
This ~ th~ r~vised W"mdows Computing plan. Pl~s~s review and respond by end of this we~la Goal: ~
client approval of this document this w~k, then follow n~x~ stops as outlined. P1e, as~ mail or ~ with
questions.
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....~. Purpose
¯ ’ This documem is writmn to provide an overview of key components of th~ Windows Compunn~

¯ marketing campaign, and define the campm~n’s objectives, suam~ie, s and tacdc&

It is h~m~de.d t~ b~ an "umbrelLa" document tlm~ Iit~ ~ indi-ddual mmke..Lm~ pmgra.m~ tDge.thet,
with aa emphasis on the commumca~om program& Th~ positioning of W’mdows Coml~utmg
~hou|d infl-enc~ the communications ~m,nta of all W’mdow~ Computin~ marketin~ programs.

Client r~view of this docuraent will lead to ag~ement on the scope, objective, stramgies and tactic3
of the Windows ComputinE ¢=rnpmgn. Once clonu~ has been reached, th* plato fcr each componem
of this program begin to tm implemented. At this
Pete.h/Russw. Mor~ cliemt~ emerg, a~ th~ individual programs develop.
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I Dtfined as ~ $I billion doLlzr opportunity by 1991.
2 L~ms ~d WortiPtrfcc.t ~e ml~ecmd t~ ship "m.al" W’mdows ,~ of ~ d~mlnzm products m Q2 or Q3 of

CY’91.
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Relationship to other Microsoft campaigns
Windows Computing D also k;now~ as W’ml:h~sh IX ~ follows th~ launch ~ffort for Windows 3.0
(May -

Windows Computing rcplac~ th~ FY~91 Brand advertising ~ffort, and i~ a logical cxte~ion to tlm
FY’90 Brand caml~ign (which ~ abo~t GLTI and conceptual con.eismacy bawe~n all Micru~oft
product~). Th~ W’mdows Computing positioning statem~t i~ the Brand positioning
tailored to tl~ P~ enrichment. Ag’ler ~ Windows phi’otto i~ ~ esmbli~ed, Brand advestising
wiil b~ r~-~val,,,ted (FY’92). This is a tempom-y ~ljm~nant to the ~dverdsing paradigra.

Windows Computing lays th¢ g~undwork for a ~i~ificant marketing thn~ for Mic’r~so~
applicanons that will tak¢ plar~ dm’h~g the la~ ~ (CY~). Winmr and early Si~ing (CY’91).

Marketing strategy
Th= W’mdows Compudag mark~ng slramR’y Ls ~o acceJera~ the platform sh~ to W~ndows ~nd
W’mdows applications by e.mp|oying a ~ sl~"p marketing approach tha~ will {nclud~ both p,~h and

1. Crea~ awareness, kntere..s¢ and un~d¢~,~ding ot’W~dows Co~npu~ng ~’ough communications
programs--~’~ expand th~ r~ch and f:reqt~acy d o~r m~sag¢ to the I~st prospe,�~ (as dei’med in
target audienc~ su:tion).

Z. F~Lrfll th~ inmre~t by offering prosp~ a ra.nge of ways to e~ri~c~ ou~ products. This includes
a range of p~o~ams f~om co~m~ to working models to rescUer ~monstrations to se, min~

3.Convert the intro..st and e.xp~ri~nc~ ~o sales by miIizing t~le:~mrketing to push proslX~ through
the pm’ch~ process.

" .~! Se~ th~ aoaghed schematic t’c~ ~e in~-r~larionship ~ t~ variom ma~’k~ing l~n~rams.
- : rl~m flx~m the TBS study will b~ us~ h’b~Lly a~ a/[ phas~ of this campaign in order to

p~ down the saic,s cycle..

Target audiences and markets
Since the Windows Computing conc~I~t is u.s~ge driven, th~ communicafloas pn~R~’ns will be.
tarl~t~ at ~er~. This includes influential e~d use~ (IEUs) and gener~l busine~ ~ (GBUs) that
ar~ "Wizdows ma~ly". I>r~cts mu~ fit the following description:

~ Own~ or usas a 286/386 PC cac:~bl~ of nmning Windows and Windows applications
(D Works in a pr~f~-iona/, e.xe~:utive, manag~ria!, administrative., cl~ricak sales ~ ex.hnical
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¯ " Budne~ press will ~ recommended ba.~d on
:: ~r~h ~ ~ GBUpro~cu. ~p~ ~0 ~pU~h o/~s by ~ ~ ~mp~

~s ~ ~ ~ ~ ~ch ~ugh ~ ~ p~

Competition

~� ~ ~ £~ o~ ~=e ~ly ~

1 M~s ~U ~ R~ w~ d~
rec~g. ~g or ~pr~g t~ p~e
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.’,�icrosoft

-- Sun. N~xt (both Unix), Macintosh. and I-EWs New Wave.

Positioning
The W’mdows Computing eonsum~q" positionin~ ~ be aimed a~ ~e t,~ mm-ke~ defined above.
This positioning will talk to the mamsmmm computing issues such as e~ts~ of use and ~h~ ability to
do mo~ urith your PC. In short, we ar~ sellin~ dae benefits of th~ envm~nmem and u~ng
applications (not just Mich,,oft appli~a~ons) as the sutton for our poxit~on.

Windows Computing consumer positioning:
Wbulow$ Comou~ng mst~mly tran~orn~ how ea.~ly and effectively

you can now use your PC to its fua Imt~ntiaL

W~ndows Cornou~ing- speaks t~ the ncw/bet~r way to c~mput~ Thee is Madnmsh computing,
¯ DOS computing, D’NIX compul~ng and OS/2 computing. P~o~L~ need m ~ mar� awa~ of t!~
¯ Y~ alt~ative. Windows comfit/rig always exlu~Is W’mdows 3.0 plus W’mdows applicatio~.

.. inst~-aly tr~nsI’ot’mz_, add~t~se~ ~he ~jgf~zz~ of ~ change. It does not w.xlui~ a rna~"
hm~*wa~s investment. This $149 l:n-oduct (+apl~) will promptly change for~v~r how you ~ your
P~. We use the tuna tra.,~ocmati~n because it signals ~ posi~ve natu~ of ~he move remus just a
technology shift fo~ the sak~ of ~mnge.

.. how easily an~ effectively._ cove~ two key ism~e~ for out tat~eL "F.,~ily" addz~z.s~ ~os~ people
who have a P~ bm seldom u.~ iL TI~ notion of ~king something they are undea-ntz~i~ng a~l
making it mor~ effe,~ive is the majo~ focus of the effo~. Th~ mo~ sophistica~d segmenLs of the
ta~l~t haw never been able m do multiple tasks (eg, WP and ~S at ~/~ same time). The tram
"e£fe~vedy" is descriptive of how they c~n g~ much ~

... you can use your PC to ita f~ll ImtentiM._ This po~on of the positiomng ~ncou,-age.s us~s to
get’~e most o~t o( ~,a~i~ F~ ha~xl, s~-~ i~,~e~maen~. This pha,!.~ to the guilt of ~ot and th~
posm’bilitie~ of max~rni~.ing one’s

Next steps
~ AEze~nent on the stmmgic diz~ction that this document ~ (w/o 5~)
~ ~ ~v~ bde~ f~ ~ ~g ~on of ~e ~ (w/o
0 A~cnt ~ ~m~ ~ ~ ~nt f~ ~ ~~m~ ~on of ~ p~

~ P~ (f~ ~s}, ~ (~ S~) ~d ~~ (for
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