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2. The u~rade battl~ is accelerating
Dcspim our silk--am sha~ ~ ~ p~in~ ~~ ~d ~ ~e ~S
mclud~ ~ 5 ~l~on ~S Wo~ 4-5 ~i~ ~ !-2-3, ~d 3 ~on ~
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Clads
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II. Strateffic Obiectives
Th~ r~lea~e �~[ n~.v v~iot~ o£ th~ Offk:~ and th~ addRion of new pmdw=~ to the- line ~
from its c~mp~ator~ To ~ I~p a~ a br~ ~ne of appli~fio~ ~ m~ ~�

~ ~1~ ~d m~n~n ~ ~d~ip
~ Mo~ tbe ~icd R~ ~ 0~
~ ~n ~e DOS App Op~de ~ with 0~
~ ~ch out to m~l b~inm

A. E~abl~h andMain~in O~ce ~d~hip.
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I. D~e~op the ~fl 0~ m the ~or fine

~p~o~ m~. To do ~i~ ~ ~ bu~d a ~ke~ ~~ for p~

~nfinui~ ~ ~ ~3, ~ ~ to ~ ~ to ~ ~ Io

h o~ to ~m om ~61o~ ~ m~ ~ ~g appl~fi~ wo~ log~ ~e k~ ~t~on for

gl~te ~ ae~ for Mada~ and ~n~s p~du~ campah~iff

~ ~, ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ m p~e a ~h~t ~ to

2. M~ the B~ts of Offi~
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~bli~ ~o~ of ~c~t’s ~ ~ ~r ~mpdi~n

~ ~ ~ ~d ~fio~ ~ ~ 2.0 ~n g~!

3. M~nt~e~n ~d~hiv Portion ~ Ind~dual ~u~ ~t~fi~

Mainta~ ~p ~ ~e ~dard p~u~ ia k~ ~t~o~

~e ~ ~Wo~ 6.0, ~ 5.0, ~P~m 4.0, ~ 4.0,

io o~ ~ a~ ~ ~m~fio~ ~ ~ ~ ~ ~ for Word ~ ~ ~ f~r
~ ~d A~

~.~ ~l~ng a ~w f~ ~ ~ w~ ~ ~

~d ~ ~g ~ ~� ~o~. ~ngly. ~
~1 ~t~ ~o~ We m~ ~m~ ~ a~fi~fion v~oa ~d ~e ~le ~ for
~ ~d ~ IS ~.
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W~ ~ ~fio~ f~ m~ ~ ~o~ on g~ting ~ ~d Wo~
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1. U~dc ~ o~the Wor~xc~ inst~ b~� to
~ ~ a~e~ 45% ~p ~~ Wo~ ~ ~ ~

2. In~se u~ge ofa~li~fions in O~

3, Create an aden ~ for afle~ark~ ~1~ ~o our ~a~
~ o~ ~ ~r an ~fi~ ~ for ~d~ ~ Off~ p~

~ ~1 ~e ~ to ~ a ~ of ~ Imm ~
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4__. Increase satisfaction ofapp~tio~ u~ tQ ~te lifetime ~om~
To ~ ~ ~k~ }~ m ~ appfi~fion ~ ~

~ ~ W= ~ ~ ~ng ~e ~ ~r ~ff~on ~ ~ a ~ ~ m l~g for a

2~/. m~ ~ ~m ~ ~ ~ ~ 94. ~l~h

W~ �he DOS to Windows Up.de B~e ~ O~c~
~ ~ for ~g ~m ~ 1-2-3, Wo~

~m~ ~ who ~ ~ ~ to W~o~

~ ~ ~ W~ ~ ~ ~ ~g¢

], Mark~ a ~mpd~ng ~c� up.de off~

~om¢~ ~ w~g ~ ~ ~m ~ ~ ~t ~ ~ �Sg~ie for I~ ~ Up~¢ ~ for Word
~d ~ ~u~y g5% ff Off~ p~ o~ a DOS

2~ Reduce b~e~ to s~tching
~ ~ ~ bi~ ~ m ~ We~
file, ~ ~ ~ ~m~db~iW ~ ~qH ~p

3. ~and a~s ~d ~al to I-2-3 and W~dPeff~
~� ~ 1~ ~ ~md~ ~ p~i~ ~~, ~ P~ ~ ~ Wo~
~x~ ~d ~ a~ ~1 ~s ~t of~
~ ~ ~ n~ m~ ~ ~ing ~ ~d Wo~ ~ t~gh DRY, ~ b~

~nvm ~ ~ ~ G~p~ ~ (~y ~om o~ 1-2-3 or Wo~) ~ ~ ~s ~o~

R~ Out to Smaller Busin~

b~ ~m ~ ~ Wo~ ~ ~ ~ ~ ~1~ ~ We a~ Io ~ ~ for
~ p~ ~d m~ ~ ~fion ofl~p to our
~ ~ ~ to ~ ~ tou~ ~X 6024393
1. Br~d-bas~ end u~ d~and ~eation for O~.. CONFIDENTIAL

2. E~and our ~u~ Off~g to ~ix s~t,
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Business ]V~-za~ra (Works, Publisher, and ~t ~ imo ~e 0~ ~ ~d ~l~’. Wc ~ ~

3~ Pro~de solutions to v~cal ~rke~-

appl~o~ ~ =~ ~S ap~ or ~ ~ ~ 1-2-3 = ~ ~ii~o~ We ~ to p~ ~ ~ of
~lufio~ ~ on o= ap~ ~ t~l~ F~ ~ ~I ~n~ ~ ~ ~ ~o ~r~ ~1~
~ ~t ~ ~ ~m ~ ~ ~ z ~@. ~s ~du~ ~e I~ ~ ~g ~d

Ta~et ~e Solufioa D~doper Marke~

pg~) to ~ ~ ~ ~ 5~ ~ a I~ ~n~e (.08%) ~ ~ ~d~ ~ ~ umt~ s~ ~

~nfive for ~ m promote i~ appli~6~ ~ ~lu~o~ ~op~t p~ffo~. ~ ~ ~ ~e ~ ~ ~

~t & "l~g ~" ~ m ~ a~o~ ~ ~ing ~ in ~ ~lu~n.

1, Cr~te demand for ~om ~lufio~ ~m So.ion ~de~.

ind~ ~]u~oo p~ h is i~ ~t ~s ~ ~ ido~ a~ut ~ ~lu~on d~dop~

~lufio~ ~ ~ ~ ~m ~ for ~om s~ ~ilt ~ ~ a~o~ In o~ ~
b~ld a ~ ~ Sdufion D~d~ who f~ ~ ~ ~ttom fine ~ ~i~ ~ ~Ii~fio~ ~1 ~ ~

~e (~l ~ ~ ~ ~ A~ ~ Word ~).

2., E~nqeYme appfi~ons ~o~abiliw to Solution ~o~de~,
"App~dom pm~i~" is a ~m~t ~di~ f~ ~do~ ~fing ~om ~l~Oo~ w~

~p~ a~ ~bifiW ~ ~i~ng O~ 2.0 ~ ~ ~ ~ ~ B~ ~ii~fio~
~fion ~A) ~ ~ge in ~ ~ ~ in 1993 (m~ appli~ m foilow~ ~ ~

d~o~ ~ a ~pi~e ~ ~ ~ ~l~ti~ ob~ ~d ~ ~ue W ~ble ~ ~ ~
~ ~lufio~

E~n~ the ~ of ~ ~pfi~az ia ~em ~atio~

Ma~ p~mbili~ ia ~ appfi~s ~ a �om~fiti~ advan~

a~ ~ ~ ~~ ~ ~A ~ O~ 2.0 m~ ~ ~ ~ to ~m~ on
p~~liW f~ ~ a ~l~ a~ ~m~g a~uze of ~op ~li~ ~ p~u~

HX 6024394
CONF~DENTEAL                         HS 0178216

CONFEDerAL

7~ ~ ~ 0~ ~ ~ D~ ~ 9 J 4 0~27~3

FL AG 00870~
~FID~IAL

HIGHLY CONFIDENTIAL



P,~:n]it solutia~ prov~dcr~ to ~ MS appli~m
~ng ~i~o~ pm~bili~ ~i ~ ~ p~ ~m~nent ~ ~ng ~ to ~iu~o~

3. Mak* pro~abBi~ me~in~l to all ~li~fi~n u~
~ ~ g~ ~r pm~bi[~ ~1 ~ ~ ~ ~ a ~g ~te~ ~ng ~ d~mon

~ ~l~om B one ~y m m~ iat~ ~on~ ~ au&~
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Microsoft Conf,,~ntial

IlL Business Obiectives
This sc:clJon ~ th~ major bu~in<:~; objc~-~fiv~ and P..lat~d metrics that v~ will u_~ to mcasur¢ our
du~Jng 1~94. Unl~ ot.hcrwis~ indicated, thc~ objcclJvcx apply to the Offic~ and OJl~c~ professional ~.’-13s. Plca~
~: the: product specific marketing plato for i~dividuaJ product objeca.iv~.

[THE FINAL VERSIOI4 OF THE PLAN ~ HAVE SOME OF THE KEY INDIVIDUAL PRODUC’F
OB/ECTtVES IN rr. ~y IN Tile AREAS OF ~ MARKET SHARE"
DIS’IRIBU’I’ION.-THIS v~qLL BE ADDED OvER THE NEXT TWO

A. Office Budget - Dome_¢tic
Item Metrics

~O1~o~ Version lJple~ade Unit~o Window~ 16g.57g

Total Offic~ R=venue - W-mdow~ $328 mil|itm

Offi~ New D,-~,z Units - Mac 143.526~*

Offic* V~t~ion L~de Unit.~ Mac 39.g06

Total Offic* Revenue - Mac $66 millio,,

*This repttstam~ 60*+4 of Excea uui~ 52°+4 ~f Word um~, 1% o[ PowcrPolnt u~its, a~d 1%

*’This r~prtmnt~ 45% ~ Excel uni~ 33% of Word units. 1% of Ptm=rPoim uni~
1% at" ~ uni~.

B. Market Share
Item Metrics
SW~mc P~luct Cater. ties (WP, SS. etc.) 60% 0Vin)~ 80-90°+4 (Mac)
Offi¢, Share of S~e Market S5% O,Vin)

C. Channel
Itera Metrics
Bn:adth distn’bu6on 2100 (Win), xx-xx
Depth di~-"i’out" 1300 (Win). xxxx ~ac)
]L.q~s trained 0attach + 3 month~) 7500 0700 outl~’L~. *-5 people per outl,’t)
RSP av, aren~ Ensu~ $ out of 10 RSPs ttcormnend

Offum as the "suim" sohttio~ sitat~
mmi¢ ~or individaal products.

in~n simulta~,ous with MS field;
indndes training on Office strategy
pn,mtafion (using PPTI).

MOR’s Fama~ premium catalog plam.amnt for 6

ReseLler direct prmaodons Exei:me 2 direct mail offea~ with ~
and cn.~omer barn.

hr~.atory mamgta~mt E~m= z~ ao=k ,=,ts ~ v,,,94; MX 6024396
minimize ~urns to t5 aay~ of inv~moo~CONFIDENTIAL
cLmeiop fulfillmeat sysw..m to
pn:~luct within 41; homt.

Egghead Execum in-strut, catrdog and dim
pmmmitm to Cue Canl customers.

l~S 0178218
CONFIDEN~
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CONFIDENTIAL
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sh~ f~[ ~ di~.

D. PR
It~

~ ~
~ ~ for ~ PC~~

~m~ f~ ~d~ p~
~ "~ tO" ~ge for 0~

~, ~ ~ 10 ~ ~cles on inm~on

~ble

B~~o~ ~ ~ ~ for ~ ~

~W. Wo~n~ Wo~ =c).

~m~t~ ~ ~d ~n T~

O~

pl~ in ~Wo~ ~W~

H~ ~ ~1~ F~Ic ~d ~g¢ for O~ 2.0.

~y~ ~ ~. ~) F~ ~fio~ ~d q~ ~ ~1

B~ ~ 2-3 ~ ~ (a ~ ~ ~); t5

~ MS Appx I~li~ B~e
]t~ M~
M~pp ~ ~ ~ to ~ ~
~l~p o~ U~ ~ to ~ O~ ~

p~ MX 6024397
~u ~u~ ~ ~ d~= ~o up~ ~ CONFIDENTIAL

~n ($)D.
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G. Sales Force
Item Metric~

Marking Bern E.x~ we..ll-~ordirtai~d ma~_~-ting

Basic ~ fo~ u-~ning ~ & SEs abk: w anicadatc pos~tio-i-~
& k~y sr.lling points (e_g. s~l against

Advunc~ sal~ force training Tech ~ and SEs trained on
! "technologies (OT~, VBA. ODBC)

.~d~s tools ~ud produ’~ informaUon pmv~eh- �~3n~cnt. f-ecu.s~ sale~ tools
and pmduc~ content in/’onuatiou m the

District marketing support Prov’idc tpport for
tom~ and _~t-ainin!~ d~tric~

H. PSS
Item Metrlc~

Support qunliD’, timclm~s Achi~w: x% I~el performan~ for wait
~ ~d~um~L calls handI~d, mad
m~-all customer sati~ctio-

Training/staffing Prc~dc q~lity ~ uaining for O~ficc
suppot~ i~luding r~pense to datab~
issues: c-~ate c~rc O/~ficc team

O~icc support lusfitnte dk~ct dial pho~ line for ~

Pay fur s~pport policies Imp~n~tt Delta in Fr.b/Mar 94 with no
negativ~ marke~ implications.

L Large Accounts
Item Met rlrJ
Select Make Sdect x% of total Otfic~ ~ales~ sou

O/rice MELP in x% of Seiecl sales.
Maintenance Sell O~c~ mmntenan~e in x% of Select

P~3~aficm Ac~tie~. x’/. ova’all ponetrafion in named

Seedin.~wa}ua~on TBD
"F_xccmi~ Briefing C~m~ Ddiv~r quality briefings to key accounts

achi~ng a~ average ot’4.5 om ors.0 on
customer and field mp ratin~

J. Solution Providers

I ,em I I

14X 6O2.4395
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M~o’o:~oft Conf~

IV. Customers and Se~en~

~ ~U Modal

for ~ ~ ~% ~ ~nd~ ~ ~d ~%~ ~ ~ DOS a~.

~s ~ 2.8 ~ ~ ~g% of~s ~ ~d¢ p~ ~Y). ~ ~ ~

~= p~ ~g ~ top ~iL F~ ~ ~ it ~ ~ ~ ~ ~6on ~ ~ ~ ~d ~o~

or= ~ ~on ~ ~ ~ ~ 1~ ~ ~ ~ ~ ~ for

in ~ d~ f~ on how ~ ~ ~ ~M ~ ~ ~nt i~o $� Ffing~
~o~ on ~ go ~ ~ ~ ~ W ~ ~e a~ ~ ~ for o= ~g= -- wh~

B. End

of ~ ~g O~ r~ ~ ~ 4~ and a ~ ~ion ~ ~ b~ ]i~ ~

]. ~cro~ appli~o~ u~

2. DOS u~ mo~n~ to

k ~ =g ~S ~= ~ ~i~ ~-~ ~m ~ Wor~ for
~ 1-2-3 ~r ~ ~ ~A ~ ~ 1-2-3 f= ~S ~ ~ ~ Wo~
w~ ~ ~ m ~e W~ ~g ~ ~d onto ~r o~
~. ~A ~ ~ ~ ~ ~ W~ ~d ~ 1-2-3 f~ ~ = ~ p~

~ 0178ZZ2
MX ~n244oo ~NFID~L

Y=r~ ~ O~=U~ ~ D~ ~.~ 20 CONFIDENTIAL o~

FLAG ~87~
~FIDE~IAL

HIGHLY CONFIDENTIAL



3, Users w~th only a ~n.~le Windows apl~

A sr.gn~nl of p~op|¢ migrating ~m ~ ~

p~ P~ or ~ ~ ~

o~ f~ ~ ~ ~ ~6o~ ~li~ to ~ ~ W~ ~ ~l (a ~-~ off~).
~ ~ ~t I~A of~ W~ f~ Windo~ ~ ~ 1-2-3 for D~ ~ 25% of I-2-3 for

4. Use~ n~wto co~uting
~ ~ ~ ~ ~ a ~ num~ ~ie ~ ~j~ b~g ~ ~ ~m~.

~ ~ ~ ~n~ Io ~ ~gh ~ ~ ~ to ~ ~ ~ ~ ~ 1~ for

~ ~e Accoun~
~ ~ ~ ~ ~ ~ m~ im~ ~g ~

~ it ~ ~ ~o b~ it ~ ~ ~ ~n~
~ a~).

1, PC coo~

~ ~ ~d ~ ~ but l~d ~ ~ m

~ ~et f~ ~ ~o~ ~i~ ~d adoption t~.

2. ~S p~fessi~als
~S le~ to ~ ~ by ~ ~ ~ ~ end ~ ~. ~ ~ ~ ~ im~ie ~fion of
~g m pl~ ~ ~ ~ ~ I~king for si~ ~d ~n~l ~d

3, ~ Co~o~ de~on mak~

~u~ by mild ~ ~ ~
~ ~ ~ f~ ~g ~ ~).

D. Smafl B~in~
~ ~ ~i 8 ~an ~! ~ ~ ~ ~ 50

~dp~
HX 6024d01 ~ 0~78223
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o Commumcmors: u~ P~ ~r ~en~ ~d ~om~ p~o~ Wo~ p~ ~d p~n~o~

~ Solution Dev~op~

2. Pa~ time develo~ (Co~ltant, V~., Pow~ us~

3. Hobb~sp~al inte~m

F. ~s and Ana~

8X 6026~02 ~ 0~7822~
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/~u~ys~.s ~ m£1ue.nc~ in the n~’~rkeq:dacc thn)ugh a sSgh~y
~u~ ~h opi~ ~tc~c

o~ p~u~ ~ t~olo~ ~ im~ J~ ~Y ~t ~ ~ ~n~ ~ ~ ~ ~ a
f~~y ~or ~pr~ ~ ~. ~ ~ ~ ~ ~ ~ ~ ~ to ~t o~

G. gesdl~
~=~ ~ ~t~m~

~s~a~~t~ ~
~ ~y~d ~ ~ ~ ~ mo~ to ~ ~i~ ~ ~~ ~ ~ ~ ~ ~to ~is
~ing a ~ of ~g o~

~ Su~om

~ S~ ~deat

. ~ out~ ~

D~bumr

~ ~ ~T B~ ~A~ON OF ~PROA~ ~ ~ ~G~ ~ ~T ~T
~T SHO~ ~ ~ CO~ON TO O~ S~S]
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V. Positioning

A_ Key Insights

¯ Tim Offic~ breadth of prod~t line is unmatched bY any c°mlxfit°~’ databa’m ~ a k~

in which use~ purchase Windows applicadous-
¯ Nficro~oft is ~ as the m,ta’all market l~ader. Im the broad marke~lam, we hay= a r~m,tation for

innovation, vision, and prodt,t,t,t,t,t,t,t,t,tm~g category leading products, although cotn~xs ha,’~ narrowed the

. Aa pC.s become mort: e.~,..ntial to the kt.y ftmctions of companies. Imyers at~ looking for a "~;afe ch°in’"

. In uM: next rtica~ of our appK, tim similarity betwee-n th= apPlicati°us and ~’ ~ ~ ~rk tog~

must help differentiate us f~om the comIg~ition-
¯ Diffear.atiation is beczmting L-w.rtmMngly ~ as competitors leap f~g each othcz in the ~featm~

¯ The market is moving from an appik:adon/f~aturt centric w~rld to a task-c~tttlc world. In addition,
people axe incxeasingly intr.xt~ed ia 5",cdntious=, whether" tJt~y be provided ht th= apps them.~l’cts or
mmugh custom application*.

B. Positioning Statement

Beca*~ A4~fl underxta~tdx te~Jtnolo~y and the way y~u work. one), the
MTcrosofl Office - a complete xet of tools d~$igned to work togexher - znablea you

to focus on your ~ not your computer.

Th~ first pan ofthi~ positioning is designed m e~tablish the conc~t that MJcrosof~ u~dexstand~ teclumlogy AND
know~ how to apply that t~=hnology t~ the rtal need~ of user~ The secomt part of the statmnent asxer~ that ONLY
Iviicroso~ has tl~ full ~t uf prtmlurts designed IO provid~ a key benefit -- ezmbling y~u to focus on .vtmr thinking.
rt:sult~ etc. other than ),our computer. Note that w~ hav~ not finalized on a "taglin~" at this stag~ but ~re ~x-pioring a
couple of different option~

¯ Focus on Your Work not You; Comput~
¯ Soflwart tha( Wofl~ th~ Way You Do
¯ The N=w Way to Work

Each of thes, has some po~ith, es and negativts, so ~x: az= c~ntinuing to e.xpiort for mote opt.ious. H~weve.r, w~ muxt

C. Key Support Pointa

The point~ oudined briefly below form the basis fro" tim OIEc~ P~itioaing Framework. PMase se~ the attached
~rk docatmtmt f~r more details on each ~pport point.

1) Complete ~;et of Leadln~ Tools...
~e Ad~cro~fl Offu:e ix a complete azr of toola that are a~e leading toola in lheir category.

* We provide tim right tool* for ~ task
o Word. Exc~ PPT, Project, Ac~e~ art a~ard-winning
¯ Wind, ExtmL PPT. Project. Actm~ hav~ the highest Wothgt shipmems and rm~mu~s on the Mac.tW’m

platforms
No tmmpetitor can match our depth or breadth of pmduct~ ~ platform solntion

NX 602~n04 gS 0178226
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2_~.~_...That are Easy to U~e and Work ,,Caeat To~ether.~ work and our app$ look
~e ~fl 0~ ~ur ~k ~ ~d f~er be~e ~ ~d~d haiku

3) ...TO ~o~de a Compile
~ ~fl Off~ hel~ m~f ~r
cr~f~ ~om ~lutio~

. ~ ~mp~ I~ ~~ ~ ~ ~

. Dam ~g~ ~ e~b~ ~ to
~ ~ it ~ a ~g ~.

¯ M~e a~ ~ ~ ~ for ~g ~ ~ ~o~on

4) ...F~m the Company You Can

d~clion

~1o~ for ~e ~

5) _..~o ~H M~e the Move E~
~o~fl ~d~ a wide r~e of ~ ~d s~ that ~ It e~ ~u w ~it~ m 0~.

F~ on p~g ~en~

. ~ pm~ ~i~ for ~m~ p~

D. ~e "Se~t Ingredi~t"
~ h ~m~ ~m ~ ~ ~n~te ~ in~d~ ~ ~ ~ ~ f~ng mo~ on ~ ~t
~i~g ~ b~ ff ~pli~o~ ~ugh

n~ ~ i~o~ ~

We ~. ~ ~ ~t ~ for ~ m f~ on

~ i~ ~ ~ ~ ~t ~ ~ m d~ on ~ off~ ~ f~ ~ ~ q~ ~ ~ ~ng it

~ ,602~d05 ~S 0178227
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VI. Product Vision

~ p~ ~ ~Wor~ ~ Po~ ~ ~ ~-~11 n~ to ~ ~ ~Y ~t

~d~ ~m~n~

A. O~ce P~duct Obj~tiv~

B. P~du~ RH~e

~ ~d~

~ Key Ar~ of Focus

I. M~ ~ ~ to sha~ ~fo~on be~ appli~tions

conFIDEnTIAL ~ 0178229
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2__. Make it ea.~’ier to learn and use application.__ s
Cu..w~m~s u.~ the tcnn "consistcn{" or "~ ~ono~y
appli~o~ 1o~. ~ app~tio~ ~ to l~ ~d £~1 ~nt ~ ~ ~ ~n ~u~

. ~on m~ ~ ~ t~ line m~u i~ ~ ~ ~� ~e ~ one ~on to ~low for f~
on appli~fon ~ ~

. T~ ~og ~ ~ ~ ~li~o~

3. p~de ~ ~t~ comp~n~ ~n~r~nmem

= U~ ~P

4. Ma~ it ~ to cr~tv cu~om solutio~

O~ ~to~ ~ A~ 2.0 ~ ~ ~ O~ ~o~6on ~1~ (~ ~o~" ~ ~ ~ 3.0

for ~u~on ~ ~ng appS~fio~ f~ ~g ~om ~lufio~ ~A ~ to &= ~ ~lud~:

~ ~ p~o~ for ~nt~ ~ ~d

= ~t~ ~lufio~ w~ch may ~ ~s~but~ to

5~ Makes it ~ to sha~ info~ation in a wo~up

~ ~nd

MX 6024408 RS 0178230
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VII. Pricing,
We h,~vc di~ r~-vr.ral dLffcr~nt ~ppn)ach~s ~o pn~g ~e ~ ~s ~ ~ ~I~o~ ~ ~I ~p
~s ~. W~ ~ n~ ~ a mo~ fi~ ~on on ~ ~dl ~ ~ ~ a cl~ ~ of~ p~g ~p~cb
~~ l~v4 ~ ~mt~ ~d~ ~mblc ~low~~t ~ng on
p~g m ~ ~ ~ ~ US ~ p~ A ~pi~ ~i~ not~

. ~ ~ not i~lu~ ~ p~g w~ch ~ ~g ~t~ ~

~r ~ ~o~. - -
¯ No ~ion ~ ~n ~ ~ on w~ ~ ~H ~ ~ ~ ~o~ ~on

C~ ~ ~oug~ on ~s ~ ~1~ ~ ~o~ ~o~d ~
~y n~ ~-

; P~duct US ~ US ~ St~

~ ~ ~i~ up~ $129

~ ~m~.~ $149 $ ~5

Offi~ ~ up~ ~75 ~49

~ ~ ~ ~29 ~9

~d~ ~ ~ p~u~ ~95 ~99

~ ~sio~ ~! pa~g~ p~u~ ~949 $599

I~X 6
cONFIDENTIAL MS 0178231
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VIII. M:,rkefi~=o Programs

~ Summa~ ~m~ine and Budget
~ ~ ~1~ ~t fo~ ~ ~ ~ p~ ~on~ ~ng ~ ~ ~ ~dg~
~~ for ~ ~ m ~. Note ~t

0~ P~f~s~o~l R~

Wo~ M~ ~a         7~

D~
~’i ~ ~ (~ ~D)

~lO

~X 602~i0 ~ 0178~32
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[~UDGET SU]vev~¥ TO BE ADDED

B. Advertising and Messaging

The ove=~ll goal h=xe is to establish a s=t ef object.iv~ imperatives and ra=ssages that can drive a broad s~t of
consi:ncnt conununicaliens ve.kicl~. The principal vehicle is advmtJsing but these same objectiv~ and rm:ssag~
should suppo~ direct marketing, collat~l, packaging, etc. The :~undnme;’~l challenge ~ is cn:ating a s~-i,~ of
messag~ ~hnm the "stun is of’,.he p~rts is greatm" than the ~£ol~" AND which d£ffe.~ndate us from tim
competition in a meaningful way to our uug~t audi~c¢~

Objectives
* Establish market "~lmndar4~ pesitien ameng infh=entials, r~ew=r~ and =nalyst~
. R~ar._~ DOS .~en ~arlier a~d ©hanl~e buying criteria

- Awamn~s of broa~:r bemefits of I~S apps
- Mak= ~in=" a .buying criteria
- Establish supc~ority ov=~ Lotus’

¯ [nterveae aggrm~iv~ly amo~g ~Viadew~:emmitted
Inc~a.~ ~

¯ Driv~ MS ht~talled b=~ t= upgr=de to ~ versions (Including Ol~ce)
¯ F.ncoara~ people to use mor~ than one ]VL5 mpplicmtion ~X ~024411

Imp~rative,~
CONFIDENTIAL

Dl%v~ r~ognitioa muong IE s as the individual product a~d dc~,ktop line
Communican: .ew W’mdows app buying criteria among all
Expand awarea~s and uial among W~mmitt~l DOS app
~h the Ix:nefits afupgrading to the newve.J~ons of MS apps              [1~ 0178233

CONFIDENTIAL
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~MS~

p~ ~ ~ ~ ~ wh~ ~ ~ b~

Win a~
~ (~ly, W~
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Reaching beyund: bow do wv smumm~ ~mr dialog with 1) nvw PC buye~ 2) s~iu6on pmvidr.rL 3) small

tama~ss and w_rtical mada~ 4) MIS
~ A~ it~r~ other types of advextis~ng we should b~ Pre’sUing t° expand °ur n~a~a

¯ Ma~ plato and ~ n~ to ~ in~ m~ ~p~ c~ p~o~ a~

~ H~k ~obbic Ba~

~ ~blic Rdations

~ve a~ P~ ~P~ pl~ on ~ ~ ~mdo~ ~ ~int~ plaffo~. ~fl’s
~ ~d ~ ~lf ~ ~ ~ ~ ~ far ~e p~ to si~ ~ ~ ~m~to~ ~ ~m

~ ~ p~

a~o~ ~
a ~ ~ O~ p~ to~ ~o ~ m~ ~ ~di~d~ p~ 1~ ~ ~ ~ ~ "pi~

~d ~

~ a ~ ~ on ~ in at I~ ~ ~ mn~ ~g ~~ng ~..)

~ f~ ~.)
. Build an ~ f~ ~ ~ ~W~ ~ ~d ~~ ~ ml~ ~ ~fl ~

a ~o~~p~ ~~oa~~’s~~a

= ~ ~ O~ ~0 ~~ ~ m~m~ ~ for g~ ~ ~

* Blu~ ~m~t~

, ~ ~ (~b~ ~ ~ ~) ~t ~ ~ ~ ~ 0178235
~X 6024413 ~N~D~

T~ ~ ~e O~ ~ ~ D~ ~.~ ~ CONFIDENIIAL o~ma
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. ~n~ a~n~ ~ ~ ~ o~ m~g¢ ~o ~ Fringe ~U ~ (non PC ~)
~dop b~d ~ pubic ~a~om ~ ~ ~ ~, ~o ~ ~ ~
pubB~o~ ~

Impe~

~d~ f~ ~ ~ Wo~ ~ ~ ~ ~md~ ~io~ G~ ~

~l~g w a ~m~h ~om a DOS ~b~ We ~ ~ntmn¢ w ~ o~ ~~t to ~�

Ta~c~

~d Ap~ Da~ A~ ~ To~ MS ~ ~

T~ ~ ~" ~ ~ ~ Wo~ 6.0.

~ ~ O~ ~ T~ ~ ~o ~ O~m 3~ ~ ~

~X 602~14 NS 0178~36
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~ --9~21 YOO Announcement Evem The ~ ~t ~on ~ for ~ p~ ~d
~;~n~ (~ minut~ or ~

¯ How m~ m ~ g~ng Io ~/~ ~ ~ ~ps ~t ~ ~ de~ im~ ~~ ~ ~Y

Owner:. Robbie Bach CUma Chcn as or June 26th)

D. Dircct Marketing

Direr marketing will nmet our primary objccfive~ of upgz~ the instaJled bas~ to Offic~ and winaing the
upgrade ha~e among Lotus and WordPext’ect for DOS us~’s. Whi’~ other marketing pmgran~ in pa~icatlar
awareness advertising, also address ttmse oh.icy’dyes, dia:ct maJketiag, in particular database maxkr_ting and direct
mail ;t’pre~as ore" most siguificam invcs~mem and mos~ immczliat¢ ~arn against th~s~ objectives. In Y’Y94, we
plan to continue expanding our dbect mark~ing efforts beyond direct mail to include dirm~ r~3mas~ print and
TV at the ~ linm as w~ ~ the volume and efficitmcy of our dina:t mail program. The primmy audiences
for our dim:t marketing programs indude~ registr.~d and uuregis~ered Word, F.x~.l and Otfice owne~ r~gismn:d
V, rmdows, Win app and other M~ product owners who are ~g from DOS sp~tadshee~ and word
processors, as weal as DOS WordPeff~t and Lotus users who intend to move to Wimtows. Note that w~ have
~.xvli~itly focused o~ Won:lP~fect and Lotus users since the opportunity th¢~ is |ar~st and the~ axe ~
surrogates for othe.r con~:~fitiv~ DOS products li~� diesel We arc exploring ,t~"ious oplions for I~’aging
activity to eeable Pow~u~oi~ and Ace:ms/Fox to upgrad~ ~ from competiti~ pnx:lucts as weIL "llm
challeng~ in doing this to maintain focus so that the off~’s and activities arc still ~ve and gene~te profitable
leveJs of sales.

Objective:;
¯ Upgrade the instaIl~ ims¢ to

¯ Interveme agg~.ssively with Windows-commin~4 DOS Lotus/Wor~fPerf~ct ~
¯ Expand trial aM pu~has~ among DOS Lotos/WordP~sfect users

Imperatives
Upgrade 40% of the install~l I~ase to n~v w:~ious
¯ Upgrade 40% ofcurr~t Word/Excel owners and Offic~ owners IO ~ ’vernon

¯ Upgrade 20% of carreat single app owae:s to new v~sion of al~
Note: This goal i~ a ~ignif!~ant ~creas~ over the 25 - 30~ upgrade rate we currently
single apptlc.m~on ~er~ion upgrad¢~ We plan not only to increase our upgrode rate-~ $is, nificantly
bul to upgrade two applica~ons at once and Io s~multaneousJy cro~ sell and ver~toa upgrade our
c~rrent base. Thiz goal mcludcx bozb d+rect sate+ to reg~eeed userz and channel sales ~o registered
and tmreg~ered

~ W+m the upgrade baoJe by switching 100k-150k comp<Rkive users
~ Remch 1,000,0Q0 DOS Lotus/WurdP~ffect use~ with Iriai offer

HX 6024415 MS 0178~37
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Tactical Summa _ry

Office Launch in Fma~ W’m/Wm launch Septe.mbcr
Announ~ new ve~ions of apps rcg V’~ Upgrade./X-sell
Word/XL/~ject and ~ g~tabV~b Oflic~ lde,~ti~y
upgrade installed base to ~ - "
(PPT in January edi6o~)

Offi~ord/Access joint Version Upgradt/X..seli
laum:h in high-impact format E~.ablish Office Identity

~omponcat. Po.~ible Project (ms ctcaa ~ Io measu~)
inclusion as welL - n:sponm to off~"
Q~ick feed W’m/W’m Inlerwntiom~X-~l| ¯ Nlonth~

Offi c~JWo rd/XLtAcc~ss/PPT aames response rates
Volume M a~Tmgs Win/Win lnW.rvtmlaa 3x
Continu~ to marl insid~ IL~ forapps r~g Vcnion.Upgrade-/X-~ll
O~ceJWord/Exccl/Ac~q~Pl"~ - competitive and v~rsion

nmponse rates
~ Trial FIEU, no~- Inte.rv~nti~m
Imervendon tha’tmgh llvc trial enthu~d - Competiti~: upgra~ ~spon.~
~perit:~c~ media mix "I’BD, 1~=73
including dLr~ mail. D/R Print
and DR’IV

o Leve]offlmdLng~dtmd¢offofobj¢~’ve~. Curreu[pruposedbudg’elapp~)xim~ely$1OM. Ifwesc~le
budge~ ba¢~ which aud~es do w~ la~g~ and al

¯ Lavestment in ve.~on apgrade pmg~m. Current DMG r~commenda~on to maiL with appropriate
segme.matioa, up to 5x and ma profitability. At¢ w¢ landed apFopriately? Can we build a self-
liquidating model to fuad direct marketing?

¯ Role of Ata:ess, P~t a~d Pmjc:ct ia tim Office ¢otmep¢ for di~a marketing aad mail offers. How
do w~ handle,~asion upgrades aad ctm~ sel! for th¢:~ prtxka:Ls? Caa we apgrade dBase ami Hanrard
Graphics users e.ffici~mIy? How do we hand], Office DB
Acct~ today’/

¯ Lam, w.h Direct issues
- what to do with initial Latmch ¢espon.~, pfio¢ to ~ and Access availability
- need to determine offers by prodact owaesship duriag hunch

¯ Plan~foradd-o~� Howdow=mmketthesept6duasviadirtc:t~:ae.om~lexity¢ffmaltipleaffe~?
¯ Role of Focus and o~.¢r castomer satisfaction program~ How is the Wekamm Package fuad~? How

tmmh do ~ rely tm Focus m version upg~ad~ tl~ rcgiste~d base? What other cm’mmer satisfa~on
programs shoald the~ he?
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Owaer: Denis~ Rabi.,=

E. Field Support and Training

I. Field Train.in__g

Overview
Our goal is to ~uU ou! trai~ing that allows our ~tle~ logo: to sell our delL’top apps and line at raa.",~imum c-~pacity a!
launch and during FY94. Thcr~ am 3 key waining chall~ges that ~ must m~ in onkx to do ~

1.7~mJng: Our ship dates t~quim thai w~ deliver training and uaining tools on 5 apps as well as our line
advantages bet~v~n July and October s~ the field is prepaid m sell Offic~ and our app~

:L F_.xpondingfield prodm:f knowledge and ability to sell our line:. Our sales for~e has asked us to build
Ixainiog which enables reps to incn:a~ their pmdn~ knowledge to dr.mo Ib-v~L In addition, our field w~[ need
e.xpandeA Ixaining on ~ selling since they primarily sell our desk’~p solution rather than indi\~dual app$
today. Worldwide Sales Training and Deskmp Product Marketing gmup~ have d~inod a sot of line./pn3duct
knowledg~ goals r~3ecting the~ needs, around which w~ hav~ built the YOO training plan and VAIl

a~d i~daug mad ila~ advaatag~ m nmpensed~acatsarm~g~tg a~p~ olin. P~JL a~l bdcav, aome I~JdL SP t~ias

3 Sappe~t =vai~ la"rams ia a~aamt Rq~F.a tha~ ,am b,: ~ ,~

3. Enable continued o’aiaing: Beyond n~e~ing the dcadtinc of our produa launches, we ~ enable
Sales Manage~ m conduc~ ongoing training that tmiids field kaowledge and responds |o field needs and

Objeet~,es
¯ Enable raps and SEx m suppmt wide marketing b~tas for line apps
¯ Traia fceld on o~r line and new desktop apps by Immc.h to maximize sr.lting capacity.
¯ Develop field knowledge to me~t larger goals.

Imperativ~
= Train all reps on OI-I~ automatioa and VI~A by 8,/93.

MX 6024417==, Train eatin: fidd on pnxtuct Ia)sitkmiag and key sel.ling poims for al~ and line.CONFIDENTIAL
=~ Imple.me~ hands oa Uaining for ~ and SEs before murkcting be~s ship
:=. Devdop SE aad SP slaTlls to suppoR aplz customization.
~ Eaable Salm Manage~ m coedact post-laaw.h uaiaing to slmrpea Omal~itiv~ sdliag skills

Tactical Summary Iq$ 0178239
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2. Field Sale~; Tools

Overvi~..
Our gaa] is m provide th~ sal~ for~: with r.ff~ctivc and timely tools that m~ the" selling needs. To this end, our
plan re[lect~ 2 k~" eft’on_q:

I. S~ream~ming tools to d~liver ,, con.s~e.t architz�.t=r= of tools acro=~ dc.d:top appa. Ffism, cally. Product
gxoupx ha, re t.u’ll tools indq:xnxlcntly which has n:suhed in tool di~. Th," De.sklop apps product
markcl~g ~ will now build ~ Iooi that a~ l~’labl~, custombmb]r,, low mamt~na~�~ and
cu~om~ r~ady, based on fir.]d n~quirtr~nts id~fifi~l in our nm:a~h.

2. ~ifling the balmcefrom app~ to line tooL~ We need to bm’]d ore" ars~mal of Iin~ lools in conjunction
with fic.ld f~cu.5 towards desktop ~lu~on sr.lling v~’sus single application s~l]ing. ~n addition, it makc~
seas~ at this point t~ consolidate tools thin would be man: useful as line tools (~.g. Wish Card~).

Objectives
¯ D~vr.lop a c~r~ s~t oftools acro~ d~X’top products and li.nc.
¯ Provide fir.ld with augmented linc/Ol~ic~ Ic~Is.
¯ Support fw.Jd with tools and collatt:ml f~r "~nc to many" sealing.
¯ Enable fic.ld insurer access u~ tools as needed and minimiz~ tools maintenanc~

Imperatives

~ ~ a ~’�~msis~m ~ a~oss apps aml lh~ (for e.g., demos, ~ guides).

~ Dism’b-~ cu.~omizab~ and portable ~l~s (oob thnmgh a pull system.

Tactic~I Summary
Jmp~r~: ~o11 o~� ~ producl/lin~ 1oo[$ in 3 .cy~]~$ to J~¢ld~ Deliver ~:on$ixt~tt
and lin~ Deliver customer rca~. toolx.

| ~ ] ¯ Self P~-~d Ex~ A ~md B

MX 6024418 HS 0178240
CONFIDENTIAL CONFIDENTIAL
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3. Launch Roll Out in Districts

Overview

Our joi~ launch mp~r.nts an opportunity to bmid huge momentum for our line ofapps ia the market. We must
seize this opportunity by supporting di~rict launch evenl~ that drive broad scale r~commendatlon. We must also
fully support our ~aI~s force with the tools and collateral they m:z:d for local "one to ma~" marketing efforts m
b~ild rnaximttm s~lling t:apa~ty tht’~ugh FY94.

obie~ti’,,~
¯ Lmug:h appg suct:es~-ally in the

¯ Maximize channel recommendation for our line and app~
¯ Ccmtinue to bm’ld maxk~ momemum al~er latm,zh through Dect:mbe.r.

Imperatives
:=, Modvate and train channel on key selling poin~ for app~ and lin~ (be.for~ products d6p).
~ Impk:m~nt a thnedy ~ng ~ m corpomt~ acctamts and ddiv:r excellent support.
=> Roll out "MS line" launches in dl.q~clx to butld maximum cu.~omex momentum.
~ Facilitav- field "o-," to many" soiling after product launclu~

Tactical Summa _ry
MX 6024419

CONFIDENTIAL N$ 0178241"
CONFIDENTIAL

FL AG 00870.59
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Motiw~ and t~in
Y~ R~ ~ff~

out "~ ~�" d~

~ ~ ev~ ~ ~ ~ ~ ~ ~fi~ !0,~ 9~! ~,~

Fanfare fldd "one to
selling

F. Mac Specific Marketing
-1~ Mac ve.rsio~s of our n~a rouad at’products will aU be �(n’~ code but the7 will still ship somewhat ~ than
tl~ W’Lndo~ v~’sions (d~lm varies by pmduc~ Th~s cr~axes a cha~ng~ f~r us to �oatiau¢ selling the
p~ducts throz~m th~ faU launch~s of the new ve.rsions on Window~ During this time ~ will b~ seUing
Word 5.1, F..xcd 4, Pow~rPoint 3.0 and Proje~ 3.0 fur th~ Macintosh. The m~rk~ing ac~-vities during the pe~od
Ix:~x~n the launch at" the new Window~ v~’xions and the launch of the n~v Ma~ versions is being nd’ern~d to as
"Delta Marketing’. The Delta Marketing pIan ~11 follow in a separate docum~t to be dism-butexi no later than
June 30, 1993. A.~ noted in the timeline abov~ the launch office new versions oflhc ~ Macintosh
applk~tion~ i~ schr.du]~l for San Franc~sc~ Ma~ World (Jamnoy 5 through 8) 1994. January Mac World starts a
Mac ~ year of the c~ffir~" t~amlr~ign sometimes rr.fr.a’red to as "Year of the Mac O~icc" ur "YOMO." Mor~
s’pecific~ on YOMO arc being alert.loped and will be circtdated

G. Field District Marketing
[WE FIAVE HAD PRELIMINARY MEETINGS WITH TH~ VARIOUS GROUPS TO DEVELOP
SEUI’ION OF TI~ PlAN BLrI" STILL NEED TO REA~I FINAL CLOSURE ON
D~d~PERATIVES. AND TACTICS. AS PLANS IN THE FIELD BECOME MORE CZ.EAR. WE WILL
CLOSE OFF THESE ITEMS, HOPEFULLY OVER THE NEXT THREE WEEKS.]

H. Small Business Marketing

[SEE MIKE HOUSTON’S SMALL BUSINESS MARKETING PI..AN FOR ]3srlTIAL THOUGHTS ON OUR
~’~ORTS IN ~ BUS~NT~SS. "r~S ~ B~ ~CORPGRA’n~D ~ TH~ OFF~C~ PLAN OV~
~ ~ TWO

L Event M~rke~in~

I. Product Launch ~vent

We ~ L~ the ~-w (~ ~ a I,~ end user ewn{ kn Se~mbe~ (curremty planned £or
~ be a joL-w ]au~h for Word and Ex-~l ~ a n~n£mm~ ~nd probably. P~w~P~ Pmj~,

MX 6024420 MS 0178242
CONFIDENTIAL CONFIDENTIAL
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3, Microsoft User Conference

Overview
The Word tram has cona~c~ed several successful ~ �onfov.ncos" in tim past. Th~ general concept is to get
300-500 support profe~;ionals, high end usr.t~ and IE~J$ to attend a multi-day ~,ent a~ which they would
d~tailed infnn~lion on otn" new applicatiorm This v~ll enable tlgan to support the ~ tO the new
more effectix~y in their organizations and encourage them to evangdiz~ the apps to non-users. 1! is also could

Objective;
,, Gea~te upgrade demand among corporate accounts

s Stnmgtlmn costumer relatiouships and improve c~-tomer satisfaction

Imperativ~
~ AUu~:t substantial number ofquali/i~l ~nd ~
~ Segment the atufienco appropriately and provide t.be right type,/le,~l of in.farmatien for each atulience,
~ Price event s~ that it break~ even.

Ta~fic~l Sm~nary
¯ T’uaiag f~r this event is ~ TBD; me~ likely date is in January e~ Febru~y.
¯ Event w~uld run for 3-4 days with main se~ion~ and ~mne b~ako~t~ by imxluct, t~ ~-
¯ Pre~e.me.n w~uld mo~y b~ nawmark~ing pcopl~ i~ order to deliv~ quality u:chnical

¯ Must d~:tr, nnine how this ~h~te:t to TechEA and how it i~ d~ffe~nt f~mm seminar pmgr~m~ that are run ~

¯ ~ to evah~ate field inte~:~ and a~-ailabili .ty of ~-pl~rt f~om MS US.
¯ Timing n~ds t~ be d~t~rmin~d. ~ plan is m hold ~ in JanuarT~ anytime s~oner would be too

~ a~ t~e ~e.a~ ofth~ p.~ to be a~ e.~miv~ evea~                      MS 0~78244

~’~- of o~ o~r~ ~,~,~ .~l~- D,~-r ,0.~ ~2 CONFIDENTIAL o~7~J
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Own©r: Mike Hard

4. Tr~deghowg

Overview
In addition ta tl~ t’r~ional shows s-rafted and �~ordiaated by tim fieki, w~ ~ ta par~cipale in ~-.~-al key
na6onal shows. The~: includ~ Comdex (spring and fall), MacWorld (August and January). and PLy.

Obieefiv~
¯ Dcmonstmm o~ produc*s to cs~ate e.m;item~at and ~upport fi-om IEU$
o Utilize Fall Cmadex and January MacWorld as k~V evem~ m launch e~r new appli~afion~
o Mo~ generaBy, us~ tradesho~x as s~noes for lauaching key initiatives, a~ appropfiat~ basra on timing

Imperative4
= .Easm~ that lhe C4fic~ appli~iaas ar~ pm~mt in an "integrated" way that communicates the b~lth

~ Cra.~-tr~a product mav.ag~r~ ~ that w~ can minimize the number af peeple who n~d le al~end and
maxim~z~ tl~ amount ef cmss-a~p coa~at ia tl~ pn:sentations.

Issu~
o Need to c~afirm which tradeshow~ a~ beiag funded by MS US.
¯ Clarification on pn~u~ mark~ing’s invulv~meat ht ~egional show~ wauld be ~
o Planaiag must begin shartly f~r August MacWorld.

Ow~©r: MSke Hard

5. User Grmrps
Overview
User Groups continue to ~ a p~ f~ ~t for
m ~ng in~ ~om~ ~o~ ~ ~u~ P~ ~ ~d p~ a ~ f~ ~~g

Obi~

F~l ~a~ ~

~ ~e ~i~ a~ ~t~ and ~t~at f~ ~y/~ UG

~ Tu~r audi~ ~ ~bj~ whi~ is mo~ l~n~ ~ing
0178245
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~FID~
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~ CoUccl aan~s and proa~iv~ly
~ ~ ~oing ~p~ ~ p~ is done ~g f~ ~d ~n~uo~ ~o~n); plug

Tactical Summ~

Awm~n~
UG ~ a~ ~ UG    # ~ ~ n~ ~ ~3 -
~o~ ~ (~

~ ~ p~ at top ~IUG #~ ~;~ ~3-

o~mg UG ~ UG A~ ~ m ~7 ~ ~3 -

~ ~ ~a for O~ ~ UG ~ ~ p~ ~ ~3 -

~): ~ ~D

T~ ~1 to ~ UG

~G ia a ~=

~ in D~ UG

G~ S~it
~ ~ UG UG ~m~

o~ ~p~ op~om (~d
o~d ~ ~ US
R~mm~dallea
~ ~~oa ~ UG
p~m ~ pi~)
Dg-~ ~ pm~ ~ UG

Isles

~ ~ ~ ~ fled
~ ~ of U~
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J. Solution Providea-~Deveioper Programs

Ov~-v~w
Io P/94, ~ w’II n~d to pur~u~ new dixn-~fion ~ for MS Offic~ On~ opportunity is ~he cu~om
s~lution r~-..sal¢ ma~k~, c~atcd by solution provid=x~ (’L~r.lud.ing VAR.x. �~asultants, and MIS ~ dis~n’buting
~ applications wizJz lv~ Officr_ ~ ~om solutian ~ cx’e~= and di_~a’bu~ ~ th~ ab~ic)" to impact
multiple de~k~p.x, soJz~im~s up to s~-v¢~ thousand uses.

~ clxaJ]~o~� is that solution d~v~olX~S wi]] haw many solution~ul]ding applic~tio[~ ~XL, O which IO ChOOS~ that

~CtOs~ wiXl all Ix: comp~n~ for mind s’ba~ and szles ~ this andi~uc~ Hcre~’v~, Micxosofl wiJ! off¢~ ~
ad~anm~:s to tl~ so]udon provider m FY94. including the inmxluctiou of Visual ]~sic, Applica6ons Edition
(VBA). ouL~aauLLn~ dm~op~r support pm~zams, and the ~ OLE 2.0 �~jecz mod~ ~

Obj~’6v~s
¯ Pos~Lion ]v~ Offlc:~ as t]~ pr=mi~.J" appli~-ztions-l~osed solutions d~-,w.]opme~ e~,~zolxn~mt.

- Educate all andi~z~s on bcme..fiis ofVB~, OLE 2.0 inv~zmenzs
- Znc:orporaz¢ Word ]~sic and Acz:~ss E~sic inlo this m~ss~., as appropri~e/txz.~’ible

¯ ]~uit Scdut~ F~ovidcxs Zo build custom solotions with Microsoft appLicat~oor, bring MS applic=ztions

- Tm’~ct non-Windows dcV~Ol~rs with comp~Jliug s~h~tlons to~ise~
- SP chanael focus on pmgxammabi~ applicafieas and VBA/OLE r.nabl~g ICChnologi~s

¯ Bni]d the LSV �ommunhy for Iv~ programmable application.~.
- Suppert via ewnts and ~
- Recmitn~nt ~ wmdors to create obj¢cU~/tools for Office

¯ P..nsun: that Salution Pmvide~ have accz~ m ad~luate training on our prodnc~ l~..xag~ their

T~chEd, local, and r~-gional Ixaining oppmtnniti~
,, Cnmexate awarene~ amongst end-us~x ~" the beme:fit~ and pow~" of our pm~]iW mi~o~

Imperativ~
~ ~ compo~enl-bas~d ~lution developmeat compe.lling (productive., pow~xd, pmfitabi~), to solution

=~ Provide a comple.~ Offic~ p~abil~" ~tory ruing Excd and Pmj~�~ ~ the !~ a~ ~ m
iacorpot~te Acce~Basic and WordBasic into ear me~ag~ and mlutiun~ dm~g the inte.~m pr.riod until
t~,’~ app~ hav~ VBA.

~ Educa~ field and caxton~’s on ~wolutie~ of ~ language a~ m~e d~’vdopmcnl tooL.
~ Ensure Lth3t we provide concrete, comp~Aling m~sag~ for dm~.loF.z~ AND cad ~

I~S 0178Z47MX 6024425     CONFZDENTZAL
CONF’TDENTZAL

~ear of d~ OA~ce Marking, Pla.- DR.Z.~ v0.9 ,~5 03/27/~3
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Tactical Summary

Branding of VBA SP~ Pre~ cove.rag~ of Oliice S~, $500,000

influential programmability, 1993 VBA

Training and support SP 100 local UG SIGs, 15 FY94 $100.000

T~4a Ed cout~ 3 MSU ongaing VBA
eours~ on VBA,

Office. HSM/RSM field
u~inJng of reps/SEs

Seminar p’ro~ram SP Clca~on O£al:lps Spz~g, ’94 Self

Evangelism SP/MIS ~ pmgrammabilily 1~r94 Oa- £50, ~ -
(ISV) caverage at industry going VBA
shows and speaking

p~rdcipafio~ ia Ix~ok

Channel Support field pnzsemafians; ’93
governmemt mad vertical
chamml ~ng,

program, Deviant and

Igstl~
¯ Need to build eatir~ infrastructure for solution providers, including certification.
- When and what do v~ lioms~ if anything~ to thh’d parties (complimeatmy ISVs such ~ Aut~ or

corporations). When do we annouac~ lic~iag i~’it is an option.
¯ Pmfitabl~ lk:eming and dixtn’bution of
¯ How to handle the VBANB (n~ail products) di~remiafio~
¯ Wi~zia M~ lack of coasistcacy on applications pmgrammatn~ stoff.
- Role of TechEd. Need to achiev~ a betler balanc~ be~ve~a s~ving ~ a great develope~ canfe~ac~-,

Owner:. Mike Rirde and Scott Raedeke

K. Reseller~

Overview
We have long ~ the chaaad with indiffe~mc~ xinc~ they reprcsemed the status qtm rather than advancing
our iasurgeat matketiag needs. How~w=, as w~ become the dominate products. ~ channd incrensiagly beeom~

HX 6024426 MS 0178248
CONFIDENTIAL CONFIDENTIAL
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Obie~tive~
¯ lucr~a.~ inlvrnal market ~a~ for

~ ~� ~ ~ ~ ~ ~ ~ m ~ om pr~ for ~ ~ ~ ~b’ ~� for
~mt¢ ~t ~ ~ for ~

~s b~ ~~ ~ ~ ~ng ~ ~ ~i~ ~ ~ o~ p~uc~ ~ n~ m
~ ~ ~u~n to ~t ~i~ ~m~n~t p~ ~ ~ ~b’ ~t ~ ~ go~
to ~ ~1 ~ ~ ~b’.

Maga~ inv~m~ ~ ~ ~1 a~

~ n~

~ ~ine h~ to pin.de ~l ~ilme~ of~
~el ~ ~ ~ v~ ~

~ E~ ~n6n~ ~e~lion f~ Mac
~ ~ ~ ~t ~i~ for ~e a~

Ta~i~ Su~a~

~ ~o~

* ~ ~g~ent ~ one ~ o~ bi~ p~l~ for ~e ~ We ~e ~ p~i~ id~ on
how to ~m ~ ~ ~I ff~ ~ ~ ~ ~ g~ n~ ~o~fion ~ p~ua ~p ~t~

. ~ ~ cl~ rol~ ~n ~1 ~s in MS US; not d~ who ~ ~n~le f~

~ how it p~ a role ~ ~ ~ ~int m ~ 0~ in ~ b~ ~s ~ ~pli~fiom for

Owner: Kelli Jerome

L. Research

Rmem’ch and ~ ~ ~ ~mbin~ a~ ~ W~ ~d ~ ~ti~ .~ ~ ~ ~ m ~

~ a k~ ~ ff~ ~~ pl~ing a~ tO p~ ~op~L. ~l~ ~ ~ ~ o~i~
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Track awar~a¢~ and pen:~ptious of tl~ d~=-~at s~iu:s/~ts of a~ ~ ~O ~ ~d~

Un~ ~m~fi~ W~ o~ ~ ~ ~ to ~ or ~ a ~ ~d

U~d ~ ~ p~ ~ ~ ~

~N ~S ~ BE ~DA~ TO ~ ~ ~S ~ ~; PR~

Ea~ U~r

~ ~l~ ~m~ 1994
6~

O~ I~1~ l~fi~ ~Viom ~ ~y 19~

S~ ~ p~ p~ 1~4
~ ~do~ ~ 6
~ ~d
~o~p~=

s~ ~~~ 6~

~o~p~
U~ ~ Om~ U~ ~ ~

~p ~ ~
Product U~ge

~ 0178~0
Mx ~n~aa~R ~NFID~L
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Switchers Focus Word and Focus 8mup~ to ext~lu,~ August

Groups Ex~:l usr~s ~ ~t~g p~ 1993

w~ ~ ~d b~ 5 ~

~ ~p

~o~ 6.0 Wo~ F~ ~ to ~1~ No~

~F~ ~w~ ~ ~le~ 1993

G~ ~ ~ ~ w m~ to W~ 6 ~

6.0
~m~ W~ ~ ff F~ ~m~ to ~ ~ I993

~ F~ G~ Wo~ w~ ff~ ~d 6 ~

~t- ~~leto~
2-3 f~ ~ ~ W~ ~d
Wi~ ~ ~ w~ ~i~

~g Wo~ ~
~ to ~

p~g ~m~ ~ ~ ~ ~ ~ W~ch ~y 1994

¯ ~ ~ &pm~ ~h ~ n~ ~l~ b~g~

~ ~S ~ ~ ~on ~ ~h
~ S~B~~

M. ~afion~ Coo~ination & Suppo~

~ew

¯ ~ a ~ ~ ~ ~ ~r ~ O~ p~

a~ ~p~e~y. ~S 01782S2
~X 6024430

~N~IDE~

FL AG ~87070
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Enable sul~idiari~ w levi-age w~3rk done in ~ US ~ m ~
~p~ ~&~ ~ n~.

on ~

MX ~024431 CONFID~T~
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two ~v=n~ On= poss~l~ mechanism w~ will ~lom ~ ~ ~mn~ PSS ~ ~ ~g

~ ~ ~ ~h~ f~ ~g ~

~ ~ a "~cb in a ~x" ~ w~ ~ ~ ~1 ~ ~cb ~ for ~ ~

~!~ ~fion ~ ~ U~

Eva ~p

N. Beta Management

All OIiic~ pn3duc~ have a~,n:ed to follow a cons~en! policy for l~c:imk:al and mm’ke’ting bcta..~ both for US and
ioca~z~d v~’~on~. Th," overall g~l of ~ appn~ach is W stn’k¢ the right balan~ between gathering bug r~porl~
allowing accotznts Io previ~v the pmah~t~, and main[aining confidentiality prior to ship date,..

Ob~-tive~
¯ Evsur~ that we get good tec.hnic:al fe:~Iback ~n both US and ]oc:alLz~d vr.z~ions of the products.
¯ Bv~d int~=st in th~ pmduc~ at k~ accounts or with key IEU.~
¯ Avoid leaks of product information, especially dining th~ tcr.hnical baa 6mcfi-amc.

~ Avoid u~-ing t~Imical beta for mark~’fing pmp0s~
~ Ensor~ that Im:rnadona] ma~e~ ha,,~ oppormn~y to participate in beta programs.
~ Mak~ su~ that suff-~ient resounds a~ alioc~ed tO ac~ally s~port the beta program and b~a

Tac~al Sumrn~y
Typical applicatiens beta cycle

Engli.~h & ~m~hip localized
¯ Codecemple~," 16-20wee~tORTM
¯ T~c.hb~tal: 12-14w~k~tORTM
¯ Techbeta2: 8-10w~d~zoRTM
¯ ]vim4c~gb~ta: 3-6w~:dcstoRTM
Non--~imship h~d~zed
¯ Combin~llocali~ationb~ta&mad~ngbe~ 4-6week~loRTM
¯ All subs to have acc~s to US or simship t~ch bet~ for inte.n~ t~-fiag/Uuiaing only.
¯ All subs to have ac~ss to US or simship maActing b,~ for int~ aad �~smn~. ~

Be~ Goah
¯ Techaical beta goals:. Intensive t~lin~ quality bug rcport~ n~ ma~:fin~

MS 01782.54
MX 6024432 CONFIDEHTZAL
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. ]vLark~og b~ta goa~s: P~_-ViL’W produc~ to k~ ~o~ ~ ~g ~d ~o~W (~a~
f~ 1~ ~o~)
~fio~g ~ (for ~-~hip i~ I~g~) g~: ~t~ l~6on
t~g: ~~ & ~ P~ pr~u~ to k~ ~o~

T~ bm pl~s

fi~ ~g~ ~ ~ t~

~ip I~ te~i~i bet~
~~ ~ a~ US ~ ~ for i~t~ ~ ~ ~ ~� ~ ~ ~ sh~d
~t do ~ ~ng ~ US ~

~ ~it ~o~ ~ ~d~ n~ ~
~ T~e ~W for e~g ~iU.

p~ ~p ~n ~ ~u~ d~ufi~ ~ ~er d~ Su~ to ~pli~ ~

~at~ bm dat~ ~

~ DA~ ~ ~ BE ~DA~ ~ ~ ~ ~~ ~O~O~

Pmdu~ T~h I T~h 2 Ma~ing

~ n~ 7~ 9~0 10~7

~im ~ 9/15 10~0 1

~ ~ ~d lag ~ US ~ M’ mu~ ~� fi~ ~ US R~ ~ 1~ ~ Fm
~1~ f~ Word ~ ~ ~g ~ 2-3 ~ ~ fi~p ~ t~ ~ F~ non-~p
~ ~ tingle I~~k~g ~ ~d ~ mu#y ~ ~ ~e R~ ~ s~
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~ product ~roup szcrAs to make decisions about intcrnatiooa/~ ~ P~ ~ ~ ~

S~ ~ Wo~ 6.0 ~ pl~ for ~i~ ~]� d h~ ~o~ ~ ~ ~rk~ ~ ~b
for W~

Owner:. Ms~ Mi~_r~k

HX 6024434
CONFIDENTIAL MS 0178256

CONFIDENTIAL

FL AG 0087074
CONFIDENTIAL

HIGHLY CONFIDENTIAL



~ ~ Iiii ~ ~--’~ 1~’- "

~ ~
i ~i~I CONFIDENTIAL

~ ~ ~-~. - .=~ .~    -

.. ~ ~ ~ .~ . ~     ~ ~ ......

~
" ’ .... " " .... Ii

<=i ~ ...... ~ ........ " -

FL AG ~87075
~NFID~IAL

HIGHLY CONFIDENTIAL


