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To: List

From: PSGMktg; DADMktg

Date: December 21, 1994

Re: Planning for Desktop 95 (Win95 and Ofc95 Sim Ship)

This memo summarizes the key resousce issues, programs, and plans for the joint launch and marketing of
Win95 and Office for Win95 (Ofc95) — otherwise known as “Desktop95™. The goal is to provide

everyope, particalarly in the field, with the informatioa they need to plan effectively and allocate resources
properly. Of course there will be individual plans from the PSD and DAD marketing teams covering issucs
specific 10 the respective products. Any questions or comments should be forwarded to XOOXX or X000X

Basic Principles and Recommendations

1. *Deskiop 95 is the joint launch of Win®$ and Ofc95. These two product launches should be viewed
as tightly integrated effort. This bas several components:
¢ Integrased phnning for a unified channel pash.  The goal is sim street date availability. Plan to
mwmmﬁ'schmdﬁndsbhk&mdmmdabof
“Deskiop 95
e  Aggressive integrated messaging across all comgmunications vehicles, with a disciplined focus on
synergistic PR.
o Aggressive joint effort to speed Corporate adoptions of “Desktop 957 across all segments (LORG,
MORG, SORG)
. hmmdmphmmgfammﬁmdnsﬁwmnhhmg,?%mdwﬂom
B service Jogistics.

We are not saying that every Win95 cffort and every Ofc9S cffort must be joint. We are saying efforts
should be focused on maximizing synergy and leverage. For example, while we will have significant joint
PR activities, there will contioue to be very important specific PR activitics for each product group.

2. Budget planning for “Desktop 95~ should ot be distorted by the overlap of FY95 and FY96. Plan
“Deskiop 95™ as a coberent effort, with the component budgets of Win95 and Ofc9S5 intermally
mumwm For the remainder of FY9S planning you should:

e’ Assume no reveane in FY9S; Tier 1 countries (except Japan) should plan for revenne for both
products in QIFY96 with most other coumtrics in Q2FY96.

o  Counsider additional plans for sustaining marketing activity ia Q4FY9S5 to sustain sales.
(particularly for Office products) leading up t0 the lannch.

*  Budget in FY95 for pre-launch marketing activities for Win95 1o prepare the market for this new
product. )

Product Schedule

We recommend the following announcement and street date timing based on the latest RTM information
by language. These dates were chosen with the objectives of (1) preserving the benefits of sim-availability
of Win95 and Ofc95 in cach language, and (2) minimizing the deferment of revenue from holding product.
A complete sct of schedunles by language can be found in Appendix L

Date Recommendation on apnouncement & street dale
Aug ] Win95 & Ofc95 sim-announce & street date for US & English speaking subs. Allsubsbegin |
MS-PCA 1421297
CONFIDENTIAL
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selngnghshpmth

Scpt S wmmummmdbamm Win & Office
for all Tier 1 Euro/LA languages. Sim-availability requires them to bold

Win9$ for 4 wecks. (Geyman, French, Italian, Spanish, Swedish).

Tiex 2 European/Latin American languages should participate in Scpt 5 announcements.

Sma&eyviﬂn«hnOﬁeefleveeb,b‘lwﬂlhveMbemholdmngfot24

weeks, cach country will have to decide whether to bold Windows longer for sim-availability

or ship Windows on Scpt 5. _(Dutch, Danish, Norweigen, Portuguese, Finnish, Brazilian).

Late Oct FnE&EmEuwm&wLTmem&m—mﬂabﬂny Dates

' wﬂmbyhngngehnW‘n&OﬁceMldhvemnikbmymudhngmge.

Jan ) Bi-Dsi versions sim-ammounce & sim-availability. Dates will vary by hanguage but Win &

Office should have sim-svailability in cach language.

Key Points

*  The decision 1o bave English product sim-amounce & sim-svailability os Ang 1 is based on the
assomption that US/English subs would not wait W ship with localized European/Latio American
hinguages on Sept 5 due 1o the large revenue impact of bolding English product.

o The decision % sim-ship Win & Office for Ewopean & Latin American versions means that we are
bolding localized Win95 versions for about 4 weeks in each market, deferring Jocalized Win95
The bencfit 10 waiting for sim-ship is stronger linkage & cross-sell with Office. In addition, Angust is
asbwmbimydmmmmhmhwm”.mm&umy
choose to lmmch with English product, making our'decision 1o wait suboptimal.

. TuZEmupmhngmgcwmmwmgeaddumm&anﬂabﬂnyﬂ'mey
participate in 3 European-wide launch.

Business Planning

Revenue Planning
Based on the revised Win95 RTM dates and the related Ofc95 deltas, all revenue for these products should
bebndguedn}'Y%. Specifically we recommend the following revenue dates by language:
English Janguage product revenue should be forccasted beginning in Angust 95.
e  Gemun, French, Italian, Spanish, Swedish products will begin penerating revenue in Sepiember 95,
e  Duich, Brazilian, Portoguese, Danish, Norwegian, and Finnish versions should be forecasted
beginming i October 95. A
Japavese, Chinese (traditional), and Korean will begin gencrating revenne in November 95.
Tier 3 languages will gencrate revenue in the November 8o January timeframe (see Appendix I for
specific languages.
We are csrently plamning the following US English pricing schedule. The specific “waterfall” of prices
down through all Select levels will be available shortly.

Product New User (SERP) Upgudc (SERP)
Office Standard 3499 $299°
Office Pro 3599 $399°
Indiv Ofc Apps $339 $129*
Schedulet 399 $79
Win95 Retail $209 $109% ]
“Includes $40 rebate for som upgraders from indsvidual app ar Office itself.

“Inchudes 330 rebate for version upgraders.

Mumwhm«mmelkWhmwsxuf_______’____\
* Expecied avg street o be 599 and below. HS-PCA “MB
C(NFIDENTIAL
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We are currestly developing mix and mnit volume projections for Win95 and Ofc95. These will be
available shortly and certainly prior 10 the WWRDM.

Marketing Budget

To help subsidiaries and the US fickd plan, we have inchuded pivot tables from a six month Win95/Qfc95
draft marketing budget. This budget divides the timing of spending into two periods: (1) the two moaths
prior to launch (1-2) and (2) the laumch plus the following four months(Launch/L+4). The data below
indicarcs that a smaller portion of the spending will take place in FY9S, i particular in markets where
English lJanguage product will be sold. Ove major exception is for Windows pre-launch education, where
we do need 10 spend significant marketing dollars %0 prepare customers. The other exception is
mcremental promotional work required 1o sustain Office sales through the late spring and early summer. In
general, however most spending will fall into FY96, and this means that some planned marketing dollars
should “fall 1o the bottom line™ in FY95.

The table below summarizes the total marketing spend for the Win95 and Ofc93 in the US for the six
months around the lannch. Note that these figures do not inchude S2IMM in Win95 advestising that is
proposed as part of the brand campaign.” We scparated it out so that subsidiaries without brand execution
can guage how much 10 spend in each category. It also assumes that there will be no Office TV exccutions
during the lsanch timeframe which is still 3 possibility that peeds 10 be discussed.

NOTE: WE STILL NEED TO ADD ECU/OCU FUNDS TO THE BUDGET MATRIX AND WILL DO
THAT BEFORE THE MEMO 1S SENT OUT. “

[Prodoc o ]
Sum of Amount [Time ]
Area L2 Laonch/1.+4 Grand Total
Advertising $4,482,000 $14,205,000} $18,687,000]
IChanne! Materials $225,000 $400,0001 $625,000
Direct Mkig $200,000 $2,650,000 $2,850,
Events $150,000 $2,995,000 $3,145,
Marketing Research $280,000 $380,000 $660,000
Other : $111,000 $850, $961,
E;;dummm $300,000 $100,000 $400,
$1,288,000 $1,150, $2,438,000
Sales Tools $795,000 $130, $925,
$400,000 $1,100,000 $1,500,
Grand Totl $5231,000 323,960,000 332,191,000

mh&bobu&m&hulpam;ehsisbyﬁnnpaiod Not surprisingly, the vast majority
of spending takes place after the launch.

[Product Kam ]
Sum of Amount [Tire |
Area L-2 Launch/L+4 Grand Total
Advertising 24% 76% 100%}
Channel Materials 36% 64% 100%)
Direct Mktg 7% 93% 100%
Eveats 5% 95% 100%|
” MS-PCA 1421299
CWFIDENTIAL
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Marketing Rescarch 4% 58% 100%

Other 12% 88%, 1

Packaging/Collateral 75% 25%) 100%

PR 53% AT% 100%

Sales Tools 86% 14%| 100%)

Samples 27% T3%) 100% N
Grand Total 26% 74% 100%)

Mnbkmmedauhsdwmnkcﬁngdbdp& Advertising is clearly the highest spending
area, although PR is significant prior to the launch as are direct marketing and events after the launch.

|Product KA ]
Sam of Amount ime 1
Area . L2 Launcl/L+4 | Grand Total |
Advertising 4% 5% 3%
Maserials 3% 2% 2%
Mkig % 11%; 9%
Events % 13%; 10%]
ing Research 3% 2%, 2%
1% 4% ’ 3%
Packaging/Collateral 4% %]« 1%
16% 5% " 8%
Sales Tools 10% 1% 3%
Samples 3% 5%) 5%
|Grand Total 100% 100%{ - 100%

The attached budget file contains all of the detail from these tables. We recommend that you look at the
specific pivot ables for Win9$ and Ofc9S since some timing and functional spending areas differ
significantly between the two products.

3

- launcbg2.xis
Marketing Communications

Public Relations i
Overall, the primary objective in PR is creating positive momentum for the Windows 93 platform leading
up to the launch. At the same time we want influentials 1o pesceive Deskiop 95 as the finest and first
complete Win95 solution. Wind$ will continue to position itsclf as the successor to MS-DOS and Win 3.1
that increases ease of nse, with Ofc95 highlighted as the Jeading example of bow apps can take advantage
of this new cnvironment. Likewise, we will position Ofc95 as the next gencration of our Jeading busisess
applications that make it easier 1o get your job done by specifically taking advantage of Win95's new
capabilitics. The pet result should be a view from customers that we have one, consistent product strategy
that drives both our systems and apps business. Here are some examples of PR activities for Desktop 95:
¢ In early February, we will conduct a joint tour to demonstrate apphications support for Win95 with
Office and Office Compatible apps featured along with some other smaller category applications.
e From the Office perspective, its critical that we educate press, analysts and customers ou the key
attributes of a great Win9$ apps — this is especially important given that our early contacts with the
press covering applications indicate they are pretty poorly informed on Win9S$ itself. Once they have

Page - 4 Duhq”:un:hrhmi,}_ug_m;__—___d__\
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this basic knowledge, we then need to show how our apps exploit those attributes as past of the first
look/reviews process. -

e  Office participation in the second Wind5 revicwers workshop to be beld in April for industry pub
cover dates in July/August. Office will also participste in the consumer pubs reviewers workshop to
be held in the same rough timeframe. ’

o  To creaie joint testimonial opporhumities, Office marketing will mirror the Windows 95 Goliath and
Marquee account seeding model. We will target 3 accounts who will verbally commit to moving to
Office 95 by bunch time and 25 accounts who will act as approved press references during the launch
period.

e The Win95 team will be able 10 demo various componentsieatures of the Office applications during
tradeshows and other advanced showings of Win95. A specific set of features and capabilities that can
be shown (and appropriate venues/andiences for this) will be available shostly.

. Wewﬂbnpﬂhmémfammhndmhmﬂwﬁhbﬂnydamdmdm
Specifics of how this will work are still TBD. .

Advertising .

A broad adventising push will kick off in both consumer and industry press at the time of launch. This will
inciude 2 major TV campaign for Win9$ as well as related print campaigns for both Win95 and Ofc95
(O£c95 TV still TBD). Total expected expenditares i the US will be roughly $40M — sce the budget data
above for more details. While there are no phans for joint advertising, we will utilize media placement and
the general brand Jook 10 tie the work together. In addition, the Office advertising will incosporate both
Win9$ and BackOffice 33 important sub-themes in both lsunch and sustaining campaigns. Promotional
mr«mmmumwmﬂm;mowmmymw
through the Deskiop 95 channel promotion (sce below). Wemypmndcsomnabomlpmmonoml
advertising as “air-cover™ during the launch but that is still TBD.

Direct

Onur direct activites will be organized into two components: Microsoft reg base activities and prospecting
off of other lists. Specifically, 7MM Windows registered names will be contracted out 10 key Mail Order
resellers who will offer both Win95 and Ofc9S apps upgrades. In addition, Office may direct mail offers
fwh&vi&nl:ppMOﬁeebiﬁmmghaewiﬁmmhﬁsnmwmidmﬁfywﬁdeot
Morg/Lorg accounts. This would include an offer for Win95 (batizries required).

NOTE TO BOOP REVIEWERS: The issue of whether we provide a direct mail offer (as opposed to
providing notification that points people to channe]) is an area where the Windows and Office teams are
DOt yet in agreemnent. We peed 10 reach a decision before the final memo goes out.

OnﬁemgﬁthﬂSmhdﬂdopdathyquhﬁdthofmm
individuals in 52k medium-size business sites (representing nearly $mm PC's) who will be targeted fos the

Win95 Previcw Program. Office will leverage this prospect list (and those who pirticipate in the preview
program in particular) as a lead geocration source. Allprcvwwpmmmpmapntswillbemileda
special Office 95 upgrade offer when the product ships.

Retail/Sorg Activities Plan

Objectives
Overall, we have four objectives in the retail (inbound) channel where we will emphasize Sorg customers:
e Maximize Win95 & MS complementary product revenues

Launch Ofc95, establish MS as Win95 platform leader

s Achieve an attach rate of X% of Ofc95 oo pew Win95 purchases " MS-PCA 1421301
e Sustain high post-launch ; prepare for Holiday 95 promotio 0
ustain high post ruo-rates; prepare for Holiday " CONFIDENTIAL
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We will focus on 8 Deskiop 95 chanme] promotion that uses three tools centered around the Win95 launch:
(1) an end user offer, (2) a chanmel rebate, and (3) targeted marketing fund spending. ’

End User Offer
The basic end user offer is outlined below along with the rebate structure we will use:

¢

~Buy Windows 95, get up 1o $50 off another MS Windows 95 product”.

$50 off 330 off 310 off
Office 95 Word, Excel, Access or PPT Home titles Jess than
95 $100
Home titles greater than $100 | Frosting
: Mice & Keyboards

*32 bit Home Ticles = Works 95, Publisher 3, Golf, Bookshelf 95, Ascade, Dogs, Flight, Oceans

“Win95 products” includes Office apps phis the Consumer apps listed above. Key Partners will have the
option 10 customize the cootent of this offes if they bave sa equivalent valoe alternative they wish to make
available; small resellers will be required 10 use the standard MS offer. All resellers must use the standard
offer format, products & message. We will limit parchases of MS Win95 products o 5 per EU and will
Fimit the offer 10 a 90 day promotion period.

Channel Rebate _

We will provide incremental rebates on “Win95 products™ revenoes. The rebate will be based on the ratio
of Win95 products-to-Wm9$ units. In general the higher the number of Wind5 products purchased relative
to the pamber of Win9'S units purchased, the higher the rebate. The precise ratios 1o be uséd in the
promotion are currently being defined.

Marketing Funds
We will work With each major account jo customize individual chamme) plans for this launch. This will
mbkdpchmel.boﬂeaurkqofdiﬂ'woﬁmdmﬂmpmsimﬂywmmngoals.
We will make the following funds will be available for this effort
* Funding plan

= 2% of W93 & Wind$ products revemics

= $7 million supplemental marketing funds to be allocated
¢ Funding plan pricritics :

=5 Pre-launch channel RSP taining, education, communication & cveats. -

= Launch events, EU offer advertising, secure shelf & page space (retail & mail order)

= Collateral, sales, seminars & trainimg kits

4

Other Activities .
DoeloWin95‘svisﬂ»ﬂhy.mqemmmm&nbwdacﬁviﬁumnmphmedj\mbefonhm
These two programs are outlined below; details are still being defined with OEM and ECU.

. WinSSOEMcouponpmgnm-thiswbgnmi’sdesipcdtomhimizeﬂ;edkmpﬁontoOEMsaladne
10 customers waiting for Wind5. 1t would allow OEM:s to include a2 Win95 coupon pre-launch in
return for an incremental royalty.

e “Coming Soon™ period — Some rescllers will start carly and begin reserving units pre-street. We can
mxhishtoposiﬁvenlcmmmdpmvidemconwol:ndequitybynnkingth’nhwa
program. The channel could stant aking orders from customers 4 weeks before street, saying that the
Microsoft products are ‘coming soon” and providing a specific availability date. This could inchude

Ofc9S apps 25 well 7 MS-PCA 1421302
: CONFIDENTIAL
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Fmﬂy.aaﬁbwwh&ehmdm“mboﬁngnwysbmmh&
retail/sorg channel. One option being considered is an extension of the “Business Source™ program that the
Office team is running this spring 10 reach switchers. This would involve a similar set of services
(ﬁpaﬁwguﬂm&dmhu:hh&m)shmmmnmipacqﬂwﬂm
cmphasis on version upgraders of both Windows and Office apps. More information will be provided on
this as soon as its available. )

Morg/Lorg Plan

ectives: :

Prepare customers 1o begin deployment of Win95 and Ofc95 within 30 days of launch
Move 30% of desktops 10 Win95 and Ofc95 within six months

Stirnulate use of SMS as deployment tool

Jdentify & capitalize on other BackOffice sales opporhumitics

The Desktop 95 Migration Challenge
mm%wmmiumdmhndlmfum&ﬂnddpdw
Jead customers through each milestone in the deployment process. The program will be executed both by
the Microsoft LORG account icams and by Solution Providers. For every milestone in the planning
MME:MMMVENM&MW&MW&MW
ChaDenge Team (for participating LORG's) or by the Salution Provider or Outbound Reseller partner. The
key milestones are listed below. The associated field deliverables are currently being defined and will be
distributed sbortly:

00008

Evaluation — ., Evakuation team ., First pbasc internal_____,.  Pilot deployment plan and .
Kickoffbriefmg  formed testing complete test complete

Pilt ., Finalphasetesting_____, Deployment begins
deployment complete
plan revised

Channel Promotion

As with Sorg’s, we will develop customized programs with key outbound channel partners and solution

providers. This promotion will be based on the following basic ideas:

. wncmwmm-mmr«mmmmotwwsmowsw
March 31, 1996. The credit can be applied toward a set of products and services (consulting, on-site
Mmﬁmmnﬁ;w)mmdwﬂntmbemﬁedmm
WWMsﬂuMMBMMMWmMm
Win93, Ofc95 and BackOffice products. :

e MORG promotion: TBD

o Marketing funds will be applied as described earlies in the Retail/Sorg section. .

Key Field Tools

The following tools are available 1o implement the Windows 95 and Office 95 Migration Challenge:

= MS-PCA 1421303
CONFIDENTIAL

Page - 7 Deskiop 95 : Launch Phimming Memo



Support Resources Listing Part of ORK, couid be scparate as Comprehensive of mformation

well and training sources
WnNEWS data sheet ‘Where 10 get information on-line
Long Lead Kit Long Lead Kit SKUs, pricing, order info,

. marketing materials list -
Deskiop 95 Ad Kit Deskiop 95 Ad knt Box shots, promo tag Line, offer
. . Sescript

Deskiop 95 Mcrchandising Kit Desktop 95 Merchandising Kit Point of Purchase maletials
Deskwop 95 Retail Traiing Kit Dcshop”kchﬂ'l‘ninin;lﬁt Training materials
Windows 95 Interactive Demo Office 95 autodemo Gives customners the feel of
on their existing system )
Levenge Office kit Sorg Marketing Kit Sales tools kit that supports the
ficld in leveraged Sorg marketing
Vertical Marketing Kit Same a3 above, for Legal,
| Accounting and Health Cxre

PPT w/notes, detno scipt, setop
s i 5 —
CIDVDisk set and license Marketingbets Product and demo files
Windows 95 Resource Kit Office 95 Resource Kit (ORK) Comprehensive technical
(WRK) documentation on bow to plan
and implement the deployment of
Win95
Deployment Guide Deployment Guide Guidclines for how 10 create a
’ deployment plan (part of WRK).
Deployment Plan Gantt Chart Deploymeant Plan Gantt Chart Microsoft Project file
Template Template
Windows 95 Business Case Similar Collateral summarizing key
. benefits of Windows 95 for
irations. with evid
Windows 95 Evaluation Guide Office 95 Evaluation Guide Walks the customer through

{Competitive and Upgraders) cvaluating ud;mppm
Events & Tradeshows '

Nm”mm#h%ﬂhﬁmdbmm&mmdw%
&blﬂedﬁmum:mmmepmmﬂmh Below is a summary of the
major cvents we bave planned betweea Janoary 1995 and unch. The program schedule following this
sectioninch)dstheﬁuﬁngfwuchofthescmswﬂstbehrgmmmdmwsﬂwhkh
we'D highlight Windows 95 and Office 95. -

MSTV  Japuary throngh May 1995

Both Win95 and Ofc95 will make use of MSTV. The Windows 95 TrainCast is 2 series of broadcast
cveats on MSTV which are geared towards bigh level IT managers, soluton providers, VARs, IS
implemcnters at corporate sites, corporate belp desk and support professionals and trainers. Content will
focus on two major issues: “Why move to Windows 957 and “How 10 move 10 Windows 95.7 Ope of
these sessions will also discuss bow 1o coordinate Office migration with Windows. Please see Appendix I
for a schedule of the Windows broadcasts and topics w be covered. Office sessions will continue 0 nun
monthly (currently on sbow #3) with discussions about Office as a solutions platform. From Feb-April, we

Page -8 ’ Deskiop 95 : Launch Plasning Memo
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will add s short, $ minute segment which will show some new capability from Ofc9S that we are willing 1o
show publicly. In Mxy, we will highlight an on-going case study (Muscular Dystrophy) and how they are
preparing for the move to Ofc95. Subsequent 10 the ksunch, these Office MSTV sessions will focus ca the
mnpbﬂmnOfc”ndbenq’hamforlbethm A schedule for these sessions will be
provided sepanately.

Windows 95 Maultimedia Reviewers Workshop: Feb. 1&2, 1995 -

The Windows 95 Multimedia Reviewers Workshop will be beld at Microsoft corporate campus February 1
and 2. We bope 10 draw at least 100 qualified, muoltimedia-oricnted joumalists. Through demo-rich
scssions we will communicate the key multimedia messages. We will look 1o the subsidiaries to identify

Windows 95 World Tour: May through July, 1995
The Nosth American leg of the Wmndows 95 World Toor will visit 22 sites in the US and Canada; cach
cvent is expected 1o draw 2,000 - 3,000 sttendees. The preliminary schedule for the Nosth American tour
can be found ia Appendix IIL. The objectives of the tour are 10 generate excitement for Win95 amongst PC
enthusiasts and first wave customers, demonstrate the built-in petworking support for Microsoft and Novell
petworks to VAR's, ONE's and corporate customers, deliver pre-laanch Wind3 messages, and demonstrate
Ofc95 as a premier set of Win9$ spplications. Office demos will be confined to features designed 1o
kvcmW'l&S this will not be an umveiling of the entire Ofc9S5 feature set. The ficld bas been asked 10:
) hwdeamhﬂdmmhalo.mbmhdenaﬁnqwmﬂm‘
Help generate excitement and atiendance for the event with accounts through various methods (e.g.
. account calls, district newsletters, word of mouth). =
o Provide S or more staff on-site for the event to belp field questions, provide general support, and show
a strong MS presence.

Event Marketing Materials

In carty Janmary we will be comnmmnicating the details of 3 program by which the Sield and subsidiaries can
order materials for their event and tradeshow programs including signage, lapel pins, datasheets, and :
“SWAT" materials which can be used to highlight booths of 1SVs, IHVs and OEMs designing products to
be Windows 95 compatible. Localization of the materials will need to be coordinated by the subsidiaries.

Lannch Event (Date & Location TBD) .
Specific annch event plans and creative are yet 30 be determined. ldeas and soggestions should be directed
to ShaunaB.

Programs Schedule

This calendar summarizes the activitics in the preceding sections and their associated timings.

Aztvity Tyoe Date(s)
SaiiAL SLE Ao SNp— St S .l LU

Miag Comm Industry Asalysts Day (Win 95 cvent) January 29
Mg Comm Offics Weeldies Press Toor Janeary 23
Mkig Comm Meouthly PR Tech ‘l’m Jaseary

MS Traising Regional Sales Migs M 95 Migraties OM KickOfM) January
Event MSTY - Office Broadeast Jasneary
Evest MSTY TraiaCasl Bresdcasts - Bresdcast frem MS Campus Janeary 24
Event Wia 95 Multimedis Reviewrrs Workshop - MS Campes Febreary 1-2
Mkig Comem Meathly PR Tech Toor — joint OfchHS/WiadS demme of 3rd Party Wind5 swppert February
LORG/MORG | Migraties ChaBienge Kickefl whh LORGa, SPs Febreary
LORG/MORG Migration Challeage seminars with MORGs Febraary

Page -9 Deskiop 95 : Launch Planning Mcmo
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‘& February

Offhes Developer's Conferemes Februeary

MSTYV - Ofice Broadeast February

MSTV TraiaCast Bresdcasts - Bresdeast from MS Campus Februsry 14 & 28
Meathly PR Tech Towr March

Windews Werld & Spriag COMDEX - Atlasts, GA

“Windows 95 nrA--b- & Tm. N

Page - 10
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Appendix I
RTM & Ship status on Angust 1, 1995 .
This spreadsheet summarizes Win 95 & Office 95 svailability sinsation for cach language on August 1, the
proposed date of the US/English announcement.
Worldwide RTM & Ship dates for Windows & Office °95

e oo otatne t vt o e e el
Tier Languege | Locdoias | Buid RTM /| swvemtery bulkt  [Street date: S-Ang
winss ONS| wma | Wiane  Ongs | wmos  ONNE | wimss ot 93
1 Eng. US 0¢ 04 ow] 20w 2WJwml MM T Ship S w buld only
Eng. A 0 04 6wl 120w e 2604 7 Ship S w bulld only
Eng. IAA we 104 S we . we  (Thwgl  we 4 w buld ondy
g EE Md ol 4w 200 sl 20 wal  She wa
German Td 08 4w om0 m Ship 1 w bulld only
French/FC T¢ ®d 4w wIm 1704 Shp Not RTMY
Raden 216 28 4w > St Ship $ w bulkd snly
Spenish 1 wd 4w SUd  SAwgl 3 2Sep] Shp Not RTM
Sw adish 210 4S5 4w >0 ﬁ St 7 Snip Net RTMY
Jupaness %0e 0d 4w WSe 50a  22-0c NotRTMWY  Not RTMY
2 Dwich ne osd 4w > ﬁ St 17Sep]  Ship Nol RTM'¢
Sraiian ne 654 4w S0 3 175epf SNp Not RTS8
i Danish Be Sl 4w T M-Aup  27-Sep] 2w buld enly  Not RTM'¢
Norwegimn | 384 754 4w T 9Sepl H-Ap 7-0c 2w bulld omly  Not RTM'Y
Potwguese | S54 90 3wl SAug  MSep. A ¢ Mot RTMd  Not RTM
Finnish 43¢ 200 3w 274 3aSep] 7-Aug . S-Oci 1 whuldonly Not RTMd
Cwn Trad | 90¢ 90 4w 10Sep 24Sep| 30t 220c NotRTM@  NotRTMd
orean 08 A 4w 10Sep  24-Sep| 30t 22-0ct] Not RTM@  Not RTwre
3  Poleh 04 954 3w 10Ses 15Sep] 1-Oct  10-Octi NotRTMY  NotRTMY
Yungeen | 08¢ 906l 3w 20Sep 24Sep] 13Ot 15O0ct) NotRTMW  Not RTMG
Camch wee 95 3 20Sep 79-Sep] 14Ot 20-Oct] Mot RTME Mot RTM¢
Russien %0d 1008 3w 10Sep 40§ 1Ot 25-Octf NotRTM'G  Not RTMd
Turkish 1196 108 3wl  30Sep 21-0ct  4-dovl NotRTMd  Not RTMé
Greok 1900 1108 3w 30Sep  14-0cf  21-Oct ~  4Nov] NolRTMY  NotRTM¢
Catalen 1206 1206 3wl 10Ot 2O  31-Oct  H-Nov) NotRTME  Not RTMd
Soventsn | 1206 1204 3w] 100t 24-O0ct] 31Ot t4Now] NotRTME  Not RTMr¢
O Smp | 1200 1200 3w  10-0ct 310t 14-Nov] NotRTMY  Not RTM
Arsb IS 1906 906 3w’ SDec  23-Dec] 30-Dec  13Juni Not RTMY _ Nol RTMY
Heb AUS 190¢ 1908 3w 9SDec  23Deci 30-Dsc  13Jani Not RTWd Mot RTMY
Arsb PR Y 3wl  SDsc  23Dec] 30-Dec  13-Jesl Nol RTWM  Not RTWe
Forsl we 1906 3w wa  23-Dec wa 1 e Not RTM'¢
Theii8 1204 1204 Iw 70-Oct 24-Oct 31-0ct 14-Novl Not RTW'd Not RTwd
Bohind. 129¢ 1204  3w] 100t 24-OcH :1-0&11*- Not RTM¥  Not RTWd
W
ﬁ»anluuaf?/: . “\d-ds F«T:a For sath )
rointve 1 US RTM. Win snd OF | Inooded to bude duct, RTM duct and » gven Shost date
Oekas ave Indepandent of one hrventory and M in | loaee for sach > d at 1op, these
snother (except BI-DL DBCS) lchannet, for each ouaps & | fin y buld hams show the status
L WingS deltas ave oficiolly 45-90 Product US | fime 15 added |  [Of 98k product and
tor Tier 2, 90-120 fer Yier 3. For Potential copechy | IRTM « seka | |10 RTM cate wf [nOUSDe version:
Caloutations purposes, » specific dus © Wiy icaiate ship| |1- "She" Ieventory
|6ate within the range was lane ON overtap not dae. delned in "Buld tme*
igned 10 each BNRUIGe here. idered heve. has been buR.
P & F) sre Tier 3 lsnguages kv L Mastacaring 2. *x w buld only™: RTWd
Office. but are Incuded In Tier 2 | foedback wid be but inventory not hully
hers 10 Mmap 1 Winds. requestnd 10 refine bul
these numbers. 3. Not RTMe.
7 HS-PCA_1421307
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R‘l‘M&SNpshtunSeptenbu’S,l”S
This spreadsheet summasizes Win 95 & Office 95 availability situation for cach language o Sept 5, the
proposed date of the European & Latin Americas snnouncements.

Worldwide RTM &Shbdatsforthows&Ofﬁco'QS

SWMOUNCe OF
Ploass see - of page. ﬁauwzmj dale here:
Tier Longusge | Locdoas | Beitd RN/ | wvomtory boit  [Swest date: $-Sep
Win33 ONDS| tme | Winté ONPS | Wiads ON9s | wmss ones
1 Eng US 0 0d 6w 2Jwm 2454  TAug]  She Ship
Eng. A 0 o4 6w 129w 240  TAupl  She Ship
Eng. DAA v Wwd  sw e n-:ﬂ e Shp
Eng. EE Mg wal 4w 24-0d Ship we
76 Nd 4w 17 z:ﬂ Ship Ship
Te 8 4w 170 Ship " Ship
CYEEY IR 3o DAl Sap Ship
214 W4 4w 3M-Ad  23ep] Shp Ship
21d 484 4w 3o TSepi Shb 4 w buld only
0e Wd 4w -Oct Mot RTME Mol RTM
2 Y EEY s 3t 178epi Shp 2 w bulld endy
ne B4 4w 3904  17-Sepf  Ship. 2w buld only
e ¢ 4w -Avg  27-Sep| SN 9 w bulld only
89 754 o Uig 7 Shp Not RTW
54 d v DSy 150 Sy Not RTM¢
T T TAg 53O She Not RTM¢

CYECY XS
04 o 4w
04 5d 3w
1008 908 3w
1004. 954 3w
0d 004 3w
1104 110¢] 3w
1104 1108 3w
1204 1206 3w
1204 1204 3w
1206 1294 3w
1506 1908 3w
1904 190 3w
1906 100 3w

1-0ct  10-Oct] Not RTM'd  Not RTWd
9%-Oct  15-Oct] Not RTMY  Not RTW'é
13-Oct

[t

20-Oct}
25-Oct}
4-Novi
29-0ck 4-Nov]
33-Oct 14-Nov
31-0at 14-Nov| Not RTwWd Mot RTW¢
$4-Mov
13-Jont
13-Jon
13-Jon
13-Jany
14-Nowv|
$4-Now)

R

1206 12064 3
1206 1208 3w

o e e B B e e
b
:
z
5

!E*ﬁéiﬁfﬁi{ﬂgiﬂmmfﬁ
8181 {F{p {2 B1E(E €10 e BB 6 218 B Ele e Flele e ElE R

31-Oct

o och 1R21308
M A RN TAL
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Appendix 11
Win95 TrainCast Schedule

The Microsoft Windows 95 TrainCast is broadcast via satellite. For satellite coordinates and more
information call 1-800-206-3000 in the United States and Canada. Registration will be centralized through
the 800 numbes. Msmmmmfamfmwﬂmm&mmtﬂnhm

will need 1o pay $50 per set.

Tepic. . ‘Ipate  [Leagnn
T T EToar A cdned varsion of the current IS tour with product demos and education for IS | 1724795(2 brs
managers. ,

Deskieps: conference scshon addressing ways that 14954 as
wmmmmmmmmwm”mmm
mmuwmmmmmuuamuym
. ssppert ssues: Detatled training o8 what 10 expect whea yos sct up Z28954 hes
Windows 95 in stand alone and petworked cavironments.

T Sysiem sdmiabstration and teels: An ME menager's pasde aad toubleshoobng resowrce 10 | V1495[4 brs

mwe{h-nmm

nmmwgmmwwmwmm

10 3 Novel NetWare server.

7 Fratag ssees Detaib oo how 1o mstall, sctup and Toubledhoot the more than 500 printers |

that Windows 95 will support.

T WEat we've learncd about suppert Irem the beia programs: MsGosoll's own support stall |

will provide a first Jook anf real-world datas on what to expect in rolling out Windows 95.

4 hrs

errosss

rhrs

[ 3N dbrs

There is an opportonity for Reseller, LORG, SMORG and SP field reps 1o build eveats surrounding the
broadcast. Programs should be tailored for the specific andience. The following is a rough framework for

potential events by audience at the ficld ofboes: -

* VARs: mamnvmmmmmmemmmvmdom%m
ameuMbmmme“Dshw”Mmeﬂbgemﬁwamm
e LORG's: educate LORG’s on benefits of Windows 95 for organizations, and deliver key tools 1o them

10 help them plan deployment.

——

MS-PCA 1421309
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Appendix III

Teatative World Tour Schedule (North American Leg)

Sealtie March 1

Sacramento March 6 -

Pasadena March 7

[ Grange Co. | Warch 13
San Fran March 15

Louisville March 20

St. Louis March 22
Housion March 28
San Diego March 30
| San Antonio 3
Dallas April 4
Oldahoma Aprid 10
Detroit April 13
Minneapolis | Aprl 17

Toronto May 8
Chicago May 11
Boston May 16 "
WA DC May 18
Allanta May 29

P
MS-PCA 1421310
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Assumptions

Windows apps only | | I 1
Does pot include some sustaining spending leading up to launch
Assumes no TV advertising for Office
Does not include Project
Not clear how to handle research

Page 1
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$ Budget

Product (AlD)

Sum of Amount {Time ‘ v
Area L2 -~ Launch/L+4 |Grand Total
Advertising $4,482 000 {$14,205,000 |$18,687,000
Channel Materials $225,000 $400,000 $625,000
Direct Mktg $200,000 | $2,650,000 | $2,850,000
Events $150,000 | $2,995,000 1 $3,145,000
Marketing Researci  $280,000 $380,000 $660,000
Other $111,000 $850,000 3$961,000
Packaging/Collaterd  $300,000 $100,000 $400,000
PR $1,288,000 | $1,150,000 | $2,438,000
Sales Tools $795,000 $130,000 $925,000
Samples $400,000 | $1,100,000 | $1,500,000
Grand Total $8,231,000 |$23,960,000 {332,191,000
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$ Budget

Product W95

Sum of Amount |{Time : .

Area L-2 Launch/L+4 |Grand Total
Advertising $3,232,000 | $5,730,000 | 38,962,000
Channel Matenals $125,000 $0 $125,000
Direct Mktg $0 $350,000 $350,000
Events $0 | $2,695,000 | $2,695,000
Marketing R $180,000 $180,000 $360,000
Other $11,000 $750,000 $761,000
PR $688,000 $650,000 | $1,338,000
Sales Tools $495,000 $30,000 $525,000
Samples $0 | $1,000,000{ $1,000,000
Grand Total $4,731,000 [$11,385,000 |$16,116,000

Page 1
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% by Area

Product (Al

Sum of Amount Tirne

Area L2 Laonch/L+4 | Grand Total

A dvertising 54% 59% 58%

|Channel Materials 3% 2% %

[Dircct Mty 2% 1% %%

Events 2% 13% 10%

ing Rescarch 3% 2%, 2%] .

Other 1% % 3%

w % 0%/ 1%

PR 16% 5%

Sales Tools 10% 1% 3%
5% 5% 5%

|Grand Total 100% 100% 100%

Page 1
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% by Area

Product W95
Sum of Amount [Time
Arca L2 Launch/L+4Grand Total
Advertising 68% 50% 56%
Channel Materials 3% 0% 1%
Direct Mkig 0% 3% 2%
Events 0% 24% 17%
Marketing Researcl} 4% 2% 2%

[Other 0% 7% 5%
PR 15% % 8%
Sales Tools 10% 0% 3%
Samples 0% % %
Grand Total 100% 100% 100%.

Page 1
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#

% by Time

Product KAL)
Sum of Amount e
Area L2 Launch/L+4 | Grand Totl
[Advertising 24% 76%. 100%
Channc] Materials 36% €A%, 100%
Direct Mktg__ % 93%) 100%)
[Events % 95% 100%|
Marketing Research 2% SE%. 100%
Otber 12% 88% 100%,
ing/Collaicral 75% 25%) 100%
PR 53% 47% 100%|
Sales Tools 36% 14% 1
Sampies 27%, 3% 100%
. |Grand Total 26% 74%] 100%|
Page 1

/" MS-PCA 1421318

CONFIDENTIAL



% by Time

Product 'Win95
Sum of Amount |[Time
Area 1L-2 Launch/L+4Grand T
Advertising 36% 64% 100%
Channel Materials 100% 0% 100%
Direct Mktg 0% 100% 100%
Events - 0% 100% 100%
Marketing R 50% 50% 100%
" {Other 1% 99% 100%
PR 51% 49% 100%
Sales Tools 94% - 6% 100%
Samples - 0% 100% 100%
Grand Total 29% 1% 100%
Page 1
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