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Piease find stiached below # drstt copy of the FY94 merketing plan for Microsoft Office. This includes the initial idess for programs
and tactics fur the “Yeat of tha Otfice® [YOO) launch. Plasse reviaw tha plan and forward your comments, idoas, snd questons T

MarkK or RobbieB. Note that we plan to ship ths final version of this plan shortly snd need your comments no letet than Mondsy,

June Tthe

Alno pttachod below is the drsft positioning Jramework for the Office. This summarizes the major support points and evidence we wil!
use 10 market the Offica and is the foundation for our communicstions activities. Agein, we need your commants no \atsr then

Monday, Juns 7th.
o
Bt
=

A few important notes about the plan and the positioning tramework:

1) H you have wouble sooeasing them through this nmnil,'both docs’ can be found at \\smkt\publiclusarizobbieblyoa. The fila names
are youpian1.doc and offpos4.doc. '
2) The plan ks long because it covars both our sustegies and specific tactics. M you want to distribute thig to othars in your group,
you may want to print ® once and do a paper distribution.

3) Thare are 8 few aroes whore our marketng plans are not hully developed..these sro noted cleady in the plen and we will be warking
10 dloss these off over the next soupls of weoks.

4) When wa sand out the final plen in & few weooks, we will siso distribute specific marketing plans for the individual products in the
Office sincs they have some key pragrams snd issues 10 soll-out as part of YOO. Ws will also include mors details on Yaar of the Msc
Otfice (YOMO) which will get iaunched in sarly Jenuary.

S} Note that wae are now in the process of validating the Positioning Framework with customers and the field so some of this will
cloarty change as we get crisper with ouws support poims snd develop more evidence. Ws will ai30 be taking this one step further and
doing veriatons on this framework for specific 1atget segrments.

Office Markating Plan

Oftfice Positioning Framework

Wa'rs excited sbout the opportunity we have to “Win with the Otfice” in FY34 ond Yook forwesd to your feedback on how we can
make our plans more sffective.

Thanks
Robbie and Mark
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FY94 OFFICE MARKETING PLAN :

Amached is the first draft of the FY94 Office marketing plan. This plan provides the markering analysis, strategy and
tactics for the Office Jine of applications. It also provides specific focus on the *Year of the Office” (YOO) efforts to
taunch the new versions of our products that will ship this fall on the Windows platforn and this winter on the Mac.
Given the timing of these releases, this first iteration of the plan places more emphasis on Windows platform programs
and issucs, however the final plan will include more of 2 Mac focus so that we capitalize on our cross platform
advantages. Its also worth noting that this first draft covers the Office SKUs plus Word, Excel, Access, Project,
PowerPoint, and Visual Basic for Apps. We are working now 10 incorporate Fox, Mail, and other applications into the
plan where appropriate 1o provide the most complcte solution possible. Individoal marketing plans from cach of these
groups will be available shortly. Finally, there are some arcas of the pian that have not been ficshed out in full detail
yet. These will be noted in the draft, and we will work with the appropriate groups to solidify those areas prior to the
final version of the plan. . ' :

We're very interested in getting your thoughts on the plan. Please sead your comments, suggestions, and guestions 10
RobbieB or MarkK. If you have specific questions on tactical areas, feel free to contact the "ownes” af that tactical
arca directly; owners are listed in the plan for cach marketing program.
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1. Situation Analysis N .
Microsoft Office has become Ihe most impartant product at Mbcrosaft. This 152 refiection of the broad acceprance of
gxaphidowmﬁngsyaemswdchangingsnnwzmusagemdmrka ‘ e
delivering a line of Jcading applications, but our position is tenuous. The rapid ransino ) ‘
market volatile and competitors arc beginning to react- In FY 94, it will be pecessary to change the tmdlu.onal single-
product ruarketing model to focus on selling an cotire {ine of applications. The following secuon SUIDIIArZES ;uncfn
market trends, the key implications of those rrends, and how the Microsoft Office coroparcs to the competition in this

environment.

A. Market Trends

[SOME OF THE DATA IN THIS SECTION NEEDS TO BE CONFIRMED AND UPDATED TO INCLUDE
THE LATEST INFORMATION]

1. Transition to Windows Applications.

Windows Dominant in New PCs )
Sigce the introduction of version 3.0 in 1990, Microsoft Windows has become the predominant PC

operating system. Windows currently ships with $0% of all new Intel-based PCs. While it is silla
minority portion of the installed base, the transformation of the installed base to Windows is accelerating
wixhroug}dyx‘/-ufaajveumhavingW'mdowson mcirnuchincsbythccndofm-i. During this
time, there has also beea 2 rapid shift in the sales mix of DOS and Windows applicatioos. In the major
categories of word processing and spreadsheets, Windows products have taken the Jead in new product
:mswithovaw%ofglcsinbomwegoﬁcs. For the first time in May 1992, total Windows
applications sales eclipsed total DOS application sales. Overall revenues for Windows applications
worldwide doubled in CY92 to nearly $200 million per month.
DOS Applications Still Lead in the Installed Base
Despite increased Windows penctration with new purchasers, many PC users continue with DOS
versions of applications. As recently as 1992, 50 percent of Windows uscrs still used their existing DOS
applications within Windows, and counted the task-switching feature of Windows as the major benehit.
Evea in 1993, 25 percent of Windows users were not using Windows applications, 75 percent of these
cven exiling 1 the C: prompt to run their DOS applications. With Windows instalied on 80 percent of
new machines, many users did not actually make an active decision 1o adopt Windows but instead found
the transition w Windows “incvitable™.
Microsoft Sharc on Windows
As more competitors have entered the Windows software category, Microsoft's overal) share has dropped
significantly. While our products still represent more than 50% of the total revenues for Windows
applications, this position is tenuous. Our poal is to grow market share to 60% of Windows products
across all major categorics. 1t is critical to hold onto at laslso%shmtozvoidaeosﬁyand
inconclusive market share war among three or more competitors who split the market equally. Right
pow, Word and Excel market share arc bouncing back and forth berveen 50% and 55%. The key to
FY% issxzbil‘xzingandmisingthisnmnbuinthcfamofaggnssiv:pmducﬁnuoducﬁonshy
competitors, especially Lotus.
2 Increased Competition in the Software Market
Ceonsolidation of the Softwarc Market
Ovu'lhtpasts:vcﬂlymlhcsoﬁvm:mrkdhzsundcrgoncaconsoﬁdaﬁom Major vendors such as

ovcrsopuc:md'anmdowsanszcinwshmMcmmkniswnmnadbyfmumincmpcﬁm
Microsoft, Lotus, Boriand and WordPerfect. lthasbwomdcardutmcb\sinmsonwarcmrkuwill
Pnlysuppoﬂahandﬁﬂofdcvclopa& Rather than creating protecicd markets, the consolidation has
maasr.dthcdegreeofmmpaniven&inthch;dusuy.
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Software price eresiea o o
Softwarc prices have fallen from an historic high of $325 per applicabon 0 $129 per application or less

in some cases (Word/XL. average revenuc per unit is around $150 today). IDC predicts that softwarc
prices will continue 10 fall over the pext two years. With much of the price decline amﬂmxablc‘lo the
“upgrade” market, full packaged product SRPs have become less meaningful 10 CustomeTs, mmmly
large corporations where discounting has been heaviest across all SKU types. Significantly, Mcmﬂ
increassd the trend by introducing majoc applications, such as Access, at Jowcr-than-standard prices.
The advent of "introductory™ $99 pricing has raised customers’ anticipation of software deals or sales.
Saftware sets, such as the Office, have also contributed to the price crosion perception.  The net effect
with users has becn some increase in price seasitivity.

Less differentiation in individual categories
Afier their initial "DOS poried® versions of Windows applications, competitors have begun to ship
aredible, and ofien award-winning, Windows products. The realm of recognizable competitive advantage
for individual applications is becoming narrower. Product reviews are aften won by slim, esotenc
margins, such as recent spreadshect revicws where Excel beat out Quattro Pro by very narrow margins.

3. Emergence of Software Lines,

Trend Toward Multi-app Desktops
In the place of product feature differcntiation, there is an opportunity to differentiate our products based
on integration amongst the component applications. With the success of graphical operating systems,
people arc using more applications than in the DOS environment. In 1992, the average number of
applications per desktop was 7.9 for Windows and 7.1 for the Macintosh. As PCs become integrated in
everyday business tasks, cross application nsage has also increased in order 1o accommodate working
with heterogeneous data. PC Watch reports that 50 percent of spreadshect users also own a word
pmmsmr,andmpamlufmxdpmingusushavcspmdshccts. Ovexall, less than 10 percent of
PC users have only a single business productivity application.

Success of Office
In its first two years of sales, Microsoft Office was only a niche business. The product was positioned as a
anc-box solution for users moving 10 Windows and was largely purchased by individuals or small
businesses. Evea today, 75 percent of Office purchasers acquire the product within 3 months of cither a
new machine purchase or purchasing Windows itself Howcver, unit salcs have quadrupled from
appraximately 10k per month to ncarly 40k, with most of the growth occurring in the last year. Nearly
60% of these sales are now (o our named accounts and fortune 500 companies. Offics has now become
the predominant way in which users purchase Microsoft applications. Microsoft Office now accounts for
almost S0% of Word and Excel's total unit volume. In FY 94, we anticipate the penctration of Office to
cootirue, growing to nearly 60% of individual app run-rajes.

4. Exnanding Markets

Windows reaches "general users”
With Windows becoming the dominant platform across all PCs, we are beginning to reach into less
involved computer users. Two years agp, the typical Windows application user was an eathusiast who
bad high intcrest in actively improving their PC expericnce. The new uscr is characterized by several
traits: they are Jess involved with the product, Jess likely to be a computing enthnsiast and less aware of
Microsoft applications. These users are less able to distinguish berween the operating system and the
application. Within this segment, it becomes necessary to market a complete Microsofl solution, systems
and products.

Macintosh broadens its base
The Macintosh market used to be more of an IEU market than the Intel market—individuals who were
very knowicdgeable about computers and sofiware, strongly loyal to their brand and more involved with
computing Today, the Macintosh platform is more of a gencral user platfarro. Macs and Windows PCs
pow coexist more peacefully in American corporations, as the Mac has become an accepted graphical
platform. This provides Microsoft with ar opportunity. We are the only company that has a cross
platiorm product linc and straiegy (i.c. corc code} and we should market that asset 10 both Windows and

Mac audiences. However, a higher percentage of Macintosh general users compute in the home or i
MS 0178207
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school] and there the trend is away from business applications to morc accessible integrated software.
While our market share position is securc and we have an opportunity to exploit our cIoss platform story,
we are in danges of losing penctration o0 the Macintosh platform.

The Microsoft instalicd base will generate much of eur revesue )
An inatadngpotﬁonufuubushx&isgcm:mwdbyourimﬂcdbasa As we becoroe the leader in
Windows software, we will need to become as proficient at marketing 1o our £xisting Customers as we are
10 users of our competitor’s products. We mast persuade them to upgrade the products they currently

hav:;mdmdomorcbusin&withiaosuﬁ.

5 New chanmnels of distribution
Broader market penctration and price competition has led to changing cconomics in software distribution
channels. Few resellers cansusminthcvolmpclocompdcsole)yonpﬁce, requiring all others to find other
areas of differentiation. Most resellers who deal with corporate accounts provide a mg:d'soﬁwarcs;rvicm
including installation, support, and network maintenance. Microsoft has begun to expand its distnibution
reach by creating a new Solution Provider channel 1n addition, the Solution Provider channel can provide
mesaﬁmmmmmmdiﬁomuyupcaedaspmofmainﬁmormhﬁwmmnasoﬁmwchu
customized solutions with off-the-shelf applications.

B. Strategic Implications

With the markes in 2 state of rapid transition to Windows, we face both an opportunity and a challenge. While we are
the Jeader in nearly every Windows software category and should benefit the most from this transition, our share
leadership is at risk as our competition finally delivers good Windows apps and afiesopts to upgrade its DOS installed
base. Sincethseinstaﬂcdbassarestﬂ]tbclargstscgnmoflhcmaxkd.wcmustﬁnmeupgndcbamein order 1o
maiptain leadership in applications software. With pew versions for all major Microsoft applications as well as our
competitors swondotthirdgenemtionswindowsappsdue.ﬁmlyw%willbethcycarlhalthe\v‘mdows
applications market transitions to matusity. As evidences by the strategic implications below, the Mictosoft Office is
the key compopent to winning this competitive battle,

1. _Buying Criteria are changing
While "Best of Breed' played the pivotal role in capturing Windows applications share among carly adopters, it

will no Jonger be the sole criteria for sofiware purchase as the market expands. Individual product differentiation

has become increasingly difficult; the pext generation of competitive comparisons will be made at the product line

Jevel Therefore our marketing will be driven by several factors:

. Product synergy. With 2 10 3 business applications becoming standard on the desktop, the ability of
applications to work well together becomes critical. Microsoft must deliver and market a line of applications
that provide benefits that are differentiable from the competition.

«__Reduoed brand loyalty. With increased price competition and reduced product differentiation, nsers will be
Jess likely to remain loyal to a single application. This is both an opportunity for Microsoft as well as a risk.
It will be casicr 1o convince users 1o switch, however it will be more difficalt to hold onto customers and -
develop the loyalty that makes upgrading to futurc versions automatic.

¥ _Development/vision leadership, As companies Jook for other differentiating factors beyond pure product
features, we will need to prove that we can provide visionary leadership from a technical level as well as
practical leadership in delivering products that are proven casy to use. We have an opportunity 10 capitalize
on Microsoft's industry position as the perceived technical innovator.

«_Cross Plaform. With PC networks assuming the primary role of information sharing in corporations, CToss
platform compatibility will become more of a considcration, especially 10 1S professionals. Again, we can
capitalize this as Jong as the criteria is Mac/Win compatibility and not UNDC

+__Applications as information ‘solutions’. As 1S and corporate developers downsize mainframe applications,
they are looking to packaged applications to provide the sare functionality that they demanded from larger
platforrns. These requircments inclode providing custom solutions that mest specific business needs, data
access and cnabling workgroup productivity. Standard applications such as Word, Excel, Access are
excellent building blocks for this new gencration of applications and the Office can be a great

integration/delivery mechanism.
MX 6024386 MS 0178208
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2. perade battle is accelerating . .
The upgra readsheets and database, the DOS insalicd base—which

i significant share gains word TOCESSING, SP .
Z$:;°:mc 5 million DOSg\nvlgsrdPafczx, 4-5 million Lotus 1-2-3, and 3 million dBase users whao arc candidates
1o move to Windows—continues to be the battleground for Windows application market share. Its quite mblc
that more DOS users will switch to a Windows application in the next twelve yoonths than any other previous
period. In addition, new releases of windows products from Lotus, WorcD’crfect_andBoﬂand will be significantly
improved, making winning the upgrade battle even hasder. In 12-18 months, this phase of market transition will

decline — we need 10 win this battle now.

3 The IEU model is alive and well, but average end user is becoming less ‘involved'
IEU/GBU buying process

While some aspects of the buying criteria have changed, our fundamental model of the

is stilt valid. General business users and loss sophisticated users seek the qualified opinions of JEUs and Fringe
IEUs. For their part, IEUs continue to be infiucpced by the published opinions of the press. This implics that we
must continue to "activate and arm® our instalicd basc, and work with the press to remain the recommended
purchase within all Windows applications categonies.

4, Capturi of the desktop is critical for continued succe:

With the rapid tansition to Windows, the software market has become more price competitive. In order to reach
our revenue goals, we need to scll more applications onto each desktop. Although the Office represents a discount
on purchasing cach application individually, the total rovenue 10 Microsoft is bigher. It is also critical tool to
prevent competing applications from gaining a foothold on the deskiop. Currently, the majority of Microsoft's
installed basc owns only 2 few applications. Onz of our largest market opportunitics is to convert our existing
customers to the Office. In addition, many of the people moving from DOS apps to Windows are buying new
rmachines and new software to go with them — they are prime candidate for the Office.

C. Products: Microsoft and Competition

Microsoft Office
As a product, the Office now accounts for almost 50% of Word/Excel's business. We expect it to increase (o as
much as 60% by the cnd of FY94. It is now available in % languages and is sold by 38 subsidiaries; for the first 6
months of FY93 Internatianal sales of Office represented over 50% of Office worldwide revemues. In shart, in FY
94, Office will become the predominant way in which customers purchase Microsoft applications. Here is some
market share and demographic information on the Office and its component apps:
Office Market Share
We estimate that the Office outsells its ncarest competitor, Lotus SmartSuste, by 2 factor of 8 to 1.
Microsoft Office holds 85% share of "suitc® run-rate.

Word Market Share
Currently, Word for Windows holds roughly 55% of the Windows word processing market, with
WordPerfect for Windows and AmiPro for Windows accounting for 30% and 15% of the market,
respectively. Combined, our WinWard plus PC Word share account for 36% of the DOS/Windows
market Between June and December, WordPerfect 6.0 for DOS, AmiPro 4.0 for Windows and
WordPerfect 6.0 for Windows will all ship.

Excel Market Share
Excel also holds roughly 55% af the Windows spreadshect market, while Lotus holds 30% and Borland
bolds 15%. This share dropped below 50% following QPro/W shipment Iast fall but has since recovered
1o this level. Over the next six months. this number will be under pressure both from Improv (which had
a $99 inwroductory price) and from 1-2-3 v4.0 which will ship in June. Borland will also ship v2.0 in the
fail at roughly the same time as Excel v5.0.

PowerPoint Market Share
PowesPoint holds 48% of the Windows presentation graphics market, while Lotus holds 20% and SPC
holds 19%. PowerPoint's share held constant through the introduction of both competiter's Windows
versions during a period of significant category expansion.
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Access Market Sharc _ ] ) .
Since its intsoduction in November 1992, Access has shipped more than 00,000 units worldwide. This

aggressive penctration of the market makes Access the Windows database market leader, although it
remains 1o be scen how many anirs Paradox for Windows is able to sell during their first six months of
shipment.

Office Demographics o
The avcgggc‘l)\ﬁacsuﬂ Office customer is significantly different imm thase who purchzs.c mdmdua.l
application or upgrades. Fifty-threc percent of Microsoft Office registered owners work in companies
with over 1000 employees. This compares to 37% of Word owners and 34% of Excel's. Office users tend
to make their puschase based on a major change inmrjrcompuling.dtbfrthc purchase ofa‘ new
rmachine or buying Windows. Word of mouth and reselicr recommendation are key factors in |hc. )
purchase decision. While the 10p four reasoas wiry people purdpsc Oﬁce are product-related, price is
becoming more of a factor. Ninety-scven percent arc satisfied with their purchase.

Lotus
Lotus has re-defined its strategic direction to focus on "Working Together™—a combination of product

compatibility and groupware emphasis. Lotus SmastSuite is the major direct competitor to Microsoft Office. 1t
SmartSuite contains Lomus 1-2-3, AmiPro, Freelance Graphics, 2 cc:Mail client, and The Omaruw (a recently
acquired PIM that is being redesigned for group use). Since its introduction inf\pxil 1992, nhasbegn
aggressively marketed through pricing promotions and awareness advertising/direct mail. However, it has not yet
gained a significant share of the market except within corporatc accounts that have a strong commitment to Lotus.
In CY92, SmanSuitz sales were $40mm worldwide, approximatcly 12% of that of Office.

Lotus Strengths Lotus Weaknesses

e Large DOS installed base e Lack of strong prescnce on Windows

¢ Groupware/Notes icadership » Incomplete line (no databasc)

e Strong nparoc recognition in e Fragmented product line (multiple
applications spreadsheet versions, ermail)

» Broad product line e Little company loyalty from

« Industry alliances—Novell, IBM, customers; reputation for missing
Apple product deadlines

e Recently refocused/restructured
resources for marieting push

Threats to Microsoft:

e A SmartSuite with 2 ncw and improved Lotus 1-2-3W 4.0 will help reposition SmartSuite as "best of
breed.® Lotus needs to regain technical leadership in the next 12 months.

s  Lotus may acquire the end user database product, Approach, which has been touted for its case of use and
integration with other desktop products. This application would round out their desktop suite.

e  Lotus will establish groupware as the Jogical *middleware” level on the desktop and exploit the
leadership they have with Notes. Lotus has begun to tic its sales of SmartSuite to the suceess of Notes,
suppasting a stronger workgroup story than MS Office.

e Lotus has announced their intention to have a Mac version of Smart Suite in CY93.

e  Lotus will continue to push on their “working together” message and attempt 1o upgrade the 1-2-3 users
10 the entire suite. At the technical level, the SmanSuite applications will support 3 common macyo
language (:;omsSa'ip(). ODBC, and probably OLE 2.0. Timing is unclear, alithough 1-2-3 v4 docs not
a 10 have either LotusScri

ppeat por OLER suppart MX 6024388

Borland CONFIDENTIAL
Borland has always been an aggressive software marketer, especially in direct marketing.  After a "difficult®
lhunch of QPro/W, they have focused on using price over the past few months to attract users (399 for QPro/'W,
$139 for Paradox for Windows, and $199 for 2 QPro/W+Paradox bundle.) They have also begun shipping a
“suite” bundle with WordPerfect that includes QPro/W, WordPerfect, and Paradox at aggressive prices ($399 for
all users, $299 competitive upgrade). Overall, Borland has focused on their srength in data management and
their financial success is directly dependent on their success in databases and spreadsheets. They are well-
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WordPerfect Strengths | WordPerfect Weaknesses

= Extremely high customer e Incomplete product linc — no SS,
satisfaction and product support DB, or presemtatiop graphics

MX 6024389 o DOS installed base  Initial Windows products weak
CONFIDENTIAL e  Strong name recognition in s Recent difiSculty getting products

applications shipped in timely way

+  Focused resources e Relatively low int'l presence
Cross-platform compatibility

Microsoft Confidential

. . . . . . 15%
garded for their technical strength and have a good reputation for innovation. QPro/W has ?ppmmmndy
p . e DOS only catcgory. Paradox and dBase combined have over 70%

share of the Windows category and 10% of th
of the DOS dambasc market; still 100 carly to tell how ouch of the Windows databasc market Paradax for

Windows will capture.
Borland Strengths Borland Weaknesses
e Frequent product updates/iechnology | ¢ Lack of complete applian’on_s line —
leadership no WP or presentation graphocs
» Perceived experts in languages, e Receot troubles shipping upgrades
deveclopment tools on time
o  Aggressive marketing and pricing s  Unclear database product
» Direct marketing expertise diffcreatiation
o Inualied base of ~5mm xBase users | » Domestic channel resistance;
e High customer satisfaction ratings Relatively weak int'l preseoce
¢ Financial challcnges
Threats to Microsoft:

+ Borland does produce good products and will try to differentiate themselves by claiming technical
leadership through product awards and technical visioo. Borland bas reieased high-quality products that
bave been recognized as "best of breed” in the spreadsheet market, particularly among IEUs and analysts.
Borland will leverage their database position 1o continue their thnst into spreadsheets and the deskiop.
Their alliance with WordPerfect provides them with a suite type product; still unclear if this is
compelling to any set of customers. Iis also uncicar bow closely they can work with WordPerfect to sort
out some aof the “interop® issues to make this bundic more compelling.

e They have been stressing their object oricnted programming raodel for some time now and more recently
bave been talking about their common macto language {ObjectPAL), their data access techoology
(IDAPT), and their workgroup approach (OBEX). Tbe key issue is whether they can deliver thesz in
enough product categories in a imely way.

WordPerfect

Although the majority of their revenuve is generated by their dominaoce in word processing, WordPerfect also has
several other products inchuding ap integrated software package (WordPerfect Works), 3 presentations program
(WordPetfzct Presentations) and workgroup applications (WordPerfect Office). WP Office combines email,
scheduling and caiendaring all in the same user/message database, and will be available for DOS, Windows and
Mac. The company has gained a loyal following through their personal approach and focus on customer
satisfaction. WordPerfect is altempting to reach beyond their traditional base with their new WISE, "Beyond
Words" strategic pasitioning. With roughly 30% of the Windows WP market and commanding market share in
the DOS only market, it is anticipated that WordPerfect will go public this spring with initial reported sales of
$600mm.

Threats to Microsoft:
* They have been more aggressive recently in purssing alliances with other companics. The joint bundie
with Boriand could give them a stronger foothold in the suite area to compete with Microsaft Office.
* A strong product release for WordPerfect for Windows this fal) could make it difficult for Microsoft to
contipue converting WPs instalied base.
e A consistest use of the cross-platform pasitioning could neutralize Word's Windows leadership.
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Clans
Claris is the most significant competitor to Microsoft on the Macintosh platform. Their sales of Claris Works

have surpassed Microsot Works and with the increased market focus oo lower-end machines, is beginning to
threaten traditional Office sales. Claris Works v2.0 for the Mac was recently released and is anticipated 1o be an
even stronger product with seamless integration between its components. Claris also offers a full line of
applications for the Macintosh, although they have oot yet marketed 2 bundle. Overall, these products have not
made major in-roads in our core Word/XL busincess.

[NEED TO ADD RECENT CLARIS FINANCIAL INFORMATION HERE]

Threats to Microsoft:
e  With Claris Works duc on the Windows platform by FY94, Claris will put pressare on our entry level

busipess and will show solid integration without the overhead of OLE2.

o AsMacs move more towards consumer channels, ClarisWorks could continue 10 gamnet a higher
percentage of Mac desktops. Thiseﬂ'eadoesn‘(showupinourWPorSSsharedata—thucfomw:
really need to focus on Mac penetration as a key measure for Mac Office in FY94.

Competitive Product Releases
During Q! andQ20t'FY94,lhcmwiﬂbcannmbﬂofncwlelmbothbybﬁcmmﬁandmroompcﬁtomLoms

will ship new versions of their eatire suite and will increase the integration with Notss for improved workgroup
computing. This will be shipped as SmartSuite v2.0 in hne/July. Looking out a bit further, the next versions of
some of their products (probably beginning with AmiPro v4.0) may include LotusScript and will certainly include
a common chanting module and more workgroup capabilitics. WordPerfect and Bortand will also be revising their
key products this fall. A swmoary table of the various planned releases is provided below.

Product July-Sept 93 | Oct-Dec 93
WordPerfect DOS v6.0 Win v6.0
1-2-3 Win v4.0 i
AmiPro Win v3.0} Win v4.0
Freelance Win v2.01 Win v3.0
Notes v3.0
Quattro Pro Win v2.0
SPC Harvard Gr Win v2.0
Claris Win v1.0
MX 6024390
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I Strategic Objectives

the addition of ncw products to the line will further distance Microsoft

The release of new versions of the Office and ) _
pplications, we must achicve the following

from its competitoss. To retain lcadership across a broad line of 3
objecuives:

Establish and maintain Office leadership
Maoave the Instalicd Base 1o Office.

Win the DOS App Upgrade Battle with Office
Reach out to small business

Target the solution deveboper's market,

CALAS

A. Establish and Maintain Office Leadership.

Leadership can be defined in several dimensions: product leadership, market share lcadership, and strategy/vision
\eadership. Today, Microsoft position along these dimensions vary. in many categorics we are markes share leader for
both Macintosh and Windows, but we are not universally recognized as product lcaders. Among MIS and analysts,
the pereeption of Microsoft as a visionary leader in applications is being croded by competitors such as Lotus with
releases of Nates and Improv.

The Office—and the products that comprise i(— must be perceived as the product, market share and vision Jcader in
order 1o retain our market share position. In addition, we must transition from the marketing stance and
communications of an insurgent challenger to those of the stsble leader, for both competitive and our own uscrs. As
we continue 1o force Lotus, WordPerfect and Borland to compare their products to ours and 1o respond 1o our
marketing programs, we will further entreach our leadership position.

1. Develop the Microsoft Office as the superior line of products
During FY94 we will make an aggressive transition from the single-product markcting model to sclling
applications together. To do this, we must build a marketing infrastructure for product synergy that parallels our
traditional product efforts.
Sell benefits of using Microsoft products togetber
Continuing the work of FY93, we need to develop evidence to lead purchasers 1o consider a linc of
applications. These benefits will be included in all communication vehicles inctuding advertising, sales
tools, collateral and PR. )
Make product synergy the key criterion for press and anatysts
In order to shot our competitors, we must make having applications work together the key criterion for
IELrs software evaluations. Although products may be able 10 keep even with Microsoft in terms of
individual features. it must be clear that not having a full line of applications eliminate them from the
decision st of the majority of PC users, particularly corporate customers.
Elcvate the need for Macintosh and Windows product compatibility
Core code between our Macintosh and Windows product is a critical asset that we need to promote more
aggressively.
Windows/Macintosh platform as part of the “Brand™
In FY94, we peed to marshal all the resources we have available 1o provide a coherent response to
competitors. One of our biggest assets is our link with the rest of Mictosoft. Many users are unabie o
distinguish between applications and the system and we should leverage the cquity we have in systems
saftware befter.

2. Market the Benefits of Office
Microsoft is the leading vendor in many Windows product categories and Office is an increasing portion af our

busisess, but we have not yet claimed our lcadership position in suites. For FY94, our most important goal is to
establish Office as the product from Microsoft.

MX 6024%2&
CONFIDENT MS 0178213
CONFIDENTIAL
Year of the Office Markenng Plan- DRAFT v0.9 11 05/27/93

FL AG 0087031
CONFIDENTIAL

HIGHLY CONFIDENTIAL



Microsoft Confidential

Maintain 80% market share in suites ) o
With the relcase of a WordPerfect/Boriand solution and Lotus’ contiouing cmphasis on Smart Sufn:, it
will be increasingly difficult 1o maintain our sales dominance. In order to achieve this, Qﬁcc will need
to be the lead product for Microsoft sales force in FY94 and the focus of reselier promotions.

Establish superiority of Microsoft's software set over compctitors o
With the FY94 releases of our products, Miczosoft will have a distinct advantage over compciion in the
areas of product consistency and integration. Our OLE 2.0 support will be richer “’f‘h m placc.e'dmng,
drag and drop between applications. and OLE automation. During this fiscal year, 1t will be critical to
peutralize Lotus’ perceived lead in workgroup computing.

3 Maintain/Regain Leadership Position in Individual Product Categories

While buying criteria bas expanded to include product lines, Office cannot succeed without the lcadcrshiP of
Microsaft in the key individual catcgories. Since new competitors have entered the Windows market, Microsoft's
share in product categories on Windows has slipped. sometimes below 50%.
Maintsin leadcrship as the standard product in key categorics
The relcases of Word 6.0, Exced 5.0, PowerPoint 4.0, Project 4.0, and Access 2.0 must achieve
undisputed leadership in product evaluations. Individual prodncts will continoe to be positioned oo a one
10 one basis against our competition. Market share goals are 60% for Word and Excel, 80% for
PowerPoint and Access.
Commubnicate bencfits of user-driven innovation
It is becorning increasingly difficult to sustain competitive advantage in product features. The time
between releasing a new feature innovation and whea we can expect to sce it in our coropetitors’ products
is three months. However, we have had some success in branding Microsoft's development philosophy
and process among our corparate Cusiomers. Increasingly, customers will choose products based on this
overall strategic vision. We must communicate our application vision and create tangible benefits for
users beyond the IS commmity.

B. Move the MS Installed Base to Office.

We have traditionally focused most of our cfforts on getting Lotus and WordPerfect users 10 switch to our products.
However, as we move into the leadership position in the Windows applications market, it will become increasingly
imperative that we nurture our own instalied base. Currently, our installed base owns 2 mix of products of various
releases. This represcats both an opportunity to sclf addition products as well asa need to reduce our costs by genting
wsers to the most current version of our applications. To accomplish this objective we will need 10 do the following:

1. Upsgrade 40% of the Word/Excel installed base to Office
There is approximately 45% overlap between the Word and Excel reg base while only another 15% own the entire

Offsce. We want 10 move 40% of these users up 10 the new Office. To do this, we need to reach the instalied base,
pot just the registered base, with a compelling upgrade message and through as many vehicles as possible. If we
can move these users to Office, we will be able 10 maintain them as customers long after WordPerfect, Borland, or
Lotus rev their individual products. In any cvent, even if we cannot get them to the Office, we want to upgrade
40% of the overall installed base to the most recent versions of their prodocts.

2. Increase usage of applications in Office :
Increasing usage of the compooent applications within Office will enable us to continue to upgrade a higher

_ percentage of the users to the next versions of the Office. For example, currently only 49% of Office users use
PowerPoint Increasing this percentage by only 11% delivers 100,000 more satisfied Office uscrs per ycar who are
more likely to upgrade. Achicving this also reduces our suppont burden, and simplifies development and
marketing
3. Create an add-on business for aftermarket sales to our installed base
Thqopporm:ﬁty exists for an entire aftermarket for add-ons 10 Office products. Some of these products could be
mcfx:ﬂ in pature (i.c. templates and fonts for Word), while others could be more strategic (EIS Pak for Excel).
This will enable Microsoft 1o capture a stream of revenve from these sales as well as gain entry into vertical
markets by providing targeted solutions.
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i i icati ifetime customers,
4. Increase satisfaction of applications users to create I} o
To be the market Jeader in the application market, we need 1o increase our overall customer sau?c.facnon above that
~time customers, we can ensure the profitability of our

of competitors such as WordPerfect. By creating life _ : .
mallc’::iwbasr_ We will be using the curreat customer satisfaction ratings as a benchmark and arc Jooking for a

20% increass in them by the end of FY 94. Esiablish benefits af doing business with Microsoft.

in the DOS to Windows U de Battie with Office. . .
"l:cmmmcnh tum for switching from I‘fu: 1-2-3, WardPerfect, Harvard Graphics, and dBase hzs _mcmscd in the
last year. Sales of our individual prodndshav:inmsedbmmcinndbdhascdDOSapplxcauonmmu
outnumbers those who have already moved to Windows. Our competitors only have to upgrade a relatively small
perceatage of their installed base to re-establish product leadership. There ts ag:ml danger tha! new pmdpcx
releases by Lotus, WordPerfect, and Borland will eccourage users to migrate directly to the Windows versions of

their old DOS standards.

1. Market a compelfing Office upgrade offer
With the migration to Windows, many users are switching their entire desktop at once. Curreatly, many of these
customers are purchasing the Office despite the fact that they arc cligible for lower cost Upgrade SK'Us for Word
and Excel. Roughly 85% of Office purchasers own a DOS word processor, spreadshest or both. During FY 94,
we will make the Office 2 more compelling choice for people making the switch by promoting it heavily and
targeting a special Office upgrade SKU. Note that the individual competitive upgrade Q(Us will txmunuc to be
an important weapon to win the upgrade battle, especially in direct mail where we are still determining whether

OQffice is a compelling offer.

2. Reduce barriers to switching

Incrtia remains the biggest barrier to switching. We've made a big investment in WordPerfect, Lotus and dBase
file, macyo and keystroke compatibility and will ship some new/improved capabilities in the products that will
ship in FY9%4. Howcvcr,wconlyhzvcalimjtedse(ofmrkeﬁngpm;nmsﬂminsm:smthcswimh can be
made without loss of investment. In order to market to DOS users, we need targeted programs and sales tools that
help people through the process and highlight others that have made the move successfully.

3. Expand awareness and trial to 1-2-3 and WordPerfect users
Despite being leaders in Windows word processing, spreadsheets, and presentation graphics, Microsoft Word,

Excel, and PowerPoint awareness still trails that of Lotus and WordPerfect by significant margins. In FY 94, we
will pilot several new methods of reaching Lotus and WordPerfect users through DRTV, small business
adventising and PR, and grass roots IEU growth. We are also exploring how 10 efficiently communicate and
convert dBase and Harvard Graphics users (many of whom own 1-2-3 or WordPerfect) as part of this effort.

Reach Out to Smaller Businesses.

Our market share has established Microsoft as the largest applications vendor, yet there is Jittle awareness of
Microsoft products outside the large business/enthusiast community. In general, the vast mid-sized to small-
business market still sees WordPerfect and Lotus as the established standards. We need 10 increase awareness for
Microsoft products and move this perception of Ieadesship to our line of applications. To accomplish this
objective, we need to do the following: MX 6024393

1. Broad-based end user demand creation for Office. CONFIDENTIAL
Microsoft has been successful in marketing to Enthusiasts. However, outside enthusiast's venues our awarcness
and market penetration drops off dramatically. Despite advertising in the business press for three years, our
overall name recognition for applications still trails Lotus and WordPerfect. In FY94, we will use PR in mare
broad forums such as CNN, business press, eic. to build awareness for Microsoft applications. We will also
continue experimenting with new media such as DRTV to reach into less traditional venues

2. _Expand our uct offermg to this sepment .

In the past, Microsoft bas focused on wsing Works as our lead product into this large audience. While Works is
certainly an important component of the overall nceds of this audience, many smaller businesses want/need high
end applications 10 run their business. Lotus (32% small biz sharc) and WordPerfect (41%) outsell Word and
Excel] in these markets by more than 2 to 1. We are working with the Consumer Division to weave the Microsoft
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Business Manager (Works, Publisher, and Profit SKU) into the Office message and.stralcgy.. We are also
exploring ways to position and perhaps sell some of the Office apps with products like Publisher or Profit

3 Provide solutions to vertical markets.
One of the impostant reasons that small busincsses have not moved to our apps is that many of their custom
applications are cither DOS apps or are based on 1-2-3 or dBasc applications. We need 0 pmvir?c similar types of
solutions based on our apps and tools. Furthermore, many small business can be grouped into fairly well-defined
scgruents that can be more casily reached as a group. This includes the legal segment, enginecring and
accounting at a minimuro.
E. Target the Solution Developer Market.
The key to understanding Microsoft's interest in marketing 1o solution providers is Jeverage - developers of customn
solutions influence decisions which impact millions of dollars and desktops through the applications they distribute.
For example, Microsoft will carn $70M in FY 1993 from its C product line. That revenue would be equaled by 5000
developers creating custom solutions that require MS Office (at $250) and distributing their solutions (selling Office in
the process) to 60 end users cach. 5000 is a Jow percentage (.08%) of the 6M individuals in the United States who
have written code in a programming language or application product in the last ycar - including hundreds of
thousands of Excel, Access, Word, and Visual Basic developers.

This should not imply that C will be replaced by Microsoft applications, but there is certainly a tremendous financial
incentive for MS to promote its applications as solutions development platforms. This is particularly true as the PC
software market matures and we Jook 10 new markets which gencrate applications sales. In addition there is the added
benefit of "locking in” users to MS applications by using them in custom solution.

1. Create demand for custom solutions from Solution Providers,

Caorporate, technical, and business decision makers comprisc the prospective clients of MIS developers and
independent solution providers. It is imperative that this group be informed about the solution developrent
potential of VBA and the benefits to their businesses (lower costs, RO, higher employee productivity) of custom
solutions so they can generate demand for custom solutions built with Microsoft applications. In other words,
build a mariket of Solution Demanders who focus on the bottom line and believe MS applications will deliver the
competitive advantage they require. Note that while this message focuses on VBA as the delivery mechanism, we
need 10 incorporate the current Word and Access programmability solutions since they will not have VBA in this
timeframe (will have cohanced versions of Access and Word Basic).

2. _Evangelize applications programmability to Solution Providers

" Applications programmability” is a development paradigm for developers creating custom solutions which
marries the flexibility and power of programming tools with reusable, application-supplied components. MS will
support applications programmability by shipping OLE 2.0 objects and the new Visual Basic, Applications
Edition (VBA) macro language in Excel and Project in 1993 (other applications to follow). These new
technologies will go beyond the current programmability featurcs offered by MS applications and provide
developers with 2 complete framework of reusable application objects and the glue to assemble those objects into
custom solutions

Evangelize the use of MS applications in custom soiutions
There is an entire applications-centric effort 1o educate developers on the benefits of applications
programumability through the Applications Programmability marketing plan.

Market programmability in all applications as a competitive advantage
Microsoft already has the strongest and most compiete programmability story. Givea our additional
advantages over the competition with VBA and OLE 2.0 support, we will want to compeic on
programmability features as a relevant and compelling attribute of desktop applications and product

suites.
MX 6024394
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Recruit solution providers to use MS applications
Evangelizing applications programmability will be the push component of marketing Office to solution
developers, but we still need to generate pull by pro-actively recruiting Solution Providers o usc
Microsoft applications as componcnts via the vertical marketing and SP tcams

3. Make programmability meaningful to all application users.
The overall goat for programmability will be to make it 8 buying criteria among developers, decision
makers, AND end users (any application user not interested in programming of wanting to icarn). This
sneans we will need to communicate a high level and compelling message that MS applications have
unigue advantages by enabling end uscrs 10 benefit from custom solutions. Featuring coropelling Office-
based solutions is one way to increase intercst amongst this audience.
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II1. Business Objectives

This section summarizes the major business objectives and rel
during FY o th
see the product specific marketing plans for individual product objectives.

ated metrics that we will use (0 measure our Success
94. Unless otherwise indicated, these objectives apply 0 the Officc and Office Professional SKUs. Please

[THE FINAL VERSION OF THE PLAN WILL HAVE SOME OF THE KEY INDIVIDUAL PRODUCT
OMMNH.MYNIHEAREASOFUWUEWM

DISTRIBUTION...THIS WILL BE ADDED OVER THE NEXT TWO WEEKS.]

A. Office Budget - Domestic

Ttem Metrics

Office New License Units - Windows 829.744%
Office Version Upgrade Units- Windows 168,578
Total Office Revenue - Windows $328 million
Office New License Units - Mac 143.526**
Office Version Upgrade Units- Mac 39,806
Total Office Revenue - Mac $66 million

of Access units.

*=This represeats 45% of Excel units, 33% of Word units, X% of PowerPoint units, and

x% af Access units,

B. Market Share

*This represents 60% of Excel units, 52% of Word units, x% of PowesPoint units, and x%

Item Metrics
Specific Product Categories (WP, SS. cic.) 60% (Win), 80-90% (Mac)
Office Share of Suite Market $5% (Win)
C. Channel
Ttem Mctrics
Breadth distribution 2100 (Win), xoccx (Mac)
Depth distribution 1300 (Win). xoxx (Mac)
RSP's trained (launch + 3 months) 7500 (1700 outlets, 4-5 people per outlel)
RSP awareness Ensure $ out of 10 RSPs recommend

Office as the "suile” solution; similar
metric for individual products.

CAR Reps Provide support and training for fall
introduction simultancous with MS field;
includes training on Office strategy
presentation (using PPTI).

MOR's Ensure premium catalog placement for 6
months after fall Jaunch in 3 leading mail
order catalogs (Office and individual
apps).

Reseller direct promotions Exetute 2 direct mail offers with rescller
and customer base.

Inventory management Ensure zero stock outs in FY94;
minimize returns to 15 days of inventory;
develop fulfiliment system to ship
product within 48 hours.

MX 6024396
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Reseller in-store

Implement Office merchandising
campaign to gain incremental in-storc
shelf facing and display.

D. PR

Item

Metrics

Enthusiast magazines

Office covers for PCMag, PCComputing.
PCWorld, MacWorld with key story
coverage for individual products
quartesly "how to” coverage for Office
products.

Comparative revicws

Win al} individual reviews; gencrate and
win “snitc” reviews.

Secondary magazines

Generate 10 trend anticles on integration
and multiple app nsage with Officc mast
favorable mention.

Business/National press

Extensive coverage for launch event
(WSJ, CNNY, leadership coverage
incloding 5-10 articles in national pubs
(BW, Working Women. etc).

Technical journals

Progranumability coverage in Dr. Dobbs,
Computer Language, and Win Tech
Jourpal, including 5 articles on VBA and
OLE2.

1S publications

Micrasoft apps covered as enterprise
platform in ComputerWorld, InfoWeek,
Corporate Computing.

Newspaper technical columns

Favorable trend coverage for OLE 2.0,
VBA, Data Access.

Analysts (Dataquest, InfoCorp, eic.)

Favorable mentions and quotes in all
launch articles; quarterly visits with key
analysts.

Press kits Wide distribution of press/eval kits
{metric TBD).

Broad reach 2-3 TV spots (a la CNN coverage); 15
radio spots (mostly computer shows),

continued verticals coverage (megric
TBD)

E. MS Apps Installed Base

Item Metrics

Muhti-app owners Upgrade 40% 10 new Office.

Single-app owners Upgrade 20% 10 new Office; upgrade
20% 10 ncw versions of individual
products.

Add-on product sales 10% of peopic who upgrade purchase
add-on ($39).

Maintenance 25% of named accounts secured with

maintenance contracts by vearend.

F. Competitive Upsrades

Item

Metrics

Office competitive upgrade units

233.681
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[ Users converted to Word, XL, or Office [ 500,000 ]
G. Sales Force
Item Metrics i
Marketing Beta Execute well-coordinated marketing beta
program to key accounts.

Basic sales force training

Reps & SEs able to articulate positioning
& key selling points (e-.g- scll against
SmartSuitec)

Advanced sales foree training

Tech reps and SEs trained on advanced
‘technologies (OLE2, VBA. ODBOC)

Sales tools and product information

Provide consistent, focused sales tools
and product content informatioo to the
field; reccive average rating greater than
4.0 ovt of 5.0 on quality of information.

District marketing support

Provide support for district lcvel launch
1our and sustaining district activities

H. PSS

Ttem

Metrics

Support quality, imeliness

Achieve x% level performance for wait
tixoes, abandonment, calls handled, and
overall costomer satisfaction.

Training/staffing Provide gquality cross training for Office
support, including response 1o database
issues; create core Office team

Office suppot Institute direct dial phone line for Office
support

Pay for support policies Impicment Deka in Feb/Mar 94 with no

negative market implications.

L Large Accounts

Item Metrics -
Select Make Select x% of total Office sales; scll
Office MELP in x% of Select sales.
Maintenance Sell Office maintenance in x% of Select
sales.
Penetration Achieve x% overall penciration in named
accounts
Seeding/Evaliation TBD
Executive Briefing Ceoter Deliver quality briefings to key accounts
achieving an average of 4.5 out of 5.0 on
customer and ficld rep ratings.
J. Solution Providers
[tem T Metrics H
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10 referencable solutions which usc
programmabie applications which
SE/SPArainer can demonstrate; available
in each district and in each of the 10
largest subsidiaries, utilize in
PR/advertising as appropriate.

Vertical marketing solutions with MS One demoable solution created with MS
applications applications in cach of the target vertical
marketl seoments.

Ficld expertise 1 SE or SP (consultant/trainer) in cvery
city over 250K in the United States, and
10 SP reps in each of the 6 major
markets; 3 Project SPs in cach Microsoft
district.

Apps programmability seminars 2,000 developers attending Apps
programmability seminars in 20 cities in
Spring. 1994; support district seminars
on using apps and VBA

Solution Provider certification Cestify 1,000 MS application developers
with emphasis op VBA and OLE2.
Solution Provider technical training 2 articies per MSDN ncwsletter on
application products; 50 VBA articles on
TechNet disks; 25 courses on application
products and programmability at TechEd
conferences.

Supporst coordinator training Provide a forum/means for support
coordinators to receive training on and
information about Office, including
packaging from MSU. SP

Reference solunons

K. International
Itcm Metrics

Global launch Ensure well coordinated global launch;
: provide launch in a box for small and
medium subs.
PR/announcement Coordinate intcrnational press,
Compuserve, and announcement
activities.
Ship schedules Sim ship Office with major releases
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[V. Customers and Segments

A. IEU Model ) o o _
Over the past several years, we have focused our marketing and comunications cfforts op coovincing influcntial

s) o try, use and then recommend our products. IEUs are a heterogencous group. Ind:vxdualsv:uy
:ﬁcu}xmgmhasmhmnpaﬁx work environment and hardware platform. What IEUs have in
eommonisthci:inﬂucmeoverothaPCusasudcvcnlSdccisionmakm Wedeﬁne[ﬂ]sas'peoplcwhom
both involved in purchase decisions and give more advice than they receive. These users have higher awareness
of Microsaft, have stronger atiitudes toward Microsoft's image and have higher usage of Microsoft products. 'rhq
are most likely 1o be first movers. Althoughthisisthcsmallcstendwsegnnennabmulo‘ﬁofaﬂ!JCusus,ms
the most valuable because of théir influence on the rest of the marsket. However, IEUs are not 2 captive scgment(
for Microsoft. Only 40% have Windows installed. and 25% of these still use DOS apps. ’I'hc most reachabie
segment among [EUs is the Enthusiast IEU, those who read PC magazines regularly. Thls' represents 40% aof
IEUs or 2.8 mm users (78% of IEUs read trade press occasionally). These users are most likely to also be

registered owness of our products.

'I‘hcoon-mxhusiastEUand"Fringe'IEUmlnssinvolvedinsoﬁwamlhnnﬂ)csoﬂwmemhusiasL In genesal,
their sophistication as well as their interest in software specifics is lower. Thcyseetheirf_’Csimplyasamol.
Focusgroupstnvcsbownmmmcsewdimu:oﬁmm1diﬂamﬁawbcmnwopcmungsyamplatfomw
the products nnning oo top of it. For these users. it is critical that we pasition both the Windows and Windows
application message. The non-enthusiast IEU and Fringe associate Microsoft with easy software. However, they
z.mkcsslikdytosccmcmsoﬂasacompanythatwcs.isrmponsivcorhasgoodmppcm. Fringe IEUs represent
ovex 22 million users and are the largest and most significant market opportunity for Microsoft.

Our on-going rescarch indicates that this influence model is still working well, and we will continuc focusing on
IEUs in FY94. At the same time, we realize that we need to reach beyond this group if we hope to convert the
more entrenched DOS and competitive product users in the market. Therefore several of the plans described Jater
in this document focus on how we can reach beyond the IEU segment into the Fringe IEU group. The following
sections on customers go beyond the IEU model to discoss the actual target audiences for our messages — whether
thase messages are delivered directly by Microsoft or through the IEU process.

B. End Users
The average Office end user is more sophisticated whea compared with the general application user, Almost half
of the exdsting Office reg base use 486s, and a large portion of our business lics with large corporate accounts.
The data below categarizes these end users based on where they are in the purchase/opgrade process.

1. Microsoft applications users
As the success of our applications increases, we are building a sizable installed base of customers to

whom we need to communicate and to whom we can sell product. Word and Excel alone have shipped
over 8 million copics, and our upgrade business now represent a substantial and increasing revenue
source. In FY94, it is imperative that we understand the needs of these users better, upgrade them to our
latest products, and continue to provide them with value so that they remain “secure® Microsoft
customers.

2. DOS users moving to Windows
With the rapid transition to Windows, many uscrs have the need 10 replace their entire set of
applications.  Approximately 75% of Office sales are to customers who purchased 3 new computer or
operating system within the lact thyee months. This opportunity is large; the majority of the installed hase
is still using DOS applications. In addition, forty-five percent of WordPerfect for DOS users also own
Lotus 1-2-3 for DOS, and 58% of Lotus 1-2-3 for DOS users also own WordPesrfect for DOS. Even those
who have transitianed 10 the Windows operating sysiem hold onto their old DOS standaxds. In a recent
survey, 25% of Windows owners use DOS WordPerfect and Lotus 1-2-3 for DOS as their primary
applications This combination of continued high DOS application usage and the overlap in application
ownership make the Office a key weapon to convert this market scgmoent to Microsoft's applications.

MS 0178222
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3 Users with only a single Windows 2pp ) o )
A scgment of people migrating from DOS will aptomatically replace all their applications wuh‘ Windows
vessions. However, there is a substantial portion of the market who — cither because of the resistance to
move theic primary applicatios or the intimidation of moving all their g)plfmtion% at once — have only
purchased a singlc Windows application. Furthenmare, with the more intitive Wuu_iows or Mac
interface, mznyususc:qaandlhdrmﬁw:mmgcaﬁumcy‘vc made the original switch 10 graphical
platforms. People orcompaniswboxcompmcrmds have grown and arc familiar with one application
would benefit from applications that are designed to work together. This certainly implies a significant
opportunity for Microsoft to sclf additional applications to users of just Word or Bxcel (a cross-sell offer).
Note also that 19% of all WordPerfect for Windows uscrs own 1-2-3 for DOS and 25% of 1-2-3 for
Windows users own WordPerfect for DOS. If we can reach these people before they buy their second
Windows app, we still have some apportunity to move 10 the Microsoft family.

4. Users new to computing
While we think there is a significant number of people who are just buying/using their first computers,

mdonouhinkuﬁsisanaudiena:wecanmcbd‘uecﬂywilhtheOﬁcemmgcinancﬁcicmwxy.
Instcad.wcwﬂlconﬁnuctoworkuuonghlhel‘EUmoddtom:i:t!mcpeopleastbclookfor
recommendations on what to buy.

Large Accounts

Microsoft Office is one of the most imponantscllingmolsonrsalesforcchztopcnmtclargcam Evenin
FY93, corporate customers represented 53% of registered users of Office. This bend will increase with the advent
and expansion of Select and other customer-focused selling programs. To really understand the large account
scgment, it is neoessary to break it down into scveral sub-segments (in addition to the end users that were

discussed above).

1, PC coordinators (PCC).
PCCs are the technical support organization that is in touch with the cod users. They tend to understand

the issues and uscr concerns, but tend to react to user demand. They are also the group most interested in
issucs such as cross-platform compatibility, training and transition, product familics, etc. They will be an
important target for some of our transition and adoption 1cols.

2. MIS professionals (MIS),
MIS tends to be driven by the PCCs and the end user community. They are in the impossible position of

trying 1o please all users. MIS is looking for simplicity and control and the ability to tic computers into
the broader enterprise. Corporate developers are a subset of this group. They will be a key tasget for our
Office solation providers message. -

3. The Corporate decision maker (CDM).
CDM:s are gencrally also end users, but tend 1o focus on the business aspects of change. They are
influenced by solid business argnments. When not also IEUs, we reach CDMs through IEUs (whom we
arm with tools for talking to CDMs).

Small Business

“There are about 8 million smal! businesses with ess than 50 employees with PC penetration in this group of
slightly below 50%. mmmmlgmmhralconhdrl"Cwmhassisaxabmnls%which is higher than the
corporate average. The primary target within this category is the owner/senior manager within the company.
These managers are stressed for time, so they require solutions that are easy to get up and running quickly. They
also'amnmmpponndbyanWSorgzniuﬁonsnmcymdpmduasmnmasymmaim Finally they are
look}ngfortaskoﬁentedsolutions—thesoﬁwelhcybuymustaddrsshsimpmblansinavuydimway.
Thurso_nwarcoggcisrclaﬁvdysimihrwothcrscgmmscxccptmlhcytmvcavc:yhighpenxntagcof
acoounting package usage. Small business users can be further broken down into four types of users:

e  Analyzers: focus on financial analysis, budgeting, tax planning, etc. Heavy usage of spreadsheets and high

nd word Processors.
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« Communicatars: use PCs for correspondence and customer presentations. Word processors and presentations

products arc key to this scgment. : ] '
e Bookkeepers: accounting for the small busincss.  Spreadshects and an accounting package are tmporant

here.
e Multi-taskers Some combination of the activities above.

This segrucotation illustrates an important point for our strategy: Microsoft is one of the few compgr.xiu_(pcrths
the only company) who can deliver across this broad range of needs. Since pur brand name recognition is
relatively high in this group, we have a unique opportuuity to capture market share from Loms and WordPerfoct.

Selution Developer . .
A solution provider by definition creates and distributcs applications and custom solations to clicats, Cuslomers,

and end users. They are the most leveraged audience in terms of reach - a single solution may reach mmdreds of
desktops. However, “solution providers" is also 2 mislcading term since it }gmps so many different types of
PrOGTAMMETs o onc group. Even a cursory investigation shows that solution developers go by many ‘dm’cn:m
titles, work in companies of all sizes (from 1 person to Fortunc 10), and more often than not work outsxdcutj
traditional MIS positions. What they do share, however, is high productivity tools for creating custom solutions,
which is why they are the primary audicoce for the applications programmability snessages.

1. Full time developer (MIS, VAR, consultant)
Characteristics of this group include 2 high perccotage of time spent using programming tools (over 11
hours per week) and a high average number of users per solution (20). This grovp is divided on its
interests: to the experienced Windows programmer the *power” features of MS applications support for
programmability will be the "power” features of OLE 2.0 and VBA, for the new convert to Windows
(frequently from a mainframe/COBOL environment) the usability and ubiquity of VBA in MS
applications will be most relevant, This sccond group has been an outstanding audience to date for
Visual Basic scminars and courses (MSU, computer shows).

2 Part fime developer (Consultant, VAR., Power user)
This group uses development tools on a contract basis 1o create solutions for hire or part time- they are
very interested in the productivity aspect of Office and Access in particular provided by OLE 2.0 support ™
and the breadth of applications which support VBA. They are a key audience 10 win as they bave the
ability to impact many new PC and software purchases when creating hardware/software installations.

3. Hobbyist/special interest
This group includes anyone who creates and distributes sohutions either that is not included in the

categories above including professionals who program out of necessity or personal interest. The fact that
MS applications will include a true programming environment which they can leam and experiment with
(at no cost - the equivalent of QBasic in DOS 5 and DOS 6). ease of use, and the support for lcaming
VBA. (context sensitive help) will be the most relevant features.

Press and Analysts

The press obvicusly is one of the key influencers in the market place. Through their reviews and arnticles, they
reach a large pumber of IEUs who thea in turn influence their workgroups. They also reach some fringe and
gc.ucralwaswhnmthcbuyPCpbﬁmﬁomwbmdmymmnsiduingpumhaﬁnghardmwsoﬁm A
fow issucs are worth noling in our efforts 10 work with the press. First, they realize that they need to update their
review process and criteria. This means they have 1o invest in creating the infrastructure to test products in new
ways, ofien without the resources or market data to help them develop the best approach. Second, and perhaps
more importantly, they are struggling with the issue of bow to review and analyze suites of products. This is an
important area in which we can influence the methodologies and approaches they choose to maximize our
opportunities. Fimally, they sometimes feel the need to "balance® the coverage of all vendors, especially Microsoft
The result is that they iend 10 under report and review our applications relative to the competition. In several
cases, we have sensed they were *spoiling® for a good fight in various categories, which has affected their
coverage.
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Analysts have influence ig the marketplace through a slightly different process. This group docs spread influcnce
through rescarch opinions, stratcgic papers, cic. In addition, they play an unponznl role as commeatators that the
press uses to illustrate opinions, provide quotcs, and lend credibility to their amdc& While showing this group
our products and technologics is important, its equally important that we convince them that we have a
fundamentally superior approach and straicgy, since this is what they arc often asked to comment on.

G. Resellers
In the past, we have tended to treat the “channel” as a bit of 2 monolith. 1n additien, we have probably focused on
the store-front rescller as our mental model of what the channel was capable of achieving. Especially for Office,
this is a frame of mind that we must change. MORs and corporate account resellers are key channels for the
Ofﬁcclodayandwcnwdlodomomluucpandourinﬂn:nccandplnncrshipsinthism The key to this is
doing a better job of scpmenting our channcl and providing different prograsos, products, and support based on
that scgmentation. Basically, we roust priontize and evaluate the following channels:
e In-store
= Superstore
= Software chain
= Software independent
= Mass Merchant
» Hardware outbound reseller
e Large account reselier
e Mail order rescller
e Distributor
[NEED TO INSERT BRIEF EXPLANATION OF APPROACH TO EACH SEGMENT HERE; INSERT CHART
TEAT SHOWS CURRENT CHANNEL CONTRIBUTION TO OUR SALES]
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V. Positioning

A. Key Insights

e  The Office’s breadth of product line is wumatched by any compctitor; database represents a key
opportunity. . o )

e Despite the fact that we have not marketed or positioned the Office aggressively, it is the domant way

in which vsers purchase Windows applications. )

Microsoft is perceived as the overall market leader. In the broad marketplace, we have a reputation for

innovation, vision, and producing category leading products, although competitors have parrowed the

. ;.sm}’Cs become more essential 10 the key functions of companies, buyers are looking for a “safe choice®
that they can trust.

. ln:hcnc:arclmseofuurapps,thcﬁmilaﬁtybawunthcapplicaﬁomud how well they work together
roust help differentiate us from the competition.

e Diffcrentiation is becoming increasingly difficult as competitors lcap frog each other in the “feature
race”.

e  The market is moving from an application/feature centric world to 2 task-centric world. In addition,
people are increasingly interested in *solutions”, whether they be provided in the apps themselves or
through custom applications.

B. Positioning Statement

Because Microsoft understands technology and the way yos work, onfy the
Micrasoft Office — a complele sct of fools designed to work together — enables you
to focus on your work, not your computer.

The first part of this positioning is designed to establish the concept that Microsoft understands technology AND
knows how to apply that technology to the real needs of users. The second part of the statement asserts that ONLY
Microsoft has the full set of products designed to provide a key benefit — enabling you to focus on your thinking,
results, ete. rather than your computer. Note that we have not finalized on a *“tagline” at this stage but are exploring a
couple of different options:

e« Focuson Your Work not Your Computer
e  Software that Works the Way You Do
e The New Way to Work

. Each of these has some positives and negatives, 5o we are continuing to explore for more options. However, we must
resolve this issee over the next two weeks,

C. Key Support Points

The points outlined briefly below form the basis for the Office Positioning Framework. Please sce the attached
framework docnment for mare detatls on each support point.

1) Complete Set of L eading Tools...
The Microsoft Office is a complete set of tools that are the leading tools in their category.

«  We provide the right tools for cach task
=  Word, Excel, PPT, Project, Access are award-winning
e  Word, Excel, PPT, Project, Access have the highest product shipments and revenues on the Mac/Win

platforms
e No competitor can match our depth or breadth of products; cross platform solution
MX 6024404 0178226
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2) .. That are Easy to Use and Work Great Together.,

The Micrasoft Office makes your work easier and faster because we undersian
alike. act alike, and share information easily.

Make cveryday tasks casy; AutoTools

d how you work and our apps look

*

« Simplify more complex tasks; Wizards
« Enable compound tasks; OLE

s  Easy to use together

- Easylosharelcxt.daumdgraphics )
. Similar look, using the same commands, meng bars, dialog boxes, etc.
. Easicr to learn once you've learned onc

= Workgroup capabilitics

3) .. To Provide a Complete Solution..,
The Microsoft Office helps you meet your business needs by helping you access your
create custom solutions.
« Most complete line of applications:; key business applications; all the 1ools you need )
e Data management tools cnable you to access all of the different types of data in your company, analyze it,
and present it in a compclling way.
o The applications can be used as componcnts t0 specialized solutions: programmability, workgroup
«  Multiple applications address the need for working with diversc information

4) .. From the Company You Can Trust..,
The Micrasoft Office is a wise long-ierm investment because Microsoft is the industry leader who is shaping the

direction of technalogy
e Microsoft is a trusted, reliable vendor; safety, stability, and vision
«  Suopport and customer satisfaction are key objectives for us
. Wc'llhclpyoumiymzﬁomthcoldapmductsyouhzv:andwiﬂpmveyourinwsunmtsin
1cchnologies for the future

5) _ Who Will Make the Move Easy

Microsoft provides a wide range of lools and services that make if easy for you to switch to Office.
»  Focus on preserving investments in files and macros
e Tools to make re-training easier and transition times shorter
«  Purchase programs designed for competitive product usess.

data, share information, and

D. The "Secret Ingredient”
As it becomes more difficult to differentiate our individual product offerings, we are focusing more on the concept
of sclling our breadth of applications through the Office. Even in this case, however, it will be challenging for us
to continue creating a "gap® between oursclves and the competition (especially Lotus). Therefore, we noed to
develop a concept or "special ingredient™ that can personify why our applications are different without being
gronnded in any specific feature (since features can be copied), We will usc this concept as an important
cornersione in our communications and promotional materials and will trademark it as well as an increasing
number of specific innovations and features.

We belicve that the right concept for us to focus on is something we have been calling “intelligent automation™

or "active intelligence.™ This concept is the technology and processes we incorporate into our products that
enable the software to do much of the work for the user. In short, we do more of the work 50 the user can focus on
fhciridwsandlmxl& Note that we nced 10 close on an official name for this very goickly and begin building it
into our activitics more compleiely. Some examples of *Active Intelligence” would include: :

a Making everyday tasks easy: our auto features (AutoFill, AutoText)
o Simplifying complex tasks: Wizards, Cue Cards
o Enabling compound (mwlti-product) tasks: In-place Editing (through OLE), cross app Cuc Cards.
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In addition to trade marking and leveraging this concept, we will be more aggressive about “naming and

claiming” key features and capabiliies. Candidates include *AutoTools",

PjvotTables, etc.

Wizards, user-driven developracot,

Yenr of the Office Marketing Plan- DRAFT v0.9
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VI. Product Vision ' _
As using multiplc applications becomes standard, users have increasing expectations about the consistency of products
from the same vendor, particularly if the products come in the same box. This poscs new challenges _for the Otﬁog
The products within Office—Word, Excel, PowerPoint. Mail and Access—will need to become more visually consistent
and tightly integrated. In addition, we will need 1o eliminate redundant components between applications.

Future versions of Microsaft Office will make it casier to use applications together. 'I'heOtﬁ?cwﬂlmwe from an
application-centric view of computing 1o ‘task-centric’ approach, inwhichr'stappmlch thct!'upxkasdcﬁnedbyt.hc
nskthcyarcuyingw:momplish.mhasmdngamnlh}yr:pon.lnlhsnwddmsu'cmfhﬂmt-wthg
applications environment they are working in since the tools that they nesd to work on spgafxc mformauon will be
preseated to them as they need them. Divcmdam:anrcsidewilhinmdbeworkcdonwtﬂunasmglcdm The
goalislomakethcappliaﬁunsworkmgmhcrsolhanhccombinaxionismhmmmfullhanmcsmno[thc

individual components.

A. Office Product Objectives

1) To increase the perceived value of Microsaft applications by providing enhanced integration -

2) To increase the number of Microsoft apps per desktop and prevent competitors from gaining a foothold in
vanious categaries

3) To provide an opportunistic environment to introduce new software add-ons or capabilities to the deskiop

B. Product Release Goals
Microsoft Office is the desktop solution for making it easier to use applications tegether. During FY94, versions
3.5, 4.0 and 4.5 will continue 10 focus on making it cven casier 10 use applications together in three key ways :
e Unificd Envirenment: The applications will share more resources and become 2 unified covironment
on the desktop.
e Synergy: The synergy between the applications will increase, both in terms of applications similarity as
well as making cross-applications tasks casier.
e Expanded Office: The product will begin 10 deliver on a broader definition of an "Office environment®,
delivering enbancements that exploit other technology advances that may not be tied to any of the

specific Office componeats.

As we look 1o the next major roumd of upgrades to our apps (sometime afler Chicago ships), it is our goal to rev
the Office products in a coordinated manner, both in terms of timing and feature sets. This is important in order
for us 10 press our competitive advantages versus the competition and to COMMUAICALE 1o our Customers the
benefits of being Office owners, rather than just individual app owners. )

C. Key Areas of Focus

1. Make it easier to share information between applications

Today, there are many frustrations to using the current versions of our products together. We have ideotified forty
top integration functions to impsove in the next version of our applications. For example, because of the
complexity of using products together, simple cut and paste operations between applications is the most comsmon
arca function of product integration. This leads to several ky integration efforts.

«  All Microsoft applications will support OLE 2.0. Version 2.0 of OLE will provide an enhanced interface,
in-place editing, drag-and-drop between applications and better object linking to make creating
compound docaments easier. '

=  We will make top 40 cross-app scenarios function as expected, with common look and processes
regardless of which application you are in.

e We will add cross-app Cuc Cards to make compound tasks easier to accomplish.
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2. Make it easier to learn and use applications
Customers usc the term “consistent” or *similar" synonomously with
lications together. Microsoft applications need 1o look and feel consistcst as users
covironments. These features will be implemented within the individual products:

e A common toolbar with 60% of buttons aod positions identical.

e Common mem structure; all top line menu items will be the same with ope exception to allow for focus

on application specific tasks. )
e Tab dialog boxes in all applications to provide another a unifying visual element.

3. Provide an integrated computing environment

In the next version aof Office, we will go beyond the individual applications o provide integrated functions and
shared components across applications. These will inchede:

e  Unified sctup

e  Office lanncher - flcating palette that lets you launch or switch apps casily

o  Cross-app olbar

e Common spelier

*casy” when referring to using multipic
roove besween product

4. Makes it easier to create custom solutions
Microsoft Office apps have a strong programmability story today, which will improve dramatically with the
announceroent of VBA and implementation of support for OLE 2.0. At the time of the YOO launch in the fall,
Excel and Project will include Visual Basic, Applications Edition (VBA); Word, Excel and Project will support
OLE Automatior, and Access 2.0 will be an OLE Automation controller (same functionality as Visual Basic 3.0
in terms of OLE support). These announcements will give MS applications the strongest hand in terms of suppoct
for solution builders using applications for creating custor solutions. VBA benefits to the user include:

« One syntax and eavironment in multiple applications (feveraged learning)
QLE 2.0 Automation controller support (solutions development)
Cross platform for Macintosh, Windows, and Windows NT
Complete toal sct (debugging, editor, API access, object browse)
Protected solutions which may be distributed to other users of MS applications

5. Makes it easier to share information in a workgroup
In addition to supporting tools that allow for the creation of custom workgroup functions, we will provide

horizontal workgroup capabilities in the various applications.  Several of these will be found in multiple apps

including:
e Find file
e  Send mail
e Routing
MX 6024408
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We have discussed several different approaches to pricing the Officc SKUs and individunl applications that will ship
this fall. We will not reach a morc final decision on this until afier we have a clcarer view of Lotus’ pricing approach
based on their 123 v4 relcase of SmartSuite. Having said that, the wable below summarizes our current thinking on
pricing in terms of US SRP and US strest prices. A couple of important goles
o This does not include Select pricing which is being coordinated with CraigFi and his team.
e  The deltas between competitive and version upgrades 1oay be achicved utilizing one SKU along with a rebate
for MS customers.
e No decision has been made yet on whether there will be an Office Professional version or competitive upgrade

SKU; therefore, no prices are shown for such SKUs.

Comments and thoughis on this are welcomed, althongh cveryone should keep in mind that the numbers below are
definitely not final.

Product US SRP US Est. Strect
Individual version upgrades $129 $119
Individual competitive upgrades 149 $135
Office version upgrades 275 5249
Office competitive upgrades $329 $299
Individual full packaged product $495 299
Office full packaged product $750 $469
Office Professional full packaged product $949 $599
MX 6024409
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A. Summary Timeline and Budget
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i j i i ivities, and budget
The two tables that follow summarize the major product milestones, marketing activities, draft .
requirements for the Office in FY94. Note that the timeline changes frequently based on new pm@ucx m}lmnc
information. la addition, we need to focus more time fleshing out the wcond half of the year and including more
of the Mac Office activities. We are also developing 3 more comprehensive schedule so that we can ensure that all

activities are in sync,

v R
s

T

Office Professional RTM

W

ord/Office 3.5 RTM
AR Ey sy &

PowerPoint Mktg Beta
Proj Mtz Beta

_Excel/Office 4.0 RTM

Waord Jong Jead press tour

Tppo

Excel long ead press tour

Office NSM training
Office sales strategy
Office working together w/ Excel training
Project hands on
Access mktg & comp

PowerPoint mkig & comp

press tour with analysts and edilors

2 TR SRR P ERhR e

Microsoft Apps strategy briefing

e S S SR
ArmOﬂieerf&mfmd(Olﬁce#Am)
Draft marketing plan and positioning framework

NDA presentations begin at EBC for Word/XL
Final marketing plan and positioning framework

PC Expo - BillG announcing VBA and OLE

Channel training sessions (timing/details TED)
Office announce cvent with district downlinks

MS 0178232
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Focus mailing with upgrade offers

Apps uscr conference

g

Comdex
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[BUDGET SUMMARY TO BE ADDED HERE]

B. Advertising and Messaging

Overview

The overall goal here is 1o establish a set of objectives, imperatives and messages that can drive a broad sct of
consistent communications vehicles. The principal vehicle is advertising but these same objectives and messages

should support direct marketing, collateral, packaging. e1c The fundamental challenge here is creating a serics of
messages where the *sum is of the parts is greater than the whole” AND which differentiate us from the

competition in a meaningful way to our target audiences.
Objectives
« Establish market "standard® position among influcntials, reviewers and analysts

e Reack DOS users earlier and change buying criteria
—  Awareness of broader benefits of MS apps
— Make "line" 2 buying criteria
— Establish superiority over Lotus' line
e Intervene aggressively among Windows-committed
— Increase awareness
— Provide trial/live experience
Drive MS installed base to upgrade to latcst versions (Including Office)

¢ Encourage people to use more than onc MS application MX 6024411
Imperatives CONFIDENTIAL
=s Establish linc identity, brand, and unique benefits of MS Windows apps
- = Drive recognition among IEUs as the individual product and desktop line standard
= Communicate new Windows app buying criteria among all audiences
= Expand awarceness and trial among Windows-committed DOS app users
= Establish the benefits of upgrading 1o the new versions of MS apps MS 0178233
CONFIDENTTAL
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— Establish the benefits of doing business with Microsoft and being a registered customer
— Cross-scll MS Office, apps and add-ons

Tactical Summary T
Notcthznhcfollomg:mmmaryxssunv:rypmlnmnuy We are refining this approach and will move to
creative briefs shortly.
e LTy R
YOO
launch
with some
sustainin
Upgrade advertising IEU/Fringe | Upgrade rates; awarcpess YOO
of ncw version jaunch
Busiaess press Fringe/GU | Awarcoess data Oct 93-
advestising (linc) June 54
DRTV advertising Fringe/GU | Response rates TBD
- prima the amang .
mﬂm ~ make "line”™ & buying critcria ‘Windows spp tntying
comanined -~ estabBsh supcriority over Lows” oiteria amoog all sudicanes
lnc
Coavert 1,000,000 Lotus/WP AgEreszive iniervention swong wmuw EW -wam
users 10 Windows Word/Excel ‘Windows-commiticd among Windows~comumitied FIEW/GU | @ Biz press ady
—awarchess . Lotus and WP uscrs « DRIV
— wiallive experiencs _
Upgrade 1,000,000 Excel/Ward | Establish the benefity of upgrading 1o * Announce Excel S/Word 6 LEW ® Enthusisst adv
useTs the current versions of Excel, Word, to installed base Reg base & Direct mail
Offace
® Upgrade current users of EW & DVR entbusiast
Word, Excel and Office Reg base ® Direct mail
Mxdmize revenue per deskiop e  Esublish beocfits of using more ® Crass-sell MS Office, apps Regbase/ | ® Direct mail
~ ingexse # MS apps/deskiop than one MS app and add-ons EV ® Enthusiast adv
®  Adtively market add-ons
Secure mstalled base usars Estabiish the benefits of doing busi ® Dcfioe what it mocans o be EW ® Enthusiast adv
~ activate [EUs with Microsoft and being » registered a Microsot Regbase | @ Dircct mail
customer
® Encourage regisralion Regbase & Direct mail
among the MS instalied
bass
Reg base = Direct mail
@ Asm the mstalied base JEU
Issues

=  Balance between individual products, Office SKU, and the broader Office concept
e  When do we lead with the individual products, when with the Office, when with the brand
e Is there 2 higher-evel brand positioning for the apps linc than "new buying criteria®
« How do we make the sum of the parts greater than the whole and ensure “residual value® to the
advertising dollars we spend

»  How do we differentiate MS Win apps from other Win apps in broad communications
e  What role does Systems play in our apps line identity (specifically, Wia 3.1)
e  Need to incorporate PPT, Project, and Access more and determine their role in these activities
. A £ - . .
we spending cnough to achieve the appropriate share of voice NS 0178234
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e Reaching beyond: bow do we structure our dialog with 1) new PC buyers, 2) solution providers, 3) small

business and vertical markets, 4) MIS )
- Amlbatolhatypﬁofadvuﬁsingwcshmddbcpmung to expand our reach

Mac plans and issues need 10 be incorporated; must emphasize cross platfora advantage

Owner: Hank Vigi/Robbic Bach

C. Public Relations

Overview .

Working with thePCcdimﬁzlcmnmmﬁtywﬂlbcnschaﬂcngingasmrinFYN. Tbcxcwiﬂbelotsnfn.cws in
the applications market in FY34, and not all of it from Microsoft.  Lotus, Boriand, WordPcdfect and Claris all
have aggressive product development plans on both the Windows and Macintosh platforms. Microsoft's growing
dominance and perceived “bully™ status also sets the stage for the press to side with our competitors and write
“comeback™ stories, especially for Lotus. Asthcmarm-upednllylhew‘mdowsmarku—mov:sws\mc
selling, and the barriers between applications start 10 break down (OLE 2.0), the press is also struggling to find
pew ways of evaluating applications. Finally, the applications group must compctc for “imk™ with the systems
group and rationalize aur product specific messages with our strategic “pillar” messages. Our competitors do not
have this problem.

There is also a contingent of important non PC magazine editors that will help us reach beyond the PC press. We
must work with them creatively and cooperatively to ensurc coverage in the broader media
Objectives
- mchMWMmmmcwjinmde
applications software.
s Conduct an Office press tour to tie mgether the individual product launches as well as the “pillar”
tours.
«  Launch the new Office via the “big event” on 9/21/93 to industry influentials, corporate customers
and the press.
« Make Office (in its many flavors) “the” SKU to buy for business users.
#  Secure a cover story on Office in at least three key monthlies (PCMag, PCComputing, Byte...)
e Regain or retain “best of breed” status among influcntials.
= Win comparative reviews in the individual product categories, with Word and Excel being critical.
e« Change the evaluation criteria:
a  Refocus the evaluation criteria on “activities” or tasks, not features. Help define these activitics in 2
way that is advantageous to Microsoft.
= Make being part of an integrated suite of applications 2 key buying/evaluation criteria.
s Make cross-platform (Win-Mac) part of the buying/eval criteria. (Note: This has worked very
effectively for PPT.)
= Build ap idemity for our line of Windows/Mac apps and communicate the vaiue of the Microsoft Office.
a Position Microsoft as the logical and leading provider of Windows/Mac spplications.
s Sell our development process. Create the perceplion that Microsoft’s development process is a
wnique *Magic Ingredient™ that results in innovative, customer-driven applications,
Flevate the importance of programmability and common macro language above workgroup features.
Leverage our database and tools products for the benefit of the line.
Make rich OLE 2.0 implementation the minimum bar for good Windows app.
Inctude 2 core “Officc messnge™ in every individual product press tour.
« Blunt competitive momentum,
s Aggressively neutralize "comeback” steries by Lotus.
« Emphasize *five pillars” to ensure workgroup docs not become defining criteria for 93 applications.
Subordinate the concept of “Workgroup™ as just one part of the “Enterprise™ technologics that we

Suppart.
= Leverage strengths (databases and tools, Mac) that Lotus can't provide NS 0178235
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Elevate importance of lioe and cross-platform in buying criteria. )
jon of “preference and momentum” for Microsoft's Windows/Mac applications.

Market our market position and sclt it as a busincss trend story.

Market switching stories.
are building great solutions using MS apps as building blocks)

Market solutions stories (Qstonks
Work with monthly magazines to achieve ongoing wsage/how 10 editorial on Office products (50

great Excel macres, setting up a customer mailing in Word, managing projects with Project. etc.)
Associate our applications with the move to Windows; position Lotns and WordPerfect as dominant

io the DOS world but struggling to catch up on Windows.

e Increase awareness and reach of our message to the Fringe IEW/GBU users (non PC Press)

Develop broad reach public relations vehicles such as CNN, radio shows, vertical market
publications, etc.

Imperatives :
= Neutralize the WordPcricct and Lotus “compatibility” message. Avoid the perception that the logical

upgrades for Lotus and WordPerfect users arc the Windows versions of those same applications.

— Blunt Notes momentum. We must avoid the perception that SmartSuite applications are in any way
better applications for Notes installations. We must reposition Notes as a smslf part of a larger concept
(Workgroup), and make Workgroup z single picce of an even larger “enterprise” concept

= Don't let Claris, Lotus or WordPerfect capture the “low end™ of the Macintosh market. We are
vulnerabie with new Mac buyers. 25% have never heard of Microsaft, and 28% (no overlap) are
switching 1o a Macintosh from a DOS machine. We must continae to stress onr commitment to the
Macintosh and “lock in the lead”™.

Tactical Summa
This table summarizes editorial relations activities through the fall timeframe, including press tours and industry

trade shows.

FDa
February 1993
mid April Data Access Press Tour MS Query and ODBC.
late May Windows World Most of the focus is on Windows NT. Apps
NT message needs clarification.
May/June Workgroup Press Tour Discussion of MAP] and “building block
philosophy™.
May/June ?\l;;grazmnability Press Tour Creates excitement and belief in VBA.
A)
mid-late June Word 6.0 Long Lead Press First product press tour. Mast aiso carry the
Tour - “Office™ message.
June 29th PC Expo/VBA announce BillG keynote on apps strategy and
importance of programmability.
late July Excel 5.0 Long Lead Press Second product press tour. Must build op
Tour : the “Office™ message started with Word 6.0.
late July Access Long Lead Press Tour Third long lead press toar, the “Office”™
messages continnes.
TB scheduied Office Press Toor Designed to show Office 3.5 and 1ie
topether all of the other pieces.
late August Project Press Tour Fifth long lead press tour, the “Office™
_ message continwes.
mid September PowerPoint Long Lead Press Will only do this before big launch if we
Tour decide to “announce™ PowerPoint on 9/21.
MX 6024414 MS 0178236
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9/21 YOO Announccment Event The “big™ but short cvent for the press and
districts (90 minutes or s0).

9/22 YOO Strategy Day The “big” event for thosz who carc about
the details of our strategy.

Jan Mac YOO launch Many details TBD

Issues ' ) )
. Howdnwcmanagcxthacpmgivmlha(nmnnbcMacpmduasmlluotshxpnnh]]anuaxyor
February

e We must determine how to manage the Workgroup and Notes mc.snging issucs. ) .
How much are we willing 10 say/show of the apps that will be delivered Jater (PowerPoint and potentially

Access) L
e How do we convince publications that we want then to do “suite® revicws.

Owner: Robbie Bach (Tina Chen as of June 26th)

D. Dircct Marketing

Overview

Direct marketing will meet our primary objectives of upgrading the installed base to Office and wmmng the
upgrade batile a;ong Lotus and WordPerfect for DOS users. While other marketing programs, in particular
awareness adventising, also address these objectives, direct marketing, in particular database marketing and direct
mail, represents our most significant invesunent and most immediate retarn against these objectives. In FY94, we
plan to continue expanding our direct marketing efforts beyond direct mail to include direct response print and
TV at the same time as we increase the volume and efficiency of our direct mail program. The primary audiences
for our direct snarketing programs include: registered and unregistered Word, Excel and Office owners, registered
Windows, Win app and other MS product owners who are upgrading from DOS spreadsheets and word
processors, as well as DOS WordPerfect and Lotus users who intend to move to Windows. Note that we have
explicitly focused on WordPerfect and Lotus users since the opportunity there is largest and these are often
surrogates for other competitive DOS products like dBase.” We are exploring various options for leveraging this
activity to cnable PowerPoint and Access/Fox to upgrade users froro competitive products as well. The key
challenge in doing this to maintain focus so that the offers and activities are still effective and generate prafitable
levels of sales.

Obijectives
* Upgrade the installed base to Office
e Maximize install base revenue per deskiop
e Intervene aggressively with Windows-committed DOS Lotus/WordPerfect users
¢ Expand trial and pwrchase among DOS Lotus/WordPerfect users

Imperatives
= Upgrade 40% of the installed base to new versions
= Upgrade 40% of current Word/Excel owners and Office owners to new version of Office
e  Upgrade 20% of current single app owners to new version of Office
»  Upgrade 20% of cusrent single app owners to new version of app
Note: This goal is a significant increase over the 25 - 30% upgrade rate we currently achieve for
single application version upgrades. We plan not only to increase our upgrade rates significantly
but to upgrads rwo applications at once and 1o simultaneously cross sell and version upgrade our
current base. This goal includes both direct sales to registered users and channel sales to registered
and wunregistered users. :
= Win the upgrade batile by switching 100k-150k competitive users
= Reach 1,000,000 DOS Lotus/WordPerfect users with trial affer

MX 6024 MS 0178237
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Tactical Summary

Issues

Fhestripionss s e v T Audicute s MEasurab e Objecive 1] STimiag.
Office Launch in Focus Win/Win Launch September
Announce new versions of apps reg Version Upgrade/X-scll
Word/XL/Access/Project and base Establish Office Identity
upgrade installed base to Office - version upgrade response
(PPT in January edition) rates

- Office cross-sell/upgrade

responsc rates
PC Press Insert IEU. Launch Oct-Dec
Office/X1/Word/Access joint Version Upgrade/X-sell
launch in high-impact format Establish Office Identity
with direct response - awareness of new versions
component. Possible Project (no clean way to measwc)
inclusion as well. - response 10 offer
Quickfeed Win/Win Intervention/X-sell . Moathly
Mail new names to offer apps new - Office cross-sell/upgrade
Office/Word/XIL/Access/FPT names response rates
Volume Mailings Win/Win Intervention 3x
Continus to mail inside lists for | apps reg Version Upgrade/X-sell
Office/Word/Excel/Access/PPT | base - competitive and version

upgrade response rates

- Office cross-sell/upgrade

response rates
Live Trial FIEU, non- | Interventiom TBD
Intervention through live trial enthused - Competitive upgrade response
experience; media mix TBD, IEU rates
including direct mail, D/R Print
and DRTV

Level of funding and trade off of objectives. Current proposed budget approximately S10M. If we scale
budget back, which audiences do we target and at what level?

Investment in version upgrade program. Current DMG recommendation 10 mail, with appropriate
scgmentation, up to Sx and maintain profitability. Are we funded appropriately? Chn we build a self-
Dquidating model to fund direct marketing?

Role of Access, PowerPoint and Project in the Office concept for direct mar\mmgand mail offers. How
do we handle version upgrades and cross sell for these products? Can we npgrade dBase and Harvard
Graphics users efficiently? How do we handle Office DB and upgrades for multiple app owners who own
Access today?

Launch Direct issues

- what to do with initial Launch responscs prior 10 Excel and Access availability

- need to determine offers by product ownership during launch

Plans for add-ons How do we market these products via direct given complexity of multiple offers?
Role of Focus and other customer satisfaction programs. How is the Welcome Package funded? How
ovach do we rely on Focus o version upgrade the regisiered base? What other customer satisfaction
programs should there be?

MX 6024416 " Ms 0178
238
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E. Field Support and Training
1. Field Training

Overview
Our goal is to roll out training that allows our sales fo
launch and during FY94. There arc 3 key training chalienges that we must meet in order

rce 1o sell our desktop apps and line at maximum capacity at
o do this:

1. Timing. Ourshipdalamqlﬁmthaxw:dchverxrainingandminingtoolsons apps as well as our line
advantages between July and October so the field is prepared 10 sell Office and our apps.

2. Expanding field product knowledge and ability to sell our line:. Our sales force bas asked us to build
training which enablcs reps to increase their product knowledge to demo level. In addition, our ficld will need
expanded training on linc selling since they primarily sell our desktop solution rather than individual apps
today. Worldwide Sales Training and Deskiop Product Marketing groups have defined a set of line/product
xnowledge goals reflecting these needs, around which we have built the YOO training plan and will evaluate

success. This mode! is summarized below:

Knowledge Goabs Otteris _ Aud)
1 | Hontify oppormsuties and articulale All Feld & Lnside Sales * All Ficld & Inside Salcs
product and line stralcgics
2 | ldennify oppormmities, promoic stralegy Repe/SEs that will be actively ® Large Accrz - XAR and beiow, some XAE, Apps SEs
and product and linc sdvantages m resy a E/POSHIONIAG XPPE. ® Reseller: RAR and bdow, some RAE, SP Reps
0 customer meeds ® ISS: outbouad telcamarkcting
*E L Resclier reps. SP reps
3 | Supr luatioa pr in Reps/SEs that will be supporng ® Large Acciz: XAR and bolow, SEs
apps in an cvaluslion process ® ]SS: cutbound telemarkcting
4 | Jdcoufy, cvampelize, and address Reps/SEs that wil) parition and = Large Accss SE, selected reps
development imsues of custom soluti Pport apps as & solutions tool ® Chanmel: SP reps
o  Solution Provid

3. Enable continued troining: Beyond meeting the deadline of our product launches, we must enable
Sales Managers 10 conduct ongoing training that builds field knowicdge and responds to field needs and
competitive developments
Objectives
e Enable reps and SEs 1o support wide marketing betas for line apps
o Train ficld on our linc and new desktop apps by launch to maximize selling capacity.
o Develop field knowledge to meet larpet goals.

Imperatives
= Train all reps on OLE automation and VBA by 8/93.
= Trinp entire ficld on product positioning and key selling points for apps and line. Conélggﬁ?’%l]\.z

= lmplement hands on training for reps and SEs before marketing betas ship
= Develop SE and SP skills to support app. customization.
=> Enable Sales Managers to conduct post-launch training 1o sharpen competitive selling skills

Tactical Summary MS 0178239
S— __ CONFIDENTIAL
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Train field on apps/line Three cycles ) All ficld
positioning sod key selling 1. July District Training Tour SEs .lnd Reps for bands oo 7193
poiots 2. NSM Training Plan training gg

3. September Distriet Training

Standard Excraises: Level 2 2 months before

Deliver hands on training to s D
Self-Paced Exercises for linc and Advanced Exertises: Level 3 ship

SEs and reps before

marketing beta ships. Apps rﬁ Exercisest Level 2 All
Develop SE and SP skills 10 NSM training sessions: Level 4 811/93
support app customizatios. 1. Apps Programmability
2. MS Development Methodology
ACC Course Level 4
Eoable districts to conduct | Sales Training Kit ) Level 2 11731/93

post-daunch training

Issues
«  Egsure that sufficient training is provided SEs, International, and MCS personncl
. A]sonoedlo‘ensurethatu-ainingonmcMacandMacappsiscondncledinadmelyfashion

2. Field Sales Tools
Overview
Our goal is to provide the sales force with effective and timely tools that met their selling needs. To this end, our

plan reflects 2 key effons:
1. Streamiining tools to deliver a consistent architectwre of tools across deskiop apps. Historically, Product

groups bave built t0ols independently which has resulted in tool diversity. The Desktop apps product
marketing groups will now build core tool that are portable, customizable, low maintenance, and
customer ready, based on field requirements ideatified in our rescarch.

2. Shifling the balance from apps to line tools. We need to build our arsenal of line tools in conjunction
with field focus towards desktop solution selling versus single application selling. In addition, it makes
sense at this point to consolidate tools that would be more useful as line tools (¢.g. Wish Cards).

Objectives

e Develop a core set of tools across desktop products and line,

s«  Provide ficld with angmented line/Office tools.

= Support field with tools and collateral for “ane to many” sclling.

e Enable field instant access to tools as needed and minimize tools maintenance.
Imperatives

=> Roll out product/line tools in 3 cycles: pre-launch, launch, post launch

= Deliver a set of consistent tools across apps and line (for ¢.g., demos, eval guides).

= Deliver customer ready tools.

= Distribute customizable and portable sales tools through 2 pull system.

Tactical Summary
Imperative: Rofl out core productfline tools in 3 cveles to field. Deliver consistent fools across product groups

and line. Deliver customer ready tools.

OIS T T T Doke ST AT 1601k e LS fomer YeR U ST Yot
Pre-Laanch tools: . Product Strategy Pres.

Early Bird Source Boek e Demo script
o Seif Paced Excrrises A and B
MX 6024418
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Line . Apps Strategy Pres. 8/10 (NSM)
» Line Demo scipt
. Working Topether Self Paced

Taunch tools Apps . Demo video Wnlh.ln 1 mo. of product

. Why Upgrade Brochure ship
. Competitive Comparisons
. Evoluation Guides

Line - Demo video 10N
. Line Autodemo
- Line Eval Guide
. Competitive Comparison
. Line S v White Paper

Pust Lauach Apps . Product Awards List/Press Reviews | Within 3 moaths of product
(Worldwide) ship

. Workgroup Transition Guides
. Custom Solution Demas

Line - Interop Solutions Demo 1130
. Working Togetber Tips and Tricks | 1041
. Line Training and Support 10N

Directory

Imperative: Distribute customizable and portable sales tools through a pull system.

[ Mcasarable Objectvetaie orE
Reduction in Geld mail about available tools. 81

FDacerintion & sis ,v*w»-;—*w'-rm
Deliver tools as an clectronic source book via

MS Information M

Issues
s Dependency on MIAS development for tools distribution. Our contingency plan is a dynamic tools

repository on our product scrvers.
e  Arcwe providing sufficient tools/programs to make it casy for accounts to upgrade the MS apps thcy own
and transition to MS apps from compctitive apps.

3. Launch Roll Out in Districts

Overview

Our joint launch represests an opportunity to build huge momentum for our line of apps in the market. We must
seize this opportunity by supporting district launch events that drive broad scale recommendation. We must also
fully support our sales force with the tools and collatcral they need for local "one to many® marketing cfforts to
build maximum selling capacity through FY'94.

Objectives )
» Launch apps successfully in the districts.
Enroll key corporate account and reinforee our MS/product cqﬁity.
Maximize channel recommendation for our line and apps.
Caontinue 10 build market momenium afier launch through December.

Imperatives
= Motivate and train channel on key selling points for apps and line (before products ship).
= Implement a timely marketing beta to corporate accounts and deliver excellent support.
= Roll out "MS line" launches in districts to build maximum customer momentum.
= Facilitate field “one to many” sclling afier product Jaunches.

Tactical Summa
Tactical Summary MX 6024419 .
8 MS 0178241
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Motivatce and train channel

YOO Reseller Kickofl Sessions | Key field contacts Motivatc and tram 4000 9/93 $40,000
resellers.

Enroll key corporate

[4 s

implement Corp NDA Bricfings | Key field cantacts | Enroll 2000 Corp Evaluators Waord/Excel 7/93 550,000

for Markcting betas . in Excel/Word betas

Roll out *MS linc® district

Isunches

Satellite downlink events 0 Field customers, Arm and activate 10,000 921 $400,000
districts User groups, IEUs (500 per district)

Seeding Switchers

Facilitate field "ooe to mapy”

selling

Deliver “Semioar In a Box® and | Ficld Arm and scuvate 10,000 9/93-12/93 $10,000
take awsy tools IEUs

Issues

e Need to finalize channelreselier training and roll-out timing and resource requiremennts.

Owner: Alee Spencer (transitioning to Matt Mizerak)

F. Mac Specific Marketing
The Mac versions of our next round of products will alf be core code but they will still ship somewhat later than
the Windows versions (delta varies by product). This creates a chalienge for s to continue selling the Mac
products throngh the fall launches of the new versions on Windows. During this tine Microsoft will be selling
Word 5.1, Excel 4, PowerPoint 3.0 and Project 3.0 for the Macintosh. The marketing activities during the period
between the lsunch of the new Windows versions and the launch of the new Mac versions is being referred to as
"Delta Marketing”. The Delta Marketing plan will follow in a scparate document to be distributed no later than
June 30, 1993. As noted in the timeline above, the launch of the new versions of the Microsoft Macintosh
applications is scheduled for San Francisco Mac World (Japuary 5 through 8) 1994. January Mac World starts a
Mac specific year of the affice campaign sometimes referred to as "Year of the Mac Office® or "YOMO.™ More
specifics on YOMO are being developed and will be circulated scparately.

G. Field District Marketing

[WE HAVE HAD PRELIMINARY MEETINGS WITH THE VARIOUS GROUPS TO DEVELOP THIS
SECTION OF THE PLAN BUT STILL NEED TO REACH FINAL CLOSURE ON OBJECTIVES,
IMPERATIVES, AND TACTICS. AS PLANS IN THE FIELD BECOME MORE CLEAR, WE WILL
CLOSE OFF THESE ITEMS, HOPEFULLY OVER THE NEXT THREE WEEKS,]

H. Small Business Marketing

[SEE MIKE HOUSTON'S SMALL BUSINESS MARKETING PLAN FOR INITIAL THOUGHTS ON OUR
EFFORTS IN SMALL BUSINESS. THIS WILL BE INCORPORATED INTO THE OFFICE PLAN OVER
THE NEXT TWO WEEKS.}

L Event Marketing
__Product Launch Event

Qverview
W-ewill Wmcwwommaahrpendmm in September (currently planned for Septerber 21). This
will be a joint Jaunch for Word and Excel at a minimum and probably. PowerPoint, Project, and Access

MX 6024420 MS 0178242
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Micresoft Covefitrrtial

jdcpending om diorcloguoen. schadules) Mydmmsukmmzmmnﬂﬁﬂyw
will cortnmds be shoun in sooe Exlion
- Dneﬂqn-mmmhﬁclmgsnmdmmamﬁmmlmn:hmwmmmmm:
- g:l:aﬁnmwimummﬁatadzm*mﬁtcﬁmhhmdmd
awm;:udlssﬂlﬁm" or howr applicaiions willl contima - -nm&w_mm
- Wmcmmsmmwwmmm?ﬂ-
wmmwgmmmmmwﬂmwm
o  Commumicae what i now in our applicaiomss.
Imperatves
= Bﬁmmm:mnﬂihwmmimmnﬁshnmlrﬂfw&m
= &&MW:MiWWWh&WCﬁmM
CONPOIAE 2CCOMMIE. i ) )
= mwwmmﬁdﬂmww@nmmmmm
develnpers seoceasfuilly beilding sostices with MIS apps
Tactical Summary o
o  Hold cvent is 2rea wheve we can atiract 1000 phus anendess cm Scptember 24 carpemidy omsidering San

Jos= and Los Amgrics.

- Iamwmmmm'&mﬁmﬁa:n!m-lrlﬁmshaﬂyunhtw:hutddisumh
mmwmmﬁumm-wi@rmmmmmsm&mu
ctire family wosks Epgethey 1 solve cuskmey probiems

o Shoscase VBA-boslt soluiions thonmph ISVicorpessis: soluticns seocption and 2cwal dowos daring e
[ 4

e Inchude costumer testimoaials fxmd demes i possible) i the evot.

e Broadrast cwext Eve 2 ressote Incations: kave excrstives andier prodact people at c3ch sinc o do fallow~

« NHecd 1o colist Hicdd for om-sitz and vis seliis paiciTation.

«  %3ost find te right bakmee beiwesn creating oxoitemont 21 the swent and kacping thr toez predessicaal
and Jeadership orcmed:; 2 user group yome risks being w0 “cvangriical” while a stripit coapesaic Svem
might e top “covseriabive”,

« Fimalire plans for ressoe sites; osrrently somsidering cable TV aod segubar sseellitc down ok appomach.

e  iost fxctor n imiegfTopstics for ronie sies on fic Exst oast

Ovwwer: Robbée Bach (Tina Chen 29 of Jupe 2ith)

2, Microsndt Applications Styateay Day

Orerview

This is a follow-mp cvent 80 the acumal product Eunch annowncerment. The overal] idea is to gt analysts, przss,
kry infiwemcials, and some covposate accounts ingether for 2 fulll day brching both oo the prodects: we will kave
Jost anmooocsd AND o the laprr-erm straiegy we will be parsuing aver the xext 12-18 avonths.

« Capitalire ea delivery of qwr core agplications strvtegirs with the pmess and anallyss. Wie've talknd
theoe strate gies for most of FY 93, now we can seap the besefits, using owr mow’ prodart versnas as

cvidenc.
= Crzatr an cveat that can sorve s a canabyst for bailding mmncsmmfawarencss for the now apphcaions.
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e  Sct the “future® agenda in the applications market and pet key influencers foarsed on the arcas that we
think are important
Imperatives

— Establish ourselves as the applications strategy leader with the press and analysts.

= Position the Office as the standard oa the deskiop because it provides world class applications that are the
most nsable, integrated, and consistent in the industry. o _

= Balance this *ncw versions® message with the right level of future directions content 1o communicate that

wams:mngmcpaccamthcappﬁmdonsmrm

actical Summary
. Cousid.erholdingcvmlinArizomalthcsamsiteasthcAgcndaoonferewconScptcmbcr?l, the day

after Agenda ends. . .

« Bricfing 10 include six hours of more detailed Jooks at Word, Exa:l.Am VBA, Project, look at future
of applications development, including ABP development process for meeting cross-app needs )

e  Showcase VBA-buikt solutions throogh IS V/corporale solutions reception. This could take place at this
cvent or the Jaunch event.

e Additional broadcast to field offices/customer sites TBD.

]
B

What Jevel of interest will we get from the field for on-site or via satellite participation. )
Is Agenda the right forum to piggy-back on or is it too much of an industry insider gathenng?

Owner: Mike Hard

3. Microsoft User Conference
QOverview
The Word team bas conducted several snccessful “user conferences® in the past  The geacral concept is to get
300-500 support professionals, high end users, and IEUs to attend 2 multi-day event at which they would receive
detailed information or our new applications. This will enabic them to support the move to the pew versions
more effectively in their organizations and encourage them to evangelize the apps to non-users. 1t is also could
have beneficial effects on overall customer satisfaction.
Qbjectives

e  Generate upgrade demand among corporate accounts

s (Create informed product evangelists

s Strengthen customer relationships and improve customer satisfaction

Imperatives
= Attract substantial number of qualified end users.
= Segment the audience appropriatcly and provide the right type/ievel of information for each andience,
= Price event 50 that it breaks even.

Tactical Summary
s Timing for this event is still TBD; most likely date is in January or February.
s Event wonld run for 34 days with main sessions and some breakouts by product, topic, etc.
s Presenters would mostly be non-marketing peoplke in order 10 deliver quality techoical content.

®  Must determine how this relates to TechEd and how it is different from seminar programs that are run in
the field If the overlap is high (especially with TechEd), we will not hald the event and will drive these
objectives through TechEd.

*  Need to evaluate field interest and availability of support from MS US.

* Timing nceds to be determined.  Current plan is 1o bold this in January; anytime sooner would be too

soon after the release of the products to be an effective event. MS 0178244
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Owner: Mike Hard

4. Tradeshows
In addition to the rcgional shows staffed and coordinated by the field, we need to participate in several key
mational shows. These include Comdex (spring and fall), MacWorld (August and January), and PCExpo.

Objectives : )
e Demonstrate our products to create excitement and support from IEUs o
e Utilize Fall Comdex and Jammry MacWorld as key events to Launch our new apphgnons o
« More generally, use tradeshows as venues for launching key initiatives, as appropriate bascd on timing.

Imperatives
— Ensure that the Office applications are prescoted in an “integrated® way that communicates the breadth
and strength of our apps family. ) ]
= Plan theater wark and demos well in advance so that we can produce high-quality, impactful
prescatations that drive booth activity.
= Cross-train product managers so that we can minimize the number of people who need 10 atiend and
maximize the amount of cross-app content in the presentations.

Issues
e Nezd to confinm which tradeshows are being funded by MS US.
e Clarification on product marketing's involvement in regional shows would be uscful
e Planning must begin shortly for Avgust MacWorld.

Owner: Mike Hard

S._User Groups

Overview
User Groups continue 1o be 2 primary focal point for our IEU efforts going into YOO. User groups create barriers
to switching, increase customer satisfaction, can reduce PSS costs, and provide a channel for communicating
product/upgrade information ® Relatively speaking. UG audicnces are cheaper than traditional exposure vehicles.
Our major competitars (Lotus, Borland, WordPerfect) have strong UG presences.
Objectives
& Awareness in user group (IEU) community
- Office identity message
- Applications synergy concept
= New versions of 2]l major products
s  Ewvaluation/Trial in user group (IEU) community
- Secood and third MS app
- Necw versions of all major products
e Involvement in user group communiry
- Explore development of Office SIGs
e  Recommendation in user gronp community
- Full line of apps and Office
- Upgrade to latest versions

Imperatives
= Create sufficicnt awareness, intcrest and excitement for any/all UG presentations
= Offer easy, risk-free and “exclusive” means of trial without over-cannibalizing
= Tutor audience on subject, which is more than just demoing to them (proper tone and manner
lIS 0178245
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Tactical Summary

Issues

Collect names and proactively seck to "mvolve™ the 2
Conduct on-going support afler presentation is done (i
imoaum(mingsupponmechz:mmsnﬂ':mdbyMSUS ) )
Survey attendees to capture names and gain measurement data (Le. satisfactio

Microsoft Confidentinl

udience and induce recommendation after purchase
ncluding feedback and continuous dialogucy; plug

n, ctc.)

Awareness

UG newsletter ads Al UG # of availablc newsletters | Oct "93 -
before events (with members | reached; ask question in Jun '94
coupon mention) servey about “how heard®
Office Line pres at top | All UG # of total reached; survey | Oct*93 -
UGs (# TBD) members | results measure usefulness | Jun '94
On-going UG All UG Awareness survey in UGs? | Oct 93 -
newsletter advertising | members Jun "94
Evahuation/Trial

$ off coupon for Office | All UG Respoase rates;, phone Oct *93 -
Upgrade SKU for members § rescarch to study Jun 94
presentation attendees cannibalization

Develop new trial - All UG Jan '94 -
program (videos, DR, | members Jun 34
ctc.); concept TBD

Involvement

Targeied mail to All UG

coupon redecmers and | members

attendees '

Offer UGs an "Interop | UG and | Number of SIGs

SIGinabox" (canbe | SIG established

used elsewhere) jeaders :

Include in District uG Allendance at cvents

*linc taunch® and User | leaders

Group Surmmit

Quarterly mail, UG UG Ensoliment and usage

ncwsletier, BBS, and leaders

other support options | (and

offered by MS US members)

Recommendation

IEU recommendation | All UG

program (Mac pilot) members

DR-TV type program | All UG

or video drop members

Need 10 explicitly make the tradeofl between individual product coverage and Office content. Basically,
since we only get a limited amount of time in front of these groups, every presentation should be an
Office presentation.
What role does the field continue 0 play in these events? How do we work with them to ensure
appsopriate coverage of UGs across both major and secondary/tertiary markets.

In addition, marketing groups nesd to make formal staffing commitment that's distributed armnong product
groups for the activities where product masketing participation is leveraged.

Need 10 offer coupons for individual upgrades as well as the Office Upgrade at the interop demos; may
need a Jess expensive trial vehicle than Office Upgrade SKU.

MX 6024424 MS 0178246
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e If oxpanding coupon usage, do we continuc 10 only fulfill direct, or do we allow channcl plgy? Will we
ever see the coupons, then (maybe best thing is to strike a deal with ONE rescller in cach site wherchy we
get the coupons, and they pet exposuse in front of influential group?).

e Since all of these presentations will be "Office* oricnted, we need to Cross-train our product managers so
that we can efficiently support these events.

Ownper: Mike Hard

J. Solution Providers/Developer Programs

Overview

Io FY94, Microsoft will need to pursuc new distribution channels for MS Office. One opportunity is the custor
solution re-sale market created by solution providers (including VARs, consultants, and MIS staff} distributing
their applications with MS Office. Each custom solution they create and distribute has the ability to impact
multiple desktops, sometimes up 10 scveral thousand users.

The challenge is that solution developers will have many solution-building applications fram which to choose that
meet their primary buying criteria of powerful and easy programmability. Lotus, Borland, WardPerfect, and
Microsaft will all be competing for mind sharc and sales in this audience. However, Microsoft will offer several
advantages to the solution provider in FY94, including the introduction of Visual Basic, Applications Edition
(VBA), outstanding developer suppant programs, and the new OLE 2.0 object model standard.
Obiectives
e Position MS Office as the premier applications-based solutions development eavironment
- Communicate Office capabilities as custom solution development tool
- Key on new completeness of programmability messages across MS applications
- Educate all audiences on benefits of VBA, OLE 2.0 investments
- Incorporate Word Basic and Access Basic into this message, as appropriate/possible
e  Recruit Solution Providers to build custom solutions with Micrasoft applications; bring MS applications
1o new markets.
- Target vertical markets
- Target non-Windows devclopers with compelling solutions toolset
- SP channe! focus on programmabic applications and VBA/OLE enabling technologies
» Build the ISV community for MS programmable applications.
- Support via events and press
- Recriitment of vendors to create objects/tools for Office
e Ensure that Solution Providers have aceess 1o adequate training on our prodocts; leverage their
knowledge so they can train end users.
- Information pipclines via nser groups, MSDN, and TechNet
- MSU, seminars, other support options
- TechEd, local, and regional training opportunitics
e  Generate awareness amongst end-users of the benefits and power of our programmability solutions.

Imperatives
= Make component-based solution development compelling (productive, powesrful, profitabic), to solution
providers
= TheSoluuoanwd:tchannd must become ar effective external selling arm for Microsoft Office.
= ?rwndcacomplc&cOﬂ'ncpmgxmnmabilityswryusingExcdandejecuslhclcadapps, need to
incorporate AccessBasic and WordBasic into our messages and solutions during the interim period until
these apps have VBA. ‘
= Educate ficld and customers on evolution of macro language as troe development tool. .
= Ensure that we provide concrete, compelling messages for developers AND end users.

MS 0178247
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Tactical Summary

Microsoft Confidential

FDeacription 517

N R Andiences]

Meararabic Obgective A5

P oA o =,
T eng ST

Branding of VBA

SP/Press
influential

Press coverage of Office
prograpunability,
collateral tool
development; delivery of
branding strategy

Summer,
1993

Training and support

100 local UG SIGs, 15
Tech Ed courses, 3 MSU
courses on VBA,
MSDN\TechNet coverage
of programming with
Office, NSM/RSM ficld
training of reps/SEs

FY9%
ongoing

$100,000 -
VBA

Scminar program

Creanion of apps
programmability seminar
progzram - 20 city tour

Spring, '94

Evangelism

SPMIS

Office programmability
(ISV) coverage at industry
shows and speaking
opportunitics, 4 articles in
Focus newsletter,
participation in book
author programs

FY94 on-
going

Solution Provider
Channe! Support

Participation in regional
ficld presentations;
government and vertical
channel marketing,
cenified developer
program, DevCast and
other events

Summer,
93

$100,000

Issues

corporations). When do we announce licensing if it is an option.

Profitable licensing and distribution of Office objects.

How 10 handie the VBA/VB (retail products) differentiation.
Within MS, lack of consistency on applications programmability story.
Rale of TechEd. Need to achicve a betier balance berween serving as 2 great developers conference,

addressing the SP, and meeting the needs of support coordinators.

Owner: Mike Risse and Scott Racdcke

K. Resellers

Overview

Need to build entire infrastructuse for solution providers, including certification.
When and what do we license, if anything, to third pasties (complimentary ISVs such as AutoDesk or

Wc!\avc long viewed the channel with indifference since they represenied the status quo rather than advancing
our insurgent marketing needs. However, as we become the dominate products, the channel increasingly becomes
our ally and should be treated as such,

MX 6024426 NS
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Objectives ) ‘
e  Increase infernal market share for all Office products to at least the 60% lcvel in all the reporting

resellers. This will allow us to lock otit the competition and gamer & larger picee of the channel's
TCSOUITES. _
e Arm the channe! o sell our products, especially Officc, more cffectively. We must be p@ww in
pmvidingthechnnndwithmolsmatauowslbemmstrproduclsforus. This is especially true for
carporate account resellers and for rescliers selling our upgrades.
Increase distribution of Office 10 the Jevel of Word and Excel. Currently Office trails both Word and
Excel's breadth of distribution. Wilth Office being the key delivery vebicle for our products, we need to
ensure equal distribution to that of its component products. This is especially important if we arc going
10 reach small businesses more cffectively.
Ensure RSP recommendation for all Officc products. We need to win RSP recommendation in the

channel to ensure that our applications arc the default choices.
Manage inventory in the channel aggressively to minimize returns and coafusion due to multiple revs of

the Office SKU.
Imperatives :

= Segment the chanvel effectively,, We must stop viewing the channel a2 mooolithic set of store front
resellers and be more creative in providing the right products, support, and programs to match different
channel's needs.

= Correctly position Office versus Smart Suite We need to win the suite battles in the RSP's mind so that
we are the default choice. This is a critical piece 10 our channcl efforts.

= Determine how to provide efficient fulfill of We must be able to efficiently provide the

channel with the latest versions of the Office as component products rev. We must also determine how to
fulf5il prodnct to customers who end up with “old” versions of componeats.

=> Ensure continwed recommendation for Mac products. We need to ensure that our Mac applications are

vicwed as the default choice for the new Mac buyers.

Tactical Summary
[NEED TO UPDATE THIS SECTION BASED ON RAX FORUM AND RECENT MEETINGS WITH

CHANNELS GROUPS] .

e SKU management is one of our biggest problems for the launch. We have some preliminary ideas on
how to coordinate this but all of this will change as we get new information on product ship dates.
o Nezed to clarify roles within several groups in MS US; not clear yet who is managing/responsible for
various parts of our work with the channel. .
e The role of the Mac apps in our channe! activities this fall and after the Mac launch in January still needs
to be discurssed.
s  Microsoft Business Manager (Profit, Works, Publisher) will ship this fall as well, and we need to
determine how it plays a role as the entry point 1o the Office in small business. This has implications for
how it is involved in our channel activities.

Owner: Kelli Jerome

L. Rescarch
Overview
Research and evidence will be combined across Office, Word and Excel marketing. -It will be critical 1o better
understand the purchase and decision making process for both individual apps and for the Office. Rescarch is
alsoa kcy part of our activities-based planning approach to product development.. Note that the tactics outlined
below include both Office and individual product activities.

Objectives
*  Track product user demographics: target market definition/refincment.

MS 0178249
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e Track awareness and perceptions of the diffcrent suites/sets of applications, as well as individual

applications.

Clarify purchase process and purchase motivations.

Understand product usage and product satisfaction for product development.
Measure cffectiveness of various programs and promotions.

Conduct research to develop specific sets of cvidence to support our positioning.

Imperati
Undcmnddmnqmmofpumhas:ﬁnmus:rncdmg!ﬁdonmﬁnpmdmxxmuthasc

Understand who has involvement in the purchase process, ip what way and what criteria are impontant.
Track the effectiveness and impact of our campaign and the competition's, among key groups
Undusnndpmduaumgcudﬁcmedsumasuiwofappﬁwionsm

Furtber our understanding of switching inotivations and barriers.

Understand if competitive Windows owners can be converted to Microsoft or at a minimum recommend
Microsoft products.

Understand the upgrade process, motivations and barriers.

Tactical Summa

tsyguuy

y

[THIS SECTION NEEDS TO BE UPDATED TO REFLECT RECENT MEETINGS AND EVENTS; PROJECTS
MUST BE RATIONALIZED AND PRIORITIZED]

End User Studies
Wave TI of Office MIS, [EUs Track awareness and October
Tracking Study and Fringe | perceptions of Office and | 1993/April
IEUs sclected competitors 1994
6 weeks
Office Installed Instalied Explore purchase May 1994
Base/Key Decision base motivations and process 8 week
Maker Survey (including and product usage and
non- satisfaction for Office.
registered The results will be
users) and compared to study :
key decision | conducted in May of 1993
makers
Win Office Regbase Annual regbase survey to  { January
Srudy _ measure purchase process | 1994
and motivations, usage, 6 weeks
satisfaction and
dcmographics
Mac Office Regbase Annual reghase survey to | May 1994
Swudy measure purchase process | 6 weeks
and molivations, usage,
satisfaction and
demographics
Upgrade Research Office, Understand the upgrade May 1994
Word, Excel | process, motivations and | 6 weeks
registered barriers and the degree to
owners which the regbase
represents actual product
ownership and usage
Praoduct Usape
. MS 0178250
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5,
e

Office/Office Pro Office and Evaluate usage of TBD
Usage Office Pro products; determine
users if/how nsage is different
_lﬁcmpcmbﬂity Survey Quanptify usage and August
o importance of 1993
ioteroperability and 7 weeks
compare lo the study done
in August of 1932
Product Purchase
Mac Office 4.0 Early Early buyers | Surwey purchase Approx
Adopters Study of Mac motivations and process, two
Office 4.0 satisfaction and usage and | months
demographics after
launch
6 weeks
Win Office 4.0 Early | Easly buyers | Survey about purchase Approx
Adopters Study of Win motivations and process, | two
Office 4.0 satisfaction and wsage and | months
demographics after
launch
6 weeks

Scgmentation Study random word processing and 1993
telepbone spreadsheet market, 8 weeks
intervicws explore usage,
with users of | demographics and
wplss attitudes and compare the
results to the Aupgust 1991
survey
WinWord and Excel Early buyers | Survey purchase Approx
Early Adopters Study | of Word 6.0 | motivations and process, two
and Excel satisfaction and usage and | months
‘50 demographics after
Jaunch
6 wecks
Mac Word and Excel | Earty buyers | Survey purchase Approx
Early Adopters Study of Mac mativations and process, two
Word 6.0 satisfaction and nsage and | months
demographics after
launch
6 weeks
WinWord 6.0/Excel Regbase Annual regbase survey 10 | January
5.0 Regbase Study measure purchase process | 1994
and motivations, usage, 6 weeks
satisfaction and
demographics
MS 0178251
) MX 6024429 CONFIDENTIAL
Tear of the Office Marketing Plan- DRAFT V0.9 49 CONFIDENTIAL 05/27/93
FL AG 0087069
CONFIDENTIAL

HIGHLY CONFIDENTIAL



Microsoft Confidential

Mac Word 6.0/Excel Regbase Anmual reghbase survey to | January
5.0 Regbase Study measure purchase process | 1994
and motivalions, usage, 6 weeks
satisfaction and
demographics
Switchers Focus Word and Focus groups to explore August
Groups Excel users | 1he switching process, 1993
who motivations and barriers. | 5 weeks
switched
from comp
products
WordPesfect 6.0 WordPerfect | Focus groups to explore November
Upgraders Focus owners who | why these people chose 1993
Groups upgraded to { Dot to move 10 Windows. | 6 wecks
6.0
Competitive Windows | Owners of Focus groups to cxplore, Sept 1993
owners Focus Groups | WordPerfect | what, if anything, could 6 weeks
and Lotus 1- | get these people to switch
2-3 for to Microsoft Word and
Windows Excel and what possibility
there is of them
recoromending Word and
Excel to others
Profiling competitive | Owners af Annually usc PC Watch May 1954
owners Win, DOS data 1o profile competitive | 3 weeks
and Mac owners and our OWR
spreadsheets | installed base.
and word
processors

e Several sets of proposed research arc not currentty budgeted:
= EnthusiastUnon-enthusiast exploratory research
= MIS and Corporate Decision Maker rescarch

= Small Business Research

= Reseller Recommendation Rescasch
Need 10 rationolize research across product groups
Customer segmentation work needs o be enhanced; we still don't have ciear cusiomer scgments that
track across the same paramelers

Owner: Marlee Anderson

M. International Coordination & Support

Overview

ﬂcchanmg:sw:arcfadnginﬂmUSofcoordimlingamcwsﬁﬂYmoﬂthﬁe:launchmmagniﬁednmq
times for the subs. Given that a large percentage of our revenue depends on successful launches in these markets,
we nezd to pay special aliention to "Making It Easier” for the subs.

Objecti

¢ Develop a well inicgrated world-wide launch for the Office products.
«  Provide accurate information with sufficient lead-limes so that subsidiaries can plan their marketing

activities appropriately.

MX 6024430
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Enable subsidiaries to leverage work done in the US or in other subsidianies.

Support subsidiary SKU needs. . .
Provide training, tools. and marketing support, especially for smaller subsidiancs.

Imperatives

=
=

=

Maximize level of communication 10 ensurc that there are no "surpxiscs'.. _ o
Manage lead-times carefully so that activities are developed in the US with International uming and
peeds in mind. . )

Ensure that everyane on the product 1eam in the US is thinking about Intcrnational needs up-front.

Tactical Summary

Commubnication on fimclines announcement activities & press activities

The English speaking subs, including Canada, UK, Australia/New Zealand, and possibly many of the
small subs who sell maialy English product will announce simultancousty with the US. They will be
included in our plans so they can participate with us cffectively. )

It's likely that subs who sell the simship localized products will decide to annousce simultancously with
the US. It's clear that France and Germany will. Unclear about other subs. Since release deltas vary
considerably by product and language, quitc a bit of planning is lef} 1o do here.

Subs wha sell non-simship localized languages need to be kept informed of our plans, since our
ammouncement will affect their markets regardless of when they announce.

Subs will handle their own press activities bot need to be kept informed of our plans. The subs who are
announcing simultancously with the US want to conduct their Jong and short-lead press activities
according to roughly the same schedule. The IPMs arc investigating some possible joint press tours but
nothing has been decided on that.

There is an opportunity for joint press releases and/or for calling out each others activitics in our press
communications. Tina Cheo will pursue this as part of ber PR activities.

We will make carly drafts of cur press releases, reviewer's guides, press tour demos, etc. available to the
subs so they can localize them for their own use

The YOO IPMs will compile a schedule reflecting cach sub's plans for announcemnent cvents and press
activities.

Issves relating to international versions of the Office & Office Professional SKUs

FY94 localization planning is drawing o a close. Mast of the product groups have made decisions about
what international versions they will be adding in FY94. However, it's not clear that decisions about the
international versions of Office and Office Professional have been made. Eva Camop will drive resolution
on this issue. .
Given the varying deltas by product and language, managing the timing and contents of international
releases of the Office SKUs will be cormplex. This management includes BOM and packaging issucs and
will be driven by Eva Camp.

There will be valuc-added components included in the Office, such as the Office Switcher, unified setup,
and possibly other valuc-added picces. Localization issues need to be resolved so that these components
are made available in international versions.

Similarly, the product groups have been discussing value-add offers for their specific products, such as
the font-pak/business letter pak add-on that the Word group is discussing. Localization issues need to be
addressed early on these as well. )

Rep, SE and PSS training cvents

Field training dates are tied pretty closcly to marketing beta dates in the US (sec beta & field roll-out
sections). The subsidiarics will need to operale on very similar schedules, both to leverage our activities
and materials, and to ensure that information flow is controlled in roughly the same way (ie., that we
increase disclosure/reduce confidentiality according to the same timebles & rules). This will require
frequent communication.
Whilc they can train their own reps, the subs want our help in training SEs. The venues for doing this
that we know about are the SE forum in Brussels on April 20th (participation already set) and the
Euwropcan NSM in September (panicipation (o be worked out). We need to find some venue in between
MS 0178253
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these two events. One possible mechanism we will explore is PSS training. PSS will be conducting
training at a harge number ef country sites during the summer, and it should be possible to leverage that

technical training to do something for SES.

Tools and materials .
Subsidiaries need carly aceess to all of our sales tools & training ptans, and 1o the tools both as they

evolve in draft form and once they are fioal. The sales tools team will work with the YOO IPMs to
determinc a specific schedule for delivering these. )

. Tbcpmc&forlowlizingdataMamodams.andmcﬂacoﬂa&mliswdl-mzbhshcd.Tbckcy
Mrwcwiﬂfomsonismanagingladﬁmloindudcinmzﬁonalnwds.

We will create a "launch in a box® package which will include all of our launch materials for use by
smaller subs, who typically are launching non-simship localized product with launch dates 2-to-6 months
afier the US launch. Th:ydonmhmcthcrmoumcswlannchlhepmdndsdacﬁvdyudmomavay
well-packaged set of materials. In the past this has often resulted in these subs literally not doing any

launch activitics at all.

53

Lead-time planning is now a critical path activity; discussions with the subs must accelerate.
Localization ship dates are still in flux, especially for Excel This will make planning very challenging.
SKU management remains a concern since the International issues are even more complex than the very
challenging situation in the US.

Owner: Eva Camp

N. Beta Management
Overview
Al Office products have agreed to follow a consistent policy for technical and marketing betas, both for US and
Jocalized versions. The overall goal of this approach is to strike the right balance between gathering bug reports,
allowing accoumts to previcw the produrcts, and maintaining confidentiality prior to ship date.
Objectives
e Ensure that we get good technical feedback on both US and Jocalized versions of the products.
e Build intersst in the product at key accounts or with key IEUs.
e Avoid Jeaks of product information, especially during the technical beta timeframe.
Imperatives
= Avoid using technical beta for marketing purposes.
= Ensure that Imcrnational markets have opportunity to panticipale in beta programs.
=» Make sure that sufficient resources arc allocated to actually support the beta program and beta testers.

Tactical Summary
Typical applications beta cycle
English & simship localized versions
« Code complete: 16-20 weeks 1o RTM
e Techbetal: 12-14 weeks to RTM
e Techbeta2: 8-10 weeks 1o RTM
s  Marketing beta: 3-6 weeks to RTM
Non-simship localized versions
e Combined localization beta & marketing beta: 4-6 weeks to RTM
e Al subs 1o have access to US or simship tech betas for internal testing/traiming anly.
« Al subs to have access to US or simship marketing betas for internal and customer nse.
Beta Goals )
e Technical beta goals: Intensive testing; quality bug reports; no marketing goals
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Marketiog beta goals: Preview product 1o key customers, final testing and functionality (translation

for localized versions) ) o
Localization/marketing beta (for non-simship localized languages) goals: Intemsive localizauon

testing: functionality & translation; previcw product to key customers

Technical beta plans
US technical betas

.

Pmduaswilldnlnrlwcbnimlbdas(ummuplanishojwdoaonc;othcrpmdmstwo)
Tech beta | access: limited 10 business unit, product mamagess in subs, scnior PSS, small group of
tightly managed external beta testers.

Tech beta 2 access: extended to all PSS (incl. international PSS), SEs.

Simship languages technical betas

Subsidiaries can access US technical betas for internal use subject to the above guidelines, but should
not do external testing with US code.

Product groups are cncouraged 1o do technical betas for simship localized Janguages.
Lomlhdlechbmldmddbeumdfotinlennhsﬁngbytbcsubsidiaxy.
Lomlizedtcchbcﬂlmhem::dwithalimimdnumbctofcxtmml sites (recommended maximum
of 10-15), if subsidiarics agree 10:

= Designate beta coordinator to manage sitcs and submit bug reports to testing.

= Limit beta sites to 10-15 maximum.

= Limit relationships to individuals, not accounts.

= Take responsibility for ensuring confidentiality.

Non-sinship localized languages

Non-simship languages are generally for smaller subs without the resources to manage an external
technical beta program. These subsidiarics sbould focus their efforts on an intensive internal test of
the combined Jocalization beta/marketing beta.

Marketing beta plans

Field will have unlimited right to distribute marketing betas to customers and the Geld will budget
and pay for these. NDAs will be required. Sandic Miller in MS US's Product Communications
group is the key contact for setting up marketing beta plans.

All subs can access US marketing betas. English marketing beta kits should be provided by the
product group upon request, including documentation and master disks Subsidiary 1o duplicatc and
distribute.

Estimated beta dates (US)

[THESE DATES NEED TO BE UPDATED TO REFLECT LATEST TECHNICAL INFORMATION]

Product Tech 1 Tech 2 Marketing RTM
‘Word 511 6/1 71 7128
Excel /15 715 8/15 927
Project none 720 920 10727
Access e 5 971 1046
PowerPoint n 9/15 10/20 11724

Localized betas should lag the US beta by roughly the time between US RTM and localized RTM. For

example, for Word betas, the lag is 2-3 weeks for simship language technical betas. Far non-simship

languages, the single localization/marketing beta should be roughly 4-6 wecks before RTM. Dates shown
. above are subject to change.

Issues

their customers receive marketing beta.

e Kcy objective of ficld training plan is to ensure that reps and SEs reccive training at or before the time
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e FEach product group recds to
situation and testing necds. Techni
technical betas should be driven by

for Word.

Owner: Matt Mizerak

Micsrosoft Confiderdtial

make decisions about international technical beta plans based on their

cal betas have NO marketing goals so the decision to do intcrnational

testing requiremnents

Sec the Word 6.0 beta plan for detailed example of how intcrnational issues were wo

rked out sub-by-sub
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