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MICROSOFT CONFIDENTIAL

OVERVIEW
The purpose of this document is to communicate the objectives, strategies and tactics for the FY'93

Windows Office campaign. The key products that arc supported by this campaign arc Word and Excel for
Windows: however, products such as the Office (sku), PowerPoint, and Project are also supported in many
of the line marketing efforts. The Macintosh Office campaign plan is a separate document.

SITUATION ANALYSIS
As the sales of Windows 3.1 accelerate, so do the sales of Windows applications. In FY'93, the Windows

portion of the word processing and spreadsheet categories will be bigger than the DOS portions of the
respective categorics; we cstimate 60-65% foc word processors and 55-60% for spreadshects. Much of
this will be fucled by competitive W'mdows applications, namely WardPerfect for Windows and 1-2-3 for
Windows. Bompmdnc:shavcgom off 0 a slow start, but are expected 1o improve and be “good
cnough®, especially for the low invélvement "GUI naive™ DOS WordPerfect and Lotus nsers.

Assuming the credible competitive products and continned Windows momentum, FY'93 could be the year
of the big transition to Windows applications—or at least the first of several transitional years. This
makes the market share gains Word and Excel bave achicved very vulnerable, In the worst case scenario,
the market moves to’ Windows very slowly, WordPerfect and Lotas closs the cumrent feanmrs gap and
szmwdmmxgraungmelrmszauedbammﬂwW‘mdnwspmdm In the best case scenario, Windows
momentur accelerates, competitive products continoe to be uninspired ports of DOS predecessars, end
users appreciate and demand the superior quality of ouc Windows applications, and Word and Excel
become the word processor and spreadshect for Windows. The wosst case scenario being the more likely
of the two, most of our FY'93 marketing cfforts arc aimed at winning the upgrade battle and fighting for
the WordPerfect and Lotns 1-2-3 users that choase 1o work in the Windows environment,

Since there will be no major new versions of Word and Excel in FY'93, we will need to rely on our
existing (and currently superior) technology and innovative sustaining marketing.. As we contemplate this
challenge, there are many asscts that we can draw on.

¢  Product soperionity, Word and Excel are clexly “best of breed” in the cyes of industry influentials,
Project xud PowerPoint are also second generation, leading prodocts,

¢  Broadest ymge of Windows applications, Microsoft has more Windows products, more code and

development teehnology to Icvz:n;c. and more development experience to draw upon.

+ Mmﬂhdm_mhm@;_mmbﬁmoﬁhsmmmmafwdbdmlmﬁmnﬂmm
msdlmgoppommna

¢ The creators of Windaws, Microsoft’s Windows applications benefit from the associstion with the creator
ofde'mdowlopauin;lysxaxL

¢ International Ieadership, Miaosoh. has benefited from the exly investment in intemational markets.
OunhzcofxbcwudpmeumgmiqxudshcdmniwumcdsSO%mmnmm

Wc'llnccdmbcvayaeanvcand:womccfulabomhowwlcvangcourasxs,bmnsclhacamsom:
sxgmﬁmnuhmxsmlhcmmmlhatcansmllom'pmm

¢ Hanc_mmLmdg‘WmﬁPafea[uW'deIEdIZSherdowtmmu&mmmﬂ
upgndafmmlharDOchmﬁupnﬂsbydmmpccnvcmuﬂodbuu.

¢ Low xwarencss, There is low awareness of Word and Pxcel for Windows emong WordPafect and Loms
1-2-3 users. Mast of these uscrs only know about what they usa.

. i h ) i Whils were not mure it's the correct
maugcfurlhcmukcgmcthedonclmuhblcpbwdmgthcmc:ugclobod:mdusm and MIS.
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™ Foé end users, Working Together means Smart Icons and “look alike/act alike™ for MIS it means &
! solution that revolves around Notcs.

¢  Borlend sclline a data centric sohution, While Loms is attempting to become the “groupware”™ company,
Borland is sclling a strategic solution that revolves around data zceess and daus m:_uugcmmz. Because
the heart of most compaics is their data, we belicve xhu customeTs find his compelling.

. B_mjnm_mjnmmxmmMicmsohisno(lloncinourm:mp(m“nid'thcimuﬂcdbxscd
WordPerfect and Lotus. ;Barland’s strategy is based being 2 better upgrade in virtally ail categories that
ixoompcu:si:n;mdthcyircdnllaxghgmforﬂ\cbctoftm:dpositioninscvaﬂofmm

) QﬂyjjnJD_mmmmhnym.MamdﬁMRMAthMSDmdmdnmcyd
customer satisfaction that highlighted that only 4 in 10 of our customers can be ‘considered “secure™.
Cnswnerseunityisbn;dangnmbcx_ofhmdmdpndndnm’bun:‘.

TARGET CUSTOMERS .

Traditionally, Microsoft's marketing efforts have focnsed on influcntials—-MIS (for top down sclling
effocts) and IEUs (to drive change in workgroups). While we coatinuc to believe in tho idea of winning
with the inflyeatials, we have refined and expanded our model of who has influence. We've relied on a
pretty hard-core definition of influcace in the past. If youa were influcatial yoa mattered; if you were not
influential you did not matter—so went our logic. Based oa the results of several pieces of primary
research, we no longer think the concept of influence is that binary,

The word processing and spreadsheet segmentation studies have shown there to be two key behaviors that
define influcnce among end users: '

¢ They fput ision foe new software
¢ They giveo more advice than they reécive on the usage of compater software

15% of the users in the word processing and spreadsheet market have both of these attributes (IEUs).
However, an additional 40% of the nsers in both markets have one or the other attribute. These nsers are
less influential, but still influential. We are calling these Fringe IEUs. The balance of the market (45%)
have no influence over what software they nse, We continue to call these GBUs.

We also belicve that and understanding and/or usage of Windows is findamental to our target audience.
We call this "Windows predisposition®, and define it as follows:

¢ Curreatly ownvfuse Windows
+ Undartand the concepe of Windows and plan to buy in next six menths

Wao've done a significant amount of marketing to “cold”™ (non Windows predisposed) audicnces and have
met with little soccess, The concept of Windows is not simple or natural for a hard core CUI user who
has not been exposed to the GUL: Selling applications that rely on an understanding of Windows is not
cost effective. As a resolt, we are narrowing our target audience to those that are Windows predisposed.
This begs an obviocus question: Who is responsible foc getting people to bay Windows? While the Office
campaign will contribute to this cause, we still belicve in the need for 2 “Windows franchise® campaign
that drives demand for, and onderstanding of, Windows.
MS-PCA 1314024

In summary, our ideal target for the Office campaign has all of the following characteristics:

* IEU or Fringe [EU, some level of influcnce CONFIDENTIAL
¢ Usc 1 DOS version of WordPerfoet or Lotus 1-2-3 '
* Windows predisposed
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PROBLEM DEFINITION AND CAMPAIGN MISSION

" Given what is described in the sitzation analysis, we summarize the marketing problem as follows:

* ﬁcmmdupgndcmedw:wdpmmgndrprudshewumumthmcmmz
vendars, WordPerfect and Lotus. This is the perception part of the problem.

* Becanee of their market presence, mailing lists and communications infraswrucane, WordPerfect and
Lotus can more cfficicitty market to their installed bascs. This is the reach part of the problem.

+ The competition foe these customers is s4F, as Borland is challenging us as an inswrgent marketer with
best of breed/low cost message. This is the competitive noisc pact of the problem.

Thexefore, the mission for the Windows Office campaign is to:

l Be the natoral choice in word processing and spreadshects as the market moves to Windows, l

- There arc three major components to this mission:

wtmwmx/pwchmsmhwﬂymﬂwwdbymﬂedm Wc:kobdscvcthnyuum‘zgu

Lo

the installed base to switch vnless you Sist win with the press, JEUs, and snalysts. Heoce, retaining our -

best of breed status s of parxmount importmes and we will invest heavily sgaimst this objective.

+ Coptire new nscrs sales, An increasing amoont of OEMs aro pre-installing software on their machines to
add valna to tha machine and differentiste themsclves, Since, in most cases, the purchasers of thesc
machines 3o not get to make a choice about spplications software, wo must participate in this emerging
spplications sofiwwre chammel, Otharwise, we belicve that Lots, WordPrafoct aud Bodand will sdope
the “lamikaze™ strategy of virtally giving away tho sofiwarc with the machine, getting the nomes from
the OEM, and making money from futre tpgrade sales,

. What does it mean to be the natural choice?

The concept of ratnral choice (or preference) deserves discussion. This is a market position that we want
10 own which has both short and long term marketing implications. In the short term, tho concept of
natnral choice will be execated factically via programs that are rooted in getting DOS WordPerfect and
Lotos 1-2-3 customers to compare Word or Excel foc Windows to WordPerfect and 1-2-3 for Windows.
’I‘hcbstcxamplcofamarkcmagpmgnmdutsuppoﬂsth:sstmtcgy:slthordGmucngc.

However, the concept of natural choice goes beyond tactical product comparisons among high
mvolvement uscrs, 'Word and Excel foc Windows should be perceived as the preferred word processar and
spreadsheet for Windows because they come from Microsoft—the creator of Windows, the company that is
making it easier, To succeed at creating this perception, we must brand our prodncts with a set of
emotional and aspirational values that personify the Windows platform and the Mictosoft brand. An
example of success: A year from now cod nsers say “T know that WordPerfect and Word have similar
featre scts, but I want Word becanss it comes from Microsoft”.
{
OFFICE CAMPAIGN STRATEGY

- There arc five key strategies that belp vs accomplish our mission of being the natural choice in word

processing and spreadsheets as the market moves 10 Windows. Pach is discussed briefly bedow and then
i morc detail in the tactical plan.

¢ Comnect with Windows, There arc two parts to this strategy. The finst is to encourage simulianesus
purchase of Windows and Microsoft Windows spplications. We mmst create the peroeption that they
simply go together. This strategy has tictical implications with OEMs and the retail chemel. The
sécond strategy s w copure the names of Windows purchasers for fumre marketing cfforrs, If a
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aBtuncrumednws,m-ispmdisposcdmns:/hxmedowx,wcwmtmbcinfrmlo{'man with our
products and message, This effart will fucl mmy direct marketing cfforss.

EmmmmmminidnfmzimThcmmgyhmbmgobcymdmcml-zmimmmu,
that we “recyclc” through muny of our murketing prograims. In many ways, our current marketing cfforts
uccmsrnincdbylhcbrudlhofomnuﬂk\glimxad!hcrudxofthccmhusiutmdm.dcpcm Ass
xcmltoflistunn’nﬁcxuwc'vcovumukcmdmonr‘mlEUs'mdmdcrmnkdcdmlhcbdn)ccohhc
market~many of whom have influcnce. chﬂlwmtdudywithcrpommO&M.mdPRmdcvdop
far reaching awxreness and tris] programs.

0 b shin workgroups,  Owr JEU marketing model of the past two yexs
bas boen based on the notion that JEUs drive chmge in workgroups. Many of our markcting cfforts have
ﬁoamdmwﬁnﬁngthmlﬂkmdnmhammwilhwoklhnwm-hdpmmunlhcirmxmgmcm
cnthcnecdfctchmgcmdmignblhnwod:gxwpmd\unwdhnbccntuﬁmi We will coatinue 10
mmmlhi::dopdmpmombydadopbxgoodsda@h(hﬁmﬁmﬁ&&xﬂcuscmu) amd
mammmmmhgcmuwwmmmmu
secding xnd Trisl +.

¢ mmmmiﬁmWekaﬁmmum&kvﬂxgcﬁnswmdnbnﬁnm

mmmammmﬁmmmmmmmemdmm

. Mac,wwﬂl&dwlynnkandmd&wl(oﬂmWMy)mbdmuyinfh:md:k.m

“trickls down™ cffect s still epoemous. We think of this stratcgy as a continmtion of the grass roots

mnbﬁngcﬂ'mt:lhﬁwa‘vebemmsfulwi&praumaalm A key challenge for us will be to

mmmummhmmmmmmmmmmw.
peodoct being "best”, but noed to be convinced a product is "best for their needs”,

* Mmmmma@nmmmammmm
xppﬁaﬁnmpmdnc:mmgypiwhismpmbmﬁvemdfn‘mchiu. However, we comrently doa't have
2 crisp message that drives it home foc the castomer. Lots has Working Together. Since they havo
Notes and xre driven to divasify, it makes sease foe thea. We (Microsoft Cocp.) have Infornution At
Your Fingettips. But JAYF is cmreatly & vaxy systems oriented, somewhat fumres oriented strategy
pilchthndoc:notpruvidcmidcndtyformlh\cofwm::ppﬁaﬁms. We need to translue IAYR
o & benefit that can be inttantly realized by & Word or Exeel costomer.

OFFICE CAMPAIGN TACTICS
[t0 come later this week after working with individual teams])

OFFICE CAMPAIGN METRICS
[See attached Eist for overall metrics. Detailed metrics for each assignment will also be developed]

MX3051899
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TEAM ASSIGNMENTS FOR OFFICE CAMPAIGN DELIVERABLES

ASSIGNMENT AND DESCRIPTION PERSONS RESPONSIBLE

1. MEDIA AND MESSAGING i pus

This team will deal with global communication issucs, Leslick, Ronso, Billj, Rencew
including advertising and poblic relations: There are four
specific assignments:

(Sept. - Oct) Robhich, Markk + tesm leads as appropriate
Askmmm:&whpuhaﬁhgkr&yiktﬁmcmcmm

campaign won't start until Novernber.

b, Messaging rescarch 1 cslick, Ransa + GPMs 23 appropriats
AMﬁmmm:unhabanpuwuxminmmgmvndﬁhp ‘e

IEU Lotrs and WP nscrs to determine key meseages.

¢. Line messags Hankv, others with interestfidcas
- Assignment: dovelop & lino mersige 0 compliment  oor .

spplications strategy.
< " Robhich, Markk Hmky + tcxm lcads as
determing how t cost effectively reach S milion | sppropriate

IEUs and Fringe IEU!

$e
;._Q:n_mmnim(mﬁ‘—"il Robbich, Makk, Hnky + tcam leads s
Assignment: CC/O&M to develop new creative based oa the appropiate

prcference message. -
£ Infomercialy : Markk, Robbich, Joanmo, Julichi
.MﬁmmmnDﬂdqﬁm&ﬁh&nﬂ@knnumhn)anﬁ&o
for vicwing by prospects.

TL. PUBLIC RELATIONS AND EVENTS

Kathleen, Henkv

1. Apps press bricfmg
Mﬁpmmtwutﬁ&PWCEm&ﬁw:wmpmshkﬁm

b, Apps user conferenee, Kathleen, Pinckney, Blasga
Assigmucat: work with appropriat spps and SMSD resourcss to

deliver user conference,

& Stmtegy Bricfing Tour Kathleen, Hmkv
Assigmments wok with SMSD to package our apps saicgy
message for defivery 1o renior MIS/mansgoment. .

" ! Mumkk, Donp, Susmwe, Cilin
Assigrment: work with Panltho's grocp 1o develop and execsts &

plan foc better nxmo captore and databese mansgement.
h._Customer satisfaction/affivity program Kathloan, davema, susmwe, cjlin
-Anbmuml)mmkawnﬂ!hmshmawwwmm.n
cvolve prognm t mchude meanbeship paks  (like

C iqué).'3) develop businets case for all of abovo

£ Add-on productyusiness development Ronso, Stevebrd, Sxmh
Assignment: develop new product/pecksging ideas that cnabla us

10 3cll add-ca products to installed base whea in contact with
customers. Eumﬂ:thauPtkkr“mﬂmnnsﬁ&ﬂom:
for Win 3.1 upgrade mailing.

IV. RESELLER CHANNEL
2. Windows partnership program Leslick, Alocs, Rencew, Elizsc
Assignment Work with mikenc’s group o help this program

mect campaign objectives and strategy.
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