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Comes v. Microsoft

DOJ - Legal

From: Robbie Bach

To: DAD Marketing Group

Cc: Desktop Apps BUMS; Brad Chase; Greg Periot; Jetf Sanderson: John Neilson; Liz King
(Welch}; Pete Higgins: Russell Stockdale; Martha Isham

Subject: FW: Desktop 95 memo

Date: Monday, January 03, 1995 2:40PM

Here Is the final version of a memo we have been writing to help the subs in their FY planning for the
Wing5/0tc95 sim taunch — now referred to as "Desktop 95°. This is a subset of our Office 95 marksting
plans but since its an incredibly importent part of what we will be doing, its great to have this summaery in
place now. The next round of-the marketing plan will flesh both this and the other components of our
eftorts out in more detail.

MattMi: in case it already hasa't happened, can you forward this to the sub marketing people?
JohnZa: likewise with the ad/dm egencies since | don't have their ematll addresses at my fingertips.

Let me know if you have questions...
Thanks

Robbie

From: Steve Ballmer

Tao: GMs of Subsidiaries

Cc: Robbie Bach; Russell Stockdale

Subject: Desktop 85 memo
Dete: Thursdsay, January 05, 1995 10:01 PM

Please use this memo as guidance in sorting through plans for the windows 95 and Oftfice for Windows 95
tsunches. we will have to work very hard second half of this fiscal year with the delay of Windows 95
Windows 95 was almost 20% of the finished goods revenue forecast worldwide in the second half. we
will not be able to 1ill that hole so we will need to hold marketing spend below plan (i look {orward to your
plans on this in MYR) Also there Is some risk that customers will delay Otfice purchases We do not want
that to happsn ane need plans to sustain Office and today's dos and windows upgrade business. This
memo focuses though on the opportunity which will hit earty in FY 96.
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To: List

From: PSGMktg; DADMktg

Date: December 28, 1994

Re: Planning for Desktop 95 (Win9> and Ofc95 Sim Ship)

This memo summarizes the key resoUrce ISsucs, programs. and plans for the joint launch and marketing of
Win95 and Office for Win95 (Ofc95) — to be known as “Desktop 957. The goal is provide everyone,
particularly in the field, with the information they need (o plan effectively and allocate resources property.
Of course there will be individual plans from the PSD and DAD marketing teams covering tssues specific
to their respective products. Any questions or comments should be forwarded to RobbicB or RuSt.

Basi¢ Principles and Recommendations

1. “Deskiop 95" is the joint launch of Win95 and Ofc95. These two product launches shoald be viewed

as a tightly integrated effort with several componeats:

e Integrated plonning for s unified channel push. The goal is sim-street aveilability where ever
practical. Plan o maximize leverage from Microsofi’s channel funds to link channel marketing
and sales of Desktop 95.

e  Aggressive integrated messaging across all communications vehicles, with a disciplined focus oa
synergistic PR.

e  Aggressive joint cffort to speed Corporate adoptions of “Desktop 95™ across all segments (LORG,
MORG, SORG)

e  Intcgrated resource planming for manufacturing, distribution, sales raining, PSS and customer

We are not saying that every Win95 effort and every Ofc95 effort must be joint. We are saying cfforts
shoald be focused on maximizing synergy and leverage. For example, while we will have significant joint
_ PR activities, there will continue to be very mportant specific PR activities for each product groop.

2. Budget planning for “Desktop 95™ should not be distorted by the overiap of FY95 and FY96. Plan
“Deskiop 95” as a caberent effort, with the component budgets of Win95 and Ofc95 intemally
consistent as an integrated cffort. For the remainder of FY95 planning you should:

e Assume no revenue in FY95; Tier | countries (except Japan) should plan for revenue for both
prududsianFY%withmostodlaeonmﬁah Q2FY96.

e  Consider additional plams fwminingnm‘kdhgwﬁvityin@MSwsusmh\salcs
(p-niculaﬁyforotﬁccpmduas)ladhgupmmc launch.

e Budget in FY95 for pre-lsunch marketing activitics for Win95 to prepare the market for this new
product.

Product Schedule

Wemwmnmndﬂmfdbwhgmmmcanwtdmgmdam,mdmnkaingpushthnEgbascdmm:
iztest RTM information by lenguage. These dates were chosen with the objectives of (1) preserving the
benefits of sim-svailsbility of Win95 and Ofc9S in cach language, and (2) minimizing the defermeat of
revemee from holding product. Onthcomoesid:.thaedamsq:plyloAlemducts,indudingboth
Office SKUs and Word, XL, PPT, and Access. Acomplctesetofschodulsbylmgug:unbefoundin
Appendix L
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Aug i Win9s & Ofc95 sim-announce & suect date for US & English speaking subs. Major joint
marketing push begins i English language countries. All other subs begin sclling English
product. Subs that have localized versions of Win95 available may begin 1o scil it but
should hold their major marketing efforts uatil Septexber.

Sept 5 Western European and Latin American mounmms of tocalized versions. Heavy |
marketing of Win95 & Ofc93 should begin for all Tier 1 Euro/LA languages. (Germen,
French, Halian, Spanish, Swedish).

Tier 2 European/Latin American languages should paricipate in Sept 5 announcements.
Since they will not have Office for 1-4 weeks, cach country will have to decide whether 10
hold their marketing cfforts longer or begin pushing Win93 without 0Ofc95. (Dutch, Danish,
Narweigen, Portugucse, Finnish, Brazilian).

Late Oct | Far East, Eastern European, Grock, Turkish versions sim-announce & sun-availability. Dates
will vary by language but Win95 & Ofc95 should have sim-availability in each language.

Jan 1 Bi-Di versions sim-announce & sim-availability. Dates will vary by language but Win95 &

Ofc9$ should have sim-availability in each language.

e The decision to have Englishproductsirn-armonncc&shn-avm’labllﬂyouAug 1 is based on the

assumption that US/English subs would not wait to announce with localized Europcan/Latin Amcrican
languages an Sept 5 due to the large revenue impact of holding English product.

e  Enabling subs to scil localized Win95 prior to the official announce date in early September is
necessary given the market pressure 1o supply product for carly adopters created by the availability of
English langusge product.

e  The decision to hold marketing efforts until September for European & Latin American versioas is due
totbefm:tthxtAﬂgustislpartiuﬂm’lypoortimctohnDChpwdoctSandﬂlm'Smmmarkeﬁng
leverage for Tier | languages from pushing both Win95 and Ofc9S ogether in Sepruber.

e Tier 2 Evropean languages will have to manage a delta between announce and availability of Ofc9s.
They will need to determine whether to begin their major marketing push for Win95 at launch in carly
September or when Ofco5 is actually available in lare September or carly October.

Business Planning

FY95 Revenue Reforceast

Based on performaace in the first half of FY95 and the best information we have on shipping dates, we are
reforecasting our revermue plans in the US. As it nurns out, even though we won’t see USFG Win95
n:verme‘mthisﬁsalyear.wcstillplanmmcetthctmlrcvmueforcaslinﬂleUSducwovc'r-budgd
Office apps sales. So,forrefmcghcreistbebasicmfomcustwcmproposinginﬂ\eUSfofPSDmd
DAD — this should beip other markets work through their numbers.

jaring.
the first half (estinoated at l24%ofrevcxmcbudgdor$ll7Moverbudgc(),wwcmr:-forecasﬁngthc
second half of the year., Our initial estanate USEG revemue for the second half at S500M for alt DAD
products which is $SEM over budget (113% of budget). This means that DAD will end the year a total of
$175M over budget.

In the US, PSD Finished Goods was afso substantially over budget in the first half (estimated at 276% of
ptan or $55.5M over budget). However, since we forecasted Win95 revepue starting in March, 1995, our
re»forccastforthesecmdhaﬁ'ofﬂwﬁscalywisnowMSM for all PSD products which is $156M under
budget (22% of plan). This means that PSD will end FY95 a total of $100M under budget.
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FY9%6 Revenae Planning
Based on the revised Win95 RTM dates and the related OfcS5 deltas, all revenue for these products should
be budgeted in FY96. Specifically we recommend the following conservative revenue dates by language:
« English langusge product will begin generating revenue in August 95.
e  German, French, tualian, Spanish, Swedish producs should be forecasted beginning in September 95.
e Dutch, Brazilian, Postuguese, Damish, Norwegian, and Finnish versions should be forecasted
beginning in October 95.
« lapanese. Chinese (waditional), and Korean will begin generating revenue in Noverber 95.
Tier 3 langoages will generate revenue in the November to January timeframe (sec Appendied for

specific Janguages.

We are currently plaaning the following US English pricing schedule. The specific “waterfall” of prices
down through all Select levels will be available shortly. Note that while this is the plan of record, there is
still some concern about whether the Office Std/Pro upgrade prices are 100 high, especially given that the
user has w 2lso buy Win95 to run the upgrade. This pricing issuc will be discussed with the BOOP shortly,
and will definitely be resotved before FY96 revenuc planning begins.

Prodwuct New User (SERP) | Upgrade (SERF)
Office Standard 3499 $299
Office Pro $£599 ’ $399
Indiv Ofc Apps $339 $129°
Schedute+ $99 $79
Win9S Retzil $209 $109™
lmnommhmwﬁmwmwuom sclf

*Inclodes $30 rebase for version upgradess.
*Based on $20 rebate for vemsion of competitive upgraders imduded in New User SKU.
* Expectrd avg street 10 be 399 and below.

We are currently developing mix and unit volume projections for Wing5 and Ofc95. These will be
available shortly and certainly prior to the WWRDM.

Marketing Budgct

To help subsidiaries and the US field plan, we have included pivot tables from a six month Win95/0fc95
DRAFT marketing budget. This budget divides the timing of spending into two periods: (1) the two
months prior to launch (L-2) and (2) the launch plus the following four months(Launch/L+4). The dsta
below indicates that 2 smaller portion of the spending will take place in FY95, in particular in markets
where Engfish tanguage product will be sold. Onec major exception is for Windows pre-launch education,
where we do need 10 spend significant marketing dollars to prepare customers. The other exception is
hmwmmodanlwakmqnhcdwsmhommdnmghmemswingandaﬁymme. In
general, however most spending will fall into FY96, and this mcans that some planned marketing dollars
should “fall to the bottom line™ in FY95.

The tble below suminarizes the total product marketing spend for Win95 and Ofc95 in the US for the six
moaths around the tannch. Note that this does ot include $2tMM in Win95 advertising that is proposed as
mofmcbtuldmpaignmd(bc’no(ildudecbmnclmukahgﬁmdshebas. We separated these out
scdmmbsidimicswhb«nbtmdcxuxﬁmuwidldiﬂ'amlchanndmkcﬁngmodchmgaugehow
mmuch to spend in each category. It also assumes that there will be no Office TV executioas dusing the
Iaunch timeframe which i still & possibility under discussion '

G 0076790
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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 $3,145,000
Marketing Research £280,000 $380,000 $660,000
Other $111,000 $850,000 $961.000
Packaging/Collateral $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 $8231.000 $23.560,000 $32.191.000

This table looks &t the same data on a percemage basis by time period. Not surprisingly, the vast majority
aof spending takes place after the launch.

[Product fan 1

Sum of Amount Time |

Area L-2 Launch/l.+4 Grand Total
Advertising 24% 76% 100%
|Channel Materials 36% 64‘/'1 100%
Dircct Mktg 7% 93%| 100%
Events 5% 95% 100%
Marketing Research 42% SB%] 100%
Other 12% 8% 100%|
[Packaging/Collateral 75% 25% 100%
PR 53% 4T%, 100%
Sales Tools 36% 14% 100%!
Samples 27% T3% 100%;
Grand Totad 26% 74% 100%

This mble summarizes the data based on marketing discipline. Advertising is clearfy the highest spending
area, afthough PR is significamt prior 10 the launch as are direct marketing/cveats during and afier the

laanch.
[Product A i

Sum of Amount Time |

Area L-2 Launchl.+4 | Grand Total
Advertising 54% 59% 58%
Charmel Materials 3% 2% 2%
Direct Mktg % 11% 9%
Events 2% 13%: 10%)
|Marketing Research 3% 2% 2%
[Other 1% 4% 3%
Packaging/Collateral 4% 0% 1%
PR 16% 5%, 8%
Sales Tools 10% 1%] 3%
Samples 5% 5% 5%
)Grand Total 100% 100% 100%
Page - 4

FL AG 007679k
AL

MX 7158799 -
CONFIDENTIAL -

Desktop 95 : Launch Plannurg Memo

B

HIGHLY CONFIDENTIAL



The attached budget file contains alt of the detail from these tables. We recommend that you look at the
specific pivat mbles for Win95 and Ofc95$ since some timing and functienal spending arcas differ
significantly between the two products.

lsuncbg2 xha

Sim-shipping Win95 and Ofc95 will strain every sicp of the manufacturing and distribution process. We

will examine each of these key arcas relative to the needs of an mtegrated Desktop 95 launch. Activities in

process include: .

e  Securing enough raw materials

e  Scauring sufficient disk duping, CD pressing, manual printing, and assembly capacity
= Mfgneodsmcoosid:rmpacityrequired under different RTM dehas between Win and Ofc

¢ Securing adequate storage capacity (cither with assemblers, charmel parters, or 3rd party warehouse)
to stage the inventory pre-street

¢ Mapping the build schedale for ail Win and Ofc SKUs across multiple build locations
Managing the logistics of shipping all Win9S$ and Ofcd5 SKUs assembled at multiple sites 1o multiple
different customers

« Managing post-scll in inventory flows and stock balancing to ensure good supply levels across all
accounts; this includes managing the mix of SKUs (FPP versus upgrades, Ofc95 versus Ofc 4.x, etz.)
— imput on this will be provided shordy. ’

Ali Baba provides additional manufacturing challeages. If Ali Baba is on the Win95 CD and it includes
encrypted products, manufactaring will need 10 produce mukiple Win95 CD masters (one for every 25,000
tmits) and track which units were made with cach master. If Ofc95 is encrypted, then the Win95 CD
camot begin being pressed until Ofc95 RTMs. Given that Win95 is forecasting 35-40% CD mix, this

. would move # significant percentage of the W95 assembly into an overlapping position with Ofc95
agsembly.

Marketing Communications

Pyblic Relations

Overall, the primary objective in PR is creating positive momcntum for the Windows 95 platform keading

up to the launch. AtthemetimewewanthﬂumdalswpcmeiveMimﬁDckmp%asthefns(und

ﬁrstcouqak(eWm95soluﬁaLW'm95willcmﬁuuemposhionhscl{BﬂlcmwMS-DOSnndW'm

3.1tbstinaenssmcofusc.withOdelﬁghﬁgh!edasﬂ\ekzdingcxzmpkofbowxppsmtzkc

advantage of this new eavironment. Likewise, we will position Ofc9S as the next generation of our leadmg

businwapplicaﬁonslhatmktkasia’toguyom-jobdoncbyspe'ciﬁallytzﬁngadvamageof\vwfs

pew capabilities. Themxrsuhsbouldbcavicw&omwswmaslhnwehxveooc.cmsiswnpmdm

strategy that drives both oar systems and apps business. Here are some examples of PR activities for

Desktop 95: .

. lncarfyFebruuy.wewincunduanjointmurmdunammnppliaﬁommppmfor\\fm%wim
OfﬁmMOfTweCanpaﬁbk-ppsfwumddmgwhhmcothamﬂiacmgmy:pplicum

. FmtheOﬁic:pc:pacdw.hsaidalmnwcduwepmn.mlyasmdmmmckcy
:rmbutcsofngwatW‘mSS-pps—-misisspcciahyimponnntgivmmntourmtyccnmaswiﬁxdw
pmscovaingapplkzﬁonsindiweﬂ:cymprwypoaiyhformedm“fm%isdﬂ Once they have
!hisbusicknorwhdge,wed\mncedtoshowhowwappsexploitﬂxosem'bm-spanoﬁhcﬁzst

look/reviews process. FL AG 0076792 MK 71 55300
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e Office participation in the sccond Win95 reviewers wortkshop to be beld in April for industry pub
cover dates in July/August. Office will also participate in the Win95 consumer pubs reviewers
wuorkshop to be held in the same rough timeframe.

«  To creatc joint estimonial Opporumitcs, Office marketing will mirror the Windows 95 Goliath and
Marquce account seeding model We will target 3 accounts who will verbally commit to moving to
Office 95 by launch time and 25 accounts who will act as approved press references during the launch

criod.

. }';hc Win05 team will be able to demo various components/feanres of the Office applications during
wradeshows and other advanced showings of Win95. A specific set of features and capabilities that can
be shown (and appropriate venues/audiences for this) will be available shortly.

« We will do a joint launch event for both products based on the retail availability dates discussed zbove.
Specifics of how this will work are still TBD.

Advertising

Ahumdadvu’ﬁsmgpushwi“kickoffinbod\wnsumcrm industry press at the time of launch. This will
include a major TV campaign for Win®5 as well as retated print campaigns for both Win95 and Ofc95
(Ofc95 TV still TBD) Total expected expenditures in the US will be roughly $40M — sec the budget data
above for mare details. While there are no plans for joint advertising, we will utilize media placement and
the genernl brand look to tie the work together. In addition, the Office advertising will incorporate both
Win95 and BackOffice as important sub-themes in both launch and sustaining campaigns. Promotional
advertising for the kaunch will be driven by rescliers utilizing marketing opportunity funds provided
through the Desktop 95 channel promotion (sce below). We may provide some national promotional
advertising as “air-cover” during the lmmch but that is stll TBD.

Direct

Our direct actvities will be organized into two companents: Microsoft reg base activities and prospecting
off of other lists. Specifically, TMM Windows registered names will be contracted out 10 key Mail Order
reseflers who will offer both Win93 and Ofc95 apps upgrades. In addition, Office may direct mail offers

for individual apps and Office to its own reg base with an emphasis on targets we can identify outside of

Morg/Lorg accouats. This would include an offer for Win95 (since “batteries™ are required).

The issue of whether we provide a direct mail offer (as apposed to just providing notification that refers
people to the chaanct) is an area where the Windows and Office tcams are not yet in agreement.  We will
resolve this in our next BOOP revicw mecting in January.

Ontbcpmspecﬁugﬁom.theWWSwamhxsdevclopedahigh}yquaﬁﬁcdpmspedlistofwkkcy
individuals in 52k medium-size business sites (represeating nearly 3mm PC's) who will be targeted for the
Wm9S5 Preview Program. Oﬂiccwinlevatged\ismodlist(mdmoscwhopmﬁdpﬂehtbcprwicw
program in particutar) as a Jead generation source. Allprcvicwpmgmmpmﬁcﬁ;amsm‘llbcmaﬂedn
spocialOﬁ:‘JSupgndccﬂ'erwhm&epmdndship&

Seminsrs
Wewmxﬂ:eﬁeldtoca\dnajoimsemimrsmnmounceandpushW'm%mefc%. The casrent plan is
tohavconcsminarevanﬂmimmpmbodlpmductsmmnwstommonlyhnvcloeomconccto’gct

the information they need to move to Desktop 95. Speciﬁcsa-iptsmdconmformmsanhmisstﬂl e

being worked out and will be provided as soon as possible.
Retail/Sorg Activities Plan
Objectives

Overall, we have four objectives in the retail (inbound) channel where we will enphasize Sorg customers:
«  Maxinrize Win95 & MS complemenury product revenucs
FL AG 0076793

MX 715BBEL
CONFIDENTIAL  coNFYDENTIM

Page-6 Desktop 95 : Laumch Planning Memo

i Ee Sl
SRR ey
N :

HIGHLY CONFIDENTIAL



«  Launch Ofc95, establish MS &s Win95 platform leader
« Achicve an aftach rate of 40% of Ofc95 on new Win95 purchases
« Sastin high post-laumch run-rates; prepare for Holiday 95 promoton

We will focus on a Desktop 95 channel promotion that uses three tools cenered around the Win%$ launch:
(1) an end user ofTer, (2) a channel rcbate, and (3) rarpeted marketing fund spending.

End User Offer

We are still working out the specifics for the basic end user offer. The goal is to provide a stronZ incentive
for the custoraer who buys Win95 to also buy other Microsoft applications (Office or Consumer titles) at
the same time. Past experience indicates the channel will use Win95 aggressively to draw consumers into
the store and then scll them on other products once they are there. The primary sk of the end user offer is
10 make sure they sell them Micrasoft products at this time.

Channel Rebate .

We will provide incremental rebates on “Win95 products™ (Ofc95 apps and Consumer apps) revenues.
The rebate will be based on the ratio of Win95 products-to-Wing5 units. In gencral the higher the number
of Win95 products purchased relative to the number of Win9$ units purchased, the higher the rebate. The
precise ratios to be used in the promotion are currently being defined and will be provided ASAP.

Marketing Funds
We will work with each major account to customize individual channel plans for this launch. This will
enable the channel to offer a varicty of differentiated offers that stll map consistently to our overall goals.
We will orake the following funds will be available for this effort
e Funding plan

= 2% of Win95 & Win95 products revenues

= $7 million supplemental marketing fonds to be allocated
e Funding pian prioritics

= Pre-launch channel RSP traiing, education, commuaication & cveats.

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

= Collateral, sales, seminars & training kits

ot viti

Due to Win95's visibility, there are two channcl-related activities that are plaoned just before launch.

Thmetwcpognmsmanlinedbelow:dctailsucstil]bcingdcﬁnedwiﬂaOBddeCU.

L4 Win9SOEMoouponpmgnm—d\ispmgmmisdsignedmminhniz:ﬁ\edismpﬁon(oOEMmlsdue
to customers waiting for Win95. It would aliow OEMs 10 include a Win95 coupon pre-launch in
return for an incremental royelty.

- "ComingSocn'pciod—Somcrccchwillmncarlymdbcginraavhg\mitspm-sm We can
mmthishuoposiﬁwsabmommmmmdmvidcmmconnolmdequhybymakhgﬂﬁshma
program. medmanndcmﬂdmukingadu:ﬁwnmnanaslwwbbeﬁxtm'cd.nyhgdmthc
Micosoft products are ‘comrring soon® snd providing a specific availability date. This could inclhude
Ofc9S apps as well.

Since we will still need to sell meaningful quantitics of Ofc 4.x applications to users who don’t buy Win95,
we need 10 work with the chemrel on stocking sad sclling prioritics. We may also need 1o provide finencial
suppoctincentives to ensure proper stocking levels for both sets of SKUs. Detnils on this are still being
woarked cut.

Finally, as s follow-up 10 the launch prometion, we are looking at ways to sustain momentum ia the g(a_l‘ 7
retail/sorg chanoel One option being considered is an cxiension of the “Business Source™ program that the O
Office team is running in the US this spring to reach Sorgs and DOS switchers. This would invotve & %
simitar set of services (migration guides, SP referrals, training, etc.) as the current Business Source ~a
»><n.,
=T
FL AG 007679 3
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campaign except with an emphasis oo version upgraders of both Windows and Office apps. More
information will be provided on this as soon as its aveilable.

Morg/Lorg Plan

Objectives:

s  Prepare customers to begio deployment of Win95 and Ofc95 withim 30 days of lounch
«  Mave 30% of desktops © Win95 and Ofc95 within six months

«  Stimulate use of SMS as deployment tool

s Identify & capitalize on other BackOffice sales cpportunitics

The Desktop 95 Migration Challenge

The Deskwop 95 Migration Challenge program is a set of tools and a process for using them designed to
lendcumnusﬂuougheachmilmmindwdcploymunpmo&. The program will be executed both by
the Microsoft LORG account teams and by Solution Providers. For every milestone in the planning

process there is a specific deliverable which will be monitored either by the Microsoft Corporate Migration
Challenge Team (for participating LORG’s) or by the Solution Provider or Outbound Reseller parmer. The
key milestones are listed below. The associard field deliverables are currently being defined and will be
distributed shortly:

Evaluation ____, Evaluation tcam _First phasc internal______, Pilot deployment plan ad ___,
Kickoff bricfmg  formed testing complete test complete

Pidot _.___,Finalphasetesting_ _, Deployment begins

deployment complete

plan revised

Channcl Promotion

As with Sorg’s, we will develop customized programs with key outbound channel partners and solution
providers. Thcsepmgmmhavethcmcbasicgoalsasouﬂined above with the added goal 10 encourage
large and medium sized accounts to do large scale upgrade programs quickly. Details of this effort will be
zvailable shortly.

Key Field Tools
The following tools are available to implement the Windows 95 and Office 95 Migration Challenge:
F Window Toul O T T T FoaT Do "
et e N e N X 22
[ Wia 95 Revicwers Guide { Ofc 95 Reviewers Guide Comprehensive description of
f_ i produmfoatires — 4
t Support Resources Listing "Part of ORK, could be scparate as easive of mformation n
! WINEWS data sheet H » Where o get information on-lme |

; pricing, )

. : markcting materials list 1
rDakmp%AdKit _: Deskaop 95 Ad kit Box shots, promo tag lin, offer | o
— __ description i o
~ : Desktop 95 Merchandising Kit _ : Desktop 95 Merchandising Kit__ | Point of Purchase matcrials - o
; - Deskiop 95 Reiail Trainimg Kt | Deskiop 93 Retal Traiming Kit | Training matenals g o
C(NFIDB{TIAL ==
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Windows 95 Ineractive Demo Office 95 anodemo Gives customers the foct of
working with these new products
on their exisung system

Leverage Office kit Sorg Marketing Kit Sales tools kit that supparts the
ficld in leveraged Sorg marketing
Samc &s above. for Legal,
Accounting and Health Care

Vertical Marketing Kit

i e ey
PPT wmotes, demo scripg,
. .

CD/Disk set and license Marketing beta Product and demo files

Windows 95 Resource Kit Office 95 Resource Kit (ORK) Comprehensive techaical

(WRK) documentation on how to pian

’ and implement the deploymen of

Win95

Doptoyment Guide Deployment Guide Guidelmes for how 1o create 2
deployment plan (part of WRK)

Deployment Plan Gantt Chart Deployment Plan Gannt Chart Microsoft Project file

Templae Template

Windows 95 Business Casc Similar Collateral summarizing key
benefits of Windows 95 for
organizations, with evidence

Windows 95 Evaluation Guide Office 95 Evaluation Guide Walks the customer through

(Competitve and Upgraders) cvaluating the desktop products.

Events & Tradeshows

Our Deskiop 95 event marketing plan for CY95 will be designed to maintain the momentum that we've
mbﬁshcdviaparddpaﬁmnhdusuymnsovulhcpastscvaﬂmomhs. Below is a summary of the
major events we bave planned between Jamuary 1995 and launch. The program schedule following this
section includes the timing for cach of these events, as well as the largest industry tradeshows at which
we’ll highlight Windows 95 and Office 95.

MSTY _ Jamuary through May 1995
Both Win95 and Ofc95 will make use of MSTV. The Windows 95 TramCast is a series of broadcast
mmMSthkhmgwedmwrﬂshighkvclﬂmmagas,soluﬁonpvvidas.VARs,lS
iuphmunusncorponmsims,cwpaaehdpdskmdmppquofsﬁmkmdm Content will
focus on two majoc issues: “Whymovetondows%”md‘HowmmovetoMndows%.“ Ooc of
these sessions will also discuss how o coordinate Office migration with Windows. Please sce Appendix I
far a schredute of the Windows broadcasts and topics to be covered. Office scssions will continac 10 run
mndlly(ummﬂymshow#!)withdismsimnbmﬂOﬁcesawlmionspMm From Feb-April, we
will-ddnshotl.Sminntesegmcmwhiduwillshowsomcncwapabﬂityfmedethachmwimngm
- show publicly. In May, we will highlight an on-goiag casc sudy (Muscalar Dyswophy) and how they are
preparing for the move to Ofc9S. Smmmduehnndumomcem:&ionswmfocusonthe
rrew capabifitics in Ofc9S and the implications for the corporate uscr. A schedule for these sessions will be
provided scparatcly.

i itace W,

Yiuil) Y ’ X2
The Windows 95 Multimedia } Workshop will be beld at Microsoft corporate campus February |

and 2. We bope to draw at lcast 100 qualified, multimedia-oriented journalists. Through demo-rich
FL AG 0076796 X o4
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sessions we will communicate the key multimedia messages. We will Yook to the subsidiarics 1o identify
appropriste multimedia jourmalists who should atend the workshop.

w - ul

The North American leg of the Windows 95 World Tour will visit 22 sites in the US and Canada; cach
event is expected to draw 2,000 - 3,000 aendees. A preliminary schedule will be avzailable in January.
We are currently looking at ways to implement interuationally. The objectives of the tour arc 10 gencrate
cxciterment for Win95 amongst PC cathasiasts and first wave customers. demonsuate the built-in
networking support for Microsoft and Novell networks 10 VAR's, CNE's and corporaw customers, defiver
pre-launck Win95 messages, and demonsrate Ofc95 as a premicr sct of Win95 applications. Office demos
will be confined to features designed to leverage Wings5; this will not be 2n unveiling of the entire Ofc95
festure set. The ficld has been asked to:
e Provide a customer list of no more than 10,000 to include in each city promotional mailing.

Help generate excitement and attendance for the event with accounts through various methods (e.g.

account calls, district newasletters, word of mouth).
« Provide 5 or mare staff on-site for the event to help ficld questions, provide general support, and show

a srong MS presence.

In carly January we will be communicating the detsils of a program by which the field and subsidiarics can
order materials for their event and tradeshow prograras including signage, lapel pins, datashects, and
“SWAT" mmterials which can be used to highlight booths of I1SVs, IHVs and QEMs designing products to
be Windows 95 compatible. Localization of the materials will need o be coordinated by the subsidiaries.

t

Specific launch event plans and creative are yet to be determined. Ideas and suggestions shoald be dirccted
ta ShaunaB.

Programs Schedule

Mle&rmmﬁmmcacdvidchmcpmdiugmbdmckmhwdﬁmingx

T o

Event

_MgCu-.- Jadestry Aszlysts Day (Wia 35 eveat) Jasuary 29
MS Trwiwing Regioaal Sates Migs (Deskiop 75 Migraties Challcege KickOff) Tawaxry
Evest MS1V - Office Brosdoast Janasry
Rvost MSTV T rainCast Brosdcasts - Broadcast frem MS Campes Janmary 24
Evest Wis 95 Muttimedia Revicwers Werkshop - MS Campus Febrweary 1-2
Mg Coorm PRT«iTo'wMﬁWiﬂsmthmmm Febrasry
LORG/MORG | Migratrea Chalicagr Kickofl with LORGs, SI's Febreary
LORG/MORG Migratios Chslleage scmamars with MORG's February.
Evesnt OMC!PUHQWCNM Februxry
Event MSTYV - Ofier Bremdcast Fcbreary
Event MSTV I rawCast Breadcasty - Breadcast from MS Campus February 14 & 28

| LORG/MORG | Migration Challenpe seminars with MORG's March
LORG/MORG Windows Freview Precram distribsted Marck

_I.ORGIMOIC Marquee swd Goliath Acconets Sceding Pregrem AMarch
HO Acivity Wiads MES Ads March-May
Retalt/SORG Loag icad kits te rescliers March
Retnl'SORG Tech waining s 10 resciers March
Retxit SORG T op resciier scecount visits 76797 March

Beta 3§ RTM UNFTDENTIAL March §
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Event MSTV - Offsce Broadcwst March
Event MSTV TrainCest Broadcssts - Breadcast from MS Campus March 14 & 2%
MS Truiniag SE Forum - New Ovicant, LA Masrch 28-31
Event MSTV TrainCast Broadcasts - Brosdcast froom MS Campas Aprd 11 &3S
Prodect O1c9S US Teck Betn 2 RTM April 14
Event MSTY - Office Broadonst April
Miug Comm Win 95 Revicwers Workshop I Aperit
Mktg Comm Win 95 Censomer Press Workshep April
RenaiVSORG Ad KG&s — roscrving 3d apace and devdleping ads Apeil
Retit/SORG Resclicrs saies tradning kits and (raining prep April
Retni’'SORG Reselicrs pluce initist srders st distis Apcil
Eveot Windows Wotld & Spring COMDEX - Atlanta, GA Apcl 2437
Event Windows ~“Wisdows 957 World Tear (I Amcrican Leg) 24 sites {US & Teroatol May-Jutly
Event MSTY - Office Broadeast May
Event MSTV TranCast Brosdcass - Broedcast frem MS Campes May 9
Prodwct Ofc?S US Miog Bets RTM - May 19
Reseller cwmmwmuma«wmni-u.s. May
MS Treiniag District Tour - Jume
Evest PC Expo - New York Juwe 1921
Retnil'SORG Merchawdising Kits Juty
ReiVSORG Rescller Sales Training July
HQ Astivity Win9S “Comiing Soea” Ads July
Evest Windows Worid Civicage - Chacagu. IL Jeiy 3633
HQ Activity Windows 95/0ffice 95 Lawnck Event Aeg 1
Wndﬂﬁlm(mmw&mnml Ang
Select 3.0 agreemeats Ang

FL AG 0076798
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Appendix 1
hi
This spreadsheet summarizes Win95 & Ofc95 availability siwation for cach language on August 1, the
proposed date of the US/English ammouncement.
Wordwide RTM & Ship dates for Windows & Otfice ‘95

-—— - —— T — — —— e —
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oo — W 9§ OFSS .+ Win96  ORSS +  Win#E oftss .
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Chin. Simp.: 120d 120

— — —— ———
[ _ _Awaus 1 1404 180 I3Jea: HOtRTMY  NotRTMY !
_ 1804 180 13-Jant  Not RTW¢ Not RTNG ¢
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RTM & Ship statns on September 5, 1995
This spreadsheet sununarizes Win 95 & Office 95 availability situation for each language on Sept 5, the
proposed date of the European & Latin American announcements.

Worldwide RTM & Ship dates for Windows & Office "95

Please see expisastons st botiom of page. B =
Teer Langusge - _locosuas ! Buld . KM _ ;. Inventory butk | Streetdetr: 3 :
W 96 Oft 3§ #me | Wia 9 Ofnes 1 Win S8 ofnes Win $§ ofass [} ~
1 Emous 1 0d 0@ L2 T She _ She_
T Teng. AT Tod ed] Taedu_ TAuge St __smp_,l e
" TEng. ZAA ' wa 04l T we tTaugl  wa Sk o -
g € M4 e e e se  m
T Toeman 1 7a_ 304 su_ Dl _swe___She_ | s
[~ ToeC i Ta_ a0s D aSei _Swe_  _Sve_ |
[ i g 30 _ 3t DA She __sSwp_ ¢ ol
Spanith Io1d 40 dy It-Jud 2-5ep Ship Ship . ;
Swedsh ;| 21d 454 _ 3t TSen _ Ste 4 w bufd onry
: " hmesemre I W 300 _ 4w 0Ser_ 248l _tod IO NolRTMY_ _ MetRTMY |
T T Towen i 21d S5d 4wl Sk 17 Tyigw 1730 Shp 2w bubd ony -
.
-+ .3
i L
- @
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Turkish : 110¢ 1106 Iw'  30-Sep 1a0c  21-0a  ANov: Not RTMG Mot RTWA 1 !
e T4 1108 3w 305ep 1O 7104 4Novi NotRTMd Not T+ O
- A _110d_10 3w, 30Sep  14-0cth  21-0a  4Mov, BAARIMC BRI -t
20d 120@l  Jw  160ct  240ct 310 14Mov; NotRTM _ Nt RTMY | o
I i 1204 3w tooa 240t 3v0a ratior! NolRTM'd  Wot RTrd | e
_ 1368 3. 1000 2600k 390G ieder: WetRTWY het ATV 4 o
180 df 3ol 5 0ec  Dec!  WDec  13Jand NotRTMY  NotRTMd ! T
Heb AUS 1804 180 d 3w, 9-Dec 23-0&:_ 30-Dec 13Jan:  Not RTMY '“RT“':
-~ Taomn " Tiod vana T 3w 8Oec_ 2>0ear ect 30Dec 130ane Nt KTMY  Not RTWW |
. - T e sodl a-:_ _wa 23-Owc; wa  13-Jen. e mnnn_‘a}
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[ Teenwe 1 modl 3l _100a” 260cl_ 3u0c__1edo NoRTMY__NotATMY
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Appendix IT

u

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 number. There is no registration foe, but if attendees wish to scquire the training materials they
will need to pay $50 per set

—T : B
Topic :Date  ileagth

i :
T The 13 Toor An cdncdacsion of the curremt [S tour with product demos and cducation for IS 2095 2hrs !}
MAIZEETS. : i '
5 Reduciag Support Costs for Windows TDeskteps: confcrence session addressing ways thm (V1495 4 Tos l'
a'gmimimsanmduc:ﬁxhdcshopmppmmumgWindm%,mingmm H { '
experts from the Garmer Graup, Masic Instinne, Corporate Software, and Usability Sciences, ] '

Inc . H H
3. Seiaplinisall and Ul Support (wes: Detailcd trafing oo what o Sped whan yousctuwp | 95 s
Windows 95 in stand alons and nctworked environments. : i
1. System sdoumisirafion aad foch: An TS manager's guide and troubleshooting resource o ‘| NOISA firs
remote adminstration of Pes in a heterogenous coviroament. : H
T Networidng wilh Windows J5 Kupporting Windows 53 Based PCs coancaied | io'WTnamTPﬂmS:‘l bs
and other servers. . :
3 Retworkiag with Netware: Supporaig snd troableshodting Windows ws 35 based PCS conpedied | i‘m ms:“d s~
to & Novel NetWare server. } .
T Printing Gswes’ Denails 0o how 10 install, seap 3nd Troublodhool the mare than 00 prinfers. ‘i‘472$79'571 hs ™
. t
T What we've learncd about support | frow e beta preprams: MicrosGit's own support staft TSRS Es'—‘;
will provide a first look anf reab-world data on what 1o cxpect in rolling out Windows 95. | ' i

e e v — . - . — . - Y. e Y. e Y. emee Yo s S e TR SRS T ———— s — . —

1

!
i
)
!
i
{

There is an opportunity for Reseller, LORG, SMORG and SP field reps to build events surrounding the
broadcast. Programs should be tailored for the specific aodience. The following is 2 rough framework for
potential events by audience at the Geld officex

- Y_ABSDclivcrascssioanAsthid\edncmcslhanonhowlomakcnwncywithWindows%and
also train them on how to implement the “Deskiop 95 Migration Challenge with their custoraers.
e LORG's: educate LORG’s on benefits of Windows 95 for orgenizations, and deliver key tools to them

to help thera plan deployment.
FL AG 0076801
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