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The ptavo~e of thi~ document isto commtmicam the c~jecti~es, swat~gics mad tactics fc~ the FT93
Whadows Ol~ice campaign. The key products that a~e supported by th~ campaign a~e Word ~md Excel for
Windows: however, products ~ch as the O~ce (sk-u), PowexPoint. and Project are ~ supported tn rmmy
of ~e line ma~eting efforts. The Macintosh Office campaign plan is a separat~ documenL

SITUATION ANALYSIS
As the ~ales of Windowx 3.1 accelex-ate, so do the sales of W’mdows applications. In FY93, the W’mdows
portion of the woxd tm3<:e~ing and spreadsheet camgori~ will be bigger than dm DOS IX:axiom of the
respective categories; we estimate 60-65% for woal pxo:~sc~ and 5.5-60% for Rneadshect~ Much o~
~ will !~ fueled by compeadve W’mdows applicadora, namely WorclPed’ect for W-mdow~ and 1-2-3 for
W’mdc~. Both Im~Inc~ have gotten off m a slow ~ but ax~ expected to improve md be "good
enough’, e~ly foi" the low invblvement’GUI naive" DOS WordPcffect and Lo .t~. ~

As~t~ning ~ho creda~ole mmt~tiave ptodmas and contiaued W’mdows momeamm, FY’93 �~uld be the year
of the big tran.~tion m W’mdm~s a~plh:ati~a.~4~r at least the fix~t of s~veral transitional, yearn. Thin
mak~ the m~tket share gains Wind and Exoel have achieved wa-y vulnerable. In the ~ case scea~io,
tl~ ~ mv~ loW’mdov~ very .~I¢~ly, WmxIPerfeet and ~ ~ tim ~m’ent feature gap and

n_~rs ~pp~eeiann and demaml tbe .superi~ qmlity of our W’u-xt~ws applications, and Word and Excel

of the two. most of o~ FY93 mar~.eting e, ffor~ am ahned at winning th~ upgrad~ ba~t/e and fighting f~
the WordPerfect and Lot~ 1-2-3 .mere tlmt r.haase to ~ark in the W’uulaws envtronn~nt,

Since the~e will be no major ne~:versions of Word mad Excel in F’Y’93, ~ will ne~l ~ rely on our
e, xis~g (and cmxentiy sup~or) l~hnology and innov~ve sustaining marketing.. As we contemplate tl~
chalkmge, the~ are many assets ~ we can draw an.

dewJopmem t~.lmology to lewa’Me, md mere d~vdol~nem raIx=i~aac¢ m draw





PROBLEM~DEFINITION AND CAMPAIGN MISSION
Giwn wha~ i~ dc~c~’bcd in the situation analysis, we summariz~ the ma~eting p~blcm a~ foLIowg

I B~th~mmmlchoic~inwont~ocesxingandsvr~tshe=tsasthcmad~tmovestoW-mck~ws. I

. What doe~ it mean ~ be the natural choice?
The concept ~namral choice (or IXdermee) deserves dixcmsion. This is a madc~ tx~iti~n that w~ want

natnral choic~ will b¢ ~xecated tactic.a//? via l~ograms that am roo~! ia geaing DOS Wordl~fect and
Lmm 1-2-3 castomers to compare Word or Ex~l for W’mdows to WordPerfect and 1-2-3 for W’mdows.
~ b~t exampl,- of a madccting progr~ that supports ~ strategy, is th~ Word

However, th~ c~mcqx o~ natural choicz g~es I~yond tactical ~ ~~ ~ong high
~l~t ~ W~ ~ ~1 f~ ~m~ws s~d ~ ~ ~ ~ ~ ~ ~ ~d

~g h ~. To~~g~~ ~m~~~ ~ a~d

~ ~t I ~W~ ~it~ ~ ~’..

~g~d~~~~m~ ~~~y~w~d~
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[S~ a~hcd [~ fc~ ~ m~ri~ ~ raca-ics for each a~mca~ will ~ b~ d~vclopcd]
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