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DAD Marketing- Confidential

- Ride coat-tails without negative "early announce" activity
- Contingeny pla~s if Chicago ~ our apps slip

~ Managing lauaw._h logistics and issues of Oftice 95

- 16 bit versus 32 bit apps
- l~o Mac apps

~ Growing Mac spps business
<, General~ng/sustaining momentum in face of SmaxtSuit~ and WP

office suite releases
~, Detexmining differentiating factors for Ol~ce Pro
~, BuiMing workin~ process with customer

activities

Office Marketing Plan
Objectives

~ Sustain share and run rates
- Worldwide office suite share of 80%
- ~ mix of OfficePro to 25% of ~ sa]m mix

¯ Switch 500K DOS users to Office
~ Launch new versions of Office apps

- Mac, Powe~Mac, N’T, "Chicago Office" (a~a ~
- Launch Ren as standalone product and k~y component

~ Grow share by 10% among SMORGs --
~ Increase solutions developed in Offi~; train and ce~y

Key Strategies
,~Run taxgeted enduser and distr~butor l:~’omotio~ to drive dernm~
~ Continue aglpv.ssive "switchea~ attacks on Lot~ and Novell,

especially with individual apps
¯ L~verage Chicago iaunch/PR to sustaht
<. Exploit olaher key MS technologies (Daytm~

differential~ OWce and generate incxemental
~ Evaluate new Office product configurations/o~ed~p (e.g. "~oll

you~ own) for potential roll-out in Office 5 timefmme.
¯ Develop brand as competitive weapon

~) Product Release Summary

OWm F/X July 94 (÷/-

l~c OWm (6~K) Aunt ~ (+/.4w~
Mac Office (PoweJ’Mn~ Se~eud~r 94
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DAD Mazketing- Confidential

Office 5 M~h 95 (+/- 8w1�~
R~ M~rc.h 95 (*/-8wks)

Funct~ ~r~ng Ar~
¯ Adv~g and D~t M~g
~PR

¯ Ev~

~ Field Sup~

~ve~a~ ~rect Mar~ting Obje~iv~
¯ ~ n~e r~on ~d ~t ~ ~Us/~s

- by X% for ~ce ~ m~; by X% ~ ~ ~ 5MOR~
+ ~ong ~ a~ ~d ~~, ~ ~~g of~

O~ ~ b~ (e~e, ~on, ~b a~, ~.)
- b~ X% f~ O~ in Io~; by X% for ~ ~ ~ORG

@ ~ m~able d~d

@ ~c~ ~venue (cmss~ ~d up~d~ ~m ~ base
X% ~ ~s~mer

~ns~ ~d by bu~d~g p~u~ a~ ~ ~d

~exp~ded ~iv~e of p~p~.

aud~ ~th a ~ ~et of appm~ ~ ~t

~ T~y ~ lev~g~g 1~ brand and m~~ ~ ~
~se Sm~ui~ adop~on
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DAD Marketing - Confidential

,~To date, Lotus advertis~g has not succesafully increased
awareness for SmartSuite or AmiPro- Still perceived as 123

~ Communications strategy and spending levels for
Novell/WordPerfect/QPro are significant unknowns

Media Plan Summary - still being developed
Ad Tactic #1: Buy Media to Achieve Key Goals

,̄ Build 33% reach against "Influences Softwa~ Ptnv.has~ target at
3+ freq. on avg. 4-wk. basis.

~ Maint~n appropriate share-~f-voice vis avis deskto~
competitors

9 Leverage Chicago media effor~ with Office me.aging

Ad Tactic #2: Use Biz/Consumer Media Aggressively
~ Build aw-arene~s and preference of Office and individual apps

v Provide promotional support to drive o:msumms into stores
,̄ Incorporate strongeT "best of breed" mes~ge

Ad Tactic #3: E~’pand Advertising to New Targets
9 Increa~ re~ch against Smorg decision-makm’s (Owned/Partners)
~ Focus on two highest opportunity verticals leading with single app

story: Legal (Word) and Account2ng

~ Ad Tactic #4: Refine Approach to Tactical Advertising
v Expand momentum messages into business press
~Shift tactical me.aging from critical acclaim to co~

prefenmce, corporate adoption and ISV commitment (Office
Compatible)

~3 DM Tactic#I: Leverage all Points of Contact:
9 Strengthen advertising c~ll~ to action as appn~I~riate ~o generate

leads
~ ~Iotline" mailings to new or newly active Office custome~ and

pro~pec~ to take advantage of their recent n~onsivene~
~Multiple follow-up waves to’hotIine" non
~ Periodic attempts to reactivate non respondm’s
~ In-bound te]emarketing to maximize revenue l~r contact

~ DM Tactic #2: Test/Develop a Broader Set of Offers
9 Appeal to customers at different points in the contact flow

- Evaluation too~ (video, autodemo, etc.) m oil.s ~o movs p~ospects and
upgr~d~rs to

- Com~tiliw u~d~ offers (premiums, trial ~tr..) to
(’internal Windows, ~d i~ds etc.)

5/5/94 FL ~,~ 007~19I 5
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- L%dcal up-sells and cross-sells to furzher e~tzench cur~nt app
(Office/Pro, oth~ O~fic~/non Office apps)

- "Office Personal Maintenance" to secure fi~ture
- "Champions" prosrarns to daive recommendation

2~ ~3 DM Tactic #8: Explore Alternative Delivery Vehicle~
. uOffice family" catalogue to al~w ~lt~-~.lection ~rc~n a broad

range of products
@Solo promotions to target specific pxoduct needs
~ Understand to What degree and how to use MORs to deliv~/pay

f~r our direct efforts
.~ Alternative selling vehicles - MOS and AIi-baba -

2~ ~ DM Tactic #4: Expand targets: both broader and hera
segments:
# Expand universe using MOP, s, external llst souxees, lists

parties (ISVs, OEMs), and leads from all commtmications efforts
# Refine universe by modelling the zegbase and ~g inquiries
.~ Identify SMORG and vertical segments a~] target apply’lately-

testing specific vertical list ~
2s ~ Packaging/Collateral Tactics

# St~ngthen Office brand identity in-store (pacl~ging and POS),
enhancing relationship between individual appsand

~. Explore potential beneJits of linking pacl~aging look and feel and
messaging between Office and Chicago.

,~ Explore an Office family catalogue and other collateral alternatives
as consolidated means to fulfl]l information needs and dd~e
inquiries closer to sale.

2s C} Outstanding Advertising and DM Issues

,~ Ensure consistent metrics acxosa P.fforts with dear benc]m~ks and
understanding of impact on both chaxmel and dixect
- Committal communi~tio~s researr.h budset and headcount
- Committed database resourc~

÷ Need to integrate all communications planning and execution
including PR

~ How much of this work can be leveraged outside North Amerka
# Can MOPs deliver as efficiently/effectively as our own DM efforts

<~ How does ourbranding effort develop

30 ~ PRObjectives
¯ Levzrage Chicago and systems PR activities to boost O£8ce 5.0

- Manage Of~e 5.0 press coverage in conjum:tion with C]d~go IV[7



DAD Mm’keting - Confidential

tour in August~ or golden reviews~s tour in September
- Include Office S.0 ~n Win32 apps stories, tm-getml f~r Dec. isstms

.~ Generate great Mac Office launch PR
- Run Mac long lead press tour in June; short lind press tour in August
- Launch at Macworki in August

PR Objectives (cont.)
¯ Create strong prms interest in Ren

- Develop R~n leak stmtesy by July 1
- Begin Ren long and short lead press tottr$ (exact dates TI~)

~ Sustain top of mind awareness with key stories
- EMS and implications for our apps
- l~ app$ launch
- Smc~ and solutions initiatives
- "Supportability" mesmge

~. Use PR to quickly and aggressively bhmt competitive action
- Use PR to strengthen individuM app messages (e4~. Word th-ne savings)
- Implement aggressive Lotus �ounterstrike whe~ SnmrtSuite launches

Key Strategies
÷ Keep Office and Office apps in the press, maintain mindshare

- ~ Campaigns, Individual product campaigns, le~ strategies

~. Broaden ~Edit~n" Buddy" program to tralld rehttionships with key

# Get Office mentioned in SmartSuite coverage
# Explore PR opportunities outside traditlonal vehicles

¯ Coordinate PR with advertising and channel effm~ where possible

PR Calendar
# Will have updated PR calendar by S/9/92

- Press tours

- Launches
.~ Office 5.0 PR Plan

- Dsv~lop oven,]] stramsy
- Rollup individual .p~h~¢i PR tactics into ov~all PR Pla~

Channel Objectives
# Capture Lotus and WP "switchera" in retail & nmil-ordex
o Incr~se presence & sell-thru in segments where SMORGs buy
¯ . Successfully launch Mac Office and individual Mac apl~

~ Leverage C1dcago ch~’mnel plan to bo~t OfficeS.0 launch

5/5/94 FL ~G 00768S5 7

HIGHLY CONFIDENTIAL



DAD Marketing-- Confidential

~ Make Office apps the default recommendation of

Key S_ trategies
¯ Focus on 3 campaig~ in FY95

- "Summer Swift, her" campaign ~’om Jun~--Aug
- "Business Value" Promo Sept-J~n
- "OfFice 5.0 Launch" sell-in Fromo Al:n’il-Jm~,~ ’9,5

. Run RSP/store mgr. "push" pmmo~ in concert with c~rpaigns
~. Leverage Chicago distribution to generate sale~ in new
~ Investigate winter 95 promo to sustain sales until Office

,~ Strong support fo~ Mac Office 4.2 launch

Channel Calendar- still being devdoped
"Summer Switcher" Campaign

~ North American focus; extendible to ~nne regiom
¯ . Extension to Word switcher promotion; runs July 1-Aug. 31

~ Single theme with multiple product offering~
- Word @$99 p~ic~ for comI~titiw u~,r~ Word "tinkering"
- Excel @$99 for competitive u.~; moment~m’~
- O~ce bundle with Office Amistant ~a premium

¯ Heavy spending to emure premium display and channel "push"
~ Dial up "money back guarantee"

~ Consumer and business pxe~s advertising to drive demm~d

"Business VaI~ue" Campaign (worldwide)

o Rum October 1-Jan 15 (ter~tive)
. Enduser software/hm’dware premiums with Office app purchase

- e.8. q~uy Word or K,~Io g~t Publith~" or Add-on product"

e.g. "buy ~+ Offie.~, get a CD-ROM drlv~/f~t m~aMtmt’phon~,

point8 for the duration of the promotion

~ Retail and enduser messages very targeted at "SIVIORG~ users

pick their own "value-~dds"

~ Concurrent Store Manager/Buyer Promo
.̄ Runs October 1-Jan 15

endu~er pmmo.

H~GHLY GONFIDENT~AL
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9 Based on r~ported sell-thru. Will al~o award pro’son designated to
report sell-thin.

* Implementation by a 3rd party vendor (probably Busines~
Incentives (BI)

~ 0 Office 5.0 Launch
.~ Materials and details ready 3 months prior to availability
~ Materials bette~ suited to rese]l~ needs

- i~ guid~nc~ snd creative for direr mail, POS artwork onlin~
¯ ~ Display in top 20 accts thru sales efforts and possible

funds
~, Street dare’and inv~ntm’y management

41 ~ Channel--Open Issues
~Test #roll-your-own" Office concept
~Test "free trial" program
~ Integration with EU g~oup

- International pr~ess
- Funding

~, Support key tradeshows
- Comdex/Winworld; MacWorld, IR~ F.xp~,
- New tradeshows for Ren

~, Evidence and testimonial collection
~ Coordinate SMORG tradeshows far tax~ed v~’tical~

,~ ~3 Segment Marketing

~ Developers

~ ~ Smorg Objectives
* R~ise SMORG market share to parity with overall

- Word from 34% to 60%
-- Excel from 45% to 60%

,~ Raise SMORG awareness t~ parity with ~ orgs
- Word from 25% to 37% 0or8)
- Excel from 17% to 28% flor8)

~, Increme rel~i] presence (numbers TBD)
- Standard from 800 to 1400

CONFIDENTIAL
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- Pro E-ore 340 to ~0
- Word from 650 to 1200
- XL and Acce~ from 800 to 1400

4~ ~ Key Smorg Strategies:
~ Increase Smorg end user awareness of Office and OfF~e apps

(* Expand Office presence where Smorgs buy

- Solution Providers/VARs
- OEMs

¯ Mobilize Smorg influencers (Associations, eta)
~ Determine what it will t~ke t~ move ~o the "next level"

- Risht product SKU off~rin~ Ro~ o~ Add-o~, Role of individual appa
Offic~ as lead m~ss~g~s

40 :~ Competitive Summary
~ Lo~us and WordPerfect outperform u~ on awareness, market share,

distribution support and SP support
~ However, not clear they have made tl~ an explicit

47 ~ Smorg Tactic 1: Build Office Apps Awareness
~ PR (vertical and horizontal Smorg p~)
÷ Advertising (Legal, Acctg, Biz pre~s)

¯ Events
- Vertical tradeshows

- Us~-r Grou~:n~/A~ations
¯ ~ Direct Mail (Reach incremental 2ram Smo~ switr_hers/upgraders)

40 ~ Smorg Tactic 2: Build Presence Where Smorgs Buy
# Incnmse distribution breadth

- T~r~itory development
- Attm:h to Chi~,o distribution
- Sup~st~-es/masa m~rchan~, ~2~ outlets

~ End-user Fall promotion - add-on bits fur Smm’gs

# Grow retail pre~ence

~ ~ Smorg Tactic 3: Mobilize Smorg Influencers
~ Leverage p~rmers

- OEM~ small biz and vertical PCs

5/5/94                                                                                      FL AG 0076896            I0
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- SPs: embeded license, sales tools, SP training
- ISV~ Office Compab’ble (acctg, fax, communi,mtion ere)

. J~nt sdv~tisin~ PR

+ Buiki Relationahil~ with A.~ociation~

- B~in~ss s.~odationa (Chamber of Commen:e, Roim7 Club)

� Leverage Bu~ne.~,se~ which reach Smorl~

-Bar~
- Print Shol~ fl<3nko’s)
’ H~rclwm~ (H~ Deskjet)
- Pitney Bowe.~ (mail e~uipment)

Smorg Tactic 4: Develop the Right Product
� Right mix of apps for Smorg~

� Specific feature~ in future Offi~:e
¯ Add-on bits vs ISV solutions

Outstanding Smorg Issues

@ Bandwidth: lot~ of great ideas, but what t~ ~ to implement

ISV Objectives
~ Keep ISV.~ focused on adding Value to Once

- Enliat 2S00ffie~ Compaul~le (OC) ISVs in ve~io~ LO
- E~ist 100 Of 6c~ Compatible ISVa for I~ launr.h of Offlc~ 9~

¯ Support ISVs by fostering joint marketing opportunities w/MS
- Tlda should be h~ver-aged
- Gosl of h~}pin8 250 ISVg w/markei~n8

¯ Entrench Offk’e users by ensuring the applicattm~ they use on
their de~ktop work well with Office

¯ Support efforts to ~ awarene~/exten~n of Of~e brand

ICrd Strategies
.̄ Entrench Office use~

- Build brand awareness
- Ensure they have ~,~ "Offic~ eavironm~n~’

FLAG 0076897
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- License code ~nd encou~ge mor~ in-dM~th integration
- Offic~ as a development platform
- Enlist Office 95 ISVs

~ P~ovide joint markel~g opportunities

s4 ~1 Competitive Summary
~ We expect that Lotus will offer a similar progTam to ISVs

~.We have heard rumors that WordPeffect/lqovell is also
suit

ss ~3 ISV" Tactic #1: Entrench Office Users

~ Expand OC applications ~rom 25 to 250
e Encourage OC Smorg solutions

¯ Encourage 0(3 Vertical solutions
~ Expand depth of OC ~o elevate degree of consistency and

integration
.~ ~} ISV Tactic #2: Build Brand Awareness

~ OC logo to build Office brand
- Dis~ibute on ISV boxes, collateral, advertising
- ]b’V startup screen/spiash screen/h~p flies to mention Office
- CaUdo8
- T-omas Magazine articles (Aug, Oct)

~ Joint Mailings
- 5morg mess~Se to upsmde~s (VU ~nd

~ Advertising
- Joint ]SV/MS ads
- Media strategy to synchonize media placement

- Review category "Beyond Off~ce" what it means to uses
s~ ~ ISV Tactic # 3: Expand OC Feature Set

.~ Add depth and real code components to OC spec

.,. Market Office as a Development Platform
- Build bea~ofOC 1.0 and 2.0 participants
- Maintain t~chnlcai leadership
- Learn from M5 Systems group

v Recruit OHice 95 ISVs
- Detm~tine technical content to leven~e ChicaSo
- Work w/[$Vs so that they are on similar release cycle to

5/5/94                                                                                       FLAG 0076898          12
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IS V Tactic #4: Leverage Joint-Marketing Opportunities
~ Salesf~rce on-line help file/database
~Reseller leverage

÷ CD-ROM c~taIog browser on Office ~ZD ~
. Alibaba?

~ Adverting
~ Dixeet mail/catrdog~
~ New,letter,/publi~tion~/training vehicle~

Outstanding ISV Issues
¯ . Good communication across organizations ks critt~I
¯ . How to measure the succe~ of the~

.̄ How much joint marketing do we want to do and
funding

~ Aze we st~ffed to provide the s’uppo~needed f~r a large number
of ISVs

,̄ RolI-out and integration of Macand Intl

OEM Objectives
~ Protect our share

- Keep Sm~rtSuite and Lotu~ apl~ off high penet~’~tio~
- Use bundles to grow b~-inm in 5rnorg .mas. k~

~Limit impact of OEM de’ala on retail
,~Generate upgrade and cros.~l] opportu~ti~

Strategies
,~ Leverage Smote/vertical opportunitim
.~ Watch the bottom line

- Provide cost e~ectiv~ SKO options
- Push premium pricing relative to Smm~uite

.~ Win again~ Lotus on strate~c OHMs
- ~ncourase individual app bundl~rath~ than Office
- We shoulclnt get caugh~ up by OHMs w/low

~ Outstanding OEM Issues
~ Of~ce OEM ~trategy i~ under-developed l~h~y; nee~ work
~ Need to determine pro-active plan~ to pu.~ue
~. Must ensure that we lever’age big deal~ ~ G~tew~y into

and upgr-~le opportunitie~

~ Wilt role does Worl~ play in overall plan

5/5/94 FL AG 0076899 13
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Developer Objectives
~ Build Office sales by providing robust programmability

~ Entrench users through custom applications (corp ac~ts, Smorgs)
~̄ Build/maintain Office technical leadership

,~ Enlist and support 500+ developen to develop applicatim~ which
~ Office

Developer Strategies
¯ Leverage our VB base ~md OLE2 object model lnvestme~

~ Cream demand for end-user Of.flee based solutions

v Foste~ aclo~-tion among developea,s
- Provide development tools, hooks, and opportunities
- Help SPs r~sel! solutions based on Office apps

~ Support w/evidence the Office message "Beyo~l
Productivity"

Developer Tactic #1: Create Dunand for Office
Solutions

v Educate market on solutions strategy thin ~, llizC~t, etc..
~ Evangelize VARs and SPs

,~ Build Awa.venes~ via PC Press, tmdeshows, user g!"oup

Developer Tactic #2: EnIist 500+-developers to develop
applications which require Office

~ Build Office as a development platform
- Develop Ihe right tools (ODK, VAR Tools)
- Offic~ Coml~fible and raor~
- Certification (trai~ns, custom solutions)

~,Mobilize a core se~ of Smorg and vertical SPs w/C)fft~ based
solutions

Developer Tactic #3: Support 500+ developen who

develop applications which require Office
~ Develop communications to SUl~l~rt Offi~’e d~

- Tr~deshow, ~on~er~n~ ~nd ~vent SUplx)rt
- ,5~des Tools

- Tectmical a~’ist~nc~ (PSS, PgrMsm0

5/5/94                                                                                        F/. AG 00~’~00
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# Deliver certification program
~ Communicate benefits of ODK effectively
~,Publications: Books/Training/Newsletters

Developer Tactic #4: Support w/ evidence the Offic~
message "Beyond Personal Productivity"

~ Develop custom solutions and testimonials as evidence
- Solutions Imsed marketing tools

~ PR/Me~agtng

Outstanding Developer Issues

developers and ensure that the DDT group is succesa~l w/their

¯ Gain support of SP group
- Currently their 4th priorit7 is Office
- Get the SP group ~o think about using Offlc~ as the |em:[-t~

Serv6r, rather than the

Field Marketing Objectives
¯ . Provide fast, efficient field support and training (US and Intl)
o Upgrade installed base of Corp Accts to OIT~ce (Win/Mac)

~ Penetrate and sell new market~ (Smcn’g8, swite.her~)
~ Support launch of Offic~ 95

Key Strategies
~, Sytematiz~ ou~ ~ppo~ of OfcPush

,̄ Analyze and develop the right sales t~ds
.̄ Levemage and sup]:~’t marketing efforis in field, HQ

- Support district in efforts to generate ,,ttem:l~n~

~ Field Marketing Tactic #1: Assist in Market Planning
~. Provide information to FMS c.ham~el

- Oi~fic~ mktp|~n, Po~aon~n& k~y �oml~titiw ~
- Office mission ob~:tiv~s, strategy
- NSM. R~M, ESM meetings
- Office PM li~on for field

~2 District Marketing Tactic #2: Support Local Marketing
÷ Seminar Material~

- Content input (swi~:h~rs, upgrad~rs, Mac, v~d~l~ i~hni~, solufim~s
~minm)

5/5/ 
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- Demo s~ipt~, video, t~ps & ~cks, Q&A, e~ fo~, ~d~=,
~o~o~ tools ~d template.

Co~~on

- ~d~ f~ newsletters, publimfi~

~tstand~g F~ld M~g Issu~

~t~anding Is~ ~r O~ Mar~g

- O~ s~tegy ~ develo~t

~95 Macintosh Line Marke~ng Plan
~tosh ~e Objectives

¯ Su~s~ ~un~ ofO~ce 4

¯ La~

to M~

HIGHLY CONFIDENTIAL



DAD Marketing--Confidential

- Successful positioning of Po~erMac entries to maintain sha~e on new
plat~-m

- Utilize MORs for Upgrade succesa
~ Other MacLine

- Con~nue relation~4~ip building with PeteH/Ian Dier~ as driver’s

~ WorclPerf~
- Gainin8 share with Power~ ve~om how" much is unknm~a today

~ ~dobe/Aklu~ Pemuas~on, ~larie Impact
- Stron~ �o~npe~tion a~ainst Pow~-Poin~ espec~]l~ with new

products
¯ T~e "C~a~is Works" O~e wt~ (~k~en an~ a ~M

- New~ even strongm" Works product ~ in the ~ "
- We should beat them to n~rket with Offi~_-e 4 and have time ~o

their messages
~o ~ Competitive Summary (cant)

’~Upgrade issue: Ourselves as competition
- We ar~ leaving System 6 usem ~
- I’Iish system requirement~ are a problem: pr0dm:t ~roUlm addressing

~ 0 Product Release Summary
.̄ Timing of relenses (with "+/-" range)

- 7/~5 ~ Word, Excel and Pl~" (Ofllca) on 6~K, and E.xo.i Pm~’erl~ac
- 8/2S for Word, PP~ on PowerMa¢ and th~ O/flea
- Works 4 and FoxPro 2.6 in the July timeframe

~ ~ Advertising and Direct Marl Tactics
¯ Reinforce Microsoft commitment to the Macintosh

- Ma~ Offi~/Ofllce app launch ads
- Apple-taicro~of~ "Pod/MS Ofra~ adv~t~ia8

~. Support Office’s availability on both Wtn and Mac platfi:a’ms in all
business presa adve~ising and appropriate l~ paw~ advertising

� Fauploy consolidated Office/Office Apl~ me~ages to launch Mac
Office m installed base:
- In Mac I-1
- In upgrade mailin~
- Through MORs

8a ~ Launch
¯ ~ U~ers: Launch event at MacWoHd 8/2]94, prorn~h~

concept m Word/F.xcel br’and-awa~ audience
~ O:~’pora[~: Incx, eas~ NDA derno availability l~Mblg to launch

515/94                                   Fi.
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~Re~eIler~. Participation in Envision tou~
~ Sales Force: Training at RSM
,~ Pr~S~. Long Lead tours beginningS/94

PR/Positioning/Messaging
~ Long leads begin with Office, lead to products

- Go f~r Office reviews in Sept covers, Ind products lat~
¯ Very similar t~ Office/Win messaging plus "~oey~md platform"

¯ ~ Mac strategy presentation available with positioning
~ Advertis~g to stress OfFice message, and announcement of

upgrade

AppIe Relationship
# Goals: Lower the noise level, leverage joint ~tiea

- lan Diery ~rom Al~le will participmt~ in MS launch
- Joint ads with Apple this
- Joint fi~ld ram’~m~ planned for

Outstanding Macintosh Issues
~ Office "95/Com Code positioning

- As we position Office 4 as core-code, i[ will
when Office "9$ ships with EMS sul~rt and

- Need to maintmln file compah~bility
- N~d t~ ~’~ph~si,~ core-code is about

- Neec[ to eva]uab~ btm~|e op~ys wit]t ~ ~ 1~

~ Bad f~-lJng in Mac Community about apps delays
- Need ~o address hind-on in ]attach activities, m~s �ommitm~t

FY95 Word Marketing Plan
Word Objectives
¯ Switch 1 Million Wox~iPerfect DOS uses
¯ Ul~’acl~ ~ WinWord and ~0K MacW0sd
¯ A~hi~ve parity share vs. WordPer~ect in $MORGs
~ Win r~viaw~ blunt competitive initiativ~
¯ Su~’ess~ully launch Word9~, l~vmq~ Chicmso

+ Use TimeSevin8 evidence ~ ~9 u~’~l~ to coml~i. ~d~’d~/up~adin~
¯ ASi~ressively target the l~ market, )evem~ O~fice ~ctivit~es to win in

÷ Successfully launch Word 6.0 ~or the M~�, ~ on version upsr~de~s
÷ M~int~in constant pressure ~n Wo~tPerf~t thru PR ~ ~mottons

5/5/94
FL AG 007690~
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Competitive Summary - Nove!l/WordPerfect
* Product plans:

- 8/94: M~c WP 3.1 ships
- 9t94: W’mWP6.xw~thOI.~2.~xiI~
- 3/9,~ WP 7.O ~r

Competitive Summ~,y ( ¢ont)
. Weaknesses

- brand ~tton
- r.han~el tmmdth and delXh
- b~alk.d l~s~in

Competitive Summ~ry

- U(~S-)W’m migration in 5MORGa

- ~im ca teg~ry leade~htp mul I~t of !:~1, ~uaunkam m~
- Tak~ advantage ~

Competitive Summ~ry: Ami Pro
¯ Product Plan

- 6/94: Amt P~ 3,1, S(nartsmt~ 3.1
- 3/9~.- Ami Pm 4.0 tin" ~hi~Se (maim rdea~)

- ~ by ~u~ ~ ~ve

. W~n~
- No ~cs~
- ~ ~ I~ m~
- ~d ~ ~ WT~

~ ~du~ Rel~e Sum~
. M~.W~ 7/~ (+/- 2wh)

. MacW~ 8/~ (+/- 2w~)
. ~ML Auth~ 11/94 (+/- 6w~)
. O~ ~: ~m~ + ~ days US ~glbh

- ~y
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DAD Marketing - Confidential

Tactic #1 - TimeSavings
¯ Use compelling T’h"rleSaV~l~ ~

v~on up~d~ ~i~t $~

Talc #2 V~ Up~

¯ ~ ~ MOR ~om~

~un~

¯ Ad~ a~/s~n~ in key
¯ ~ ~ s~i~, momen~m r~e~

¯ C~e~ O~ I~ ~e

¯ Even~ 9 ieg~ ~d~o~
¯ ~ t~l~ ~d~s, white ~,

:~ Tactic ~ - Pressure Wor~~
¯ ~m l~dmhip, blunt ~, ~

¯ ~e ~m~ a~ ev~ ~nd
¯ P~ C~nu~ m~

~ ~s~ t~o~s ~d
~m~ v~ N~

¯ A~ ~ude l~p m~

~ T~fic #5: ~un~ ~c, ~,
¯ ~Mac~~ ~ ~ ~h~ ~y~

~ A~ M~ ~ ads w/Mac~,

~ Tact~ #6: ~un~ Word

¯ ~ Swi~ ~d u~e

5/5/94 FL AG 0075906 20
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DAD Marketing -- Confidential

~ Channels: laverage Chicago breadth and new channels; Alibaba as trial
method

~ Other. TBD

101 ~ Outstanding Word Issues
.̄ Top 5 issues that need to be resolved

- Test Massiv~ Trial and Build Yo~ O~n
- Is our advertising and DM strat~y la-agmatic anough?
- O~fi~ 95, Word 95 positioning
- What i~ our measurement plan fi~r SMOR~?
- What is fall promo?

lo~ 0 FY95 Excel Marketing Plan

1~ !21F.~cel
11 ~ o~r ~(~xade rate

3) ldalnlalm ~eade~hlp among infl~e~tia~

4) ~ mmtnn on the

lo4 0 Key Strategies
1) Ukili~ "never" been a b~ ~e~ time to swit~" m~ and ~ ~m to ~ IX~

los ~ ~~ve Sum~N

~ 0 ~~ Su~N (cont)

HIGHLY



DAD Marketing -- Confidential

~ $~ong pmd.~ low pdc=; ~=nl~n=i with WP, so high aw’az~s;
story ~ I~ ~od with Novel

~lgl.~=~eri~¯ pr~;ems; low ~ her~t=ge; ~o in~.graflon wi~

We’re the W~d-- company
C.mss-plat~orm
Better intesra~n

~or ~3 Product Release Summary
F’X & tmg fix 611~194

l~Tl~x~16130194 (+/-2wks)
~ &. powe~ Ex¢~ 71~ 194 (÷l-2wks)

~o~ ~ Tactic #I -"Never been a better time to switch"

campaign - summer ~95

I) Olil~e dn’mtl ~o~r DOS lns~lled.base (31d wave

1) Ptmd md,sisles, facings, ~ ,,d~ POP ~o ~ k1-~ fran� &
2) C~ider ~eseU~r "sec~t shopp~"

Conduct mear(h to ~ ~ mmsI, Uon. Use t)d~ data ~

lO9 ~ Talc #2 - Increase V~r~on ~p~r~de !~te

~Geta "-~,~na It/e" out ~ upgrade s~les by uttli~sta~meai~ f~a
~e6-12 month l~a~4atawh ~

l]~ct Ma D: ~.ee te 4th warm up~n~de ma/li~g bt ~1) to Senmlle ....,,~.4 m~ oi~ ul=~

Pm’ltdmte in Office’s "sut, s~_ on’* ~ to iztcre~m ~l~d~ rate.
geam~: C~duct ~not~.r "Reaxnmmders~ t~t - How do w~ ~

110 [~ Tactic #3 - Market Excel to SMORGs by concentrating
on the "accounting disci~lir~"

HIGHLY CONFIDENTIAL
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DAD Marketing - Confiden~al

1) PR- Win �ompar~;ve r~views. Leverage Office PR tornado"
C~’dc~go or *ease" spreadsheet"

3) l~seller
]) In~’~.~e XL ~95 to ~-ha~e] at RTM
2) Do XLpmmo~on ~ (~njun~ii~ with

4) UL~-’~ Mail - to upgrade installed base.

~ ~3 Outstanding Excel Issues

I¢.J r" work?

~ 3) Will "t~ee Trial" ~d "grt~w ~ ow~ CIVicS’
* 4) What is o~" distinct ~xnpetRive ~dv~l~se - what si~mld o~r brined be’/

115 ~ Ren Marketing
~ ~ Obje~v~

* Su~y ~nch s~d~o~ Ren

~ ~w ~e ~ ~t~
~ W~ ~r~t ~am ~m
o W~ ~ sham ~m pa~ p~

~ Id~ ~u~ su~ ~c~
~ D~m R~ ~ly ~m M~ & ~b~ ~u~

~ ~ ~ 95 ~u~h p~s
~ ~8 ~ CoOtie Sum~W

- R~ M~ v~on (under)

,5/5/94                                  FL AG 0076910    24
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DAD Marketing - Confidential

- Great UI, che~p ($~ streeO, OEM bundles

- Few advan~d feam~, no review ~

~mpe~ve Summa~ ( conO
~o~ op~~

T~g of ~e~s~
- ~: 1/16/95
- D~: 2/1~/~ (~bly + 2 m~)

NO~ R~ ~ ~~ ~ ~ ~ ~ ~ W~16 & W~2

Produ~ Sucks Factors

~ work~up ~p~ (ad~, ~, ~ ~ u~)

Int~b~ wi~ ~edul~ & M~ ~mdo~ ~d
Ti~t ~gm~on ~th O~ce 95

~ ~n ~r ~m~tifive ~

~u~ De~i~on.
T~ve ~ DayP~
~u~ du~t~ PIM & ~M
(~ ~ d~ ~ ~c~ona~ ~ ~ ~

S~ate~c all~c~
~~g ~th pa~ p~ ~ ~~
~~ & n~m~g

~ O~ bundim ~ b~d~

~ PR
~e n~ ~go~: workgmup ~~ ~ ~)

~~ and pa~-b~ ~mpe~t~

O~ly ~on Ren ~a~ve to ~MS p~uc~

~ ~e~ for o~ apps

5.15194 FL AG 0076911 25
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DAD Marketing - Confidential

Launch Activities
~ Create p~gluct awareness with strong communications ~lv, PR

& tradeshows)
~ Minimize eval cycle with evaluation tools and program
~ Upgrade Mail & Schedule+ and competithte use~

L~erage O~ce 95 Laun~               -
� Dist~bution
¯ Retail/Channel promotica’.s
~. Advertising & PR
~ 5morg/vertical effxa’ts
¯ Direct marketing

Dutstandin~ Ren Issues
¯ Ren procluc~ definition & name
¯ Positioning overlapping MS products
~ Positioning Ren in overall corporate w~rkg~oup stra~y
� Ren pricing, licensing & SKU strategy
~C.ro~s-plafform message
¯ If we do Ren Win ~ 6, what am Office 94 implications?

FY Access Marketing Plan

÷ Achieve 45% market share in the
¯ Ut~pgrade 40%9f Ac~I~ installed base an~~= us~b~m to

÷ Increase our secured custmnCr index to ba a~ parity with Excel and Wo~d
¯ Switch 200K DOS databas~ users to Acc’ea~
¯ In~mse SMORG market shara by 20%
¯ Own tha Chicago database markel

~ K~ Strategies
¯ F.stablish Act~e~ as ~h~ "Best o~ Braed" W’mdow=
÷ Inc~as~ ore" upgrade and salL~ac~on ram

- Mow Oill~ ~ uses to OIB~ Pr~
¯ Mow DOS database uses to Access
¯ Exl~ opportunities wi~h SMORGs, key verticals
~ L~v~ ~ha launch of C~:a~o

~ Borland dBASE/Paradox Summary
¯ dBASE/W’m 1.0 scheduled to ship in June, Iharadox/W’m

5/5/94                                                                                 FL ~G 0076912                26
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¯ Areas of emphasis for dBASE/Win
- ~ o/~eed" X’oase Windows dabb~.~
- Ob~,~t-Ork~t~d Xbas~ (’]~,vo-w~y Too, is)

¯ Areas of e.rnpha~s for

1~ ~3 Barland dBASE/Pa~o~ Sum~

- W~ak s~te

~ ~ ~s A~a~ Sum~W
¯ A~r~ KO ~h~uled to ~p

¯ ~s of emp~s f~

# ~s of emph~

.
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* La pto,p

~o~ ~ ~n #B~ of Br~" ~~ D~ Battle

~ndowsData~eB~tle
e Con~e ~ ~et dive~ ~se ~m~ by 1~ ~ ~ DD

~ ~ V~n Up.de ~mpai~ up~ ~ sa~

* ~ ~d and 3rd wave m~

~a9 ~ V~on Up.de Ca~: up~ ~ sa~
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14o ~3 Move Office users to Office Pro

~. Direct Mail: Mail Ac~s Ul~r~de ~r to Offw~ ~t~ndsxd r~b~.~, ~U I~ to

~ ~ DOS Dat~ase (dBASE/Pa~ox) S~t~

~ ~ DOS ~ata~e (dBASE/Par~ox)

~ ~ SMORGs / Verbals P~h

~ ~ R~e the ~go Wave: ~un~ Ac~s

~ ~ ~s~nding Ac~ss Iss~
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* Ho~ do claims of ~BOB" for Ac~s affect marketing of FoxPro? Who owns
marketing to DOS database switchers?

~Who own~ moving Office Stancla~-d users to Office Pro - Acc~ or Of-fic~
mark~ng?

~Acces~ "95 is ~hedul~l to ship 3 monlh~ l~ter than Offi~ "9~ How
Acc~ leverage Offic~ ~95 marketing effort~?

FY95 PowerPoint Marketing Plan
147 ~ PowerPoint Objectives

~. Expand the Market for PowerPoint

o Increase PowerPoint purchase consideration tn ~ fi’om 12% to
20% in FYg$

Strate es
÷ Expand the Market

- Redefine the ca~gory to appeal m a bmd~ ~mdi~m~,
"Communications

- Switcher ac~vifi~

o Increase Value of PPT to Office to increase conaldemtio~
- Eff~venes~ + Us~ -- VaIu~

- Define Effectiven~s by crmting new ~vld~c~ ~o show ~he v~]u~ of good
bu~ine~ ¢ommunica~ion.s and

- Rq~sition PPT attrilmte~ for l~d~nhip in this ~’~

~. Usage:
- U~I~’~ "triter~" con(~p! to in~-eese usag~ L~ ~ ~om 54~ to ~,7%

- ln~m~ frequency of cat~ory u~ nmnb~r of ~l~q~ory .sin’s by
redefinin8 ~he category to something bro~der, ~g. "Communic~li(ma
Graphics"

~ ~ Competitive Summary
.~ Window~: Lotus Freelance

- Out~lla PFr stm~d~lene, h,,- received
- Bett~r r~pumtion on first tim~ ua~r ~ of m~
- We~k ~ they Set leaa l~-ena~ out in Smar~t~

~. Harvm’d Graphic~/SPC
- Dylng, but h~ over 1M u~er~ on DOS; oppty to ~wi~r.h

~ Ma~ Aidus Persuasion, Clarb Impact
- Per~uadon more hish end, Iml~ 1-~ preaen~tion oriemed

~ ~ Competitive Summary (cont)
~ Indi~ mmpeti~,on fzom out~ide the ’~e~entation

FLAG 0076916
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# Multimedia Authoring tools
- e.g. Gold Disk’s Astound fro" M~c, Macromedia’s Action! for Mac and

Win, Asymetrix C~>mpel for Windows
~ Drawing Programs

- e.g. V’~o, CoreI, etc
. Business Graphics

Product Release Summary
# Ttmi~g of release~ (with %/-" range)

- Mac 6/15 -0/+6 wks
- PowerMac 7/15 -0/+4 wks
- PowerPoint ’95 Mar~h
- N~ NT version now in plarming

* Ofc95
- 3 Main- areas of improvement

5ustaining Marketing
# Evaluate feasibility of switcher campaign for Harvard Graphics

users; implement what’s feas~le

* 1We-eruptive move against Lotus Freelance summer update-
launch bUD

e OEM Marketing: PPT pre-installed on "Sa~’s" Laptop
computers with a PIM? (Dell doingnow)

Office Solutions Providers Strategy
~ PPT 5 will expose OLE-ba~ed object mc~lel
.*. Develop market for automated l~n~utentatio~a u~tng macroe
~ Identify PPT-Ba~ed Busines~ Solutio~
~ l~cottmge new pmsentatim~orbmted SPs

Mac Apps Efforts
~ Opportunity:. 68K & PowerMa¢ Launch Provides Key Oplx~xmity

t~ Exploit Key Differentiation Between Micrmoft and
~ l~ue:/Anking Mac/Win Efforl~ Together |o Appeal to SMORGa

Req~ak~ ~.ro~s-Platform, Version Tran~laticm
- Win PPT4 Must Be Able to Read Mac PPT3 l~le~

Office Revenue From Installed Base
~ ~ pei~.ived value of PPT as part of Office to continue

upgrade~ to Office (vs. ~on to standakme ap~)

HIGHLY CONFIDENTIAL
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- Continue to convince Office users that Offi~:~ a~ a whole ~ mor~ valuable
~ standa]one apps by marketing producfi~rJt]r ~ra]ue o~ ~ O~Jce

~ E.~u~nce OiT~ce upg~de rues ,sage with PPT consisl~cy and ease of
lem’ntng positioning

1~ ~) Outstanding PowerPoint Issues
~, Top S issues that need to be n~salv~l

- [~st positioning for PowerPoint to So boy~nd "Prostration
cst~ory restri~iiom, fo~sing on the ~ommu~r.atio~ or the

- Using n~W p~tio~i~g to add mor~ wlue to
- Increasing Us~g~ of PowerPolnt both by growin~ ~at~y ~nd us~,~ in

- How to define ~ssles" a~ a "~unctional" verticaE
PPT-foc~sed SMORG effort~ oa

- F~nding off multim~tie incursions as this boeornm

FY95 Project Market ing Plan
1~ !21 Proje~ Objectives                     .

¯ , Win all.views, maintain best of breed
~, Increase International to 50% of bit.

(f~-n 4O%) by end of
.̄ Grow the C.ate~ry: $76MM in US in ~

~Build SP/VAR Relationships:
20 new US, 5 new each lnt’l Sub.

~P~-e to launch Micn~oft TeamPlanner

~ ~ Key Strategies

~ Intensive support of International

+ Target new Mic~soft Project 6.0 User~
¯ , Proliferate Corporat~ Accounts

~ Leverage l~lS, Chicsgo launch excitement
~o ~ Competitor Product Plans

5151~                                  FL AG 0076918
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- Database/ODBC; attempt at ease-of-use
~ ABT Project Workbench ~ w’m ~. ~

~ MIS focu~ traci6ns; bi~er prer, ence lately

Strengths/Weaknesses
& Opportunities

- Ease of Use, Works~oup. Solutions
* Weaknesses

- Databasm/Corme~tivlty (no OD~C)
- Re.~u~e man~sement; detailed U’ackin8

÷ omxu~ues

- O~fi~/R~/~

Product Release Summary
* Project 4.0 for Macintosh

- Novembe~ 28, 1994
~.Project 4.1 for Window~/Chicago

- ap~130,
~ TeamPla~er 1.0 (a/k/a RPM)

- May 25, 1995

Aggressive, Proactive PR
. Redefine evaluation criteria        -

- ~e of U.~e (capitallze on superiority)
- Wceckgroup: You’ve 8otta have it

.SeIl Project Mnnngement stories to pubs
- SomethinK new to write abo~t2
- Le~Ke case studie~, LVA w~ns to sustain

~.Develop new "guru" in the press
- Spr~dsheet reviews, a

Intensive, "Hands On" International Support

- e.g. Strategy P~entatiorb Eval Guide
* Dixect support of high-potential subs.

- Visit~ to help I~dld leveraged relationddp~
(SP~; major, multinational cuatome~)

- Global T~tr¢ Help drive int’l mkt8. eK-o~
~ Help Subs. build a Pm~t SP network

- Help fund/ttaff SP trainin8

Target New 4.0 Users

5/5/94                                                                                     Fl./IG 0076~            33
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,~ Targeted launch adverti~Lng
- Reach category newcomers (PC Press)
- Driw upsrades/trial (Ve~cal Press)

¯ Seminars (with SPs) to sell ~he category
~̄ Develop Compelling Evidence

- ~ St~iz~ (US and International)
- Leverag~ Ease-of-use PR wins, Time Savings

e Leverage ~ffic~ A.ctounl~
- Arm sale~forc~ ~ get the follow-on s~ie

- Sell benefits of plannin8
- Sell �onsist~ncy/synergy with Office
- Tool~ t~ c~nvert competitive procluct

’~ Inv~t i~ ISS LVA Eval Support
- Drive adoption (target 65%+ adopt rate)

¯ - Bae~top sales form on Project issu~
~ez ~3 Continued...

¯ . Grow existing Project Account~
- Expand u~g~ within

"F_~y Enough for Everyone to Use"
- Expand into new departments

¯ tlse T~,tmm~ta is
- Encoumg~ Solutions: drive mare adoption

.~ Testimonial database aczoss induatdes
- ldentif’y prospects, drive ~-ial, F.vidence

~ea ~ Leverage $olutian Providers

~ Continue to build WW relationships

~ Extend ~ap.~ to Office/DDT Sl~s

- Leverage "Office as a .~:dutior~ .PlaUrm’m" to h~le
- UseOD~ ~0 ta reach ~xce], Access 51~

~ Ta~t large-scale solution providers
- for cmmp/~ Lugs Management Systems
- Tool/Methodolosy vend~rs

~ea ~} Leverage F2VIS and Chicago
~ Be the quintessentJa~ "Work~’oup App"

- Eacempli/y Miczosoft Works;rouP

.5/5/94 FL AG 0076920 3~
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- Key component of E~S demos worldwide
- Tie in to worldwide EMS |aunches/tour~
~go
- B~ ~e ~ pl~ ~u~ for ~
- Use ~ ~m~t to d~ve u~d~ ~

~tst~ng ~oje~ Iss~

5/5/94                       35
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- Key component of EMS demos worldwide
- Tie in to worldwide EM5 launches/tou~

* Chicngo
- Be the best planning product for Chicago
- Use Chicago excltm-nent tc drive upgradm to Proj’95.

Outstanding Project Issues

FL AG 0076~_.2
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