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Re: Windows Computing marketing/communications plan, draft 2

Dt Tue, May 29, 1990

Ce: Valerie Houtchens, Nancy Guilick, Barry Briggs, Coleman Bamey, Jean Thompson, Kathryn
Yates, Sarahch, Martyta, Anneh, Davidv, Gary Gigot, Mike Delman

This is the revised Windows Computing plan. Please review and respond by end of this week. Goal: get

client approval of this document this week, then follow next steps as outlined. Please mail or call with
questons.
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Purpose
This document is written (o provide an overview of key components of the Windows Computing
marketing campaign, and define the campaign's objectives, strategies and tactics.

1t is intended 10 be an "umbrella” document that ties the individual marketing programs wgether,
with an emphasis on the communications programs. The positioning of Windows Computing
should influence the communications clements of all Windows Computing marketing programs.

Client review of this document will lead to agreement on the scope, objectves, strategies and tactcs
of the Windows Computing campaign. Once closure has bezn reached, the plans far each component
of this program begin to be implemented. At this level of approval, the client is defined as
Peteh/Russw. More clients emerge as the individuat programs develop.

Document outline
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Next steps

Background
Microsoft's decision to aggressively promote the Windows platform is based on the logic that the
sooner the DOS world moves 1o Windows and Windows applicarions, the beter off we will bel.
Histary has praven that gaining market share from entrenched competitars is a slow and expeasive
proposition. Conversely, the resilience of our Macintosh applications proves that being first is the
best way to garner and retain market share. Since only Microsoft has a full family of Windows
applications, now is the time to proliferate both Windows and Windows applications. It will never
be cheaper to win market share2,

Winning market share is a two step process; both inexwricably linked. First, we must make the

Windows platform mainstream (get "sockets”). Second, we must fill the sockets with our

applications, recognizing that Lotus and WordPerfect will auempt to stall the markes and convince ,
their customers to stay with them until they ship Windows versioas of their applications. :

Done right, the Windows Computing campaign will accomplish the first step and position the
Applications Division o accomplish the second step. Windows computing is nor a Microsoft
applications-specific campaign.

Critical insights
O Co-existence is a saleable message, radical displacement is not. As the warld moves wwards the
Windows platform, co-exisience and compatibility become very important issves. Individuals,
workgroups and influentials all must understand that radical displacement is not necessary in order
10 enter the Windows worid. To quote billg — “Windows is better DOS than DOS™, meaning
that there are no bad choices. The transition © Windows is the nawral evoludon of DOS.
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2 Lows and WordPerfect are expecied 1o ship “real” Windows versions of ther dominant products in Q2 or Q3 of
CY"91.
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O There are quancifiable benefits for those who move to a GUI environment. The TBS study (CUI
vs. GUT) has concluded that there are very compelling benefits for those who move to a GUI
computing environment. The results of this study should be used 1© support our message
(separate attachment).

3 Migration is as big an issue as functionality. We need to tell prospects not about only about the
benefits of graphical computing, but how to get there, the role of OS/2, etc. Case studies (both
collateral and advertsing) ¢an play an important role here.

O GUI does not necessarily mean easy. For new users, GUI makes more sense. But, millions of
DOS users claim “Nothing is easier than what [ aiready know”. Research has proven that the
initial experience with GUI feeis more complex 10 the user since the screen represents an entire
desktop instead of just a single application. Many also find the use of the mouse cumbersome
and unnatural. This supports the need to show (vs. tell) people about GUL

O We can’t be too simpie with the Windows message. In the complex and dynamic world of
:{L personal computing, we often talk to ourselves in our advertising. The market is yeaming for
straightforward, informative and educational communication from Microsoft. Even words like
“graphical” or “character based™ can confuse people.

3 Windows must be seen as both an integrating technology and an open environmens. Common
user access and the ability 10 use multiple applications simuitaneously are seen as the big benefits
to Windows. However, “vendor-lock™ remains a concern with companies. Customers must
understand that Windows is an open environment that the Microsoft applications company
happens (0 be very committed to.

W ‘Q‘-‘) O The success of the Windows platform does not guarantee the success of Microsoft Windows
o applications. The marketing efforts for Microsoft's applications must be developed in
conjunction with the Windows Computing campaign; however, we should not auempt to arn the
Windows Computing campaign into a Microsoft applications campaign.

Campaign objectives
The Windows Computing campaign will be measured against the following objectives:

O Create instant awareness that Windows Computing signals an important change in how you use

\Q“é\ your 286/386 PC! (establish Windows Computing positioning concept).
@ O To create a sense o ncy about moving to the Windows environment.
Q) - (3 To facilitate experience with Windows Computing (specific estimates for each experience level
@ will come later; included will be autodemos, working models, literature and seminars).

3 To quickly convert the experience into product sales.

Windows Computing defined
Windows computing is a marketing campaign designed to accelerate the platform change among PC
users from current character based software to Windows 3.0 and related applications software? to the
Windows environment.

From a communications standpoint Windows Computng is primarily a market building campaign.
From a marketing standpoint, it is both a market building and a marker share campaign. This is

1 {am not aware of any primary research that measures antitudes and awareness of Windows and its benefus. We
should conduct a pre and post campaign measurement to gauge the effectiveness of the campaign.

2 “Related applications sofcware” refers to Micosoft Windaws applications and third party Windows
applications, such as Aldus PageMaker, Corel Draw, etc.
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becauss the Working Model component of the campaign will include both environment (Win 3.0)
and applications (Word, Excel, PP, Project) working models. Windows computing is Microsoft's
central marketing campaign for the Scptember - December '90 timeframe. The campaign has several
key components:

1. National advertising ($3.000,000, funded by the FY'91 Brand budger)

2. Telemarketing (~$750,000, funded by the $4 million in incremental fynds)

3. Working Mode! and supporting collateral (~$3.250,000, also funded by the $4 million
incremental funds)

4. Existing framework marketing programs: (funded by traditional means)

O In-store merchandising 3 Autodemos
O RSP rtaining 3 Qutbound sales wols
O MRSS seminars 3 PST seminars

Relationship to other Microsoft campaigns
Windows Computing — also known as WinPush II — follows the launch effort for Windows 3.0
(May - August).

Windows Computing repiaces the FY'91 Brand advertising effort, and is a logical extension to the
FY'90 Brand campaign (which talks about GUI and conceptual consistency between all Microsoft
products). The Windows Computing positioning statement is the Brand positioning statement
wilored to the PC environment. After the Windows plaform has been established, Brand advertising
will be re-evaluated (FY'92). This is a temporary adjustment to the advertising paradigm.

Windows Computing lays the groundwork for a significant marketing thrust for Microsoft
applications that will take place during the late Fall (CY'90), Winter and early Spring (CY91).

Marketing strategy
The Windows Computing marketing strategy is to accelerate the platform shift to Windows and
Windows applications by empioying a three step marketing approach that will include both push and
pull related programs:

1. Create awareness, interest and understanding of Windows Computing through communications
programs that expand the reach and frequency of our message 1o the best prospects (as defined in
target audience section),

2. Fulfill the interest by offering prospects a range of ways to experience our products. This includes
a range of programs from collateral 10 working modeis to reseller demonstrations (o seminars.

3. Convert the interest and experience (0 sales by utilizing welemarketing to pash prospects through
the purchase process.

See the attached schematic for the inter-relarionship between the various marketing programs. The
data from the TBS swudy will be used liberally a1 ail phases of this campaign in order o push
prospects down the sales cycle.

Target audiences and markets
Since the Windows Computing concept is usage driven, the communications programs will be
targeted at users, This includes influential end users (IEUs) and general business users (GBUs) that
are “Windows ready”. Prospects must fit the following description:

) Owns or uses a 286/386 PC capable of running Windows and Windows applications
O Works in a professional, executive, managerial, administrative, clerical, sales or technical
occupation
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O Are found in all size businesses where PCs are found, with an emphasis on corporate
environments where PC's are the dominant platform

O Uses his/her PC regularly as a business tool. May feel some frustration or limitation with their
current level of udlization. The prospect should have some predisposidon to change
(improvement),

3 Is a proficient user of at ane application, primarily a word processor or a spreadsheet. This person
is described as the “one app” in the O&M creauve brief dated 4/6//90.

Current MRI data shows that there are just over 3 million IEUs and over 18 miilion GBUs!. The
Windows Computing advertising is intended 10 reach all IEUs and the best GBU prospects. Not all
18 million GBU's are "Windows ready”, but a significant percentage are. The Windows Computing
advertising must be targeted at the least sophisticated IEUS and the most sophisticaled GBUs. This
is a combination of the [EUs we are currently not reaching with the enthusiast press and the GBUs
that are most ready to move to the Windows platform. The following diagram shows the WC target.

The Windows

Compurting audience
R . segmensation. The

emaining target of the conpaign

IEUs, 1.5 MM. L\'jwwnbyrhe:haded
area — 3 SMM -
6SMM prospects (MR
data). Influence in the
pwrchase process
decreases as you move
towards the owside of
the circle.

All GBUs,
18 million

Best GBU
praspects, The campaign will also
25 MM reach Enthusiast [EUs
* (center), but the
message will be more
rial oriented.

Business press will be recommended based on its cost effective ability to exxend our reach of [IEUs
and reach the best GBU prospects. For example, the unduplicated reach of IEUs by all the computer
related publications we advertise i is fess than 1.5 million. Hence, there are at least 1.5 million
IEUs that we can not reach through the enthusiast press.

Competition
Resistance to change, the inertia behind established or dominant character DOS applications, and the
fact that nothing is easier than what a nser already knows are the primary competitors to Windows.
The anxiety and fear of change only make things worse. Many users would rather continue (© use
Lotus 1-2-3 than switch to Excel. Dito for WordPerfect users and Word for Windows.

1 MRY's IEU definition: Respondent was directly invotved in the past year in evaluating, initigting,
recommending, ordering or approving the purchase of PC software for hisiher firm. The GBU definition is
similar to that of the [EU. It requires the same job function but factors out the formal or nformal influence. It
does, however, require that the respondent be a regular user of a personal computer.
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The secondary compedtors are personal computers and warkstations not using the DOS environment
— Sun, Next (both Unix), Macintosh, and HP's New Wave,

Pasitioning
The Windows Computing consumer positioning will be aimed at the target market defined above.
This positioning will talk to the mainstream computing issues such as ease of use and the ability 0
do mare with your PC. In short, we are selling the benefits of the environment and using
applications (not just Microsoft applications) as the support for our positon.

Windows Computing consumer positioning:
Windows Computing instantly ransforms how easily and effectively
you can now use your PC to its full potential,

Windows Computing... speaks to the new/better way to compute. There is Macinwsh computing,
DOS computing, UNIX computing and OS/2 computing. People need to be made aware of this
alternative. Windows computing always equals Windows 3.0 plus Windows applications.

... instantly transforms... addresses the significance of the change. It does not require a major
hardware investment. This $149 product (+apps) will promptly change forever how you use your
PC. We use the ena ransformation because it signals the positive nature of the move versus justa
technology shift for the sake of change.

.. how easily and effectively... covers two key issues for our target. "Easily” addresses those people
who have a PC bug seldom use it. The notion of taking something they are underutilizing and
making it more effective is the majar focus of the effort. The more sophisticated segments of the
target have never been able w do mulitiple tasks (eg, WP and SS at the same time), The term
"effectvely” is descriptive of how they can get much mare benefit from their PC.

... you can use your PC to its full potential... This portion of the positioning encourages users to
get the most out of their PC hardware imvestment. This plays to the guilt of pot and the
possibilities of maximizing one's potential.

Next steps
O Agreement on the strategic direction that this document provides (w/o 5/29)
0 Individual creative briefs for the advertising portion of the campaign (w/o 5/29)
O Agreement on approval process. The client for the advertising/collateral portion of this program
is Peteh (for apps), Russw (for Systems) and Scotto/Valerieh (for USSMD).
3 Completion of the supporting plans for all individual programs (Working Model, USM programs,
telemarketing programs, revised creative brief, etc.)
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