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Fron: Hank Vigl 1
Too Kelly Johrson . y oA
Subject . FW: BillG Surmmary Email W J ()& M
Date: ’ Wednesday, July 28, 1993 8:23AM %" / Uﬁ\)
Priority: High ’

’

Keily, pis prirt slide (2 to pg) and the long email msg.
thx

Fronc: Robbie Bach

To: Hank Vigil; Mark Kroess; Pete Higgins
Subject BilG Summary Email

Oate: Wednesday, July 28, 1993 B:06AM

Priority: High

Atrached below is the email I'd like to ssnd out by noon today to summarize the BillG meeting and dufine
next steps. | think its a bit long but thers was a lot of ground to cover and | want to get people @ tesiing
for the fesdback. Since this will go out to pretty broad distribution, | thought | would get your feedback

before ssnding 1t

Commants before noon would be great.
Thanks

Robbis

ﬂ'-'--======--

| have attached beiow the slides we used to presant 10 BillG last week. A summary of the mesting storg
with iasues snd action items s aiso provided below. As a whale it was a very productive mesting that
maved us forward In terms of preparing for the launch. We got good reactions to many of our ptans ard
specific faedback on areas that need more work. PeteH/HankV/MarkK: plesss add your commernts and

thoaghts.
< <File Attachment: YOOSUM3.PPT > >

Messaging

1} We discussed our long-term and fall messaging approaches. BiliG found the individusl components
irmeresting and usetul (things like “the beyonds®, Inteliisight/intslfisense, a brand tagiine, theme) so we will
continue 10 pursue thess. At the same time, he and others felt thers were too many levels in the
communication and it was confusing trying to distinguish/understand the roles for the various CoTTpoTTerts.
We are simplifying the slememnts we will use and wil publish a short updats to the positioning doCUrTET ¥
that sveryone s on the same page of the playbook and understands how various slements should be osed.
Action item: JoMSnoelRubbi.Bmg«ﬂﬁoMASAPlNomewﬂdedduon versus
Intsifissnse as the nams for our intsligence technoiogy this wesek based an fsedback from of WATE
traderRark iESUes).

21AtompoimmrdndmAAUdanthnshowsweloum123md\M’inboﬁnwarmmd
catugory feadership perception in aimost any way you slice the
continuing to focus on PC press, we need to move beyond to

fix this problem. BHllG strongly bulleves that even amongst the PC press readership, we loss the SWaranNess
mdmbnucg\dm‘fmm:dﬂhnwtomnfmmdolnuhm We agreed thst we stll
ncedfoanontrnPCptmmmn,butmmedtnmvhmeUdminmondotnitomﬂmm
resfly behind with this audiercce. Action item: HankV/MarieeAn to follow up with the MikeF's t0 re-cut the'
AAU dats srd understand this better.

3) We discussed '\udonhip'nsomlmgmgiventhttthhhampiceiIGhu‘b«nv«yfowadonlnm :
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svalustions of our recsnt advertising. He reacted posttively to our concept of combining technalogy
leadership with an understanding of what users need. He smmesssd that we don't need to be as
*computitive” in our way of saying this as Lotus has been recerdy BUT wae should provide ail of the
avidence we can to solidity aur lesdership position relative to Lotus.

4) We presarted some preliminary ad concepts to sxplore his concems sbout our spnng advertising.
Oversll, his comments confirmed that we ars moving in the right direction. We must be declarative with
clear svidence to show why our products are better and why people should buy from the leader.
*Cutsnass” or creativity is OK If it adds to the sds impact and is supported by hard hitting evidence with a
very ciear message. He feals (and we agree)} that ads like "Gumby and Pokey” don’t cross this bar so we
will correct for this in the fail. He aiso wants to make sure that all ads have specific product features and
messages in them (e.g. talk about pivot tables in Excel). His comments about calling out the competition
spply in sdvertising as well...be clear about being bettsr but we don't have to directly respond to Lotus’
ads. Action ftem: RobbisB/JohnSage to drive ad process accordingly.

Wa discugsed this in the comtext of leadership and long-term positioning and showed some initial ideas on
how we could make the branding idea come through in packaging, coilateral, stc. While BillG thought the
idea of branding the apps wes interesting, he had a couple of major concerns:

1) We showed the Office brand including Works, Profit, and Publisher. He raised the issue of whether this
lowerad our premium brand positioning by including lower priced products in the brand. He had sowve
specific canmments about the *smell business® approach as well (see below).

2} He (and SteveB) expressed lots of concem about how we use the "Office name” as part of this. If we
use it to describe the brand (which Is our current plani, they did not understand how we would refer to the
Offics SKUs. To paraphrase: "you nmesn we ars going to take the mast important SKU we have and call
‘standard adition’ or 'professional edition’ “77 This got tied into the "too many messaging layers” point
mentiorred abave and laft the impression that we were trying to accomplish too much this fall and were not
treing clear enough.

Since the overall idea of branding was considered ussful/interesting and certain parts of it (fke packaging)
can be done incrementally, we nead to pursue follow-up on these two major issues quickly. Action 1 1S
JotmSage to drive this to resolution this week to detsrmine exactly what we will do in the fall.

Public Relations

MW EEEESRS X2 +

We reviewsd the current PR objectives/massages and siso discussed the overail PR calendar. Wea agreed R
that we need to focus on building momentum aver the summer/sarty fall lsading up to and through the )
launch to Comdex. We discussed various ways to do this including discussing items like

Intellisight/inteilisense well in advancs. As a resuit, we pian to ssed the idea of Intsilisight/Inteilisense st

this week's analysts mesting. We are evaiuating other speeches and venues for planting sseds on VBA

and OLE2 support as well. We briefly discussed the concspt of “softer software” as a concept for an spps
vision speech but did not resch any conclusions on whether this was ussful or just added another

layer/phrase to our communicstions. Action ltem: MarkK/RobbieB to kick-off side deveiopment and ideas

for BilG apps vision taik.

Market Budgst .
I ¥ &4 & 8 8 & & N B B & B J -
We discussed the marketing budget and considered both adding funds for more DR-TV and biz press sdy

AND cutting $§M from the budget {most of which would have coms from the business press sdvertising
which woukl lesve us with no biz press ads this year). The net resut of this was as follows:

T) The budget goes forward as submitted...the 46M was not cut but we aiso didn't get arty incremanntal
money.
2)A.lmofnupamacmvuudonmmkoMapmunovalucﬂnghtndooﬂ:betwomddnoﬁi
thres months of very heavy business press advertising and using the money mare aggressively in DR-TV
throughaut the yeer. Action item: GregPe/RobbieB to wark through the anslysis and provide & POV.

Pricing, Promo, SKUs
Peae 2 e
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mameESaE ST EEsnE xS
We discussed pricing, the tail promation, and Office SKUs and reached closure on the following issues:

1) Our pricing (st street] will be as indicated in the presemation. Note that the $249/299 prices for the
Otfice upgrads skus will be marketed as introductory promo prices which we will move back up to
$299/349 (which is today's price) after the launch. BillG's primary concam was over the $119 version

up mctlndwhethcmnwumhiqh—wonotadthmbothLmlsundWPhadpurmeirupgram
SAPs at $129 but are dealing it to the channet 30 that the street is at $99. We agread to continue under
the sssumption that $1719 is the approved direction but we will evaluate what the competition s doing over
the course of the summer to ses if we meed to "deal™ our upgrade st the launch.

2) The fall promation was also approved as outlined in the slides. This means we will rev the Otfice when
Word ships and NOT when XL ships. The next rev of the Office will be in Dec/Jan with the new version of
PET and XL. Of course. we will monitor this based on PPT's ship date and re-evaiuste If we think PPT will
happen too lata ar thers is some other resson to get XL in the Oftfice earlier. )

3] Oftice 4.0 SKUs were approved
* EPP for Office and Office Pro (Word 8, XL4, PPT3, plus free xl and ppt upgrades)
* PP for Office Pro (Word 6, XL4, PPT3, Accass 1.1, plus free xi and ppt
* Office compstitive trade-up (Word 6, XL4, PPT3, pius free x| and ppt upgrades)
¢ Offics version upgrade (Word 6 plus free x| and ppt upgrades

Note that the Office version upgrade does nat have the old varsion of XL and PPT since mrost of our
instafled base has one or both of these products. Note aiso that for SKU mgmt ressons, we will not have
an Office Pro comp or varsion upgrade SKU...users can buy the Office comp or version upgrade skus
shown above plus the Access competitive upgrade to get to Office Pro.

If anyone has any questions about pricing, the promotion or the relevant SKUs, contact Kelliw.

Small arganizations

We talked sbout the nesed to push more agg into small business given our traifing share in both WP
and SS (even on Windaws only basisi. BliG clarified that we should view this as “small organizations”
since people within MS too oftan assume "small business” means “mom and pop®. in fact we are talking
about organizations that could have amything from 1 person to 100 or so. We aiso discussed the idea of &
*Smaefl Business Office” which would include Word/XL/Profit. BIlIG thought this was a bad idsa. To
paraptwasa: "How many coples of Profit doas 8 company with 20 empioyees need...1, 2, 3...but not 20™,
Wae have more work to do in this area to define the target market more clearly, figure out which products
they need {what sbout Access!, and plan for a marketing push in the sacond haif of the yesr. Action itanmr
JohnWaad to focus on devesioping the pian for this.

Other

1) On wadermarks: we had gotten mixed feedback on how aggressive wa shouid be on trademarking
faatures and ssked for a clarification. BillG's view is that product like Otfice, Word, arxd Excsi are big
onouglbudmﬂmmdwuldlooktom2~3kcvfomfmuch—mddmldfowsonthinglﬂ't
we will emphasize in our communications. in Office’s case, this would be things like Inteifisight/Intalliserse
and perhaps something reisted 1o the added bits such as MOM. For products beyond this core, we need o
be somewhat more ssiective in terms of trademarking since the formal process is actually pretty expeTEIve™
andwconIywamtomthhq:MwolnqoingtoputLOTcofwmmmlmﬂomaﬂortbd\'nd.

2) We sgreed to mest with BIIG quarterly to updsts him on various aspects of the Cffice marketing effort
and provide new idess. Next mesting will be in sarty September. :
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+ Office messaging
* Matkeﬁng ’Pending
+ Marketing plan review

e Strategic Objectives

+ Establish Office as the leadership brand
- 80% shxre for Office

~ 60% shure for individual apps
+ Move 40% of installed base to Office
+ Convert 1M Lotus and WP users
« Double share of small business market
¢ Target the solution developers

ol

Fm» ’

%
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to Success
+ Create discontinuity; differentiate from SmartSuite

+ Great launch of new apps
ohﬁnnhtgrevimmdkgyl’llbatﬂu
 Quality execution and across MS groups
¢ Leverage Microsoft assets

- Execute an Microsoft’s leadership

- Develop Otfice beard

Situation

+ Market characteristics
= Mty IEUs are not tecixrically sophisticated
~ Feature differentiation move difficult
= AAU data
+ Microweft seen as the lemding software company
+ 12WordPerfect percrived as category lesders
- Vendor characteristics important part of purchase criteria
« Implications
- Expand reach in IEU sudience
= Tie benefits of Microseft leadership to Office

Page 2
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<°>,a ions of Leadership

+ First with the most (best of breed)
- Platform, performance. and feature inmnovations
- Awards, ratings, review quotes
+ The “standard”; safe choice
- Muxiet leader, track recard, heritage
~ Financial strergth and stability
+ Customer focused
-~ Solve real end user problems
- Baild “partnership” with custosers
+ Microsoft is uniquely credible to deliver these

Office Brand

Positioning: ~ “Because Microsoft is the leader in
understanding technology and the way
you work, the Microsoft Office
applications provide new innovations
freeing you to focus on your work, not
your computer.”

P

Key Message  “Leading technology that works for you”
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< Messaging
The Microsoft Office with Intellisight™ R
“The New Way to Work” R,

+ Beyond Ease of Use (AutoTools™, Wizards) L

« Beyond Cut and Paste (Microsoft Links™) o x

+ Beyond Macros (VBA) M

@/\” e Brand Goals

+ Develop better messaging
- Comomon, reinforcing messages across all products
- Consistent packaging, signage, busteriale

NS P

Rt
o

3 2g
s
“’M

- Cruate long-term mesuage that spans versions N
¢ Generate marketing efficiencies s
- Reduced seed to build individaal product brands pic. |

¢ Provide competitive differentiation
- Brendth of product Ene
- Build equity with customers at brand level
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<¢>— essaging

+ Build momentum leading up to launch
+ Market great leadership products

- Office as strategic product
-~ New versions of Word, XL, PPT, Froject

+ Launch new teckmologies
- Intellicight
- Microsoft Links
- VRA
+ Position Office as solutions platform

+ Deliver apps long-term direction/vision

Jum oy L Seypmater Ouniar ed
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<o'> ch Event

¢ 10/19 in New Yorlk; 1/2 day event
< Content
- Product leunch presentation and demos
- Strategy directions (BIlIG/Petet/RogerH)
- Product demo sessions
+ Third party involvement
- Costomers and developers in launch iteelf
- 25-50 VBA and solutions vendors with demos
+ Downtlink to districts and Int’l

+ IEB and imternational tours

Pententen fvm. Go

2.

THTTIE

N
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Trial Activities

¢ Two step seeding program
~ DR media (TV, print, mail)
- Videv respanse and follow-ap
<+ Results
~ Resch 530MM peaple: 10 spot markets, 9 cable stations
- 114K videos shipped
; ~ 44K units sold 7% prurchase mate; 39% arit rate)
| + Profile of video recipients ' Lo
' - 40°% own WP, 35% own 128, 75% unfastiiiar with Word/XL
f - 25-35% are “basic” users
~ 5€% in small companies
P + Cost per response: $35 cable, $51 spot c

<®> nel Promotion Objectives -

¢ Establish Office concept in channel
¢ Generate high Office apps sales in fall period

+ Move upgraders to Office L
+ Manage SKU and logistics complexities B
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Promotion Program

+ Ship Office 4.0 when Word ships

N

+ Offer: buy Office, get new XL, PPT, & Win

utilities free
+ Office SKUs
= New user: Word 6, XL 4, PPT 3 + Offer

- Cotapetitive Trade-up: Word 6, XL 4, PPT $ + Offer
- Version Upgrade: Word 6 + Offer

+ Pricing (street)
SKY New Comp
Office $299
Indiv App $320 s188

. hu:nch maintenance concept in Jan-Feb

A\

COGe Lem GF Toud
Ward
Bansl 34,990 £2.000 %30
L 41 $4.000 3400 34,400
M v £1.000 31,000

Tomd 32900 0.éec s1L.7e0
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I Business Programs

« Launcn Small Business Office

+ Leverage VARs, integrators and SPs
- WEW and network integrators
- VBA and Access SI's
+ Focus on small biz in spring promo
+ Target tradeshows and broaden PR

Marketing

+ District marketing product manager
+ District traind tivities
- District training in July - Word hands on
- YOO overview at NSM - Excel/Otfice hands on
- Offire district lsanch tour
& Seminars
- Gaads 75,000 IEUs
=« Oetober - February focus
- 9% national (SLSmo, $40/person)
~ S3% district based
* ¢ OfficePUSH
- Timely help with corporate account batties
= Winylosses feedback to product groups

Page 10
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+ District NDA session in July

+ EBC focus event in September

o CATM blitz starts 10/18

+ Select 2.0 rollout

+ Office PSS
- Designated suppurt number
- Produxt specificc coss prodact; appiet suppart
- October staxt date

* Devemst (Novenber) .
-mdh@g&manmwm ’ :
- information, Certification, Bducation .

o+ MSDN, TechNet (I)

+ Castification Program (O

o Tech-ed (B

.
-
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