups about the
situation facing Mictosoft next Winter and Spring. It also contains information about our competitors and &
discussion on the role of promotion in high tech marketing and in launching new products.

IL. T1PLANNING SCHEDULE AND TIMEFRAME

Planning for the T1 programs will take place August to October 15 and falls into 4 stages: Slmaton Analysis
(July), Concept (Angust), Strategy (September) and Tactics (October). Trimester kick off meetings are planned
for October 30 and 31 in Dailas. The Trimester begins on Jaouary 1, 1990, but actual programs will start at
Jeast one month later given that the T3 campaign runs over into January. The Trimester official eads on April
30, but this date will not be considered an absolute end date for all the programs in the T Campaign,

Senior Partner and Direct headquarier level sell-in takes place November through December '89. -ASRs
generally sell in to outlets in February. A more complete schedule will be communicated at the Coacept and

Tactics planning stages.
. EXECUTIVE SUMMARY
A, SITUATION ANALYSIS

The Applications division has two major challenges fof Ti: 1) launching its new Windows applications well;
and 2) preserving leadership positions for its Mac line of applications in the face of new and serious
competitars.

The Systems division has four retail focuses: 1) launching Windows 3.0 - the most significant update inthe |
product's history; 2) leunching MicrosofY's first retail DOS product - MS DOS 4.01 Upgrade; 3) promating new
C6.0 with Programmers WorkBeachy; and 4)btdldingo(ftheﬁll‘89hmchoﬁbeqew400ppiMouse.

Key issues for USSMD inciude prioridzing ASR responsibilities: Corporate Account sakesforce targetting; new
product training; fevernging New Prodoct Rollout plans; scheduling of major field activities; building on the
pilot programs for MRSS, Permancat Seminar; and RSP training/incentive; coatinuing to leverage rescller
participation in programs designed to fit their selling practice; and developing an understanding of the
outbound sales process. T1 will mean tth new anoual Terms and Condidon agreements for our Direct
resellers and trimester agreements.

Still, the single theme that dominates T1 is the possihility that key new products and product versions will be
shipping by Janusry | and the planning chaflenges brought about by the uncertainties that always surround

of new On one extreme, Word, Project and PowerPoint for Windows, PM Excel,
Windows 3.0, DOS Upgrade and C6 could ship prior 10 January 1. [Product managers bave varying degrees of
confidence about thelr shipment dates; Word for Windows looks strong for 8 November ship, PowerPoint is
- funther out because it requires Windows 3.0 and is 0ot yet codes complete, Windows 3.0 just entered Beta and
Project for Windows is still schedule for a September release 10 manufactaring.] On the other extreme it is
possible that T1 will be likes T3 ‘89, with no pew Microsolt releases but facing stiff competition instead. Excel
will be facing an aggressive 1-2-3 v.3.0 this fall and a possible 1-2-3/G launch during T1. Each of the shipping
Mac products Mmm)kwuadﬂmmuwduuminmmtathcﬁrs(_ume.
Word 5 (as as Word for Windows) could a serious threat from WordPerfect 5.1 and WardPerfect/PM
(rumored o ship in the T1/T2 timeframe).

Whatever Microsoft's new product and version situation, T1 will follow a very active fallhaliday promotional
period which will likely see aggressive and creative pr~ “ams from our comy. ttors, This high level of noise
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and activity may fall over into the post-holiday scason. The release of Windows and PM applications
dmnhmﬂymmhummmu\dmscumumcyuymwoﬁmmth:meS/Ztssues.

Finally, even with the launch of strategt nzwq:p&cuionsmdpmducu,wccmnmmmdoncdo-u:key
revenue generating prodacts during this imeframe., Those include Word 5.0, PC Excel, the Mouse and other

entry products such as Works and Quick Languages.

Mmmnoﬁmmmmdyud&mww.mdm&ﬂummyofthc
products have target markets, pelorities and oppoctunitics in common, making powerful cross-product
programs possible: .

. mmwmmmmmmmmmnmmxmwymmwmd
umngmwn.wmmmbnﬁxcd.MdlmrmonumBuﬁmmwmuMﬁm
&hmumrdbwdbymedlumbm Primary target audiences for these products arc PC

tors. .

. ammmnos.mmmm:mwmmm.wnuﬁmm
MdlumBuﬂerprpdmideshd\nocdu.

o Trial, awareness and consideration were considered key stages in the end user purchase process for the
‘new Windows spps and Windows 3.0, Distribution, awareness and RSP training arc key requirements
when launching these new products. . .

. Anw‘mdomwww‘mmsnmﬁmmm&mmﬂmmmmmmr«
instore selling, The clearly preferred w3 apps strategy for outbound is the Working Model,

. ForbochWorh;xodmu.thepmduclrocmisonhomebusin&mdmunbushm.withunmu
audience primarily novice and intermediate users in thase groups. Both products, as well as DOS, Mouse
and Winodws, consider RSP recommendation and retail merchandising the most important selling inbound

strategies.

Another oppartunity invoives the synergy and marketing integraton possible by factoring Corporate Seminars,
Road Show, pilot RSP incentive and training programs into the trimester planning process. And finally, the
1aunch of Windows 3.0, a family of Windows products and the addition of Mail 1o the Mac Line opens
opportunities for an integrated office story and promotional opportunities not possible befare,

B. PROMOTIONAL IMPLICATIONS

The promotional implications of all this ar¢ many. A change in shipmcent plans o competitive caviroament
might change how we approach the trimester, A program which latroduces 8 line of Windows apps would look

_ different than cne which sggressively promotes cusrent releases against strong competitors. Works, Mouse,
DOS Upgrade, languages and other products may have distinctly different marketing imperatives than
Windows pps - or cach other. Competitors imitating Microsoft promotions mean we must continue to seck
new, proprictary spproaches.

‘I"::;l'il Task Force hasidentified four key promotional implications which will influence T1 program
p o :

"

training and hcenﬁv«)mdbywha&ueomponemmdeha(mamess.mhne.ﬂdw.). By matching
meMoﬁxﬂmman{MMugmmwmmmmvm
objectives and.creats programs which take on the toug competition the individual products are facing.

) Amdaposiﬁvemsonformmﬁnguwpodnctsmdpmmdmhzﬂ.lsumhﬁmnsu\eﬂexmﬂiq
to “turn up the volgme" on specific programs if our product situation changes. For example, s dclay in
Wmhmwﬂmmmmmdnﬂdmm&mmwmmmmmwﬁumdwtmm
emphasis on it than we would have otherwise,

X 505640
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Pmmtbeﬁzld':pmpecdvcllisedermseﬂindbcme.Mncpmgmeg.hngmgcdhutmaﬂ)thitis
to sell-in and explzin umbeella campaigns that are 0o broad. However, we must easure we are pot running too
mmypm;rmswid\tbemnennﬂmud\eumeumewoﬁawodiffmmunodomlimwdvaona
single product at the same time. By recognizing these trouble spots and by carefully segmenting by product,
seiling practice, target rescller and tme, this can be avoidad. 'l\vopmmodonslhrmghanyonemllaatmc
_same time was considered maximum. Segmenting also calls for keeping our programs simple.

T1 is very possibly the trimester of key new ucts - Windows Word, Project and PowerPoint, Windows 3.0,
C 6.0 with Programmers WockBench and DOS Upgrade. The shipment of Windows Ward alone with allow
us 1o start communicating a Windows line story. The promotional implication of this is that promotional
mammmm'hmmﬂunwdumwmunwmm Once
kqmdeobhalmhwbmmplﬁhe&mdgmﬂamotmepmdummmmushed
(mummmmmxwwmwmmmumm New
Mmmwmmmmmux)m-mmmmmmmmumd
mde:Z)GdnnpumdbtudWonﬂ)demwmdmbushmmdmdlngotpmdnaposidocﬂng
and features with the trade and sales force; 4) Achieve demo station installation; and 5) Gain feature/display.

Cmmn«pmmdoautmhmchmgeﬁbddhnpmméwumdmpmbywmm&mot«
hmwhmﬁn;mepodﬁvdymedcmbpmm(swimnpmx The later phase of
introduction, once most of the sales objectives have been met, is the appropriaie time for initial
broad-besed customer-direcied promotional efforts. This would likely be the T2 and T3 timeframe.

These pmmodonai implications oaly relate to the ncw refeases. Our established and shipping product (such as
Mac apps) will need promotions that wark against entirely different objectives. Again, thereln lies the power
of segmenting the products and selling strategies during T1.

3. Contingency Plagning

Ship dalumd“ysumuin.yaitwouldbclmiuakewphnamajoruimmwnpdtu around “safe”
shipping products and Ignore the o 5madeposslblcbyncwmhmmde‘mdowsapps.
Segmeating the trimester by product and sciling strategy helps us manage the unknowns of product ship dates
(i.e. Entry line products allow us to confideatly plan  retail merchandising promotion). The other solution 10
thess uncertainties is contingency planning. We will establish 3 of couple product scenarios (Windows apps vs
PC Excel and Word 5.0), develop programs for each, establish ga/o go dates and monitor the shipping
:innﬂoncmfully.‘Wewillusosetexpeeudmwhhwﬁddmdmnwcomﬂmsomedmgesinpmmm
content could occur if key products ship. :

4, Flexible Start/Stop Dates

: Innddidonmmemhgpmduasmdmoﬁm,wcwﬂldsummsepmsmwwpdamsformh. In
some cases that stop date may run beyond the April 30 trimester end date. This allows us to separate the
programs in the consumex’s aad reseller’s mind as well as mect important objectives which may take several
months to accomplish (L.e. RSP training on Windows apps). If rimester compaonents are planned 10 nun
significantly into T2, we will consider them now, as part of T2 planning. This is & tactical, rather than a
strategic issue, but it is worth noting as 8 promotional implication.

X 505641
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IV.  APPLICATIONS

The Applications division has two major challeages for Ti: launching its new Windows applications well;
and prescrving posidouiaiuMncﬁneohppUadominthebeeofuewmdxﬁnuseompcdm
(the formez goal is of course compli byd’wwwem!ntyonhedxipdnmbfme?lhdompmdmu).
mu-wmamammmmmcwmgmwomuxmepcune;
mdlthntryline(PCmdMacWotb)drm&unlhepmductmpmtm More detail on specific
mpednacmﬂﬁpdm,mdsdﬁngmegymtmmmdu&dmmewm

Al MACINTOSH LINE (WORD, EXCEL, MAIL, POWERPOINT, OFFICE)

Competition: Eaddﬂzlhippinzmma(wlheomce)hhdnzaﬁgniﬁcntmpeﬁﬁwmmk
in some cases for the first time, Specifically, WingZ from Informix has launched an aggressive campaign
mhssncdndhtmdlnzhsyphouin;on‘mot&cd'smmm They arc aggressively
qﬁfﬁhgdalmmdmmﬂyoﬁma&eemdathduwuwwmwm. Claris's new version of
mwﬁmuwpdmmmmammwymwwcm|omlnumwimns.
you woa't be able to keep your Word™) Aldus {s putting tremendous resources behind Persuasion and is
m;m‘:mtmﬁmmhm Mail 2.0 will be newly arrived on the market. What
mmmmmmkmmqmywhmmxmmmoﬁadmﬁu&uwepmdmot
the Office — because each is facing a unique competitor oe sitnation.

Markets: Wad.PoquoinLExod.Mxﬂ(mdbydeﬂnhionOfﬁcc)mfoanonuncBminmmdFomm
SO0 23 their first two target markets, followed by medinm business.! Primary target audicnces for these
podmummcwdhmmmmmmmmdedﬁmfa«mhzﬂm However, cach
product also needs to be recommended by influential or expert ead users from specific departments — Word,
fmhmmqmdsmkmmmwwdngmdmﬂ\hmmmahmmwbc
recommended by graphic artists, esc. Because word processing snd spreadsheet categories are fally mature,
Waddemdmmeonccnwdwithpmchzsqmdwithbwommamm Altematively,
since the mail, desktop presentations. and intcgrated office caegorics are still relatively undeveloped, Mail,
Meﬂdn!.mddwhﬂcxuoﬁomoe(bothﬂoppyandﬂ))-mpaﬁmlnrlyconwmdwilhgemﬁng
awareness and consideration. . . :

Selling Strategies: TheanppswmnadywimoushmﬂngRSPmmmcndaﬁmasmeirhighea
priocity for inbound selling strategy. mexcepdonisMaiLwhaeawalngmcdemsudousismoswnpmum
to commuynicating the benefits of the category. For ogtbound selling, again RSP recommendation was

: oonsidaedmemoahnpumtwpwapwdmrdbwedbyscmimswwmﬂmmdpmdm
demonstrations.2 Product managers for Mail and the MS Office fck that seminars would benefit those
products most. mmmm.mmmwmnmmmymnimmh
wmgwmmMmmmthMMudnb&W
selling v

B. PC LINE (PC WORD, WORD FOR WINDOWS; EXCEL FOR WINDOWS; EXCEL FOR
(.)SIZ; P%)WERPOIN’I' FOR WINDOWS; PROJECT FOR WINDOWS; WINDOWS OFFICE
UNDL )

mblggeaqueaiuubouthew:ndownppais,obvbusly.whewu:eywillbestﬁppinginu\isuimesu.
ijeademdfa'OSﬂmscbedubdtorchbu:W«dﬁxW‘mdomforNovmbu:Pow;xPohntor i
December. Product managers have varying degrees of confidence about these dases: they are also aware of the
need to kecp everyone informed aboat any changes in the schedales. The Windows line bundie will follow the
shipment of Windows PowerPoint by at least 6 weeks. .

1 Mxﬂhanlargerhmhmxhhgmld-dmdwﬂmmuapwlngmdmemuka.

2 A noble exception ks PowerPoint’s (and to some degree Mail's) preference for the working model
distribution. .
T1°1990 Situgtion Analysis 8114:89 Page 5
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Competiton: It is critical 10 launch our new spplications well, Although many of the spps will be new, all will
face stff competition from the market leaders in the character-based world ~ especially Lotus and WordPecfect
— who will almost certainly be releasing new versions during this period. Between our new releases and theirs,
h promises 1o be & fairly crowded marketplace by early 1990 Specifically, WardPerfoct 5.1 is cxpected o ship
this fall with & new interface (drop-down menus), mouse support, and link which will significandy
erode PC Word $.0's current festure advantages. Al this point WordPerfect may be shipping as much as 70K
units & roonth and is the leading competitor for all cur word processing prodocts; an 0S/2 PM version of PC
WordPerfect is also expected for first quarter of 1990, and & Windows version is expected possibly by mid-
year. In sddition, Word for Windows will face Ami Professional — a souped up version of their original entry-
level product - which is expected also during this same period.

Excel will continue © fight Lotas’s update releases 1-2-3 v2.2 and 1-2-3 v3.0; but in addition Lotus’s PM
produxct, 1-2-3/G, may also be released by early 1990, We know of no plans for Lotus to release a Windows
version of 1.2-3, Excel for OS/2 will aiso be confronting WingZ for PM, which will probably be a very
graphical and exciting version of their Mac product. Among desktop presentations, Lotus Freelance and
Harvard Graphics (both character-based applications) are firmly eatrenched (sccording t0 GBU, Harvard
Graphics sciis abowt 10-12,000 unit¢/month), and Win PowerPoint’s Initial task will be to convince people 1o
mﬂd&ammm In addition, Aldus may have announced or shipped its Windows version of
uasion .

Markets: Every product manager rated Fortune 500, Large Business, and Medium Business their top 3
priorities in that order.3 Since these are primarily new products, trial, awarcness, and cousideration were
eonsldu'odbymgcsmmemdmpmmm‘mccmdommmwmmw‘mEmem
stress consideration, evaluation, and purchase. Until WordPerfect $.1 ships, PC Woed needs to be consistently
evaluated head-to-head against WordPerfect, where Word can often win.

Selling Strategies: The Windows spps ali require presence oa the demo stations, and (or possibly to develop)
RSP recommendation for Instore selling. End user/inflnencer training s considered less importang; retail
merchandising least important of all. The clear preferred strategy for outbound Is the Working Model, which
ranked either number 1 or 2 for every app (for PC Word this was substituted with an sutodemo). Seminars
were also considered effective; it was suggested that seminars with the working model as a takeaway would be
a good combinations. Endmnhhgmdmmmmmﬁmfonommtbomdsdﬁnghcoﬁdaed
much mare important for these applications than inbound. The Warking Model was also considered an
cffective strategy in Corporate Accounts. Beyond that there was no significant distinction made betweea
famﬂbweﬂmudmmawm.mmwmhwwmmwﬁq-mm
considered equally impartant and fundamentally quite similar strategies.

C *ENTRY" LINE (MAC WORKS; PC WORKS; FLIGHT SIMULATOR)

qubothWorhpod:cu.lhepmdwtocusismhmnehxﬁnmtpdmnmdmﬁmmwxetm,
primarily novice and intermediate users in thoss groups. Trial and evaluation are less important stages in the
mdmpmduﬂngml«mexmmmcwmumnymmmnﬂmmuﬁma
computer ~ therefore the assumption is that awarensss leads fairly quickly to purchase. Both products consider
RSP recommendation and retail merchandising the most important selling inbound strasegics; and scminars to
small besiness important for cutbound selling. Inbound Is coasidered more important than outbound for these
products. A major goal is to increase the number of SKUs cach outlet carrics. .

D.  CONCLUSIONS

Opportunities: Obviously..lhedwmthy for T1 lies in the Wia apps: if some (or ideally ail)
of the Windows apps are shipping, we will be able o 1l a convincing Windows line stary for the first time,

Risks . 4
‘1) Ship Dates: We will persist in working with unknown ship dates for a targe part of the planning process
for this trimester.

3 An exception was Project, which puts its cantacts with Aerospace ahead of Large Business.

T1'1990 Situation Analysis 814189 Page 6
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2) Mac Appe Although launching the Windows line is clearly impornt, between WingZ, Persuasion, and
Clarky/WordPerfect, our competitors on the Mac side are gaining momencum. There is significant risk in
ignoring the Mac apps duding T1.

3) Noise If all (or even mostl) of the competitive products that are ramored 10 ship during this period in fact

do 30, we will have a very crowded marketplace
to v. 22 and v, 3; PM WingZ; Ami Professional; Aldus Persuasion.

~ COW and PM WordPerfect; Lotus 1-2-3/G in addition

E. APPLICATION INPUT FORM SUMMARY

COMPETITIVE ENVIRONMENT

PC Apps:

Product

Ship date

Competitive environment

Other

PC Word 5.0

shipping

PC WordPerfect 3.1 probably will
be released, with with & new
interface (pall-down menus) and
mouss support.

PM Excel 2.2

October 1989

In additioa to 1-2-3/C and 1-2-3
Relcase 3.0, Informix may have
relcased iks PM version of WingZ
which will be a snazzy product

Win Excel 2.2

Lotus 1-2-3 Release 2.2 (minor
upgrade); 1-2-3 Release 3.0 (major
upgrade); 1-2-3/G 10 some degres.

Runtime Windows;
Windows 2.01

‘Win Office

- minimum 6 weeks
Win PowerPoint 2.0

PowerPoint, plus

Requires Windows 3.0

December 1989

Lotus Freelance and Harvard
graphics are selling very well, and
can run oa older machines. Aldus
Persuasion will probably ship its
‘Win version in early 1990 (unclear
whether Aldus’s product is Win 3
oaly or not),

Requircs Windows 3.0,
No runtime .

Win Project 1.0

October 1989

SuperProject from Computer

Associates, particularly aggressive
in retail channel.

Runtime Windows,
Windows 2.01

"Win Word 1.0

November 1989

See PC Word sbove. In addition,
WPC may have announced oc
Professional from Samna (a full
featured GUI word pracessor) will
also be shipping.

Rantme Wind
W'mdowtz.m.

T1'1990 Siwadnion Analysis
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2. Entry Line:

Product Ship date Competitive environment

Mac Works 2.0 Shipping Mac Write II (sce Mac Word sbove); WriteNow;
FileMaker I

PC Works 2.0 Shipping lae Sept Farst Choice — probably & “line” promotion with
their other “First” products, and possibly a new
version, ] )

[FiightSim 4.0 September 1989 F19; Falcon AT have stroag in-stare presence

and may have new releases.

A Mac Apps:

[Product Ship date Competitive environment .

Excel 22 shipping Whmmgmatmwhwwymm
reseller channel, with an aggressive $99 “upgrade from Excel®
program. ‘Lesser threat from Full Impact,

Mail 2.0 8/4/89 TOPS + Inbax poses threat at low end

Otfice Thipping Mo competitive prodects — oaly powential canmibalization of Word and
Excel sales.

PowerPoint shipping Significant ongoing pressure from Aldus Persnasion, wha are

. dedicating lots of retail sales resources to this product.
Word 4.0 shipping Claris’s MacWrite {1 has launched a specific campaign against Word in

the dealer chanael, fncluding in-stoce materials and a $75 upgrade from
Word. Major new versions of FullWrite and Mac WordPerfect will
probably also be released in this period.

2. Financlal expectations * for Jan-May:

Product

Flight Sim

Mac Excel

Mac Mail

Mac PowerPoint
Mac Word :

Win Excel

Win PowecPolrt
Win Project
WinWard

Unlts Dotllars (in 000s)
41,000
52,329 $ 10838
16,328 1,820
18,700 3452
50,000 nfa
33968 5.626
10,000 , n/a
1,100 0/a
n/a n/a
36,000 5670
65,000 4875
10,000 nAa
50,000 nfa’
21.000 4,856
7211 2,607
51.100 10,250

*Figures according 10 Apps Input forms

T1°1990 Situation Analysis
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IV.SYSTEMS

The following section outlines the situation and marketing pricritics for the Systems divisions key retail
products: Windows, DOS Upgrade and languages.

A.  WINDOWS39

Microsoft Windows 3.0 breaks through the barriers that have hobbled Windows in the past and represents the
most significant, update in the product’s history. New [eatures include:

Protect mode memary management that breaks the 640k barrier
Enhsnced interfacs .
Eagsy, graphical sctup program
Enhanced andfor new ududeundnpplcu
Shmeuzo(munhgdemdwuppﬁnm(muMmpeumlpps)uwdlsPMmmtbe'rl
tumeframe could also mean significant changes to Window's sitation.

On ane hand the shipment of Windaws apps and the continued acceptance of GUT reduces the complexity of
the Windows message. Ondteomerlnnd.kws like 286 va. 386, package product vs. runtime product,

Version 2.x vs. Version 3.0 and Windows 3 vs, OS/2 creasc an cven greater communication challenge, We do
wmtmﬂmndmbetblewcla:upthawnfm Eduction will have 10 take place between
Microsoft and the consumer.

Windows marketing imperatives (as they relate to trimester campaign activitics) during this umeframe incinde:
+Position Version 3 as s new, break-through product - cutting lose from any baggage of the past
*Gain immediate resclicr swareness and distribution of Version 3. Begin to position Windows as 1 “class”
of products, supporting this message with the significant new Windows apps which will be shipping.
-O:mmhammuﬂedhuabynpgndmgummmeumdmmeWmdowownmspowbk
sSupport ISVs through cross promotioas
«Expand the Windows users base by 1) converting “shelfware® product owners (people who own but don't
nscWindcw:)de)by selling the package product 10 new customers.

Wmdawshns sevenlmnten mddxﬂ'mob)ewvw foruch. lnorderd‘momy these are:

Mmmmdeswmebemﬁudmmmncy nownmdwmhutbeym’tusmgmu
W‘mdowsmdmueisvalucmmepnchgedpmduamdbeucﬁtsinthecmwmﬂmmeymnu
currently getting, Awareness, educatioa and a yery simple, easy upgrade path are key. Ouwr méssage o
runtime owners would be even more credible if we had the support of their application suppliers.

This groop will upgrade readily providing we can get the message out to them and reach beyond our
registered awners base. The goal is awareness,
#3 "Shelfware” Owners

This group of custamerz owns Windows but doesn't use it. Many may have received it as part of a hardware
bundle or promotional bundle. Some have never opened the box; others have tricd it and had 2 bad
- experience with it m;oal:sloguthkm:pwmvaluwunpmdncthmlAwmes.
education and trial are the goals.

#3 New Users
This group can be divided into two subgroups: 1) Enthusiasts/Power Users in large corporations; and 2)
Small/Mcdium Business people. The Enthustasts/Power Users are already sold oa the value of GUL They
MbuMWVmsnmmmmmadbbchnmammcyaany
purchasing it. Awareness/consideration are key, Small/Mcdium Business users are the computing
mt‘momlsmdwcompan!u. mymandons,xdyonmdlmroudvlcemdm'tmo:dmmake

. parchasing distakes. The goal should be 1o seil the value of Windows package product itself without
discounting the value of the Windows systems message.

Windows 3.0 will be supported by strong PR and advertising at announcement. Ax entirely new Windows
idendty will focus more oa the benefits of e package product than the concept of "environment™ There are

T1°1990 Situation Analysis 8114189 Page 9
. X 505646
CONFIDENTIAL



also plant for an aggressive and extensive upgrade program, possibly extended to runtime users &nd involving
Isve

Windompmmmmdpmmoﬁonsshmﬂdbcexwudab{ctoISVs(i.e.aWindmappsdisphycouldbe
extended to include ISV apps).

" Broad channel distribution is not an immediate problem for Windows. Reseller challenges include getting
r&ﬂmmmediasimlOmaicklylndhdpiugd\cmundmdmvfmdowsiu’clm‘ofproducu—
distinctly different from DOS character spps. :

B. DOS UPGRADE PRODUCT

The Microsoft MS-DOS Upgrade product will ship in December, 1989, This is the first official upgrade for
MS-DOS 4.01 and is targeted st the installed based of spproximately 20 million users of MS-DOS Versions 1x
0 33x, mmkedngoppamkyhlisniﬁammoMymofmedudlhemmhubeaueOEMs
cuxrently do & very pooc job of upgrading their DOS insuatied base. Note: this Upgrade product is nota PC

DOS (IBM) upgrade product.

A few of MS-DOS 4.01 key features include:
Improved support for large hard disks and Giles
<EMS support
«DOS Shell )
Important features specific 1o the Upgrade product include:
«Popualar DOS Utlities including Undelete, Safe farmat, DOS command line edit
sMicrosoft customer support

‘The Upgrade product's target markets break down as follows:

. Corpochmmu-DOSUpgndcpmviduasinglepmdmvsinglcmcco{mppmfmanmwcm
systems within a corporation. ’

« Power Users - These people are mare fikely 10 update their system 10 squeeze every bit of functionality out
oftbdrl'nrdmmdwillbcmostinLacswthUP'ssuﬁpmforlaIxchuﬂdiskﬁlu.EMSmd
performance improvements. .

. lmzmedinctbm"mescpeoplcuse'mdrPCsmamgularbulsbmh:vedou'thavememmhardm
and the Latest version of DOS. They will be mast intecested in upgrading o protect their hardware
investnent via 4.01's suppost for networks, more advances apps and large disks and files. They will also
appreciate the DOS shell and help. -

] Ngvhevm-'l'hlspoupemddbemmofmsnlwpumntmmwoduaﬁommmmdmy
g:i;;b;yn‘stimz.x. They will bencfit from the DOS shell, hefp and case of installation.

. usinesses

PR will create awareness (and thus demand) for this product among Power Users and Cocporations. The Task
Facemgxatdimnmmmaybemothagoodwaytomdluﬁsmdomernos targets. Because the
hﬁmcdimUsumdNoviermdoanouypiaﬂytudlndepubllamns.PRwillnotbedfecdvch
creating awareness foc this segment. ﬂﬁspwpkbmwhﬂmghmmnuﬂwchandisinzsdviﬁe&

I?OSUpptdewodmtwiﬂmdd!ﬁxbudommﬂammdaﬁs‘bhmuﬂmh the T1
timeframe. Becaase there I a strong market for 2 DOS upgrade, the reseller will be able to move large
ﬂumdmmvﬂedwmhhmdﬂawmdqmdmmmmmmm-wsm-
'DOS issue simply o0 the customer. Finally, a retsil challeage will be casuring the reseller positions this
product as DOS - not simply as a DOS utility or DOS shell.

CmentmmmiutiouplmMmawmwaﬁpm.fmmdbmﬁtmwadsﬁda. A
dh'eamt.rhthgcampnignwinbelmmchedlovudduhnuksmp:pimwme:himto(dwpmdm
$25,000 has been set aside for sample product 1o be freely distributed via ASRs. There are also plans w0 ship
the product in 6 unit pre-pack displayers during the first three months.

DQSpoductmaketingupmcsedcomemaboulusingdwpmductsa'givcmy'dmingiumtmbecm
this could lower its perceived valuc.

] . k3 4, P 10
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C. LANGUAGES

'Ihehnqng_odivhiouqudnctpﬁodd@ for the T1 timeframe are:
llptpgt_y-Cﬁ.O.mmM..ASM(xhlppmgbyOch)
#2 priarities - QuickC, Quick Pascal

Cuahyﬁmmmdmmm and beczase Version 6 inciudes Programmers WorkBench —

development cavironment which provides the benefits of GUI (windows, pull down menus,
bom)uwellubeneﬁnmﬂymimdmmmopenldum (wodking with multiple programs,
DDE, cousistent interfaces), Programmers WockBench suppons Microsoft's vision message and indeed Is the
beginning of an integrated enviroamentsystem message specific to languages. Through Programmers
‘WorkBench, we hope to redefine the standards by which C compllers are cvaluated by basing that standard on
increased productivity, not just features and speed,

C is currently a "bot” language and the market is growing. This is panly the result of migration from other
languages, including migration to 336/05/2 enviroament languages from mini and mainframe based languages.
C‘:urgah;mfemmwnmm found first In large corporations and medium sized businesses and-
second in small businesscs o consultant businesses,

O6 is sold primarily through Egghead, direct marketing resetlecs like PC Coanection and Cocporate Software
and language speciality resellers like Programmers Shop and Programmers Connection, C receives linle
benefit from traditional mmwmtammdmuammmmcmumm
define and target Version 6 is a more likely candidate for “outbound” direct marketing and seminar activities.
The *integrated development environment” message could find a nice fit with a larger Microsoft system and
SrRtegy message.

‘The Quick Languages receive second priority only because the CS challenge/opportunity is so important.
Quick C and Quikck Pascal may ship hew versions in the T time frame. [Our expedieace from last fall's retail
promotion indicates that Quick Language revisions during the middle of the trimester would cerainly impact
memcwofmyreanmmdon.stnpdamﬁornewvexﬂoasonuicszﬁQdckhsul will need to be
. monitored closely.] Quick Languages scem to be promotion sensitive (based oa results of the 1987 Christmas
Rebate, Buy-One-Get-One-Free and Quick Pascal Intro peomotions), Although they are a secondary priority,
’ chkpmm have traditionally plugged into retail merchandising activities easity and effectively.
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D. HARDWARE

September 1989Bu\eexpeaedshipmomwncwmausonmusc4oommsedesIndudes six SKUs,

ing Sexial-PS/2 or Bus versions bundled with Paintbrush or Windows 286; and Business § Packs for
Serial/PS/2 and Bus interfaces. The Microsoft Mouse and EasyCAD2 SKUs are being discoatinued with the
launch of the 400 serics. :

The new Mouse features majoe hard wace improvemeats, including:

-higher resolation (400ppi)

-all Serial /PS/2 electromics combined together inside the Mouse

-ingle worldwide driver with accelerator algarithm (mouse accelerates across screea as you move it more
qvkﬂl) :

~new for OS2

-Paintbrush 4-¢atirely new version, with 256 VGA color support, context seasitive help, etc.

These new features place the Microsolt Mouse in a leadership position. Already, the Mouse cnjoys award-
winning design which is oftca imitated and serves as the model for all post-1987 designs, With the move o
mppi.kodmtheﬁghmmoludonofmymouse.mdmesubdcwdmkdimpmuwm further
enhanee the fee! and movement of the Mouse, The SKUs packaged with software are excelleat values-- foc
Windows application users: the new Paintbrush version for paint users; and the Business § Pack for significant
savings without additional software offerings foc multiple purchasers. There will be no new package redesign
or visible exterior design changes in the Mouse itself to distinguish it from the earlier versions.

Growth rates for all mice have exceeded 40% a year for 1987-1988, and are expected (o increase as Windows
applications proliferate the market. (Only 18% of PC Installed user base is curreatly udlizing mice.) Key
compettion for the Microsoft Mouse, which tn 1988 had 2 41% domestic mousc market share, includes
Logitech (27% share), IBM (9%), and Mouse Systems (8%) for the single-pack mouse, Of particular concer is
Logitech. Logitech competes oa pricing (always 10% below ours); bundles a DOS Shell utilicy rather than
Paint software; and by extensive redesign of their product and packaging. They also have excelleat distributor
relationships and compete heavily via extensive merchandising/advertising.

Key Problems/Opportunities:

By T1'90, the aew Mouse will have had a six moath introductory period 10 initiate the message that "all mice
are not the same” and begin establishing a clear supériodity message. The key marketing goals arc to:
~communicate new design superiority, partcularly in relation to Logitech mouse.
-increase depth and beeadth of distribution of alf SKUs

-increase awareness of the business 5 pack

MvadsingmdPRforﬂeSedamﬁuodmﬁonmscheduledmosthuvilyinlhemwithplmn!so
calling foc 2 sweepstakes overlay to occur simuitancous o the T3'89 campaign (during which the Mouse will
nodnmudedmppatymummmmpaiﬁmhdw«mmuﬂmkﬂshmduﬁngmm
of-yeas selling seasoa, the T190 campaign marketing goals for the Mouse may remain the same a5 in the initial
introductocy period, with the possibility of gamering more mindshare for the Mouse during this trimeser.
There may also be substantial opportuaity to tie in with the Windows applications message, as the proliferation
of Windows apps will positvely tmpact Mousc sales. Version 6.0 of C also supporis the Mouse.

Key targess for the Mouss inctude all PC users, with an emphasis on mediumitarge business decision-makers/
influencers. For the Business $-pack, primary target scgments include volume purchasers, -from Fortune 500
sccounts 1o small business and education markets. Selling strategy for the Mouse includes dealer
mommcndn‘nmfotmeM«muputofauﬂ'sysm‘.?«mesmmm:ecmendanonsw
Corporaie accounts will be key o sales.
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E. SYSTEMS INPUT FORM SUMMARY
L Product Overview

Product Ship date ituation Overview
Windows Dec 89 tioned A8 a new break-through product. Want 1o gain immediate
base by upgrading Win 2.x and run-time owners. Support
SVs through cross promoticas.
Languagea Oct 30 udes Programmers WorkBeach, Supports Microsoft's vision and is
C 6.0 beﬁnnhgpfmiwmudmvhmuﬁhﬁlqnmﬁnsespedﬁcm

guages, Pmsﬂynummuzbdmnurkmngmdlm

%&kc. sible pew
Quick Pascal versions fa Tl

Hardware Mouse ISept 89 Newhlzharmluﬁouofmpplmommemamo&b(mm .
. Jeadership position for both design and technical performance.
DOS 4.0 Dec 89 Currently OEMS do a poor job of updating DOS owners. Updates will
Upgrade only be available for MS-DOS owners. PC-DOS owners may update
. phrough IBM. )

2. Finaocial Expectations * foc the period: (Jan-May)

Product Units Doltars (in 000's)

DOS Upgrade 85,500 3,579
Mouse 187540 19,181
Windows 30 204,100 ) 24,506

*According wo Product Management input forms

VL USSMD

mnmmymmwmmumdmbccomiduedinmedewlopmtdu-ime'smresdu
pmms.'mhdudedlm’bpdomﬂeummmdm.vaﬁwmbdubamﬂmdmedlm
btphen,membdmmmmmdlmmdmemhdpmmmdpmmmhmmu
software products. \ : )

A. - DISTRIBUTION MARKETING - STTUATION AND PERSPECTIVES

Af Windows applications (exctuding Excel) are available during the T timeframe, the number one objective of
the distribution group will be 1o obtain quality distribution of product. New product rollout plans will be .
developed in conjunction with both product marketing Mmemmsmnobuindimibudmmough
directs and indirect resellers. Thmphnswinbermalimdmpmdua:hipdmsmdecmhed.morderw
reach product objectives, new product roliout planstedevelopedhconjmw&ouwiﬂupwdmtcommunicaum
plans developed by corpeom.

During the launch of the Windows
seneratine annitom? unonace

aprlication products, it will be critical that we not abandan current IEveniic
* dw X ons Of . In addition,
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attention needs to be devored to malntaining distribution and sell through of the Macintosh products, the eatry
level products, hardware and the language products. Channel inveatory lovels of existing product will nced W
be closely monitored o insare sell through afier the holiday seiling season. All this will help us achieve
USSMD profitability goals (20% pre-tax profit).

As with each trimester, Distribution Marketing will develop snd communicate trimester T's and C's to dircet
and senior partner accounts. lnlddhbmdm'ingdﬁldmehme.dmclmnlamuwmbemviwdm
preseated. Durhgdwuenmmmthupedﬂcchmgesmdmodlﬁuﬂaud&cu&lngrcde:mdm
snnual agreements will be discussed. Because the trimester campaigns are closely ticd 10 the presentation of
these agroemeats, significant changes (o these agrecments would impact: -

1. Number of direct and senicr parther promotion commitments

2, Amdvmdpuﬂcipaﬁmhmampdpﬁz.ifmtbhwﬁdpﬁmkdimwmdlmﬂ
rebates are reduced to all classes of rescllers)

3. Time available 1o present and communicate the promotions.

qu&uﬁudwwwedvmwwwdmomdmmnmmpdgmhwasﬂw
Mm“mymndlﬂmﬂwvimmmdmnuparﬁdp‘dmwoumeirnninzpncﬁces
who may or msy not participate in both promotions. Since the T3 ‘89 in-store jon ends Jan, 31st, the
optimsl months for an catry level product promotion for T1 sre Feb-March, Windows products will be best
mnowdinmmwoduahuquamydimﬂmﬂmhmwcdmd!m

Distribution Channel Objectives .

- mmmmhmmwwwwwmwnMMmie,mmm
mall, merchandising and demoastration stations,

- Continue to leverage the trimester program design and implemeatation process yet allow for flexiblity to
react quickly to Windows applications availability. :

- ‘I‘hmu;hwmmm«wmﬁnun-mmughofspeciﬁcpwmumwedbyhmﬂ
market share (Dmiwmwnhndmmmtmmgmauingnpplkaﬁonskxwindmpmdumwhid\
will be much harder 10 sell) .

- 'm:on;hindimmﬂninampeunﬂmmdlnmn]eso{mmmmmmc
products. Increase distribation and sales of entry level products.

- Wmemdakduﬁnmxﬂ-mmwmmeopmmhmdhmimﬁm
and differeatiation. -

- A?s:mdlasinlcvmgingmarkeﬁngfmtopmmmhﬂcmsoﬁa\mpdgmtocndusaswsdmulatc
sell through, . .

Ingddiﬁonmmeﬂnﬁviﬁu.wnmfmexecudondwudim%mionmarkdngmmsoccming
mrtmmuhmza&mmmmmwmmmmmmm
components). Alsowcmdmemdevebpmundamdin;ofmcombmmdnksprmhﬂudhudwmko{
the indirect outbound sales rep 10 smallimedium busiaess and development of outbound oricnted
communicatioa and salcs 100ols for these RSPs. .

Targetting -- We want 10 continue 10 develop 4 core group of resellers who take sdvaatage of the trimester
campaigns, Specific resellers should be identified 10 participaie In the demo orieatcd promotion to meet
Windows product objectives. l!pom‘ble.mzetinﬁmmuloubomdnmulmaﬁumbusinmm
upgrade to Windows applications from Microsolt and competitive character spplications.

B. FIELD - SITUATION AND PERSPECTIVES

The key field issues for T190 inchude pricritizing ASR responsibilitics; Corporate Account salesforce
targesting; providing adequate training on new products; and scheduling of major field actvides, Annual
account contract agreements, as well as Tl Tdmemeomwmdpmmodmamenumusgﬂlbesoldin
during this timeframe as well,

Schedrding: Several issues will affect scll-in of the rogram. The T3 promotion will be running over into the
first month of the T1 progra:; 1a-ingmisﬁnuAS.:swillbeinvolvedeRSSminmuwll as product
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training/store visits. thingwiﬂnoodmubimowuidalﬁonﬂmasmwﬂlnotbcavaﬂabh for bricfing
on:hewnpniznascu-inwmomu\mﬁlwlyFehwy.DepeodduuponmexheduﬁngofmcRoadshow.
xn'hmybeputbedbackcmw.hmdmmwmmmuhiﬁzuypmwdmme
field on October 30-31 10 allow adequate time for the field to sell in both anaual and T1'90 Trimester and
. Becanse programs may not be solidified this eardy, thece may be the need to present
wmeﬁcu.mdnnowdwmbpmmﬂexibkopﬁouwmmdqucm.numm
towhkh'rsmd&diffaﬁunmepiaywvdndsohlvcanujalmpnmu\cmu-inpm

Inmey.dowAcmtnkd’mwﬂlbemoving&mmaﬂmlmgemd
“named accomnt” process. Account Reps will now have specific accounts on which they must
concentrase; this may have an mpommhsmecmwmsscmhmumemwwﬂl
wlnnsa'bublewuﬁﬁzem;uadmxa:dphn‘omoflhwumhs:wwpu\emwunmd:mciﬁc
unmdeuhahmBMdlmﬂmdemedmdim.O«wmAamm
wﬁﬁhwm&bﬂmMnmevedymhmdudepWMmdumhﬁmﬂ
profits brought in from the two types of accounts.

There are no addidonal ASR allocations planned for 1990. However, the geographic
Mu&nsﬁydﬁhhdﬂnmmuwﬂmmawmofwheachrcgion.
Thismdymyalsoknpmmwl@demmmsmmwm

OnednnlugumdcipawdisuufaﬂWwiubeASRWwidmmaddi&oamthcsm\daxdPmammnnd
account management responsibilities, the T3 Trimester increases ASR activity with the overlay MRSS pilat
pmpun.lmusmniscxpmded.od\aASRacdviﬁawiuneednbccmbackorASstillneednbe
mlievedofmnmpomibﬂiﬁnﬁecmmteeﬁngkdmﬂkxmmmhﬁmﬂwmﬁmnm.md
additional respoasibilities will dilute their overall effectiveness with accounts, When overlay programs such as
the Roadshow are factored in, the realistic level at which ASRs can perform must be considered. This issue is
oompomdcdifwecansidenhnsomcmxﬂaswbodon‘uypictlly:mciveageudulofASRsuppomhmugh .

trimester programs (Nynex, Entre, Businessiand) may be key resellers to target with our new Windows apps.

Ancther key issue is ASR bardware. CnneuﬂyASdeonmﬁlhveadequtchaxdwmmhandchindows
apps demonstrations well. .

Finally, a key issoe {or the ficld is communication. All program planning and requirements must be clearly
mmmlcawdlnheﬁddsoﬁmd\cyanndequatclymmmdwmm:uhcmanatevel ’

Training: Currently, only two days of quanerly product training in cach region arc scheduled for ASRs (during
late September-early October) . All hands-on training is seif-administered with training modules. If the
Wmdompmdncummlemedindmembefamdhme‘rlwmmm.mmmaybet.heneedfor
?ﬂm fameASRs.puﬁculaﬂyifASR:uchvohedin;immimrslniningon the products
or es.

RSP Training and Incentive Programs There is currendy discussioa in the US Markedng and Application
mmmmmmummmmmmmdnmmmmmhmm
timeframe. nmmmmmumummmmﬂarwmmemnof‘rz. The
mmmmmhh&kwpwwmmmbmmdmmum .
impactful materials and incentives. mmm&nmmwu!dhvemegmlddhcdymwrdmh
- product sales, as compared 10 rewarding for training. Thmewopmmwpuosmdmmlhwhdm
mﬂmmmwhmymmmmmmmmmsmW. Judy
Chase is curfently working on the RSP incentive program.

Road Show: An RSP training program may include another Microsaft Road Show. If s0, the Road Show
wﬂdpmbabl’yuhepucedmmmeﬂpaiodmdhweﬂgxﬁfmxinpadonourmeﬂmmdﬁeldaks

force. Amajanurheﬁng/uﬂningevemlikemiscouldbclcvcngedwdlbyancwWindowuppucadmﬁm
and be used as the kickoff 10 a strong in-store ASR driving training program.
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C SMALL/MEDIUM BUSINESS MARKET

During FY'89, Microsoft developed, tesied and rolied out programs for the legal and scoounting vertical
markets, focusing on Micraeaft Ward and Excel topmviduuunuﬁonmlutiauspedﬁctomhdumln
the final quarter of 1989, vertical market interests were expanded o include medium/small businesses in
poenl(deﬂmduthueh:dnmwilhmderlOOOemployeu).u:hisixrapidlyprovtngwbeou of the
largest potential markets for personal compuiers, :

The legal and financial markets will contine 0 be targetted with Microsoft Ward and Excel, not only because
bmpodnbupwidewmﬁmod\ﬁmucpedﬁcwhwudﬁnmbudmbxmxmmmutawm
kzyhﬂuuﬁﬂmk:boﬁuhdm(cmmwubwiﬁmmmmwyﬂom.m
small/medium scgment represents additional opportunities across all of Microsolt's application For
‘nmme.Wuhhidulfaﬂnmﬂbuﬂmmnwhouedsabm&hnppﬁuﬁon:wmmmld&r
powerful word processing and spreadshect capabilities fundamenta! to all small, productivity-oriented
mpnie:hbﬁuwﬂﬂﬂapwidaﬂpufeﬂphﬁmfanmummﬂmwwdnnmedim-
mm«m;m“mdmmuwwndyhp‘uﬁwmmhmecamntof
awdo(ﬁcududon@mmdeuVARummwuinumﬂm(mmmume

During the T3'89 mm.apmmmmummmwusmﬁmmmm
will be rolled out and focus on solution-orlented seminars featnring Ward 5.0, Excel for Windows, the
Micrasoft Office, and Microsolt Works (PC and Mac). This program will be offered in conjunction with our
indirect resellers and aimed nmvwimbuﬁnmmd-nmAmofmmamchmj&umdso
mden\nymqndmxdwd-mexnudsmdumﬂamduﬂbewmxdmbamdmuﬂmwhomaaivcly
scllinglnnnnl]lmedinmhsinca.ﬂowcva.d’csemultswillnotbeavailabkindmemhum'rlw

planning.

‘Ihekcycmuenga(otﬂ\e'rl‘)O‘rdmudwylda:etoﬁacman/medinmhshcsscgmcm.lhen.willbe
t0: 1) begin processing infocmatan from the research being conducted 10 snswer questions regarding how
outbound accoants sell, and determine what other outbound sefling options are available to us to target the
gmall/medium business end-user, and ; 2) rollout the MRSS series. As ASRs are currently respoasible for
pmmimplcmenuthninmdr!ndhectwqmm:s.lbdnblﬁqlobee!!ecﬁvehthisapacity.thcirbandwidm.
mdeWmemummmmywmdmwmw
pmductbcusdnﬂngmc'nTdmeaa.UWMowappﬁqﬁmsbewumcmtuhme.hmuabe
daumlnedhowmdifth&plodtmmbelnwmedimolhemssmnthcywouldlikdquulm

. amﬂveﬁdd«ddnﬂfa“kmmﬂmmwmwmmwmwmmmm&

(cansultants, ISVs exc.). :

D.  CORPORATE ACCOUNTS
mkzycupmmmmmarhedngmlmxddﬁawinubplxed:ﬂuﬂ timeframe. These

L WM'&'MMMMWMMMWNMh
ACAR:Ioputonqmnhﬁcmsdlxmimu'mm‘umﬂudqnmofmomcmu

2 mﬁmﬁmm&wdqldaymmuaawmbemmuwmbddedﬁmmﬂuﬁn
Forune 200-300 com panies. kwlmmmumdcvcbpmempwmmm :
futures and current spplications. !t,maybehdddxrinxlbemﬁmeﬁweuthckmﬂukoadsmw
(February- March). . .

3. Suategy Briefing Tour, This small, round table of Microsoft executives and key corporte account
executives will take place again in March or April and likely be in 8 - 1Q cities.

4, sxmmsmﬁmn.TheSyamthbnw:pmmmﬂmmmemedmeﬁameume
Carporaie Account Seminars. This cvent will also target Fortune 500 technical decision makers.

E PROGRAMS

In addition 10 the specific product and USSMD objectives oatlined in this document, the Programs Group must
also take into considerstion several other key arcas when planning the T1 Trim: der. As we move towsrd an
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increasingly sophisticated marketing environment, we are working toward fine-tuning the selling practices that
we utilize, and ensuring that our programs:

1) take into consideration all other concurrent Microsoft communicadon programs, such as advertsing and PR;
2) provide superior advantages over competitive product promotioas; and 3) provide the 100ls necessary 0
mect short and Jong-range product objectives. .

“To this end, we have included a brief summary of the role promotions should play in inroducing and
sustaining Microsoft products, as well as a brief overview of the communications and competitive framewark
10 be considered in the T1 planning phase,

L ROLE OF PROMOTIONS

In General: The role of promotioa is 10 modify or influence behavior. Whenever we have a behavior we
would like o influence (sales force, trade or customer) promotion can play a key role in accomplishing this.
Any promotion has the following chamacteristics:

* Itis atemparary offer, Depending on the objective, the time period could be as short as a moath or two (c.g.
a customes incentive) of up W a year (c.g. an RSP frequency program),

» It affecss the pockeibook. The offer cither adds value (¢.g. bundling, free training, free merchandise) or
subtracts from the price (c.g. rebates, cash discounts).

« Jtresults in action, The offer motivates. The customer must act pow 10 receive the beneGits.

In High Tech: Overall, promotion is more complex in high tech than ia other industries. High tech is
cheracterized by highty segmented marke1s at both the trade and customer level, and high tech product fife -
cycles are shorter than in most industries. Thas, promotion objectives are many and varied, and they need 10 be
accomplished relatively quickly. This complexity requires what is essentially s matrix oc “cell” approach to
promotion, with each cell focusing on a prodoct objective specific 1o a pacticular channel and target sudience,
and each cell requiring a specific delivery mechanism (or selling practice) which addresses the needs of the
product given the unique dynamics of the cell.

Due to the complexity of the product in high-tech, just as in high-ticket durable, there also exists an cvaluatory
phase between product awareness and product purchase. This phase may only last 0as bour for some
customers (¢.g. the amount of time for a hands-0a demo), or it may take several moaths (Jearning the
competitive products, reading reviews, seeking influentials’ opinions, etc.). Promotion can play s key role in
expedidng the customer through the cvaluatory phase by disseminating information/achieving recommendation
from the trade, and providing product informatioa snd incenting hands-oa experience.

In New Products: In gederal, promotional effons in the early introductory phase (first few months) are maore
trade-focused than customer focused. Once key trade objectives have been accomplished, and general
awareness of the product has beea established (through advertising/public relations), broad-based customer-
directed promotional efforts begin.
iofi: The objectives that can bs sccomplished are as follows: 1) Gain
awareness/excitement from both the stesforce and trade; 2) Gain repid and broad distribution; 3) Educate and
establish an understanding of product positioning and featurcs; 4) Achieve demo station installation: and 5)
Gain festure/display. o
Customer Focused Promotion: In the early intro phase most customers do not have a significant enough
swareness or interest in 8 product to warrant a full-fledged promotional effort directed at purchase. Promotion
at this stage should impact the evaluatory phase by incenting product demo for instance, or incenting the
itively pre-disposed customers to purchase. (Pre-disposed customers could include existing users in the
ce of upgrades, or general customers when pent-up demand exists from product introduction delays).
The later phase of introduction, once most of the salesforce/trade objectives have beca met, Is the appropriate
time for initial beoad-based customer-directed promotional efforts. At this point, customer-directed
promodonal offers can compress the evaluation phase and stimulae purchase. .

]

Geperal Implications for T12

If trimester objectives are based on the introduction of the Windows products, there may be the need for -
aggressive promotional efforts focused at the salesforce and trade levels. Specifically: 1) broad diswibution
needs 1o be gained rapidly; 2) the salesforce and trade need 10 be excited and enthusiastic, nn§ they need o
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viewd:einuoducﬁmofmpmdocuusomthmgbiguwmpoﬂammthmﬁ)u\esnlcsfomemdmdc
needbbudnawdmﬁmmeymdmm\duwfwumdbawﬂuofmcindiﬁdualprodmuwdluthc
Mndo‘nmrymdbowwmdmﬁtsinmu\eevduﬁmuypuh;d) the trade needs 1o install the products at
demo station and feamre/display.

Thecummerobjecdmwouldmostlihdyfocusonachicvinzpmducxdqnosmachievingpmhmﬁmthe
positively pre-dispased customers. Abtmd-buedpmchascinwﬁveoupdccprwodouwouldnotbeu
sppeopriate in this early introductary phase. When we are introducing the Windows products, we are -
posidotﬂnsﬂwmhﬂnmnmphcemdmblishlngﬂw&paodvcdvalue. Offering 8 price
reduction/inceative woald lower the percepton of the products’ worth This would be a difficult position to
recover from. Note: ddlngvdwbduptodwbympwﬂymndinzmeoﬁahg(lhbundﬂng.ﬁtc
mm.ha—ﬁnnmk&acowaﬂddeﬁniwlybemmmhmﬁwinmehmm

2. ADVERTISING AND PR

During the T1 mmmmnmumum;w&mmmm-mm
will coatinue. Advudshswﬂbescheduledmwwaﬁnmdnaoqpaiod:aﬁouminin;buisﬁm
*heavy-up” during key periods. Media will selected to provide national coverage- A dominant presence will be
established in core eathustast publications through high visibility/high tmpact positions, and key business

wﬂbemedmamﬁ)&mﬁ'zmmwmbmwwmmmumd
key vertical markets.

Mvadslngmesngawillbcdwigmdwmovemepmspeaﬁmgmunmmpinmepumhmmcss.
whichwindiﬂ‘crdependlmonmecompladryo(mcpmdmtmdmclevdofsaphkﬁadouoﬁhcwgc&

Product Advertising

Individual product advertising will support virtually all products in the T1 timeframe, including introductocy
ads for Microsoft Windows 3.0, Microsoft Project for Windows, Microsoft Word for Windows, Microsaft
PowesPolnt for Windows, and the Mousc, as well as new ads for current versioas of many of Microsoft's other
products. Introductory advertising for the Windows applications is currently siated for January start dates, with
the exception of Windows 3.0 (November - January, March - May) and PowerPoint (February or March).
These dates, however, are tied Lo product ship dates and will shift accordingly.

A oumber of opportunities have been {dentified for selling families of products, the most obvious being the

Mac line and the PC Windows spplicauons line. New Mac linc ads are currently slated for November through

February, While PC line advertising is dependent on shipment of Windows applicatioas, ic's anticipated that

we'l go out with a PC line message in the Tl timeframe. Addltionally, we've identified several other

pasibldm'eﬁ;inds in this category, including an Excel category od (Mac, Windows, and 0S/2) that will run in this
e .

Brand Advertisi .
Designed to focus oar beand image and 1o differentiate Microsoft from its competition, brand advertising will
continue in FY90. Curreat schedule calls for the first flight of ads 10 break in mid-October, with the second
flight running March through May.

Public Relstions

PR efforts for the products featured in T1 will be finalized as the product release dates become more firm
(phmmumnyinithwdtwomonﬂupdorwproduarehsedau).-mncwvﬁmolmwmwﬂlbc
receiving some PR atteation whea it stups in September, as will the new Mouse release. Positioning and plans
for the Winddivs products, the DOS recai! upgrade, and the Languages (CmdtheQuicb)wi!lbcexplmdin
more detail as they become available.
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b} COMPETITIVE PROGRAM CONSIDERATIONS

'mnchavebecn:vuxlhcyd:velopmmuinmecompcdﬁvcmvimnmauhthepmyearwhichweshould
factar into our planning for T1.

Competitors are taking ncw and ve approaches to their promotioas, as exhibited by the recent
mruwpmmmawmmmwmmmwmmmmdm
Pmmelub,mdmewntlnfumlxmmodmdWhgzwithou—puckvideo.eonmadfamddcalcx
M.M.Mmﬁmawideoppumnizywbdn:exciﬁnzmdﬁmhminkingmlhism

phnning. d:ouddedwﬂwirbhmuem Ashton-Tate recently created a
special marketing groop for promodon planning. All bcyeonqxﬁmh:vebemmusemuqmcmhandising
and demo station selling practices in essentially the same fashion and frequency.

4 LS IS 1 . AL AL J Ad N IS
trade mav be moderated, Competitors will most likely mayve away from the strategi which resulted in
channe! stufTing in late 1988 and earty 1989, when they engaged in heavy discounting at the end of scveral
quarters to ensure quanterdy eamings performance, Both Lotus and Ashton Tate were criticized extensively by
the trade for engaging in major push efforts without engaging in comparable pull cfforts. This means that there
will be increasing in-store promotion competition.

! . e [age promotional Goliacs. qumpeummapmding
product lines across platforms and across categorics. As new applications for Windows and for OS/2 enter the
mtu.uswellasothaexpeaadncwpmdmtactivily.wecxpecmmﬂ:cunpuitimwﬂlbefu-eedmscck
ways (0 leverage promotional dollars. 1tis likely that a pulsing strategy will evolve, allowing competitors o
focus and leverage thetr promotional dollars for the highest impace

COMPANY PROMOTION ACTIVITY

Ashton Tate “One on One" Sweepstakes (12/88).
. ) Top prize was 50 Mac 11s, 50 Full Impacts, SO Full Writes.

"ABASE IV TKO" Sweepstakes, (4/1-6/12/89).
-received natl adv. and promodion (print and radio in selecied markets) .
~Trade: $pifls on dBASE IV and MultiMate Advantage 11, T-shirt for product quiz.
-Consumez: entered by going 10 dealer to get free "commemorative” disk. Disk contained
ABASE demo and baxing info. Prizes included VIP uips to Heamns Leorard fight, Compaq
Deskpro 386/25s, Compagq kaptops, TKO jackets, free pay-per view certificates for fight.

Free upgrade offer to dBASE L1 for L0 purchases btwn 7/1 and 8/31, plus choice of S200
off AT-sponscred dBASE training course , training video($395 valuc), 8 free copy of DRAW
APPLAUSE (3495 SRP), oc perFORM a forms processing program ($295SRP).
-GlryMRcynoldsmdAssoc.BmoH\dd.WlhkedwauMmplmzﬁnpmmom
college campuses natichwide

Jolnt effort with Novell to spur NewWare and LAN version of Framework I sales.
(Framcwork III for $100 (3995 SRP) 1o NetWare purchasers). *Also perticipating in Novell's
39 city "Issues jn Connectability” saninar toor.

Lotus Lotus " Frequent Fiyer” Club (salcs incentive program).
Was 10 extend 10 "house” sccounts this quarter. .

“Free for All* promo (May-June 1989) Buy 1-2-3 Releasc 2.1 or Symphony, get free

- Allways; with Manuscript , fres flight bag, with Magellan, fres demo disk.

Bundling Altways with Symphoay curready.

#1.2-3 Perfect Fit" promotion (7/1 -12/31/89): Purchase or upgrade to Release 3.0 or 22and
get $100 in-pack rebate certificate on Freelance or Mamuscript. .

Major video using CD-ROM highlighting Release 3.0.
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Word Perfect

WP offers software subscription service-updates within § days of new releases
Proma buadle of WP and Grammwatik IT1, a grammar checker, being advertised by Kenfit
Distrib for deler price of $249 (SRP $549).

Borland

Jolnt promo with Datadesks for $149,95 get Quattro and a Tarbo-Calc 111 enhanced keyboard
Samsung jolut promotion--buy Samsung desktop or laptop and get choice of Quatro, Speint,
Reflex or Sidekick Plus free, plus Paradox at $150 (SRP $495)
Turbo Pascal 10-user license for $300 for the edncation market, plus coupons for studeats 10
st 173 of retail price,

"Learn to Fly" video offered with Wingz (shrunk-wrapped 10 package)
"Upgrade to Wingz for $99* (SRP §399) promo aimed at current Excef users
"Wingz World Tour® jacket firee with purchase (7/1- 8/31/89) if paid &t lcast $200 for product

{no upgrades oc promo copies). __
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T1 Campaign Task Force and Product Marketing Contacts

Progmams

Karen Abel

Nancy Bick

Mary Hanke

Janel Bersanti-Madrazo
Lort Rathje (USCC)
Elise Holshus (USCC)

USSMD

David Vaskevitch

TI'1990 Siwuadon Analysis

karenab
nancybi

maryha
janelb
Y-usce

3425
(612)870-9810

8044
3478
3352
8598
3014
8195

davidvidcbbyf
rond
mikene

glenmy/michelet
sharonde
nancyg

martat

Stew Chapin

Mk Chestnut

Karea Fries

Dawn Trudean

Shirisk Nadkarni
Lewis Levin, Don Miller, Connie Clark
Liz Welch

Brad Chase

Tammy Teas

Laura Jeanings

Laura Jennings
Ruthana Lorentzen
Mglinda French
Robbic Bach

Rich Tong

Stew Chapin

Stew

Hank Vigil, Rich Tong
Lewis Levin, Don Miller, Connie Clark
Jim Dunnigan

Celeste Bayer

John Parkey

N
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T1 SITUATION ANALYSIS
COMPETITIVE SITUATION BACK-UP

==ASHTON-TATE=ax

L Flnlnchlsm

Revenues (oc fiscal year 1988 were $307 million, with nct income of $47.8 million.
Ashton-Tate is expected 10 lose $15 million in current June 1989) quarter due to excess inventory and
Jow demand for dBASE IV. This will be their first losing quartee, with a revenne drop of 24%.
The firm continues t0 be & takoover tmrget, as it trades at the ow end of the software categary:
Computer Associsies may be interested. 1t is also possible that Ashton-Tate will go privats vis an
LBO. Ashton-Taw sdopted a sharchalder d@upromml’eum 1989, designed to avoid a
takeaver effort.
Ashton.Tate income grew oaly 9% in 1988, compared to 65% average growth rate for the top 10
hdepmdenuom:e
Financlal problems due t0:

of channcl;
Less than expecicd demand for dBASE IV
Write-down of $8 million for Decision Resources product line;
Delays in ship date of dBASE IV version 1.1.

¢ 4 s}

2. Smteglc Overview

Pmpmdnctmxcnhubcmwmhax rather than to develop: MuftiMate, Full Impact, etc.
They relied heavily on price cutting strategies in 1988, resulting in an accumulation of product in the

Ashton-Tate recendly initiated a targeted, support-intensive reselicr program, emphasizing partnership
with reseliers who are authorized 10 sell SQL server, Ashton-Tate provides free bulletin board
service, telephone support and reseller training through 1989, User training has three options: toll-
free support; a dedicated technician for multiple SQL sexrvers: or ad hoc suppoct. -

i&gsgglm-'l'm has mc:eased thelr direct sales force by 65%, and will have doubled it by the end of

3. Product Activity
Current

dBASE IV product accepance has been stower than expecied, due to reports of bugs, and its inability
10 de into the Ashton-Tate/MS SQL Server. As a result, dBASE ITI Plys remains the dominant
database on the market, A survey of MIS professionals found that while JBASE has s 69% market
share, less than half of them have plans to upgrade to dBASE IV at chis time.

Overstuffing in the channel has led to price discounting s the consumer level, and has contributed to 2
ncgative perception of dBASE IV,

Ashiuon-Tate may introduce an OS/2 PM version of dBASE in 1990.
Tml’ublishln. (subsidiacy of Ashton-Tate) recently announced & new product called “dBASE File
Recovery,” a file recovery program far dBASE users.  The program is part of a new line of software
products designed by independent developers and marketed by Tate Publishing,
Ashton-Tate will be introducing Byline 2.0, a desk top publishing program. Itis ready to ship, but
they are having contracual problems with developer. It should be out by Comdex.
Ammrneuupxwdbmnodmemwpmdmfammmlm
MM:mAd Framework I
o~ Mul vantage Draw Applause
~  Master Graphics

dBASE IV update versio= 1.1 is expected 10 correct most problems identifed with dBASE 1V version
1.0.
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4. Promotional Actlvity
Prvions
. A:hm-TuadIuedasweepmbs'OmmOnc'Mﬁchmdedlm&'l'bcmpyduquOMch's.
50 Full Impacts, 50 Full Writes.
«  ‘They recently sponsared the *dBASE IV TKO" swoepstakes, supported with national advertising and
promotion, (April 1 - June 12), Details:
Toade Offex -

.. Spi(ItondBASEWmdMuthMvmugcu(anunumhed.esu!aquﬂﬂ'otSIOmﬁor
three copies sold, $20 for 4, and $25 for five on MultiMate, $10 for onc, up to $50 for each copy
sold of dBASE);

- Dealers and salespeople ¢an participate in “Training Camp”, a questionnaire that tests knowledge
of dBASE IV. Participants answering all questions carrecdy received a T-shirt;

- Dealers were solicited via direct mail; over 720% of 7,000 targeted participated.

Consumer Offer

- To enter, s user had to go to a participating dealership, get a free "commemorative™ disk, enter
his/her mame to be eligible for an instant win. The disk also contained & dBASE demo, with
additonal boxing information. .

- Prizes inctuded VIP trips to Hearns/Lconard fight, and a Compaq Deskpro 386/25s, Compaq
laptops, “TKO" jackets, and free pay-per-vicw certificates for the fight.

- Promo was supported by print and radio in select major markets.

Current :

.. o.nruulyoﬂerhga&ecupmdcdeASENvu:ionl.lifl.Oispm\:hasadbamn‘llldeM.
phudloiccofszoooﬂmmAﬂuou-TamspomuddBASENniningmm,aminhgvidw )
*Movling up to dBASE IV* ($395 valuc), and a free copy of DRAW APPLAUSE (3495 SRP) or
PesFORM, a forms processing program (5295 SRP).

o Ashton-Tate recently hired Gary M. Reynalds & Associates, of Brookfictd, WI, o crcate and
iraplement a fall promotion st college campuses nationwide.

. IhcymmdycmwbdonljoinlmmkuhgcﬂmwimNovclldsigncdms;msalestqu
and the LAN version of Framework [ Customers who purchase NetWare may purchase Framework
TI for $100 (SRP $995). Ashwon-Tate is also participating in Novell's 39 city seminar tour called
“Issues in Connectability”.
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=l OTUS ==

1. Financial Status
+  Revenoes for fiscal year 1989 were $469 million, with a nct income of $59 million. For the quarter
glgnuuly1.1989.netnleamsuumﬂﬁoﬂ.nmwamtyw’smqmmofmly

* locome 71% in 15t quarter of calendar year 1989. The decline was attributed tot

- Costof sales increased 32%, while sales and marketing expenditures increased 35 %;

- Resesrch and development costs increased 43%.

Symphoay and 1.2-3 make up 20% of Lotus’ reverines,

Analysts predict Lotus sales will be over $560 million in 1989.

Lotus is projected 10 ship 400 - 700 thousand mnits of 3.0 in the form of upgrades and new sales.
Lotus installed base is 5 million; Lotus estimates that 5% currently have hardware compatible with
Reiease 3.0, and that 1/4 of current customers will upgrade within the first year.

2. Strategic Overview . .

-« Lotus has stated that It plans 10 diversify its business base by creating new software that takes
-qmugedevdvingmobywmhmnwhnmcutmuwwmﬂm
hardware and training.

*+  They have pursucd a malti-platform strategy for 1-2-3, using core technology, 20d allowing for
dynsmic data exchange between architectures. According 10 Jim Manz, this type of integration will
define the Lotus product line, not the GUI strategy of Microsoft.

»  Lotus made significant changes in early 1989 in marketing strategies. They:

- Went from 50 "house” accouats (purchasing direcdy from Lotus) to 20;

- Increased outlets carrying Lotus products from 4,000 to 7,000; . )

- Created 3 category of advanced product resellers for resellers sciling cross-platform or
coanectivity products. Lotus expects less than 10 resellers to be in this cawegory:

. Se discount levels for distributors and house accounts at 45% for existing products and 40% for
new products (previously had ranged from 43% t0 48.5%, based on volume);

- Moved from quarterly 10 trimester based marketing; )

- Setup a varicty of marketing assistance programs, lacluding training programs, scminars, spiffs,
direct mail, radio advertisements and ad sticks for each products;

«  Created 3 program for directs which allows them o hire a dedicated Lotus rep out of marketing
fand v

. Expandod marketing development activitles 10 include the smaller resellers who purchase through
distributors. .

3. Product Activity
Current

e & & o

«  Curent product line includes spreadsheets, integrated, graphics and document processing, information
management, communicatioas, and information services products.

e Magellan (April 1989) and Agenda (July 1988) are the newest Lowus products.

«  Lots claims that 12 new products will ship this year inctuding: 1-2-3 for Unix, mainframes,
Macintosh, and 1-2-3/G.

= If2.1 remains on the market, which marny expect, it will be positioned for beginners, 22 for advanced
users oa DOS systems, and 3.0 for advanced users on OS/2. :

Updates :

¢ A Symphony update could be in beta this summer,

*  Release 2.2 is scheduled 1o ship 9/30.

¢  Release 3.0 will have a $100 increase in SRP (10 $595) in January.

4. Promotion Activity
Brevious

T1°1990 Situation Analysis 8/14/89 Page 24

X 505661
CONFIDENTIAL



.

Tbueh.nbeenlinlnmunionmuulymuaendcpxwabomthci'assponaub.uwums'ﬁ'cqrmt
flyer” peogram. Iheywmapeaedbexmndhﬂthmmhtlndemdr'hm'munu.
Lotus offered 3 promotion called the Lotus "Free for All” in May and June. Customers purchasing
one of theso products got the following:

With 1-2-3 Release 2.1, free Allways

With Manuscript, free flight bag

With Magellan, free demo disk

Lotus continpes to pursue add-bns. Lotus began bandling Allways with 1.2-3 2.01 last Ocwober.
From Mzy - July, Symphony has a free copy of Allways bundled. (Allways for Symphoay SRP is
?:2;5;; Lotus and Symantec have announced "Budget Express”, 3 budget model development aid

In the wake of uscr criticism and third party provision of support for Lotus users, and in anticipation
of additional demand relative 1o Release 3.0, Lotus is increasing support stafl by 30%. They sre also
offesing Lotus Prompt, a CD-ROM based collestion of technical support and {nformation databases
for all Lotus products, updated moathly for service subscribers.

Twenty-four hour toll-free service is being offered for end-users needing 1-2-3 Release 3.0 0 2.2
help, and will be valid for 6 moaths purchase, Users will thea bie able to purchase moce 24 hour
support, o regular support. Three different support lines are offered: End users, resellers, corporate
acCOunNts, : )

Compatibility is a big issue for new release 3.0. Remedies: Lotus is offering a free utility disk named
*Check 1-2-3" that allows usezs (o test compatibility prior to purchase and installation by testing
memory/BIOS compatibility.

-‘Igneckml s 33..0 upgrade campaign 0 their installed base Is extensive, and includes:

Infarmation Center Kit" specification sheets and other information 10 start product evaluation which
were shipped a month before release 10 users; .
Anycmnpanyupmdingmﬂmsomudmumh:velosmdbackaighulmmdkh:
Toll-free aumber for support.

Beginning in July, Lotus will offer free *hands-oa” training to rescllers via their 23 regional sales
offices. MdsohavcmomlhanlSOAnmoriudTninlnngbanysiminmU.S.Mwinoﬁa
Release 3.0 training classes.
'rheylrecmulyoﬂaingapmmotkmuﬂcd'lﬂmfeaﬁf.inwhiChmmenpmdnsingor
npgndlng\okeleueS.Oor2.23aa$100r=batccaﬁﬁwe(in-pack)ondwpmdmscotl-‘reemeor
Manuscript. Offered July 1 - December 31, 1989.

Lotus has produced a.video for use at storefront highlighting Release 3.0, and featuring key members
of the Lotis management team, .
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== WORD PERFECT=ax

1. Financial Status

«  WordPerfect revenues for fiscal year 1988 were $179 million.
They are projecting revenues of $300 million in fiscal year 1989.
WordPérfect across ail plaforms accounts for 85% of sales, over $90 million.
Privately-owned, it is highly unlikely that they would go public.

2. Strategic Overview :
«  WordPerfect is pursuing s multi-platform strategy: WordPerfect is available for Digital Equipment
Caxp's VAX/VYMS (ssndmmhm).mmmmmucammmmuuou).mmmm
AmlggAwmedMac’uiosh.mdhslSvusim’dUnix. ‘
- Theyxuhoesﬂn;wunichamvmamd.uw«@ufeamquwﬁwmm
8.8% of VARs carry WordPerfect products, as opposed 10 3% for Lotus, Microsoft, and Ashton-Tate,
This transiates 10 $74,000 in sales for WordPerfect, $19,000, $14,000 and $10,500 for Lotus,

Microsoft and Tate, ,
: *  WordPerfect a WardPerfect for Windows application.
/’- They their telcphone support taff due 10 sales of WordPerfect versioa 5.0 . They

now have 8 telephone supporct staff of 400, and can handle 10,000 calls per day.

ﬁm!'roductAcﬁvlty
«  AnOS5/2 PM version is expected in early 1990,

CQurent
¢ Csarrying on the mum-phtform strategy, WordPerfect Office has been on the market for 10 months. It

is 3 combined electronic mail, schedaler, databese, telephone and address system that operates
similarly across all platforms. Sa far, although reviews have been positive, the product has yet 1o gain
momentam, )

4, Promotion Activity
Current . )
e Word Perfect offers a software subscription service: subscribers get updates within five working days

of release of an update,
¢ Kenfil Distribution is advertising a promotional bundle of Word Perfect and Grammatik I, a

grammar checker for a dealer price of 5249 (SRP $549).
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===BORLAND==

1. Financial Status
. R:vmuufaﬁ.salyurl989m$90mﬂlimvmmsslnmiminﬁscalywl988.
. Costamiumshudmedhthafallotl988hlvepaidott.ueompanywasmﬁmblcmdte3xﬂ
md4thqmmomwﬁsmlyw(mdedMamhn).dmoughMsdupostedabsformeyw.
Botlmdloanﬂmillioninthismfucalymtheptwioosywmeyhadndirmmofslﬂs

2. - Strategic Overview -
. Qiﬁndmzymme'ﬂoudl'mgy:pamammwimmmwodmmamhb

current interfaces (Quattro and Sprint), then bring in high end products.

. mmnm.s«mneumim1sso(hmmmwmummwssoomom
Slmopm.rdwuxdxlmueﬁmsmhymm:mmawﬂmdepmwtw
wmommmmmﬁu.mm;dumm&gmbm

~ sdvertising and marketing programs for individual products. )

« . Bordand Is now concentrating on three lines: Tarbo langusge products, Quattro, and Paradox 3.0.

«  Borland has been raising prices, in sa effort 0 overcome a low end product perception. -
Language product prices were mised $99 10 $149 as they were updated in late 1988, )

. hmyonm.aamdhmducedmenawwmemswmmmm-
(BEST). nmmuswpmMghmﬁmMm‘ﬁmmummwlm

users of Borland's business applications. They receady enlarged the BEST program to
inclode the Turbo language products. Note: This program does not replace Borland's free technical
suppaxt 1o afl registered users. .

3. Product Activity
Curreng
. I:‘.;;fuagu make up 40% of sales; business odieated packages (Paradox, Quasro, Sprint) make up

. Bcrl;nd hnzusfendedwak on ﬁ:nhuupgxmforwicmdmhgwmmmmm Cand
Assemblex/Debugger. .

New o
. Tbeymxepoﬂedywoddngonﬂbvq;imd&m.

«  They receatly updated Reflex, with the :hlppmg of R:.lease 2.0 (SRP $249).

4. Promotion Activity
Previous

e Borland has done a joint promotion with Samsung: buy any Samsung desktop or kaptop and get
- choice of Quattro, Sprint, Reflex or Sidekick Plus free, plus Paradox at $150 (SRP $495).
e Bordand hes also done 3 joint promotion with Datadesic For $149.95 get Quattro and a Turbo-Cake
111 enhanced keyboard. '

< Borland is stepping up support for students and teachess, the primary target for Turbo Pascal by
oml;sh&wmofMMfamuusm for students to buy Borland languages

-
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sx=Miscellaneonsr==
ss=Informix -~ Wingzax=
Prodoct Activi
. Anosnm'msionisurﬂadevdopmatwhichwﬂlnuuforwox“”.

« Informix is offering a video called "Learn to Fiy" shrink-wrapped on packages of Wingz.

¢ They are offering Wingz for $99 (SRP $399) to current Excel users: “Upgrade to Wingz for $99".

* They arc also offering 3 "Wingz World Tour™ jacket free if Wingz is purchased between 7/1/89 and
8/31/89 and \f you paid at least $200 foc Wingz (no upgrades or promotional copies allowed). Jackets
may also be purchased for $60.

==Mouse===

* ° New technology: keyboard pointer sclector called “Isopoint Control” is under development. The
product is expected 10 be at retail by the ead of 1989,

«  CH Prodncts is introducing a new trackball claimed to be 3 times faster than conventional mouse.
Available for IBM PC XT/AT, PS/2, (due in August) and Apple I and Macintosh (due in September)
The SRP for all units is $169 except PC Bus (SRP of $189, due in October).

= Microtouch Systems has introduced a new touch sensitive tablet for SE & II users. It comes with
templates for Word & Excel. Its SRP is $235, and it is due to ship in late July.

e 50% of persanal computer market will use a mouse, tablet, or trackball by the end of 1991, as opposed
10 10% of installed base wday. .
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