PLAINTIFF'S
3 EXHIBIT

1001

Comes v. Microsoft

I. MS-DOS must continue as the all pervasive defacto industry DOS standard

OverghenenywmMS-DOSmmdn;muadiwedloth:vmoaof'NoPcshnuldbewnhoux
it*
1. All Customers
B.  Coatinue MS-DOS § mementum and prevest DR DOS from gainiag it
Create Pull and Push te get the installed base te Upgrade and ensure customers are
demaading MS-DOS $ from their OEMs.
1.  Build customer trust and knowledge of the MS-DOS nams
. Raach broad wdimes with ME-D08 § otsags vie anthusiant wd b prem
. Use reneliers wnd the merioating activilies they g
1 EsublishMS—DQSSutb'wsw

Promotions
Close parmership with resallers and cggremsive swrketing 10 hem
. Al toust one aew wnd big wes

IIL PC Manufacturers
A Aggresively go after eistisg DR DOS acesunts and koop them out of sur current ones
1.  No majot OEMs bundling DR DOS
2 Secure loag term MS-DOS $ contracts (3 or more years) whenever possible -
3. I possible, keep [BM from shipping DR DOS .
4. Train ous OEM sales forcs oa MS-DOS $, DRDOS S & 6
$.  Leamif there are ways we can belp in subsidiaries where DR DOS is strong
B Censequential sad Profitable increasa in MS-DOS penstration osa sew PCs
1. Successful development of and implementation of Thin DOS
2 Legal and PR efforts to discourage counterfeiting and grey marketing
3 Assess effectiveness of cwrent anti-counterfeiting packaging cfforts
4. Explore cther anti-counterfeiting ideas - advertising etc.
C.  Establish weridwide leadership with Pertable aad Embedded systems
1. Every new palmtop and pe with dos in ROM should be ROM DOS 3
2. Establish ieadership with solid state media and advanced power management.
. Aggrusive gr offort
. Training sad inforsmtion for come
. Truin ou sales force su ROM DOS §
D. OEM castomer satisfaction
1. A.-lhmonumcunedywmomm“uuﬁiwmmir
pecessary, particularly in the area of technical support.
2. Address OEM product improvement requests
IV. Installed Base
A Migrsts curreut PC users to MS-DOS §
. Provids aa essy aad inexpemsive solution to ensure users cas upgrade larger quantities of pcs
C.  Understaad customers’ usage and their preduct satisfaction
1. Random digit dial projectable user susvey
b WNWMMWJMMMWMan
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V. Competitive Action
A.  Be prepared for [BM laking on DR DOS
B. lnstigae s dewsiled technical studies of DR DOS and communicate our strengths
C.  Carefully mamage DR DOS among the press and influeatial
V1. Product
A, Smooth delivery of MS-DOS $5.08
B. Help ensure an awesome MS-DOS 6 by providing data on custormer needs [0 program
memmmwmuy issues (Examples: fearures to add,
interface requirements)
VIL The Business
L  Buwines Strategy - try and grew MS-DOS § revenues and profits despite competitive pressurs
{rom IBM and DRI
Increass OEM reveaue by mmwn—ucmmmmmmm
worldwide
B. Upgrade the installed base
C. Help international subsidiarics build momentum and success
D. Keep getting COGS lower without sacrificing product quality
E.  Minimize PSS costs while maintaining quality suppont

>

A Eammore than $450 million in worldwide revenue in FY92 (forecast $397.6mm)
B. BOI of over $300 million (forecast $269.7mm)

VIIL Other
A Hep other Micresoft preducts vie 2 vis the suceess of MS-DOS § and the MS-DOS § Upgrade
L Deﬁmmﬁmﬁondso%mwwumdmlymmmﬂmdm

2. Wd&mdmibwwmm
+  MS-DOS $/Windews bandle
3. mmwuunms-oossupmmmon

. MS7090709
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Rich Barton - Six Moath Objectives

My resposibilities over the next six masths (a3 outlined oa 7/25) are as follows:

1) Manufacturing: Comdinuhﬁldlmdm'ofdlhwmbhnumd
Canyon Purk. mumﬂmhmuuwus-ooss.oo.uw

2) DosDays and User Group Presentations: Cmdhmloﬁﬁuofbu&ym;p
and implementation. Sﬂ'vo-dotunmumwameprunudou

3) Registration: Dinadan-umnﬁ-’uolhnﬁmﬁonurd. Plan
registration card test program for fall roll-out. Get reg rate > 50%

4) Marksting Data: cm,mumumaommm;
dnnfwu-i:wmdciﬁeom.

5) Education: MpM&D@Jwawfwm«iwm
market. Caodinmiqlmdwﬁum

6) Packaged Procuct/Pirecy: lediminplmﬂiﬂnfpimydninﬁndoa

Rmﬁbﬂid-l4|p¢ywthofuﬂdxmmm n-pawmusmsmrmusm
| through December |,

hdﬁﬁumthNﬁh.lﬂhMmMy 10% of my time to learning sbout
Miamﬂ.hobaMmmndtmeofM$Dos3Mth-DQSSUpm.

1) Manufacturing

Respoasibility: Coudhmhﬂamdhm‘o!mhnvihmmdawmm Plan and
implement introduction of MS-DOS $.00s Upgrade

Objective: Manufactering coordination has severa] ob;c:nvu:

(e.8.. MS-DOS $.00s Upgrade)
¢) Minimize COGS oa all skus

Tactic: Mwuﬁmnmmwm«mw.wm.um
M(&...nﬂ-ﬁmﬁ)hwtﬁnvi&%md%yonhﬂmm
dalivery sad incorporsts changes.

Moetric: Success will be measured by:

- Noh-tld-luhwodcund(tg..!ulyﬂ)
- MMMMWW
- mmmhmmm.
departure of t-Jefhal)
- Adi-nmmﬂmsz-DOSUpmvS.uhwiM
incurring uarcssonable roturns
MS7090710
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2) DosDays and User Group Presentations

Respousibility:

Objective:

Tactic:

3) Registration
Respoasibility:

Tactie:

Richard Bartcn

Coordinats logistics of DosDay setup and impl i Serve as d coatact
for User Group Presentations

DosDays - lotroducs, drive, and support district coordiaation of events. Achieve 1§
Successful events. Minimize costs, maximize impact

User Groups - Achieve 20 successful User Group Presentations

Also, leverages position as DosDsy and User Group coordinator by suggesting aew
high impact eveat idess which support Dosmktg's marketing strategy and reflect
field's event needs.,

D«DmommmbﬁﬁaﬁmMymmuCAan«madiuﬁa
(attendance, space, o/v, markating of eveat). Layout coatamt of eveats by soliciting
field input end working with dosmktg to develop progrm. Organize schedule of
preseaters. Incorporats foodback 10 improve eveats

Umep-GoomidnﬁﬁuﬁoaolmﬂUquudorpdndonof
cvents with Tonysd and Kiras, Mnhmp!—mMQ&AMmde
for events. I[ncorporais fosdback to improve events

W-mmdmmmnm&y(we—ewmm
tilored 0 meet & particular district’s noeds, Hmnlhd.-l-nwmﬁndupm
tboMS-DOSSUnnh(nliei!ann-dolmlmhhfomol
questioanaire). Kquyhddmpumuhﬁ.l’Saeuuhdinuy
DosDay budget. mlwﬁpﬁﬁ:whﬁn&wmm
visits, aad/or user group presentations

Uquupu-Smee.winhm—m‘dbyMopinioahompmwﬂ

Direct short-tarm revision of the registration card. Plan registration card test program
for fall roll-out
Desxign the “irresistible® registration card in order to:

- Maximi istration rats

- Mmmolhmww&rqmd

hdmnnddpmwdwnﬂﬂmdm [n long-term,
phlugemimiaod.roaicwobjauﬁv-

Achisve 2 50% reg rate

M87090712
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4) Marketing Datg
Rexpoasibility:  Gather, package, aod analyze Upgrade and OEM marketing data for use in

geeat leam decisi ing
Objective: Provide munsgement team with timely and useful data and analysis
Tactic: Set up Dos Vital Signs a la Tom Jaffe's Windows Vital Signs. Ona moathly basis,

cotlect all required dats and incorporate into Dos Vital Signs. Provide value-added
analysis aad “data of special interem® pointers to recipients of Dos Vital Signs. Each
Mdll'dlihniwmmnmm&xho(dlh(o.l. LVA Data, Reseller Channel
Data, Deulor Sell Through Data, etc...) I‘ulookbdcln*!;ndwmmkqforidm
bers.

Metric: DoaVimﬁpl&wm“d@;b%vﬂolw«ymwmﬁtmm
& wealth of informatioa. mmmaoamvmswuamrmw into
tho next issus in the form of improvements

5) Education

Responsidility: DduMS-DOSSUpMWM!«hMM&CmM
implmhduo{mltium h‘-mﬁbﬂkyvﬂnmhﬁnmtj}&nl.

Objective: Wwdmﬂqumsvmhh_%ﬁm
Channel, hhmwmolnmp'gvdnolsdmﬁqw

Tactic: Learm Education Chanel issues through scoouat calls and working closely with

Metric: Mofhmwwwg(mmuhwb«)wmw
tracking of salen 10 education installed bage, Notwe: Currendy, it appears this could be
wWawWMNM(mM—MM}mM
accounty wa normal dealers. Mmm‘&crqaldﬂudoampmvﬂna
m#wqmbmwunqnm&m.wn
sracking very difficuds. Hm,lwﬁlwdwiﬂnbmmwdtvdop:mwaf
rdwmtndhgm Whilsmccuunamupm‘durwonabk
Immmmhdmmm.lwlibwmcadmwum
mmmmmmmmdwmq'ow
CULOMEY 38TMents.

6) Packaged Product/Piracy
To be detsrmined upon departure of T-Jeffal.
Nose: wu:mmhsd-mamammwnmommup&m

712
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In addition to the above respotibilities, I will allocats spproximataly 10% of my time o learning about
Microsoft, Product Masagement, and the tachaical aspects of MS-DOS $ aad the MS-DOS 5 Upgrade.

lﬂdlylpulvm«ehofmfouwh;hﬁnuoﬁm PSS, Customer
Sapport, [nside Sales, Manufacturing, sud Distribution

- 4daysof feld sales training in Chicago

- Conducﬁngol?muﬁoudUqup. DosDays, and ia the field

. Anudmo(ommhniulnmimpumn&

- WM&.QIMW.MMnWmu
of MS-DOS 3, the Upgrade, MS-DOS 6, and Windows

MS7090713
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Randy Magliozn
Performance Objectives, July-December ‘91

Randy Magliezzi - Performance Objectives ter July, 1991 - December, 1991

Business/Project Objectives:

1. Traositions to MS-DOS §:
Objective:
Ensure 3 successful migration experience to MS-DOS $ in 6 SMSD corporate accounts
by providing direct wnbmmw;wuwl

I«memmmtXnnﬁnpeﬁodMMeoMMwnluﬂ 1k units of
the MS-DOS $ Upgrade. My selection criteria will include:

- Windows environment

- Network eavironments

- Willingness to be used as a reference account 1o other large carporations.
Provide direct support in planning and implementing. By direct, these means close
mmmﬂmmmmm-macﬁonmm,wnhmn implementors
and supporns. Maintain an up-to-dase report of any problems encountered and include a
summary report in my month end report.

Tactie:

-6wumuvcbe=a.ide¢iﬁd
-6mm-mmmmmmmww*dm
target PCx

2. Trawsitien Toel Develepment:
Objective:
Mmmmmavdwmhmmwmmmmwmnymmw
MS-DOS 5. umummmmmipmmmsmmmu
1 follow o to the MS-DOS $ Upgrade Evajuation Kit.
Tactic:
mnmwmmmmmmsmmdweﬁm
m&itMMQMMMWMMb& Based on
emmumit.xwmmmms—oossmm This
will provide a cookbook approsch to migrating & “sits” of compasy to MS-DOS 3.
mmmonﬁmjmﬂkMobmmmeuonTm
Status reporL
Moetrie:
Mlmmmmmwus-wssm-ummmm
typs of information. Swuccess oo this objective will be measured by my ability to shipa
mukitinheufmbyﬂzuﬂofmmmuﬁnlmmbym:«dot
this year.
1 MS-DOS § Upgrade Evasgellsm:
Objective:
mmmmhmmmmwmm
MwnﬂmﬂnhwmmmﬂmeW:mdmuem
mmwtmwuw«mmmm
ummmmwmmmﬂmm
accounts.
Tactie: -
mmwmmmwmummhdw
audieacs. Commit only 10 corpoTats seminars that will attract 3 minimum of 75
inﬂumdend-mwhcidoamhmn-mmunmﬁmofu
SMSD named account representatives. Levenags all presentations of serinan with  yc7090714
CONFIDENTIAL
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Responsibility:

Objectives:

Tactics:

Success Meanures:

Rich Freedman - 6 month Objectires

Mansge DOS product suppont from the perspective of service quality and cost

* Improve product rupport quality
* Reduce product support costs &9 & pereeat of revesus
* Incorporais PSS feedback into the product development procoss

* Develop PSS plas to achicve above objectives

* Work with PSS o i

* Work with the DOS Group 0 design and reicase MS-DOS §.0a

* Quality: 90% wait < 60 scconds; 0% mtisfaction rats over the 8/1 - 1231

period
* Efficiency: PSS costs less than the target 6% of revemue

~ Successful implecmntation of PSS plan as defined by the plan itseif
* MS-DOS 5.0u released successfully:
* Low publicity

¢ No channel returs
¢ Decrease in call volume ia targetad sreas

Product

Respoasibility: Define market requirements md featurs set for the sext version(s) of MsS-DOS

Objective: Develop a visioa for o MS-DOS that ilbo@comatuinl md-mximuy profitble

Tactics: Wo&ﬁhmumdmmwmdwdwdcvdop
* MS-DOS 6 product vision statement by October 13
* MS-DOS § documsntation plan by November 30
This includes cooducting market research as oecessary, including focus groups,
discussions with key corporats and reseiler accouats, phone surveys, ete.

Measure: Two completed plans of high quality by the sbove dates

Competitive Analysis

Respoasibility: Understand end our direct competitor (DR/Novedl), and our semi-competitors
(mecaory mansgement and utilities vendors)

Objective: mvuqmﬁuumus-oosw {ntimately undarstand the
Mmﬁ-d'mﬂh‘dMS-DOSeowlﬁm Lears from
competitive strengihs and weskness.

Tactics: l.WlMMlﬂ;mNonWDRnrhﬁnlph

2. Formulats a plas to peutralize DR DOS 6 and drive in-depth analysis of it
3. Write short-tarm product and strategy summaries for key *supplemental OS*
mn-.mmemmmmm.um
Mophmhupom»mmwwhmg

i for MS-DOS §.
4. Cormmunicats competitive strategy (how to position aad what (o sy sbout
thpM)hthmﬁm.Omm'ﬂndm

MS7090718
CONFIDENTIAL
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QEMM/Desqview - Quarterdeck
I86Max - Qualilas

PC Tools Deluxs - Cestral Point
Nortoa Utilties - Symasatac

Success M .

Direct Mail
Responsibility:

Objectives:

Tactics:

(1) completad by November 30

(2) ready for implementation the day DR DOS 6 is sunounced

(3) completod by October 31

(4) OEM sales (orce trained on bow to sell and possibly actual product ruiging ca
DR DOS 6. SMSD field sales fores kept up 10 date on all competitive issues.
Proactive planning iwth bradc and PR 10 be preapred for how to handle the press

Manage completion of direct marketing campaign
* Complets analysis of direct mail effort

* Amlyze effectivencss on [sfocantee

* Assess whether direct mail drove people 10 stores

¢ Drive Roy 10 complets direct mail sanalysis
* Implemaent survey 1o determine whether direct mail drove peopls W stores

Reports completed oa all of the above by end of review period

M87090716
CONPIDENTIAL
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Randy Magliozn
Performance Objectives, July-December '9

local corporate account visits whenever possible. Priority will be given to visiting
“strategic” accounts based on the list of accounts developed by SMSD Corporate
Accounts Marketing Group (richta/valh). Suppon all marketing team efforts ca
planning and delivering our *DOS Days® distict tours.
Metrie:
Success will be measured by:
- Feedback from reps and on survey forms.
- Activities are leveraged with corporats account visits in the local SMSD district.
- Provide timely trip reports and maintain trip repon log for DOSXTEAM.

Firefighting:

Qbjectives:
A3 pecessary, support SMSD fleld reps in resolving technical issues that impact the sale
of MS-DOS § to SMSD corporats accounts and support marketing team on resolving
technical issues reported by press.

Tactic:
Monitor DOSREP and DOSXTEAM alias for potential issues; provide timely answers
to the reps wssues; follow up on probiem resolutiors. Summarize these issue in my
momhly repott.

Saccess will be measwrs by feedback from the reps on the timeliness of the answers and
sstisfaction of the customer as reportad by the rep.

Corperats Account Watehs

Objectives
Track corporate account status on penctration of MS-DOS § Upgrades. Provide 2
monthly sumseary of issues impacting MS-DOS $ peoctration and known wins as
reported by SMSD corporate account reps.

Uss the SMSD Scoreboand (currentty ot being maimtained by SMSD) to obtain a list of
SMSD named sccounts. Redesign this Excel datsbese 1o inciude information on MS-
DOS § Upgrade penctration in terms of opportunity and product commitment,
competitive presence (IBM, other), sales cycle, and any open issues. Maks this
database zvailable to the entire marketing team and inciude the Corporate Account
Watch summary report in the team month end.

Motrie:

Success will be measured here by the accuracy of the data timeliness and clarity of the
report as reviewed by munagement.

Techaieal Marksting Rasoures:

Objectives
Serve as techaical resource on MS-DOS $ o Windows Product Marketing Group and
other groups ia Microsoft ia need of information and techaical marketing suppornt on
MS-DOS 5. Provide ongoing technical informatioa and indirect support to the field and
corporase accounts via programs like Smastpages and Microsoft Support Coordinator
Program (MSCP).

Review requests for thess resources with management before committing.  Assigt in
finding altermative resowrces when I cannot commit (other members of the marketing
team, program mamgement, pes). Already [ have beea directly involved i outlining
ummunmmsuwmmmmmnm
issus of Focus os Windows and outlining the Microcomputer snd MS-DOS § objectives
fo:mmmmmmmgmnmwm Serve as
Smartpages snd MSCP editnr for the DOS Marketing Team, saticipating the necds of
the field reps and corporate customers and provide informatioa on MS-DOS that meets

Metrie:

Tacties

Tactiez

thess nceds.
MS7090717
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Randy Magliozn
Performance Objectives. July-December ‘91

Metric:
Success here can be measured oa the quality of the final result and feedback from the
persoa or group iavoived.

Professional Development:

Technical Training:
[ wiil continue to develop avy technical expertise on the product through informal Ix1's
with the developers and program managers.

[ will continue to develop my technical knowledge of other areas of Microsoft's
business by attending brown-bag seminars on technical topics such as Windows/NT,
TrueType, etc.

Business Training:
lﬂulammnmmﬁcmdmwmlndpmmmm
mmu;hdmiuaxﬁonwimoummn'nmpmmmcn. In
addil.ion.lrﬂlbemnimolvdbthlevelofnh‘uowm:ﬁpformmxuiuw
resolving issues in product marketing and program mamagement. For example: [ am
Mmhrorwmmrmmuﬁmmoaonmmmmu

LAN products sections for MS-DOS 5.00s.
M87090718
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To: Brad Chase

From: Sergio A. Pineda
Date: 16 August 1991

Re: Six Month Objectives

My responsibilities over the next six months include:

R

Develop an OEM Markesting Plan

Develop an MS-DOS 5 ROM/Embedded Marketing Plan

Publish a competitive anatysis of ORI by mid-July

Develop a plan for counterfsit DOS

Provide PC OEMs with an in-depth seminar on Advanced Power Management at the

woridwide OEM briefing

il

Objective:

Tactic:

Metric:

Objective:
Tactic:

Metic:

Objective:
Tactic:

Metric:

Secure at least 3 new smbedded system design wins by December 1991

OEM Marketing Plan

Maintain the momentum with MS-DOS 5 in the OEM channael to maximize
penstration of MS-DOS 5, avangelize MS-00S 5 ROM and understand future
direction of OEMs.

Work with OEM Marksting 10 ensure that the Marketing Plan addresses OEM
issues effectively

Ensure APM specificstion is distributed 10 OEMs worldwide

Update OEMs on MS-DOS § ROM

Provide OEM Account Managers with training on how to sell against DR}
Train OEM PSS Groups on MS-008 §

Provide OEMs with Technical Notes 10 help support MS-DOS 5 more effectively

MS-008 5 ROM Marketing Plan

Evangelize MS-00S 5 ROM version to the QEM community

Devslop marketing programs outlined in the Marketing Plan to achieve a broad
awareness of MS-D0S § ROM vorsion

Launch & PR campaign with the release of MS-DOS 5 ROM version: press tour
and articies in key publications

Devslop 8 technical saminar to OEMs designing embedded systams: *What you
need to know about MS-00S to design 3 system effectively®

Work with Program Managemaent to present 3 Portable Issues session to Far East
and European OEMs designing portable systems: palmtops, embedded, atc.

Competition: DRI

Research and publish a corporate analysis of DRY

Masast with key industry analysts and customaers to understand DRI's future
direction

Detiver the report in July 1991

M57090719
CONFIDENTIAL
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Objective:
Tactic:

Metric:

Objective:
Tactc:

Objective:
Tactic:

Maetric:

Training

Ant-courtarfeit Plan

Publish a 2/3 page plan to reduce counterfeit 0OS market

Work closely with OEM, PR, Legal and International to develop programs to sall
MS-DOS to small OEMs and educate endusars about the risks of countarfeit
0os

Introduction of Thin DOS product for OEMs

PR coverage to educate endusers about the risk of purchasing counterteit DOS
Improved legal methods to keep OEMs from counterfeiting MS-00S

Advanced Power Mansgement

Evangelize APM to OEMs designing portable systems

Work clossly with Program Management and Development to preparae material
Oefiver material at the OEM WW briefing on 16 Septamber 1391

Get key OEMs 10 issue statement of suppart in the press articies

Embedded OEM design wins

Secure at least 3 more smbedded DOS design wins by December 1991
Work closely with OEM to provide whatever support is necessary from DOS
Msrketing

Report desis closed by snd of calendar year 1991

Attend 2 presantation skills class in earty October, educste User Groups and Corporate
customers about MS-008 8, mest with OEMs to discuss MS-DOS issues and understand
thoroughly our support for solid state media: Fash Memory snd PCMCIA cards.

Attend a two day class on Effective Presentations and read a book on assertiveness.

MS7090720
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Russ Stockdale - Six Month Objectives

My respoasibilities over the next six months include:

1. Selling to Nou-Fortune 1000 - Perform marketing analysis for selling to small snd medium sized
2. FIUPhn-WortwiGSMSDwdtvdopphnfmmrkuinlthaMS-DOSSUppmwmcllen
during the Fall.

3. MS-DOS Masketing Research - Conduct Customer Sefisfaction Research Study.

4. MS-DOS Upgrade Product Mgt (other operational issues) - Manage afl issues related to the MS-
DOS Upgrade a3 thay arise.

5. oosrwmomm-mmmmofmmw.mmw..ww
coatents, ship schedule sad inventories.

6. CorpCcm-Addmlnypmdnct-mlmdi-uMinvoh‘CMpCom. including packaging and
advertising.

7. MMWMMMM&DOSWHMM Report back results.

[a sddition to thews respoasibilities, I plaa t0 spend S% of my time learning about the system divisica's
aversll marketing strategy, the techaical aspects of MS-DOS $ and the MS-DOS $ Upgrade, and
leaming more Microsoft prodncts.

1. Selling to Noa-Fortune 1000

Respoasibility: Perform marketing analysis for miling to soall and medium sizad businesses and
implement recommendations.

Objective: Increess penctration of MS-DOS § Upgrade mies in small o medium sized businesses.

Tactie: Mwm&jtﬁmoﬂhmgﬁotddh.dvﬂwuﬂlobjecﬁwn
WM(anuwmyuulwm.
$inoe we uaderstand this markst less). Collect marketing info from EBU. Talk to
Markst Research group 10 get info that we already know og the markst. Talk to former
smal] business markating people ta SMSD. Raview say markst rescarch Microsoft has
coaducted oa ssiling o sall businses. Mest with Miks Negria sad/or Mike Rhamy to

Metric: Completios of 13 actionable marksting strategy for smal to edium sized busivecses
A by October 11 snd beginaing of its implementarion.
Russail A. Stockdale
8/1391
1
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2. Fall Pan

Respoasibility:

Objective:

Tactic:

Moetrie:

Work with SMSD to develop pian for marketing the MS-DOS 5 Upgrade o retail
resellers during the Fall.

Maintain momeatum aad build on the Upgrade's streagth in the retail channels. Build
the MS-DOS brand name.

Communicate objectives to SMSD and braiastorm tactics with them to accomplish
objectives. Implement programs developed. Call on and/or monitor major accounts
and cacoursga them to coutinus to promots the Upgrade. Review and approve all in-
store mmterials.

Have 12-15 of the top 20 retail sccounts invotved ia scmething specific for the Fall.
¢.g. DOS Days, DOS training, promotions, displays.

3. MS-DOS Marketing Research

Responsibility: Cosduct Customer Satisfaction Research Study.

Objective:

Tactic:

Metric:

Gais & better understanding of who our customers are and what their opinions are about
our product, by segment. Provide information that the DOS markating teans can use 10
direct its marknting sfforts end the development team can use 10 izprove the product.

Cooadnct a Customer Satisfaction Study modeled after the Windows stady. Mest with
Deborah Maboa to discuss timing of stady. Work with Jimm's group to design and
coadnet the snady. Get ioput from dosland on study design. Develop o timaly
summary of the saudy once the analysis is complets md review with DOS team.

Survey should be completa by the ead of this six moaths and ready to be implemeatad.

4. MS-DOS Upgrade Product Management / Operational [smaes
Rospouasibility: Msnage ail lasuce related to the MS-DOS Upgrads 1s they arise. Also bs thinking

prosctively for the business.

Objective: Address all opsrational and marketing issues related to the Upgrads is  timely manoer.

Tactie: itor DosHot staffing levels. Updata revised licenses in product. Massge
MS-DOS Upgrade budget. Address othec issuce as they arise.

Matrie: No major outstanding issues relaied to the Upgrade remaia unsddressed. Begin
identifying opportunities 10 improve the business.

Russsll A. Stockdals

8/13/91
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5. DOS/WIN OEM Bundles

Responsibility:  Direct all aspects of DOS/WIN product, including packaging, package coatents, ship
wchedule and inventories.

Cbjective: Steer MS-DOS $/ WIN 3.0 packaging through Corp Comm and coordioate builds with
manufacturing.
Coordigate transition o MS-DGS $.0u if appropriats.
Coordinata MS-DOS S/WIN 3.1.

Tactic: For M$-DOS 5/WIN 3.0, expedits box through Corp Comm and coordinate builds with
Caoyom Pask. For MS-DOS $.08 aad WIN 3.1, work closely with Corp Comm,
manufacturing aod OEM mies to control investories and deliver new releases in 2
timely manner. Explore stop-gap plan for expediting curreat bundle.

Moetric: MS-DOS 5.0/WIN 3.0 shipping by first wesk in October
MS-DOS 5.00/WIN 3.1 shipping within 4 wks of WIN 3.1 anouncs.
Reasonublo/Minimal levels of existing inveatory whea aew product hits rtm date.
6 Corp Comm

Responsibility: Address any product-related issues that iavolve Corp Comm, including packaging and

Objective: Comawmicate MS-DOS § sffectively through all media, )
Tectic: Work with transitics team to package something for corporats accounts. Work on Fall

Ads with CC aod O&M. Do packaging for MS-DOS $ for PS/2s.
Metric: Developmant of ads for the Fall

Pkg of materials for corp developed agd distributad.
7. Third Party lawoss

Responsibility: Handle third party MS-DOS ioquiries as they arise. Report back resuits. Consider
vmmmmmwmhmw.hﬁdmmmu

Objective: Find opportumities 0 improve MS-DOS' scceptance and/or image through partnering

with third pasties.

Tactic: Reviow third party offers as they are presented. Iavestigate third party teaming ideas
peneraind intarnaily.

Metric: No beckiog of third party issuss.

Rusesll A. Stockdale

1391
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172 day speat with ench of the following Microsoft aress: PSS, Customer Support, [aside Sales,

4d.ynolﬂddldeltniniuinbnvu

Conducting of presentations at DOS Duys and/or User Groups

Working with Microsoft system aod applications products.
Knovunumhﬁnmdaw;mmmbuyofdodudoanonmm basis,

Ruseall A. Stockdale
8/1391
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Migrosoft Confldential 10/02/91

Intl Win/Dos Plan

To: Rich Abel, Brad Chase, Brad Silverberg
From: Adam Taylor
Cs: WinvDos Marketing
Re: Systems BU's intsmational Windows & Dos Activities Plan

OVERVIEW:
Microsoft has become a true global corporation, with wholly owned and fully
suonomous sabsidiacies m 20 countries, snaller “junior” subs in 2 growing areas
(Pormgal & New Zealand), supplemented by sales offices in 12 countries with
subsidisries and 2 more countries without. Our expantion ¢fforts bave included
developing relationships with 76 distributoes to te (our comers of the globe,
including such far away markess a3 Egypt. Zimbabwe, Sierra Leone, and even
Micronesia, Microsoft has also become the definitive “giobal competitor® by
entering markets first, maintaining a high quality of localized product. and
aggressively purssing opportunity. Europe has developed inw 2 huge profit center,
with five of the top seven Windows revesue producing subsidiaries.

Top Revenue Producing Subs % of lod FY91 Retail Windows Revenue®
e MS-GmbH  Garmaay. USSR. Easars Burcpe 3%
o MS-Sarl Fraace 0%
« MS-AB Swedes, Deamark. iceissd. Fialmd. Narwsy 11%
o MS-LW UK. Gresen 11%
* MS-Inc Casada 8%
o MS-Pty Anstralis, New Zsslaad (113
* MS-Spa laly %
4%

Ovenll, the International portion of Microsoft business bas steadily increased from
32 percent in 1985 w0 spproximately 57 percent as of FY91. Put in more uagible
figures, Ind Finished Goods aad lod OEM revenue oulled nearly $1.1 billioa for
FY91, with US FG and US OEM wualling $361 millicn. The following chart
cicarty illustrases the growing International sanurs of Microsoft.

oiscindas Resad Win 1.0, Mouse/Wis Basdle, DOS/Wis Buadie 16d Updass SKUs: 80 OEM saits; e0 SOX/DDK

MS7090728
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31.35%

Microsoft FY9 1Revenues by Channet

46.61%

9.15%

B Benoem Busosm Eluskc [ Other

{nternational Plan

As 2 resuk of this [nd growth, Microsoft bas made many changes along the way w0
better cope with fluctuations io global markets and especiaily with the changing
need o better understand bow to produce and market products in a global
marketplace. For instance, Lo better coordiaste and administer growth in Europe,
we sdded & European Headquarters. Furthermore, (10 turture “intemnationalism® a
ibe Business Unit level and to beip facilitate the communication between our
worldwide sites a3 well as understand our new global structure, we bave added
*International Product Managers® 10 oearly every BU. [t is the rexponsibility of e
[PM © do 2 better job of understanding our giobal opportunities, leverage
successes betwees markets, and work with program management O ensure our
products are developed for the Inernationsl marketplace from the ground up.

One major focus of the Sysiemns BU [PM will be w create an independent opinion
of lotl issues w better facilitate the implemetion of development and markeung for
Systems products.

During FY92, ibe following projects will be the focus of the System BU's
International Windows & MS-Dos efforts,
« Ind Masketing (Champs)
-Windows Tecbnical Warkshops
-Tools (Resource & Eval Kits)
o lotl Product Development
« Foreign Market Analysis & Reporting
o intl Consulting/Coordination
¢ [n OEM Pwters
o Ind Sales Reporting ‘
o Subsidiary/Corporate Communication MS$7090726

CONFIDENTIAL
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[ntl Marketing

Intl Product Development

Foreign Market Analysis &

Reporting

The success of Champs 1.0 in the US clearty demonsirates the need 10 provide 3
“higher level® of support and product informatiou in the form of progams |
developed from Windows Technical Worksbops, Windows Resource Kits, and
Wiodows Discovery Days Fairs.

Each of our Int markets is unique and will require individual adapaatons of the
solutions used so effectively in the US. la may be detter, for instance , 10 combine
the WTW and WDD inw a single event i some arcas, where the wchnical balf of
the sudience atends the Workshop and the inexperienced balf esjoys the booths at
the Discovery Days Fair. Aootber possibility would be 1o create a new
implementation of the WTW whereby a wider audience can be successfully
addressed through the addition of product usage iaformation.

Ind Champs will provide he basic components of the above programs  each
subsidiary oo an individual basis, working closely with the product manager in
bringing the subsidiary up to speed oo executing these programs effectively, while
managiog the use of US resources in achieving our objective.

» Execute Windows Technical Workshops in appropriate [ou markets by
assembling and distributing WTW Kits, coordinating subsidiary represcatatives
training and anteadance of domestic WTW, and also driving e effective use of US
domestic resources in bringing sub personnel vp to speed.

« Executs Windows Discovery Days Fairs, a3 stated above.

» Drive Internatiosalization and/or localization of Wimndows Resource Kit and MS-
Dos S Evaluation Kit as is approprias.

We currently show a aeed to develop a mechanism in which we assimilate
subsidiary feedback oo future products, specifically Win 3.1, Win 4 and Dos 6, and
regulasly chanoet this feedback into program managemest. This would include
both feedback generated by ous OEM accounts as well as feedback from the retail
chammel (through our subsidiaries). TBe purpose is (0 maintain e Ind integricy of
Windows and Dos products a3 the “int voice” at corp by working closely with our
aew Systems BU Ind Program Manager, genandz.

By continued investigation of specific markets and issues 0a a case by base basis,
and publishing and/or presenting results for the benefit of the business unit, [ will
focus 0o communicating critical subsidiary marketing activities. Specificaily, 1
will start with the publication of s “Intl Windows 3.0 Overview-Launch ©
FY91,* contidae with a “Buropesn Advertising/Coop Marketing Analysia®, Japan's
3-Dos vs. Dos-V Markes Bamds, lod DRI Updates and any other requested reports.
The objective is t0 supplement "sales data® with 2 begter understanding of actual
market dynamics in which to detier formulate opinions on the [ntl scenario within
the Systems BU.

M87090727
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Int Consuiting/Coordination

Intd OEM Partners

Intl Sales Reporting

By working with subsidiaries and smailer sajes offices in rolling out focal MS-Dos
S launches and appropnate Windows activities (i.e. providing key 10formauon from
domestic marketing efforts, presesting & launch and otber events) | will act as an
{nd Consultant to these undeveloped regions.

For the first half of FY 91 OEMs shipenents represented approximately 38% of toul
Windows 3.0 shipments, excluding updates, and were distributed by over 50 OEM
partners. Windows FY 92 farecast is for OEMs m be 60% of our total business, or
3 millioo units world wide. But because few OEMs preinstall and some question
the value of bundling, the domestic OEM Pastners Plan has been created to arget
\ey accounts and focus 0o preinstallation, cestomized set-up, developing Windows
Machines and W profile the entire Windows OEM business.

ot OBM Parmers will leverage the domestic plan, wrgeting appropriae accounts
im the FE, Buropean, sod Mexican/SA markees. [ will work closely with AlexN,
Ragbavk, and the OEM accoant tetms in achieving the objectives saated in e
domestic OEM Parmers Plas.

Through coutinued awnership of lod Windows sod Dos Spreadsbeet publicatios, {
will maintain corp’s ability to understand at soy gives point in dme, the exact unit
sales and reveoue satus of our wbsidiaries with respect 1o Windows and MS-Dos.
Coupled with the (ollowing “market analysis” activity, | will strive to educate the
BU by mainmining s effective “knowledge base® of our Ind markets.

Subsidiary/Corp Communication

Through coutinued ownership of Tud aliases, [ will keep [nd markeq fully informed
a8 0 corp's markeding soraegies and activities, a3 wedl as bring [oU's success swries
back to corp. This is the primary mechanism for communicaion between
corporsts and the subsidisries. Used effectively with confereace calls and
occasional face 10 {ace meetings, Ind alias usage has proven to be & timely and
effective mesns of commumnicston.

M87090728
CONTIDENTIAL

Adam Tayloe Tad Win/Dos Plan Draft Dawe: 10/0291

1

MS - PC A -
1
CONF IDERT 973



Six Month Objectives

July 1, 1991

1. Intensify the BU's efforts at increasing Intl sales of Win & Dos, measured by:
driving the rollout of demestic's Windows Technical Workshops and Windows
Discovery Days into appropriate [ntl markets by

{. crearing (nd WTW and [at! WDD “kits* which will be productized versigns of
domestic's most suceessful portion of the Windows Champs Program.

Z.bdnﬁn;mzmhwmspdmmmmbymdwusub visits to
domestic WTW and WDD events, utilizing US resources wheo possible (i.e. tycar
flying to Canada w0 do WTW).

3. driving subs 1D executs these eveats succenafully.

mewammuumnm«wmuou.mby:
.mm.wimgm»mw.mmwiawwmrma
Wimn 3.1, Win 4 and Dos 6 is reguiarly channeled inw program management.

3. Continoe investigation of specific markets/tssues as per requests, measured

by:

-publishing 1ot Windows 3.0 Overview: Launch  FY91.
-MWWMM&QM&M;@M
-investigating & reporting oo Japsn's Dos-V/J-Dos market banie.
-reporting (0 Dos Mg team with [nd DRI updates.

4 Act a3 an [ntl Consultant/Resource/Troableshooter, measured by:
-wmm“nmumhnhdhhmub.mhuﬁm
mmsmmmmmmmm«n
pmmdn.uhmdndaham(mmmmmx
ICON's, ADME's Bus Dev Managers) and acting a3 an [ntl Consultant to chese

undeveloped regioas.

-ensaring ot Marketing effectively communicates the 100% Upgrade program 0
ind markets.

coordinatiag domestic's Win 3.1 beta and Win 3.1 Lumch with EHQ aod major
subsidiaries.
«m;-mdulwmmmuuﬁnmmmwm
for Telecom Aussie sad documenting efforts 1o crease an *1ntd Rollout Handbook.”
-troublesbootisg whes problems arise with respect © Ind Win/Dos issues.

swnmuwumumswmwww:
M&aﬁmdhﬂmmﬂﬂ»ﬂbﬂwumm
-providing intl data for quanecly MS-Dos § report.

6. Increase tachnical knowledge of both prodscts, measured by:
wmo(wmmmtmmsemm Kie
mh;ubabm&mammmmuwnmmn
mmmmmuwmrmwm

T.Mahahmnymnhﬁllnb'ﬂuhﬁmmm
mwumwnwmmmm
-mmwnwnﬂdﬁﬁsum
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