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This document started as a proposal that I put together in late May, for marketing to do more
to assert our leadership in word processing. Since then all the WordPerfect brand PMDs,
Glen Mella of corporate marketing, and Mark Calkins, the VP of Corporate and Strategic,
and some others, have contributed to these thoughts.

This word processing leadership campaign, for North America, in part has evolved into a
corporate marketing campaign that also includes asserting our leadership in Customer
Support, Windows applications and Workgroup applications, Glen Mella is leading this
corporate marketing campaign.
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“WordPerfect Corporation is losing its leadership status in-the area of

| 4

word processing.
The perception about leadership in word processing is changing as a result of these

circumstances:

1)

2)

3)

4)

Microsoft has attacked our leadership in word processing with several recent press
releases. The MS "The Switch is On" video gives the impression that most WP
users are switching to Word. MS is now using "the world’s leading selling word
processor in trade shows presentations and spiffs, etc.

Analysts and industry research companies (like Dataquest) are starting to state that
their data shows MS to be the leading supplier of word processing software. These
statistics and opinions are being quoted in publications, like the recent Business
Week article.

While WP has a market leader position in some markets like the U.S., Holland the
UK, WordPerfect is not the leading selling word processor in France, Germany,
Japan and other important markets.

There is a perception among many that, since MS wrote Windows, and since they

were first to market with a Windows word processor, that MS Word is " state of
the art” and the leader in windows word processing.

In our own marketing efforts to make the point that WordPerfect Corporation does
more than just word processing, (Beyond Words), we have allowed our word
processing stronghold to go unguarded. In North America, the marketing efforts
of the past few years have not asserted our leadership strengths in word processing.

Because we are trying to become known as "more than just a one product
company,” WordPerfect Corporation has been shy about saying we are #1 in word
processing. This is hurting our ability to market WordPerfect as well as our other
products. : .

Why the success of WordPerfect, our word processor, is so important to
WordPerfect Corporation:

1) WordPerfect is WordPerfect Corporation’s largest revenne producer.
In 1993 revenues from our word processors will account for more than 80% of company
revenues. In 1994 WordPerfect will likely account for approximately 70% of our

revenues. . .

- Approximately $500 million dollars 1993; more than $400 million in 1994.
X;Vorchrfed Corporation and Word Processing Leadership Page 2
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2) WordPerfect is onr company’s name.

N
Our company takes its name from our leading brand — our word processor. Anything .
but a strong leadership position in word processing would be detrimental to our company
— WordPerfect Corporation.

Our product (WordPerfect Office, WordPerfect Presentations, etc.) names borrow from
the brand equity in the WordPerfect name. If we are going to extend the brand in our

other key products, then the WordPerfect brand name must remain strong.

3) Word processing is the largest business software application category.

Total Word Processing Market Estimates

Year Units Revenues

1993 9.1 million $1.601 billion

1994 10.4 million $1.817 billion

1995 11.6 million $1.023 billion
| 196 _ 12.8 million $2.221 billion
Source:  [DC forecast figures for the word processing market.

Overall Business Software Application Market Percentages

4) The word processor is the lea
Research shows that the word
Research also shows that the

Business Application Installed base as of Plans to purchase in ’93
4Q 1992
- Word Processing 44% 49%
Spreadsheets 32.5% 28.3%
Databases 14.2% 14.2%
Source: ?mmﬁﬁsmdymf 3 » P In July

ding/most unportam: application in a suite,
processor is the most used application in the suite.
word processor has more influence on the customer’s

purchasing decision for a suite, than any of the other applications in the suite.
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Analysis:

In order to achieve long-term success as a company, we must not only expand effectively
into new software application market segments, but we must also continue to lead and
grow in units sold and market share in the word processing category. Maintaining (and
in some countries, building) a perception of leadership in word processing is vital, and it can
only be achieved with effort and resources.

Proposed:

While we must work hard oxi marketing Office, Presentations, [nForms, our consumer
products, etc, we must also assert our long-standing leadership in word processing that is
being attacked. We must make efforts to accomplish the following OBJECTIVES:

1)  Retain and grow the leadership position in word processing in the minds of the
consumers and the industry, in all the major markets of the world. .

2) Boost sales and market share of the different version of WordPerfect, our word
processor. This is especially important for WordPerfect for Windows, where we
stand to win or lose the'most. By borrowing from our leadership in Dos and the
others that are listed in this document, we add credibility to our Windows version.
This campaign can serve as a spring board and reinforcement for the shipment of
‘WordPerfect SIX.0 for Windows.

3)  Elevate the equity of the WordPerfect brand, which will produce greater sales for
our brand extended products (WordPerfect Office, WordPerfect InForms, etc.)
Leadership attacks on word processing from Microsoft, and sales and market share
losses in word processing, will not only hurt our word processing revenues, but
will also have an adverse effect on the sales of our other products.

Word Processing Leadership Points:

* These points will need to be more benefit/solution oriented toward the customer
* More research is being done to substantiate the following assertions.

1. Customers are more loyal to WordPerfect than to any other word processor.
LOYALTY. WP users are more loyal. Tout the fact that our users are the MORE
loyal than the users of any other word processing software package. The same sort of
idea needs to be commnunicated as was with these slogans: "I'd rather fight than
switch.” "I’d walk a mile for a camel."”

WordPerfect Corporation and Word Processing Leadership Page 4
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Why people stay with WordPerfect: ' .
Our "off the top of our heads* list:
- Productivity
- Less training needed — savings on training
- Customer satisfaction — customer support

State the fact of the thousands of letters from satisfied customers thanking us
- Well known brand that is perceived as #1

- Familiarity

- Multiple platforms _

- Powerful/productivity — WP always known for powerful

- Compatible files — easier to use old documents

- Flexible licensing
Tout the fact that most users of WP are STAYING with WP, dos or windows or some
other version. Make this known in such a way that it is just assumed that ALL WP
users are staying with WP, because they are satisfied users. In other words, it is only
logical that WP users will continue to use new versions of WP because it is logical for
all the listed reasons.

There are more users of WordPerfect than any other word processor.
The largest installed base of all word processors in the world. We can say something
like, "12 million legal users and growing, fast.!”

In the U.S., 65% of the installed base for word processing is WordPerfect. MS Word '
accounts for 22.6%. (IDC)

(Interestingly enough, this'is largely due to the.huge numbers of former WordStar,
Multimate, DisplayWrite and Word users who have Switched to WordPerfect. I'm
referring to MS’s "The Switch is On" video.)

In 1993, more people are buying WordPerfect than any other word pmeémor.
Tremendous success with the launch of WordPerfect for Dos makes this a true and

-powerful statement, but we don’t need to state "Dos” while making this claim, thus

boosting our prestige on the Windows, MAC, 0S/2, Unix and Vax platforms.

97% of WordPexfect users are satisfied customers.

Customer satisfaction. According to research done by the Wirthlin Group, 97% of
WordPerfect users are satisfied with WordPerfect . Touting customer satisfaction
should get us a lot. This also highlights our quality customer support.

More customers are planning to buy WordPerfect than any other word processor.
Great trend] WordPerfect accounted for 47.2% of the word processing applications
installed during the last 6 months, compared to 33.5% for MS Word. 62% of word
processing “plan for purchase” over the next 6 months is WordPerfect, compared to

WordPerfect Corporation and Word Processing Leadership Page 5
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29% for MS Word planned installs.  (Statistics from 12-92 IDC study published in
July '93.)

6. More users are using WordPerfect on more platforms, in more Ianguages, than
any other word processor
Emphasize our leadership in providing word processing for multiple platforms, number
of language versions, licensing, etc. Many large companies are choosing WP because
of file compatibility across several platforms. Unlike MS, we offer freedom of choice
and better utilization of the customer’s existing hardware and software investments.

7. Sales and market share of WordPerfect for Windows are growing fast.
Get the right/best unit sales and market share numbers in the press. Emphasize the
trend — the growth for WP in the Windows word processing market share.

8.  WordPerfect is the most technologically advanced, innovative word processing
product on the market.
WordPerfect for Dos and for Windows, OS/2 and Macintosh do a better job of
exploiting the OS than any others. There are many technologically advanced features
implemented in the products.  Usability testing has been thorough and intensive to
create wonderful word processing software.

F Other ideas_:

*  Use Testimonials:
Message: "I was happy with WPdos, now 'm still happy with WP in Windows."
Or, in other words, "9 out of 10 WPdos users that go to a windows word processor, go
to WPwin, and are satisfied.” These are testimonials about people who 1) Went from
WP 5.X dos to WP SIX.0 dos, 2) from WP dos to WP windows, and, 3) from WP dos
to Word for Windows, then back to WP win or dos.

These ideas can be accomplished in a video, in print ads, etc.

*  Find ways to effectively involve our employees in this effort. Al must understand how-
important it is to be leaders in word processing. Alternatives are being discussed for
how to best go about achieving this. Ideas include an internal, company-wide (Orem
employees) motivating meeting which could include a live performance of our
WordPerfect SIX.0 for Windows CD entitled, "Innovators.” Another idea is to
involve as many employees that wish to volunteer working on Saturday, Oct. 16, in the
street date of WordPerfect for Windows. Employees on that Saturday could help with
manufacturing, channel efforts in the stores, sending letter and CDs to large accounts,
and other promotional efforts for WordPerfect for Windows.

. WordPerfect Corporation and Word Processing Leadership Page 6
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j *  Find an effective way to INVOLVE the customers and the channel in this campaign.

This helps advertise in a grass roots way and gets the channel hearing about our
products. I[nvolvement can substantially increase the effectiveness of the campaign.
Maybe have all people going to retailers asking for WordPerfect by saying something
like "Win with WordPerfect." When they say this, they then receive a discount on
some other WordPerfect Corporation software product. Or maybe they get some free
software product... (Similar to McDonald’s campaign years ago when they asked
customers to say, “Two all beef patties, ....on a sesame seed bun." These McDonald’s
customers received a better price on the burger.)

Timing:

For North America, this campaign should begin in August or September. In every country
where this idea is used, it would be ideal to begin this campaign between the rollout of WP
SIX.O DOS and WP SIX.0 WIN. The successful launch of WP SIX.0 Dos will give added

credibility for the landing of our leadership status. This campaign to promote our overall
leadership in word processing will aid our efforts as we roll out WP SIX.0 Win in October

and November.

Scope:

Some of the following marketing vehicles should be considered to effectively assert our word
processing leadership: ’

Press Advertising Trade Shows Channel

Field Sales Direct Marketing Events Video tape
Seminars Speaking opps. City-to-city tour POP materials
Customer involvement promotions o
Customer support and info services

Plans need to be developed for many of the above marketing components. Individuals
throughout the company need to feel responsible to make sure that this leadership campaign
is promoted and applied to their focus in the following months.

WordPerfect Corporation and Word Processing Leadership Page 7
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;) Implementation:
For North America, part of the word processing leadership efforts will be achieved in a pew
corporate advertising campaign Glen Mella is spearheading. This campaign will tout
WordPerfect Corporation’s leadership in four areas: 1) Word Processing, 2) Workgroup
Applications, 3) Customer Support/Satisfaction, and, 4) Windows Applications.

However, this advertising campaign is not the only way that WordPerfect Corporation should
assert our word processing leadership in North America. Efforts need to be made with the
press, in speaking opportunities of our executives and sales force, at trade shows, in our city-
to-city tour, at events, etc.

For the affiliate offices, efforts in asserting our leadership status in word processing mostly
depend on the desires and strategies and resources of that office. I (Don Harris) am happy
to help as much as possible in these efforts. If there is enough desire for a worldwide,
proactive effort to promote this concept, I will be glad to do whatever possible to make it
successful. However, the approach mentioned above — asserting leadership in all four
impartant areas - may also be the approach affiliate offices wish to take.

Summary:
In order to achieve long-term success as a company, it is important that we expand

' effectively into new software application market segments, like Workgroup and Consumer

" software products. Yet we must aiso continue to lead and grow in word processing. This

need becomes obvious when we consider that WordPerfect accounts for the largest share of
the company’s revenues, that the company is named after our word processor, that word
processing is the largest business software application market, and that the word processor is
the most important application in a suite.

Because of the assault on our word processing leadership from Dataquest and Microsoft,
because it simply makes good business sense to do so regardless of these attacks,
WordPerfect Corporation needs to make efforts to publicize and assert our leadership status
in word processing.

We must make efforts to accomplish the following OBJECTIVES:

1)  Retain and grow the leadership position in word processing in the minds of the
consumers and the industry, in all the major markets of the world. .

2)  Boost sales and market share of the different version of ‘WordPerfect, our word
processor. This is especially important for WordPerfect for Windows, where we stand
to win or lose the most. By borrowing from our leadership in Dos and the others that
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’ w are listed in this document, we add credibility to our Windows version. This N
’ campaign can serve as a spring board and reinforcement for the shipment of .

WordPerfect SIX.0 for Windows.

3)  Elevate the equity of the WordPerfect brand, which will produce greater sales for our
brand extended products (WordPerfect Office, WordPerfect InForms, etc.) Leadership
attacks on word processing from Microsoft, and sales and market share losses in word
processing, will not only hurt our word processing revenues, but will also have an
adverse effect on the sales of our other products.

Implementation for asserting our leadership in word processing is happening, in part, in

North America, with our corporate leadership campaign. For the affiliate offices, efforts in
asserting our leadership status in word processing mostly depend on the desires and strategies
and resources of that office. Don Harris, (Senior Director of Product Marketing — Business

Applications) and Glen Mella (Director of Corporate Marketing), are glad to belp as much as
we can with these efforts. .

@
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WordPerfect Office:
DOS, Windows, Macintosh, UNIX, OS/2

MARKET PERSPECTIVE

Market Conditions
® Rapidly expanding market due to significant trends:
© Downsizing of large computer systems and associated e-mail systems driven by:
¢ Expensive hardware/software
e Proprietary
* tack functionality and/or interface of alternatives
O Networking of small/mid-sized organizations driven by:
e Much lower barrier of entry {price & knowledge)
e Off-the-shelf solutions
e Recognized productivity enhancements
O Wide-area networking of distributed organizations
© Practice of communicating electronically with strategic partners, sister companies,
and others — the virtual organization will play a more important role
© Product and administrational standardization within organizations
® Current market profile

Electronic Mail Market Statistics'
Mailboxes Revenue
1992 Installed 1992
Mainframe n/a 4,371,115 85,300,000
Proprietary Midrange n/a 6,718,900 234,580,000
UNIX Host/Server n/a 3,152,400 181,110,000
LAN E-mail 4,803,600 | 11,174,661 164,763,000
Total........... 25,417,076 665,753,000
1 — from IDC report dated 6-21-93
® Projected Growth of E-mail market
1993 IDC E-mall Forecast (worldwide)
' Mallboxes % change Revenues % change
1991 (Actual) 6,802,251 106% 95,996,029 51%
1992 11,174,661 64% 156,853,448 63%
1993 17,070,696 53% 223,819,732 37%
WP Office—Frodnci Flan @wof ' Augast 19, 993
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1994 25,928,006 52% 358,363,949 60% .
1995 37,268,160 44% 510,292,049 42%
1996 : 50,797,485 36% 711,485,410 39%
1997 65,566,671 29% 834,487,354 17%
WPCorp Market Position

® According to IDC, WP Office currently has the third largest installed base within the
LAN-based e-mail market. Its market share in the US is 11%, while worldwide market
share is 10%.

® The LAN-based e-mail market is extremely fragmented. The market leader, cc:Mail,
holds a 25% market share.

® The "introduction” strategy employed to roll out Office 4.0 has been successful. We ars
now getting recognition from industry experts, press, and {most importantly) from large
accounts. This is a significant change from the past—in which Office was consistently
not considered when comparisons, reviews, or discussions of LAN-based e-mail
occurred.

¢ With the release of Office 4.0, WP Office is now in a strong position to vie for market
leadership. The marketing strategy for at least the next 6-12 months is to "challenge”
the existing market leaders as well as the e-mail product classification. The principal
objective is to get the product into situations where it can be compared—and prove

itself.

® With an existing total installed base of LAN-based mailboxes estimated at just over 11 .
million, and a projected growth to 50 million mailboxes over the next 3 years, WPCorp
will achieve its market objectives by increasing its share of new licenses purchased.

Competition

® WP Office faces intense competition on a number of fronts:
© LAN-based e-mail and scheduling
O Vendor provided or standards-based mail
O E-mail licenses bundled with Suite purchases and network operating systems

® Lotus cc:Mail is considered as our primary competitor — with regard to product.
Currently the market leader (with 25% market share), cc:Mail has established mind
share and is being aggressively developed and promoted by Lotus.

® Lotus Notes is a compstitor mainly in the area of mind share. Lotus Notes "owns® the
groupware classification. While it is a fine product, it is not an electronic messaging
application and provides only a very limited e-mail system.

® Lotus will be merging their cc:Mail and Notes technologies in the future. This will be a
challenge for them as both products were developed by separate companies and have
very different architectures. Lotus’ success in merging these technologies will directly
impact their long-term competitiveness.

® Even with Lotus’ marketshare lead, Microsoft is the most dominant organization with a
competitive product offering. While Microsoft holds a 21% market share with
Microsoft Mail, their product isn‘t their strength. Their market share has increased

WP Office—Froduct Plen asof August 19,1993 .
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dramatically over the course of the past 2 years. Microsoft’s marketing strategy seems
to be directed at convincing customers that e-mail is part of the operating system and
should be acquired in conjunction with the Network Operating System (NOS) or as part
of a suite purchase. It appears that the e-mail services of MS Mail will be moved into
the operating system (Windows for Workgroups, Chicago, NT). Microsoft’'s MAPI
(Messaging AP!) is a part of their broader WOSA (Windows Open Services

Architecture) blueprint. Microsoft is very strong in marketing the "architectural
framework™ of their products.

e LAN-based scheduling vendors: Currently Powercore (maker of Network Scheduler Ill} is
the market leader of this segment. All vendors in this category are currently aligning
themselves with e-mail vendors,

® Back-end mail systems: In large, strategic accounts we find ourselves competing
against vendors who are providing "standards-based™ back-end e-mail systems. HP
OpenMail is an example of this type of competitor. Both cc:Mail and MS Mail have
committed to providing client support for the HP OpenMail back end.

Industry Trends and Observations

® Electronic messaging services are moving to the network operating system. Directory
and Message Transfer services are being improved in all major network operating
systems.

® Vendors in the LAN-based e-mail industry are currently invoived a low-profit struggfe for
market share. Both Microsoft and Lotus are subsidizing the effort to acheive
dominance in the e-mail market with profits/revenues from other products (as is
WPCorp). The smailer vendors who are unable to do this are struggling financially to
stay in the game.

® Standards-based messaging is becoming more important to government and business
customers. X.400 and SMTP are the dominant standards woridwide; Internationally
X.400 has an even stronger presence than it does within the US marketplace. XAPIA
is a defined APi for access to X.400 systems and is being widely adopted by
government in Europe. Within the US and Canada, GOSIP compliance, in general, and
X.400, in particular, ars being mandated within many government organizations. MHS
and various e-mail AP1 standards (VIM, MAPI, CMC) are evolving to aliow the back-end
mail service to be separated from the e-mail client.

e E-mail solutions are being extended to provide work flow, calendaring/scheduling, task
management, and application-enabled messaging services. E-mail and Scheduling
vendors are partnering or merging to provide more integrated solutions.

GENERAL PRODUCT OBJECTIVES

Target Market(s) . : :

e The most important target market for the next year Is the large, distributed organization.
We must be successful at providing electronic messaging solutions for these accounts.
They are the trend setters {tha early adopters of the technology) and will give us the
visibility to be a market leader.

® Also of importance in the WP Office marketing plan is the educational community. This
market has little chance of ever being profitable. But, it is from the universities that
MIS personnel gain product experience and prejudices. Also, if we can be successful in
providing solutions for the widely diversified University environment, we'll be able to

WP Office—Product Flan atof Augast 19, 1993
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compets in any other market.
e Not to be ignored is the curmrent installed base of WordPerfect users. As these users .

svaluate electronic messaging, we must have WP Office positioned as a leading
contender for their business. We must communicate our message to the networking

segment of this loyal market.
e Any networked, muiti-platform (or even single-platform) organization.

Market Share Objectives
® By end of ‘93— 30% of new product purchase; by end of '94—40% of new product

purchase; by end of ‘95—45% of new product purchase.
® To have market leader (1 or 2) mind share by mid '94.
® To continue leading industry in providing integrated electronic messaging solutions.

Product Positioning
e Integrated electronic messaging technology: e-mail, calendar, scheduler, task

management, and work flow.
® Scalable messaging solution for organizations ranging from 50 users to over 100,000

users.
® Easy-to-use messaging tools independent of platform.
® Electronic messaging transport services which extend the functionality of traditional

applications (eg. electronic forms transport for WP InForms).

Product Description

® Electronic messaging: e-mail, scheduling, task management

® Group calendaring (proxy and access control)

® Rules-based message management .
® Simple workflow (ordered distribution)

e Scalable architectural model capable of supporting 100,000+ users

® Plug-and-play Client, Post Office, Message Server, Gateways, and Administration

® others...

STRATEGIC PLATFORM PLANNING

Overall Strategy

® Build upon product and architectural strengths to becoms the premier product for
workgroup computing.

® Develop product using core engine code for portability. All Office products and
supporting applications are currently being developed in this manner. Platform specific
developers adapt the engine code to the specific platform and interface.

e Simultaneous development on as many platforms as possible to maximize portability of
engine and tools. .

® Provide platform independent Post Office {(message storage) so that customer can use
any available Client software. )

® Provide backward compatibility with one major version {(eg 4.X to 3.X).

DOS

¢ We have the most functional e-mail and calendar/scheduler program available for DOS.

® | arge installed base of DOS systems warrants continued development in this
environment to insure compatibility with future WP Office versions. No significant

WP Office—Product Plan asof Angust 19, 1993 .
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,) features will be added in this development.
" ® Character-based interface
e Remote Office client
® Server technology/products moving away from DOS due to lack of functionality and

scalability (over the long term)
® Most new Gateway products will be developed on platforms other than DOS

Windows

e Most important client platform at this time

® Graphical interface taking full advantage of Windows services {Drag & Drop, OLE, DDE)

® Remote Office client integrated with the regular client

® Administration program .

® No Server products will be developed for Windows 3.1. This may change with
windows 4.0 (based on how widely accepted Windows NT becomes as the Windows

server platform).

Windows NT :

e Client software: initially we will support NT as a client platform through the existing
Windows 3.1 client version. As new versions of Office are released, NT may have a
native client version (based on the acceptance of Windows NT for client platform
computing).

® Windows NT will be an important platform for server and gateway development; an NT
Message Server will be released as quickly as possible after the actual release of
Windows NT

Macintosh

® Client software

’ ® Remote Office client
~. ® Administration program

® No Message Server development is currently being conducted for Macintosh. However,
as with our primary competitors, we can provide Message Server back-end services
through DOS. And, wsa alone provide these services through UNIX and 0S/2 as well.

® No gateways currently planned for Macintosh other than OCE

® Strategic direction for Macintosh products is to provide the most functional client
software possible to Macintosh users. Development emphasis will be placed on key
client technology such as: PowerPC, Newton, and Apple OCE.

UNIX

e Client software; both graphical (MOTIF) and character-based interfaces

® No Remote Office client — however, the UNIX user’'s messages will be accessible using
any other Remota client software (DOS, Windows, Mac).

® Server products {(Message Server, Async & APl Gateways, Admin)

® Gateways (SMTP, X.400) ,

® Reference ports: Sun, HPUX, IBM AIX, SCO UNIX, DG Aviion, Univel, COSE

0S/2 '

® Client software; graphical PM interface

® No Remots Office client

® Server Products; the 0S/2 platform will largely replace DOS as a Server platform.

® Key gateway platform (X.400, PROFS, SNADS)

Netware v :

® Server and Gateway products platform: OFS, full Message Server, NGM/MHS gateway.

’ WP Office—Product Plan as of Augnst 19, 1993
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f) OpenVMS

® Office 3.1 for VMS in maintenance; e-mail and scheduler support between 3.1 and 4.0.

e Current development concentrating on gateway products (DEC Message Router, VMS
Mail). .

® Future Client and Server product development depends on market, success of WP 6.0
for OpenVMS, and ease of developing for OpenVMS (both VAX & Alpha AXP
architectures). The outcome current negotiations with DEC on joint marketing
agreement will also influence the iong-term future of WP Office for OpenVMS.

® Server/Gateway products developed for NT will likely be easily compiled to run on the
DEC Alpha AXP processors.

DG AOS/VS

e Office 3.1 available through end of ‘93

® No plans for ongoing development or support

Platform & product module matrix

J

Lagend of symbeis:
/- Shipping
0 - Undet development
- Under considerstion
t- Strategic for futurs d
- Quostionable for fvnyrs devalopment
Platform Client Remote Client | Administration Message
Server
DOS v Ve 7,7 v,
Windows 3.1 7,! o,l o, '
Windows 4.0 § 1 ] !
Windows NT - o,l o,l
Macintosh v o o
UNIX
Solaris 1.x (o] o o
Solaris 2.x (=] o (o]
iIBM AIX o o o
HP UX (o] o o]
SCO UNIX o (o]
DG UX o o
Univel - - -
Unixwarse
0s/2 o e
WP Office—Frodact Flan aof August 19, 1993 .
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Netware NLM o,l
Gateway Products/Platforms Schedule

Gateway Platform Status Date

AP DOs Shipping 6/93

API" 0sr2 Development 4Q93

APY’ NT Planned

API’ UNIX Development 4Q93

Apple OCE Macintosh | Planned

Asynchronous’ DOS Shipping 6/93

Asynchronous’ 0S/2 Planned

Asynchronous’ NT Planned

Asynchronous’ UNIX Development 4Q93

Banyan Mail 0s/2 Development 1Q94

cc:Mail DOos Development/Beta 4Q93

DEC Message Router DOS/VMS Development 4Q93

Fax/Print DOS Shipping 6/93

Lotus Notes 0Ss/2 Development 1Q9%4

Microsoft Mail DOS or NT | Under conslderation

NGM/MHS DOS Shipping 6/93

NGM/MHS NLM Development 1094

OfficeVision/lVM 0S/2 Shipping 8/93

Public Mail (AT&T, MC| | Strategy in progress — working jointly

Mail, Sprint, with vendors

Compuserve, stc)

SMTP DOS Shipping 6/93

SMTP UNIX Development 4Q93

SNADS 0S/2 Development 1094
. § SofteSwitch 0S/2 Development 4Q93

' WP Office—Produdt Flan asof Angust 19, 1953
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VMS Mail VMS Development 4Q93 .
Wang Office Under consideration

Wireless ’ 0S/2 Development

X.25 0s/2 Devslopment 4Q93

X.400 0s/2 Shipping 6/93

X.400 UNIX Planned

* Bundled with Admin/Server or Message Server package for platform

3 YEAR PLAN SUMMARY

7993

® August ‘93 — OfficeVision/VM gateway

® October ‘93 — Office 4.0 for UNIX (Sun MOTIF client and Message Server only)

® October ‘93 — 4.01 interim release for DOS, Windows, Macintosh (bug fix and
performance)

e December ‘93 — Remote Office for Windows & Macintosh

® Q4 ‘93 — DEC Message Router Gateway

® Q4 ‘93 — VMS Mail Gateway

® Q4 '93 — SofteSwitch Gateway

® Q4 '93 — cc:Mail Gateway

7984 ®

® Q1 'S4 — Houston: Office 4.02 (4.1?) for Windows

® Q1 '94 — Home Office (productized Remote Office for Pubiic Mail & standaione)

- ® Q1 '94 — Office 4.0 for 05/2

® Q1 ‘94°— Office 4.0 for UNIX (all platforms)

® Q1 '94 — Full 32 bit Message Server for 0S/2, NLM, NT

® Q1 '94 — SNADS gateway

® Q1 ‘94 — Lotus Notes gateway

® Q1 '94 — Public mail partnerships

® Q1 ‘94 — Novell NGM/MHS integration & directory synchronization

® Q1 '94 — Banyan IMS gateway, integration & directory synchronization

® Q4 ‘94 — Dearborm: Office 4.x {5.0?)

7995

® November '95 — Geneva: Offics 5.0

WP Office—Frodaci Plas @ of Augus 19, 1993 '
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1993 PRODUCT DELIVERABLES
< WP Office 4.0 for UNIX>
® Beta: 7/93; Disks to Man: 9/93
e Major Features
o Full Office 4.0 functionality for UNIX
e System Requirements
o Depends on platform version
e Level of Documentation Required
© Following model of Office 4.0, printed documentation will include:
- Quick & Easy user guide
- User Reference manual
- Administration Reference manual
- Gateway Reference manuals
o0 On-line documentation
- Ali client documentation will be available with on-line help
O No on-line Tutorial required
e Level of Technical Support Required
o Because of the nature of Office and of the UNIX platform, Office 4.0 for UNIX will
require a highly trained & competent support staff. They will be supporting Client,
Administration, Message Server, and Gataway programs on various UNIX operating
systems.
® Target Languages: see language table in Appendix B
e (Quarterly Unit Targets: Unit forecasts have not been broken out individually at this
time. This will be done as we move forward with these products and as the
accounting systems are in place to support this activity. For now, all forecasting has
been done on a composite basis. See unit/revenue forecast in Appendix A
® Quarterly Revenus Targets
® Anticipated Product Life
e Koy Issues & Competitive Threats — These products are targeted at the growing UNIX
population in corporate, educational, and government markets. They will differentiate
us from our competitors in key accounts.

SunDS Sun HP UX IBM AIX SCO UNIX DG UX Univel
4% Solsris UnbxWere
Soleris 2x
1
Motif Client 10/93 10's4 | 10’94 | 1094 1094 1094 ?
Toxt Client 12/93 10'94 | 1a's4 | 10794 1094 1Q°94 ?
Administration 1193 1Q°94 1Q°'94 1Q°94 None None None
Asyno . 1183 ? ? ? ? ? ?
APl 11/93 1Q°'94 1Q°'94 1Q'94 1Q94 1Q°'94 ?
MFC 11/93 1Q°94 1Q0°'94 1Q'94 1Q°94 None None
Message Server 10/93 1Q°94 1Q°94 ' 1Q 94 1Q 94 - 1Q ‘94 ?
SMTP Gatewsy 12/93 1Q°'94 1094 . 1Q'94 1Q°'94 1Q°94 ?
WP Office—FProduct Flan asof August 19, 1993
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X.400 Gatewasy ‘94 ? ? ? ? ? ? .

< WP Office 4.01 for DOS, Windows, Macintosh>
e (Code completa:-8/93; Beta: 8/93; Disks to Man: 10/93
® Major Features (bug fixes and following):
O Performance
Printing(?)
Inclusion of SCC viewer technology
Windows:
- Next,Previous,Delete,Read in outbox info screen.
Dos:
- Full text wrapping in the calendar window
- Bolding of days with events
® System Requirements: Same as Office 4.0
Level of Documentation Required: No additional documentation needed
On-line Tutorial Required? Yes, Quick Tour training tutorial will be provided for all
client platforms
Level of Technical Support Required
Target Languages: see language table in Appendix B
Quarterly Unit Targets: see forecasts table in Appendix A
Quarterly Revenue Targets: see forecasts table in Appendix A
Anticipated Product Life
Key Issues & Competitive Threats — The fundamental objective behind this interim
release is to resolve problems identified with Office 4.0 after its initial shipment. And,
equally as important, to be responsive to customer concerns about speed and printing .
issues.

(e} 00O

1984 PRODUCT DELIVERABLES

<Houston: WP Office 4.02 for DOS(?), Windows, Macintosh(?)>

This particular release may end up simply being the incorporation of Shared Code 2.0 into
the Windows client. The Remote clients for Windows and Macintosh will release
separately when ready. Other features listed may be rolled back into Dearborn.

@ Code complets: 11/93; Beta: 12/93: Disks to Man: 1/94

® Major Features (bug fixes and following):

Read Only mode

Remote Office for Windows

Remote Office for Macintosh

Background processing support for Remote (except DOS)

Increase throughput/performance of Remote

List users by host

Filter Userlist

Mailing of personal groups and rules.

Windows:

- Shared Code 2.0

® System Requirements: Same as Office 4.0

® Level of Documentation Required: Reprint with corrections existing documentatlon

000000O0O0OC

‘WP Office—Froded Plan as of August 19, 1993 .
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On-line Tutorial Required? Yes, Quick Tour

Level of Technical Support Required

Target Languages: See language table appendix B

Quarterly Unit Targets: See forecasts appendix A

Quarterly Revenus Targets

Anticipated Product Life

Key Issues & Competitive Threats — The importance of this release is to provide suite
compatibility for WPOwin. If time permits, we would like to make a few enhancements
to carry us into Dearbomn. Howaever, if the inclusion of such enhancements would
cause Dearborn to miss its target release or delay the suite, these will not be

implemented.

<Home Office: Productized version of Remote Office for standalone and Public Mail

Service users>

e Code complete: Should require no specific development—simply productizing the
existing Remote Office product.

® Major Features:
o Standalone calendar
© Public mail connections

® System Requirements: Same as Remote Office 4.0

Level of Documentation Required: Documentation will be adapted for this uss from

existing documentation. Some new documentation sections will be required for this

product.

On-line Tutorial Required? Yes, Quick Tour

Level of Technical Support Required: Same as regular Office product

Target Languages: See language table appendix B

Quarterly Unit Targets: See forecasts appendix A

Quarterly Revenue Targets

Anticipated Product Life

Key Issues & Competitive Threats

O This product will provide a needed upgrads path for many of the existing users of
the standalone version of WP Office and WP Library. While not all of these users
want/need this type of product (no Notebook or other utilities), there has been
significant demand for this type of product offering.

O Small Office / Home Office product enabling businesses to establish world-wide
communications capability without the cost of purchasing networks and gateways.

O Similar product offerings for E-mail have been announced/released by our major
competitors. Our’s is the only product that also provides calendaring.

< WP Office 4.0 for 0S/2>
® Code Complete: ?/93; Beta: 12/93; Disks to Man: 7/94: Street date: 3/94
® Major Features _ ,
o Full Office 4.0 functionality for 0S/2
® System Requirements
O 386 or better CPU

o 08/2 2.x
© 8 MB RAM
WP Office—Prodact Flan asof August 19, 1953
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e Level of Documentation Required

o Following model of Office 4.0, printed documentation will include:
- Quick & Easy user guide
- User Reference manual
- Administration Reference manual
- Gateway Reference manuals

© On-line documentation
- All client documentation will be available with on-line help

© No on-line Tutorial required

® Level of Technical Support Required
O Because of the nature of Office and of the 0S/2 platform, Office 4.0 for 0S/2 will

require a highly trained & competent support staff. They will be supporting Client,
Administration, Message Server, and Gateway programs.

Target Languages: see language table appendix B

Quarterly Unit Targets: see forecasts table appendix A

Quarterly Revenue Targets

Anticipated Product Life .
Key Issues & Competitive Threats — Lotus is currently shipping an 0S/2 cc:Mail client.

No other competitors have released 0S/2 versions. This product will give us a
competitive edge in key large accounts. It will position us as the dominant electronic
messaging product for 0S/2.

f) o 11 MB disk

<Dearbom, WP Office 4.x>
¢ Design complets: 3/94; Code complete: 6/94; Beta: 8/94; Disks to Man: 10/94
. ®  Client Platforms: .
' O Windows, DOS, Chicago (Windows 4.0), Macintosh, UNIX, 0S/2
® Major Features:
Linkable APt for Windows, Macintosh, 0S/2, and NT
Full VIM/MAP! support at the server.
Personal Address list (Contact management)
Cross-server calendar retrieval
Cross-server bulletin boards with message threading
Major Enhancement of Rules
Full Workflow model at the server
Enhance Security Model
OLE 2.0
Wireless
Telephony
QuickFinder/document management support (depending on tools, direction, and
assistance of relevant groups at WPCorp)
® System Requirements
® Level of Documentation Required: Full documentation rewrite using latest
documentation techniques from Publications.
® Ondine Tutorial Required? (Yes/No) <list any other learning aids desired>
® Level of Technical Support Required
® Target Languages: Languages to be determined based on market demand using

WP Office—Product Fian as of Avgust 19, 1553 .
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Quarterly Unit Targets: See forecasts appendix A
Quarterly Revenue Targets

Anticipated Product Life

Key lssues & Competitive Threats—

;) language table in appendix B as the foundation.

1995 PRODUCT DELIVERABLES

< Geneva, WP Office 5.0>
Being developed concurrently with Dearborn, this mgjor release will modify the

architecturs of Office 4.x to be more open on the back end (Directory and Message
Transfer Services).

e Street: <6/95>

® Major Features

O N-level addressing

o Native support for X.400, X.500, MHS, stc.

o Document Management integration

o OpenDoc Support

System Requirements

Target Languages

Quarterly Unit Targets

Quarterly Revenue Targets

Anticipated Product Life

Key Issues & Competitive Threats

’ 1996 PRODUCT DELIVERABLES

" < Product name, version #, platform>
® Street: <3/96>

Major Features

System Requirements

Target Languages

Quarterly Unit Targets

Quarterly Revenue Targets
Anticipated Product Life

Key Issues & Competitive Threats

' WP Office—PFroduct Flan o Augi 19, 1993
WrCorp Confidential material pg. 13

NWP00007781



- »r 2309 .

oy 33%.83&
L6661 rmdny b W pnpord—enfip Ji

"sAeme1eB 150w 10} OL 4 01 OLp$ Wouy sebues Bujopd AemereB Jyo) ‘G664 18 peoud Apueuno s3onpoid AemereB Jsow YIm g66° 64
01 G69¢ 10) sebues sAemeleb 105 dus ‘pjos Aemeyeb sed 00%$ jo elisisae ue Bujaieoss d10DJM Uo pessq po38NaEo enusael Jonpoid ABmels:) e
‘Plos saxoqgjjew meu Qg Jed 3onpoid Aemeles | e pejasfoid eum|oA Jun Aemeies e

. ‘0Z1$ 01 Op L ¢ woyy sebues eopd Jeaseg ebBesseyy ‘dvD) Jepun *GEZT4 Ajjusund
8] Jenlag ebessey 10) JUS *esued)|| Jeases eBesseyy Jod 001 ¢ jo eBeieae ue Bujiess) d10)dM U0 peseq sembBjy enueAss J16AIeS obesso| o
‘plos sexoqjiew meu 0Oz 1ed 18aleg eBessepy | 18 pe1osfosd ewnjoA Jun ieAleg ebessei e

: ‘xoqjiews 1ed Z| ¢ 031 xoqjew

led gL ¢ wouy seBues esueusuiewsepeiBdn gy "1%QE - T 19A8] JUnodsIp e jsuueyo Aq pajued e.e sepesBdn jj8) xoqjiew sed $z¢ 01 Xoqjew
sed gz woyy sebues Apuesna epeiBdn o'y ey o} JuS ‘epesBdn uo xoqyew sed 01 ¢ Bujaieses dioJdM Uo peseq seinByy enusaes epeiBdn e

‘9668 o epeiBdn
[e103 B 10} — Jaysenb yinoj eyy uj epeibdn 94,0 e pue ‘Je)senb PHY3 84} u| speiBdn 94,0z € ‘1elienb puoodes ey uj epeiBdn 9, g¢ e ‘ejepdn

3nposd sofews 8 Bupmoyjo; seuenb 3suy ey Ul Bseq JBUIOISND Bupsixe jo epeiBdn 9,0z & U peseq GeDL YUNM BujuuiBeq suopoefoid jun epesbdn ¢

"xogjiew sed Lg4 031 xoq)iew Jed gE¢ woly seBuet Butopd Jyo "xoq)ew sed 0L¢$ 01 xoq)ew ted gg¢
woyy seBues sesusd)| Xoqjiews 10} JHS “xoqjBw sed Jeu OLS 40 eBeseae ue Buiaieoes diondM UD peseq SexoqieU Meu 104 suopyoe(osd enusAsy o
96, Ul NEL 'S8, Ul NZ L '¥6, U] INS 38 imosB Xoqjlew jBut-3 peseq-Nyj s10ipeid 0qQl e
"SIBjlop SN uo peseq pe1BinNd|BD s8.NBlY BNUBABE UM SBIBS BP|M-PIIOM JO) 8I8 SISBOBI0) UM

*s|s8q

eysodwoD g uo suop useq sey Bunsessio; jje ‘mou 104 "Ananoe sy uoddns 01 eoejd Uy ese swielsAs Bupunoaoe ey se pue sjonpoad ssey)
UM piemioj enow am Se BuOp eq [IIm Siy] ‘ewy S|y Je eBenBue| 10 wiojeid Aq Ajlenpiajpuj Ino uexoiq ueeq Jou BAey $1580810) 8NUBABI/IUN o

*BADUE PEPIADIT SUBTIZEI5IT BUY INGAE SHI0N

008’8 009°L ooe's | ool's ~ oos's | ose'y | osz'y | oar’t _ ost't | oos o0’z | ootz sexagueyy pejisuy

Zeauoe oce'ce | ovo'er | ost'iy | ossz ss9’cz | osraz | sccz | ozzes wmwu ,, 2 soaw | orowt | oscor | osze onteasy moy
ozt ore 003 o8y ozg oey ooy oze %ﬂ%mx S| ooc ore [ 09t onusaey

' 5t v T cl Tl o #'0 MM&? %] wo "o "o vo non | sAemerep
] oy ooy ost o0o¢ Rxe oot 08z ezt 00z osi ool enusaey

.m Y I oy sc oc €T ot 87 cz o'z ) o' nun -u..”..oh
VTS 009’9 000°}} osz'sl | 000°'t1 ost'e o0oL’e eTL'Ll 009 008 So.._ 000°L onueasy

...... ] sopuiddp

: 089 0o1°l et | ooty - sce o et o8 09 001 001 nnn xoggrepy
W oooz 000'rz | 000°1Z | o0oo'st 003'61 | 000'81 | 00O'al 009's) | 0oo'zs | ocoo's | ooow snusasy

X ooe 008 00£ 008 o059 009 009 ogy oo oo 00t apun ueﬂ.._n

P » 980y 960¢C 9802 801 960"y 4680¢ 980 Y809 »80¢ 602 801 %0001 of srequiny gy

suonoslord enuanrsys .b., i) ~ BOUIN) AR v VIS .WL(

NWP00007782



S1 93vg4
£661 ‘g1 ssndny

Jfo 5o

U mnnpyue) dioddm
101 1Pnpodd —njJ0 JM

V€6 950 o6 TN [ ‘og ssonBnyiog
vE6 120 €6 dog __ *ag osendmaog

€64 €6 ¢

vE6 930 ki dO vE6 190
L

vE602Q vE6 AON

vE6 L vE6 L
vE6 920 veS L A OF i o£6 dag Y
v£6 990 o imd (e r S ah
vE6 220 +£6 dog o£6 deg o6 30y {a 3 e
vE6 %0 +£6 dog 2£6 3y €6 By 2 e U
vE6 2°Q vE6 dog vE6 3ny o)
o£6 95 W : _ 2% £h
a€6 AON B 5 m 4
£6 AN {0 S 75 %
<£6 AON o O s Aok OISR
vE6 20 v€6 100 v€6 190 : S
vE6 920 £6 190 vE6 das vE6 120 TR

6 L osamy)

£6 ¢ €61 P

k2

8%  dddv

NWP00007783



