PLAINTIFF’'S
§ EXHIBIT

2268

To: FY96 WWSMM Attendees Cames v. Microsoft
From: Brad Chase, Hank Vigil, Robbie Bach, Jeff Thiel
Date: March 30, 1995

Re: FY96 Marketing Plan

This memo summarizes the FY96 marketing plans for the Windows and Desktop Apps products. In particular, the majority
of the plan focuses on our number one priority for FY96: the joint launch and marketing of Windows 95 and Office for
Windows 95 — internally known as “Desktop 95™. The memo is organized as follows:

Section L: Overview
SectionIl:  Business Basics, including objectives, strategies, metrics, etc.

Section IIl: PR Activities, both before and after the launch

SectionIV:  Pre-launch Momentum Building, with specifics on Org and End User

Section V:  Launch and Demand Creation, with specifics on Org and End User

Section VI:  Windows 95 Specific Plans

Section VII: Office 95 Specific Plans, including Macintosh marketing

Appendices
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1. Overview

Windows 95 and Office 95 are truly outstanding products, and sct @ new standard for software designed around the needs
of users. Shipping at the same time, these great products represent a tremendous opportunity. With great marketing and
sales efforts, we can blow away even the most optimistic FY96 revenuce plans. This is the challenge we have sct for
ourselves. To deliver, we have joined together to develop Desktop95 (DT95) - a company wide marketing initiative to
market and sell Windows 95 and Office 95 simultaneously. This plan is ambitious. For example we will:

e Distribute well over 10MM demos of Windows 95 and Office 95, an all time high.

e Have 2MM people using final betas months before we RTM.

e Train over 100,000 people on the products before we launch.

e  Reach record numbers of consumers through advertising and PR.

e Deliver a “SMASH" Windows 95/Office 95 launch cvent that breaks through in a relevant way to an
unprecedented mass audience, kicking off the largest software upgrade in history.

These are just some of the components outlined in the plan to foliow. Overall, the plan is driven by the following key
imperatives we must jointly exccute:

e  Build unprecedented pre-launch momcntum and develop broad market interest and anticipation for Windows 95
and Office 95.

e Compel the Win 3.1 installed base to upgrade in record numbers in the first 6 montbs, and become active “word of
mouth” recommenders.

e  Maximize the attach rate of Office 95 purchases to Windows 95 purchases.

e  Communicate the unique bencfits of Windows 95 and Office 95 via innovative marketing to activate/cngage the

" buge number of users who rarely upgrade their OS or buy new apps.

e  Accelerate the movement to Windows 95 and Office 95 in orgamzauons of all sizes by stimulating early

. evaliation and providing great xmgahon support.

e Manage PR in a way that delivers excitement, reach and positive rcportmg/n:\ncws We must do this while
constructively addressing the increasing scrutiny, new press demands and high expectations that accompany
Microsoft’s market position.

e Flawlessly execute operational logistics ~ the scale is largc so great planning is a must.

e  Maximize the impact of on-line information sources such as WinNews for Windows 95 and MSN.

e  Create supplemental revenue streams using Frosting (MS Plus! for Windows 95),.Office Small Business Pak, and
other add-on products (keyboard, mouse, etc.). |

Because we are insiders, we should not forget a simple fact: The opportunity is vast and unprecedented. IEWindows 95 is
the biggest and most anticipated software product this industry has yet scen.  This anticipation and interest provides us
withwe focus-all-of our rescurces-efectively;- the opportunity to create the largest customer movement to a new PC
cnvironment of all ime. Our teamwork, creativity, energy and smarts are the only limiting factors to the question of
“How big”.

I1. Business Basics

Much like “Year of the Office” in FY94, Desktop 95 is the internal rallying cry we use to focus our resources on
encouraging customers to migrate to both products when they ship. It’s important to note that we do NOT want to use this
term as part of any external marketing communications, and we should not use the phrase with customers or partners.
Having said that, DT95 is the key to our business success in FY96.

Objectives:
_®  Generate significant market momentum/adoption for Windows 95.
e  Successfully launch Office 95; maximize attach rates to Windows 95 sales.
e  Ensure that the combination of Windows 95 and Office 95 grows the market (1+1=3) by penctrating new
segments and increasing overall upgrade rates.
e  Maximize Windows 95, Office 95 and Microsoft complementary product revenues.
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Key Strategies:

e  Significant marketing efforts prior to and during the launch to build major wave of momentum.
«  Unified channel push with sim-street availability whereverwheresver practical.
e Increasingly integrated marketing activitics as the customer moves closer to purchase.

e Synergistic messaging across all vehicles, with a particular focus on PR.

e Aggressive pre- and post-launch efforts to speed adoption across all scgments (LORG, MORG, SORG).
o Integrated resource planning for manufacturing, distribution, sales training, PSS and customer service logistics.

Metrics:

The bullets below summarize our primary metrics for measuring success during the DT95 launch period — unless
otherwise noted, these metrics are worldwide. Questions regarding bow to measure specific variables in subsidiary markets
should be directed to Mike Fulton or Bob Foulon.

Windows 95:-

e  Windows 95 perceived immediately as successor to Win 3.11, WfW 3.11 and MS-DOS.

e Convert Key OEM Windows licenses to Windows 95 within 60 days of RTM.

e  Get 1.5M naked systems converted to Windows 95.

e No compctitor (excluding Apple) gamers market share on the desktop of greater than 5%.

e  Major Windows 95 apps within 90 days.

e 20% WW Upgrade Penetration (12 months).
Office for Windows 95:

e  Achieve Office 95/Windows 95 attach rate of 30% (attach rate = DAD apps umit sales as a % of total Windows 95

sales, including OEM).
e Increase OfcPro to 40% of our Office mix (US metric).
e Upgrade 30+% of the Ofc installed base in the first 12 months, mcluding all maintenance (aggressive goal — we
* will budget for something less than this).

Maintain Ofc share at ~85-90%; grow/sustain individual apps share to >~70% with Ofc.
e Retain 10-15% overall pricing premium to competition (more in markets that can sustain it).»
e Increasc office suite category from 47% of total apps market to 60% (US metric).

Pricing:

Our basic US pricing model is outlined below (average § retail prices are shown; ofﬁcxal ERPs will be shghtly higher).
Essentially, we will have an introductory $30 price reduction for all individual app and Office upgraders. Although we will
NOT have a price differential between individual app version and competitive upgraders, we will offer an additional $40
coupon rebate for Office VUP customers. This will ensure that our “best™ Microsoft customers get a special offer at

launch. All introductory pri

price in Sept/Oct).

price offcrs will last through

1231/95 (although we'll mwcw the tmnng of clxmmatmg thc intro

pricewill be—The bottom lmc is that thc Oﬁicc upgradc SKUs should gct advnrﬁsod to VUP customers for $199 (Std) and

$299 (Pro), while individual app upgrades (VUP and CUP) will get advertised for $99.

) Upgrade Upgrade
Product New User (Uniil 12/31/95) (Afier 12/31595)
Office Standard $475 $239° $269
Office Pro $575 $339° $369
Indiv Ofc Apps §$309 $99 $119
Schedulet+ $89* N/A NA
‘| Windows 95 Retail $199 $99 $99

*Plus $40 rebate for version upgraders from individual app or Office itself.

*Plus $20 rebate for version or competitive upgraders included in New User SKUL

Primary Message:
The overall message we need to deliver across our communications is that Windows 95 and Office 95 allow you to

“Unlock the potential of your PC through access to the full power of your tools™. More specifically:

e “With Windows 95 everyone can unlock the potential of personal computing”
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= What you do now will be easier and faster

=  What you want to do, and more, is now possible
—  Whatever you do will be more fun

e “Office 95: Access the full power of your tools so you can focus on getting your job done™

= Frecdom to focus on your work

— Sharc information easily between applications
— Communicate in a connected world

= Build business solutions

Announce/Availability: v

While both Windows 95 and Office 95 will be shown extensively in the late spring and promoted aggressively throughout
the summer, the official announcement event will not be held until August 24, 1995. Channel availability for English
product will also begin on August 24, 1995. Appendix I contains an updated schedule for localized RTMs and expected
channel availability.

Product System Requirements: -

e  Windows 95 will require that the user have a 386DX or better machine with 4MB minimmum. However in order to
get optimal app performance we recommend at least an 8MB system. Minimum hard disk space required is
35MB. A VGA capable monitor is required, but SVGA is the recommended option.

e  Office 95 requirements will be very similar to Office 4x. We will require a 386DX (486 recommended) and 8MB
to run two apps simultancously. Pcople running 3 or more apps simultaneously on a regular basis will want
12MB. Overall performance of the apps in these configurations will be substantialiy-as pood or better than Office I
4.x. Our goal is to keep “typical install” at the same size as Office 4.x (2bout 60MB for English OfcPro).
Minimum and maxinmum install will increase, but we are still determining actual figures.

1. Public Relations

As usual, both teams bave significant efforts to address the entire spectrum of the enthusiast press: analysts, features, news
and reviews. For details, contact the individual marketing groups directly. The items below represent a few of the key
activities that involve both groups: )

o  Analyst bricfings: We will conduct about 15-20 full day bricfings in Redmond to individual analysts (IDC,
Dataquest, etc), including some international groups. The primary goal is to educate them on the products, our
development process, and why Office 95 will be the best apps for Windows 95 — so that they will be able to
comment when weeklies or monthlies contact them. Some of these briefings will be done in tandem, while others
will be done separately.

e DT95 tour: In late March/early April, the Office and Windows teams will meet with both US weeklies and
monthlies to show "how apps will support Windows 95" with a focus on showing how Office 95 is a great
Windows 95 app. The tarpet audience is primarily cditors/news writers who cover Desktop apps — many of

~ whom are not well versed on Windows 95 and the apps implications. We will do a timited demo of Office 95 to
weeklics and a broader demo under NDA to the monthlies. This will generate news in the weeklies and pet the
monthlies preped for reviews and first looks. Some subsidiaries are doing similar events in the same timeframe so
that there local editions are prepared for the same coverage.

e Reviewers workshops: In May, we will hold a 2 day workshop with comprehensive demonstrations and
presentations on Windows 95 and Office 95 specifically designed for the general consumer press. In June, there
will be a similar workshop for the industryindutey press. Both workshops will be worldwide events and we will
work with you to invite your key press contacts to attend them.

e Consumer press: In addition to the above, there will be a major effort by both groups to dramatically expand our
coverage in the general press.

e  WinNews: We will continue to usc WinNews as our on-linc source for the latest information on Windows 95.
This is available on Compuserve, AOL, Prodigy, Genie, and the Microsoft Network through a service that sends
regular email updates to subscribers. Office is gearing up to provide similar services. We hope to have this up
and nunning on the Microsoft Network in April with some carly (already public) information on Office 95 (and
standard Ofc 4.x info) and expanding this as the preview program begins in May.
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s+ Contingency planning: We arc devcloping PR plans to address key risks such as press on a “killer bil-g" (real or

perceived).
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Post launch PR manapement: As with before launch, in the enthusiast press, we will continuc to have targeted

plans for analysts, featurcs, news and reviews. Once the products ship, all territories need to focus on three

important PR tasks. .

— Cover the basic block and tackle work to ensure that all of the products receive good reviews'and are covered
as “best of breed” products. : ST

—  Generate broader consumer coverage for the products beyond the industry press. This is our opportunity to
capitalize on the consumer revicwer's workshops, the launch event, and other consumer seeding activities.
The overall goal is to build momentum for the “second wave” of customers to buy. »

= Prepare for stories about bugs, slow moving product, and other generally negative cailcnagc. This is
particularly important in the current environment of “piling on Microsoft” and the genceral focus on quality
caused by the Pentium bug. The general strategy is to do significant amounts of work before the products
ship to define “quality”, demonstrate the extra cffort we arc doing to produce quality products, and be as
responsive as we can to specific issues that erise. In particular, we need to manage/monitor on-line forums
very aggressively since this is where much of the “negative PR” gets started today. Although its difficult to
be specific, we will have a gencral contingency plan in place in the event of a major bug.

IV, Pre-Launch Momentum Building

Given the size of the migration that DT95 will bring about, it’s critical that we prepare all segments of the market, both in
terms of educating and setting expectations with key influentials, and providing training and support for key partners. The
joint programs described below arc complemented by major efforts by both Windows 95 and Office 95 teams which are
specific to each product. :

End-User Customer Segment Activities: :

Reseller activity around Windows 95 will not integrate Windows and Microsoft applications effectively unless we work
with the channel to do so. There is a huge opportunity to sell cach and every Windows 95 upgrader other Microsoft
products, especially Office. We need to make sure resellers are ready for this opportunity. The challenge is to plan early,
build the infrastructure needed to move large volumes of product, train the partners who will be sclling it, and define
marketing activities that always include applications with Windows.

Auto demos: We are creating a Windows 95 demo/tour (including interactive component) with a disk and CD
version. This will be localized into 13 languages for the subs to use at their discretion. The demo will include
code that will analyze the user’s system. We will be able to tell the user if their machine is ready for Windows 95
or whether they need to do something to get ready (buy more memory, more disk spacediskepace, etc.). Office 95
is doing similar demos (in 7 languages), including work for both Office and the individual apps. These will be
used both as standalone demos and for Exposition. The Windows 95 and Office 95 demos will be on the same
CD. We are also looking at ways to develop and use VidCam videos.

Ziff demo program: We are negotiating with Ziff Publishing in the US to distribute over IMM CDs with the
Windows 95 and Office 95 demo plus other info to help customers prepare for both products. Our goal is for all
subscribers or buyers of any of their mags (PC Mag, PC Computing, Computer Shopper, Windows Sources and &
few others) to get the demo free. There would be a way for users to download or get the disk version too. We
may do this with other publications, and most the European subs are negotiating with their publishing houses to do
the demos in huge numbers too (if you have not begun working in this area, you should do so now).

Channel plamming: Our goal is to have specific "account by account” plans for the top accouats (30 targeted in the
US) to ensure that we have focused programs at all of our major accounts to move Windows 95/0ffice 95. In
addition to working with the field managers for cach account, we will be doing a “key accounts”™ tour to the senior
managers at key accounts in April/May. Note that all of our channel planning and roll-out materials will be fully
integrated into-one set of kits that will be available for other countries.

Channel and ficld training: North American field training will take place at the SE Forum next week as well as
during a full District Tour in late April. We will train reps on both Desktop95 marketing/selling, programs and the
Office applications during the tour. We will also hold customer/channel briefings at the option of the district.
Coming Soon: We are finalizing plans for a "coming soon" effort that would allow users to pre-book their copies
of Windows 95 and Office 95 in advance (in through-the North America-chanael). The goal is to build excitement |
and carly momentum for the products in the channel. This offer will begin 4-6 weeks prior to availability

(probably July 15th) and will be precededprecesded by a retail outlet tour to train the channel reps. We expect I
some channel partners to advertise/promote this, and we arc planning a direct mail piece to our "regular

upgraders" to encourage them to "act now." We will make an offer available to channel pariners to usc at the ]
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point of purchascpuschass. For example: a $1-$2 booklet on "making the move to Windows 95/0ffice 95" —a

fun way to learn about the basics of why Windows 95/Office 95 are great — along with an autodemo pak.—The
channelwill-alco-oiferavtodemosfor CUStomEES-10-Foviowy

e  World Tour: This tour is designed for influentid] end users to get them pumped on the products. Windows 95 will
be the draw and lead but this will include Office 95 as well. During the months of May through July, we currently
plan to visit 21 cities in the US with a goal of reaching at least 2K key influential attendees per city. Many |
subsidiaries are planning similar events. .

e  AliBaba/Exposition: The Windows 95 CD product (US and localized) will include Microsoft Exposition, which
will be an on-line catalog containing product information and interactive demos on other Microsoft products.
Note that we will NOT include the “unlock” technology so anyone reviewing the catalog will be referred back to
resellers for purchases.

e Tradeshows: Given that Windows 95 will be widely displayed and demoed at tradeshows between now and
Taunch, Office will take a more aggressive approach to showing the product than we have in the past. We showed
a very limited version of Office 95 at last fall's Comdex and more recently at Cebit. Broader exposure for Office
95 will first occur at Tech Ed in late March where we will have a session on how to plan for the migration to
Office 95 with a sncak preview of the product. In April, sclected portions of Office 95 will be demoed in BillG’s
*keynote at Spring Comdex as well as shown in the theatertheatre on the floor. By latc June at PCExpo, we will be |
demoing Office 95 exclusively and will be showing the full product. Office 95 demos at major subsidiary
tradeshows will follow the same leak timing. Finally, we are considering an “enthusiast event” (currently looking
at the NY User Group before PCExpo) to generate excitement and kick off the Coming Soon program.

Organization Customer Segment Activities:

Corporate migration to Windows 95 (and therefore Office 95) will start late (CY96) and occur slowly (2-3 years) unless
Microsoft drives it aggressively. In fact, 76% of MORG/LORG customers don’t plan te begin deploying Windows 95 l
until 1996 (March 1995 OS Tracker Study). Windows 95 rcpresents a huge change for organizations who have

standardized on Windows, and IS managers are anxious about and overwhelmed by the challenge of upgrading their

desktops to Windows 95 and new applications. They will wait because they assume Windows 95 is not ready to deploy

until release 1.1 (ala MS-DOS 6.0, Windows for Workgroups 3.1, Windows NT 3.1). They will move slowly because they
lack the skills and resources to sell, plan and implement the deployment. Without our help, LORGs will typically take 6
months of planning to prepare for roll-outeellout, and the customer can get blocked at any point in the planning cycle. |

The revenue opportunity moving organization desktops is huge — nearly $3 billion$3BN in the U.S. alone. The overall I
objective of our efforts is to make Windows 95 and Office 95 adoption happen soon and fast, while strengthening the
channel and cross-selling System Management Server. Specifically this means:
o Get75% of LORGs, and 50% of MORGs, to begin deploying Windows 95 and Office 95 for production use
within 60 days of product launch (September 30, 1995).
e  Compress the adoption cycle from 36 to 18 months. Achieve 30% upgrade rate of Windows 95 and Office 95 on
current Windows and Office systems within 7 months of launch (February 28, 1996).
e Identify opportunities for éffective trial of System Management Server. We will be successful if 20% of LORG’s
" us¢ System Management Server to deploy Windows 95 and Office 95, at Ieast on a pilot basis.
e Build a strong channel infrastructure to offer Windows 95 and Office 95 migration services, System Management
Server migration services, and increase sales of Select (esp. MOLP) contracts.

The joint programs that will be implemented before launch to achieve these objectives include:

e TrainCast: this is a series of 8 technical training sessions on Migrating to Windows 95 (including some Office
content) broadcast via MSTV from January through May. MSTV reaches over 2,000 corporate sites, 150+ "host™
sites (open to public) and 13mm houscholds via cable TV. Videotapes arc available at cost via an 800#.
BeginningBegining in' April, we will use Office’s own show on MSTV to supplement the Windows 95 training |
sessions. By late May, we will be running 2 hour broadcasts which will focus on Office deployment as well as
review key product feature.

o Technical training for partners: Both Windows 95 and Office 95 will have a similar set of technical training
materials, ranging from self-study (Resource Kits and TrainCast videos) to formal classroom training offercd

. through ATEC’s. We are also developing an exam that will be used to qualify SP’s as “migration specialists” to
whom we will pass referrals from customers who are planning deployment of Windows 95 and Office 95. In
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addition, we are developing Support Engincer and End User Certification Exams for both Windows 95 and Office
95 which will be available at launch.

Windows 95 Preview Program : WPP is the brodd corporaté evaluation program for Windows 95. It will be
available at the end of March and will include 400K sites globally. When customers enroll (for US $32 including
shipping) , they will receive Windows 95 Beta 3 releasc on CD-ROM and 3.5™ diskettes with a license to install it
on 5 systems at a business site (with option to request additional licenses from PSS to conduct deployment tests);
Windows 95 Migration Planning Kit described below on CD-ROM, and free phone support through PSS until
launch. :

Office 95 Preview Program: OPP is the broad corporate cvaluation program for Office 95 which will only be
available in English. It will begin in mid-May and cover roughly 75K sites. For no charge, customers will receive
the Office 95 Marketing Beta release on CD-ROM (if customers want diskettes, they will need to pay ~$50 for
3.5™), the Office 95 Migration Planning Kit on CD-ROM, and free Phone support through PSS until launch.
Channel participation in WPP and OPP: Solution Providers will automatically receive the beta and will be entitled
to install the beta at 5 customer sites (5 desktops per site) if they provide support. Outbound Resellers have the
option of directly distributing the beta to their customers, but support will be handled by Microsoft.

Migration tools and milestones: ‘Both Windows 95 and Office 95 will have a “Migration Planning Kit” which
provides a complete collection of tools to plan and implement the deployment in an organization. The kits will
ship first with the WPP and OPP, and also be available separately. A complete listing of tools is included in
Appendix I

Early Migration Program: Windows 95 has targetedtargetted high visibility corp customers to move a significant l
number of users (from 500 to 2,000) to Windows 95 between RTM and launch. These companies will provide PR
at launch. 13 customers bave been identified in N. America (including Deloitte and Touche, ATT, Sprint, Fed
Express, Ford, J&]J, Coca-Cola, Dow Chemical, Saturn, NASA, Xerox, ctc....) and each key subsidiary should
have at least one EMP customer as well. Office has 5 accounts targeted for participation in EMP (J&]J, Saturn,
3M, AirTouche, Weyerhauser/or Deloitte). Officc EMP involves installation of Office 95 on 100 desktops.
‘Organization Migration Program: To drive evaluation and adoption with the broad basc of companies beyond just
the early adopters who participate in WPP and OFP, Microsoft N. America will execute a comprehensive seeding
program with high potential SMORG customers (defined as companics with which MS has no 1:1 account
relationship and as small as 50 employecs in size). This program will combinc a varicty of activities to Icad
customers through migration and identify barriers to adoption and overcome them, including;:

1. Direct mail seeding offers of Windows 95 and Office 95

2. Telesales followup with selective offers of migration tools, training and support

3. Scminars on both “why to move” and “how to move”

4. On-site migration services from qualified migration specialists

All these activities will be conducted in combination with channel partners and the field. A critical element in the
program will be 2 central repository of data on the status of the customer in the adoption cycle, and “closed loop”
tracking of customer participation in seminars and work with migration service providers.

V. Launch and Demand Creation

Once we have product available in August, we need to capitalize on the momentum we have already built
AND put in place programs and plans to build the “second wave™ of demand. Note that given the scale of
what we are trying to accomplish and the nuraber of products/language versions we will be releasing, we
bave to do an excellent job of managing and exccuting logistics if we hope to be successful. Here arc the

key demand generation tactics we will utilize:
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Launch event: In many ways, the launch event being planned for Augpust is really the culmination
of a “Tolling launch™ based on our momentum penerating activities — particularly the Preview
Programs and Coming Soon plans. Our goal is to usc the launch as a platform to kick-off a '
broader consumer based phenomenon that will gencrate excitement for the products and drive
people into the stores. To do this effectively, we are currently reviewing multiple proposals to
generate a “big idea” that can create the kind of major noise/news we need. We will have the final
concept selected in carly April and expected to be the largest, most creative launch event this

Advertising: A broad advertising push will kick off in both consumer and industry press at the
time of launch. This will include a major TV campaign for Windows 95 as well as closcly related
business/consumer print campaigns for both Windows 95 and Office 95. While there arc no plans
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for joint advertising, we will utilize media placement and the general brand look to tic the work
together. In addition, the Office advertising will incorporate significant Windows 95 (and
BackOfTice) content as important sub-themes in both the broad media and industry press
campaigns. Promotional advertising for the launch will be driven by resellers utilizing marketing
opportunity funds and our materials. We will stfongly encdurage them to advertise and
merchandise Office 95 and Windows 95 together.

e Direct marketing: Our direct activities will be organized into two basic components: promotions
to end users (from our reg base) and business-to-business efforts. In the end user area, we will
utilize an Office 95 upgrade mailing or a Desktop apps catalog {(which includes all products) to
our own reg base with an emphasis on targets we can identify outside of MORG/LORG
aMorg/Lorgaccounts. This will include Windows 95 since the “batteries” are required. In
addition, 3XMM Windows registered names will be contracted out to key Direct Marketing
Resellers who will offer bath Windows 95 and Office 95 apps upgrades. On the business-to-
business front, the Windows 95 team has developed a highly qualified prospect list of 80K key
individuals in 52K medium-sizc business sites (representing nearly 8MM PC’s) who will be
targeted for the Windows 95 Preyiew Program. Office will leverage this prospect list (and those
who participate in the Windows 95 Preview Program in particular) as 2 lead generation source.
First we will offer the Office 95 Preview Program to them — we will then mail cither Office 95
information or an Office 95 upgrade notice depending on the accounts participation in the Office
95 previcw program. In both the reg base and business-to-business efforts, we will include lead
generation efforts (new Windows 95 registrations, responses to ads, etc.) and make appropriate
direct mail offers to them. :

e Channel promotion: Our primary objective is to cross-sell buyers of Windows 95 to other MS
products, with an emphasis-on Office 95. Since this is the point closest to product purchase, our
Windows 95/Office 95 activities will be fully integrated from the account planning phase all the
way through to the actual merchandising, demand generation work, and offers. We are preparing
a set of joint kits to help the channel plan their programs, prepare advertising and merchandising,
and train their reps. We will also conduct joint RSP training through a temp-reps tour.

Depending on the channel, we will work with accounts to customize their offerings. For example,
for price point and target audience reasons, some retailers will focus on selling Word/XL/Access
upgrades and Consumer products while outbound accounts will concentrate on Office 95 and
BackOffice. In terms of our demand gencration efforts, our end user offer focuses on the special
Office 95 pricing — “the best new apps for Windows 95 at great introductory prices.” We will
rely primarily on the channél to drive demand through local advertising using Windows 95
availability as the key factor moving consumers to the store. :

o  Organization Customer segment activitics: The campaign activitics that began prior to launch will
continue through launch and post launch. Organization Migration Program will continue through
1996 until target penetration levels have been reached. In addition, Organization Migration
Program will be complemented by specific Windows 95 and Office 95 advertising of adoption
success stories (eg, with Early Migration Program customers) and press coverage of the migration.

e  Manufacturing end logistics: In terms of forccasting Office sales, all subs have received an FY96
forecasting template to use as a guide for producing local forecasts for Office 95. This tool is
intended to look at forecast scenarios for the 16-bit/32-bit situation, attach rates, varying Windows
95 forecasts, etc. The model can be found at Wofcpush\marketng in the \forecast\dadfcst] x1s
directory (password = srebmun). In terms of forecasting Windows 95 sales, all subs have
provided theéir initia] forecasts. ChrWild has integrated them into a worldwide forecast and is
reviewing outliers with individual subs to reach a final forecast. In addition, Manufacturing has
asked their operational contacts to provide information in order to lock-in capacity at key
suppliers for this huge launch. If you have questions about this process, contact your operations
pipc manager. : ’

A key element of our logistics plan is putting in place a timely fecdback loop from the channel. In
the U.S. each of our key reseller partners will be providing daily sell-through reporting for
Windows 95 and Office 95 applications. Through this feedback we can quickly adjust our
manufacturing plans to synch up with actual product demand, saving substantial mventory costs.
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VI. Windows 95 Specific Plans

e IS advertising campaign for Windows 95: at the end of March we will begin a campaign designed
to educate the 1S professional about the benefits of Windows 95 for organizations, and point them
to sources for more information to get prepared {eg, Windows 95 Deployment Guide on
WinNEWS). The camnpaign will begin with an insert, and follow with multiple spreads over & 3
month period, culminating in a spread which will communicate that the product is ready for
deployment. Total reach in N. America will be 75% of 2MM 1S professionals with a frequency of
9.4x. '
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e  Competitive Tactics: We arc continuinpcontiautag to conduct benchmarks on product featurss,
performance and app compatibility for OS/2 Warp, Win 95 and the Mac OS. The audience for
these is all internalinetmal groups, the press and the ficld. By the end of April we will be creating
a contingency plan that takes into account Apple and IBM’s possible competitive moves and our
responses. These will be distributed to a sclect internal audience only.

e Verbatim demo program: We expect to distribute 7MM disk copies of the auto demo
approximately a month before launch via a worldwide program with Verbatim. The user buys 2
box of disks and gets a fice 11th disk with the Windows 95 demo on it. The cost to us is onlv cost
of demo creation. There's not enough space to include the Office 95 demo, although we are
looking into including a screen about Ofc. .

e  Special “Gold Edition” box for strategic partners: We plan to hand out specially designed boxes of
Windows 95 as gifts to select partners (details need to be worked out)

e  Channel training: Train 15,000 sales reps through on-site events, district training, World Touz,
TrainCast, and a third party outlet tour. :

e  Multimedia and Mobile tactics: These key technologies require scparate targeting. Our efforts for
MM will include: launching a G#mes Developer Kit at Game Developer Conference in April;
publishing a Windows MM and Windows Games support white papers by launch; building
presence in key MM specific trade events and publications (Wired, Next Generation, CES,
Siggraph); driving a major promotion based on CD+ sample disks etc. To promote mobile
technology in Windows 95 we have a scparatc Mobile section in Reviewers’ Guide. We arc
seeding the field with Windows 95 Portable PCs to demo mobile features to corporate accounts,
driving Mobile execution of industry “partnership” advertising and ensuring a significant mobile
presence at major tradeshows.

VII. Office Specific Plans .

The Office 95 marketing plan includes three key campaigns: Desktop 95 (covércd above), Platform 95,
and Outreach 95. The sections below provide a brief summary of the work we are doing for the latter two
campaigns plus an update on our Macintosh marketing plans. -

Platform93:

The Platform05 initiative is being jointly driven by Office Marketing and Developer Marketing. Our goal
is to establish Office as & solutions platform to key audiences: developers, computer professionals and
business decision makers, Platform in this context means a suite of tools, an environment on which
solutions are built, and a complete end uscr environment for which third party applications are available
and custom solutions easily built. We want uscrs to associate Microsoft Office with personal computing:
make it the baseline fimctionality that users associate with their PCs.

Objectives: '

o  Build awareness, evidence and usage of Office as a platform and an integrated suite of tools
among business decision makers, developers, computer professionals, and industry influencials.

o Build brand value for Officc Compatible, grow applications to 500 worldwide from targeted ISVs

e Build a 1,000+ member corps of solutions dévelopers that have viable businesses based on
building customer Microsoft Office Solutions

¢ In the long term, establish Office as the standard computing environment (“platform™) for
business computer users.

Messages:

e Office Solutions, based on proven Office technology, allow users to make better decisions and
complete tasks in less time. ‘

¢ Reduce development backlog through rapid tumaround of solutions development.

e Office Professional provides a comprehensive set of tools to quickly and easily build powerful

custom solutions. -

e Office Professional forms the core of Microsoft's component-based development strategy: VBA
common language, tich object models, and OLE support. Access95 has VBA.
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Tactics:

Office Professional provides € O tic access to BackOffice services for bqﬂdin

enterprise solutions. : o
Office Professional brings with it a broad base of branded Office Compatible applications.

Distribute Office Professional development tools/information through all available developer
targeted channels. ’
Conduct Office Compatible Developers Conference in March to provide both marketing and
technical product briefings to ensure that vendors have apps in beta or shipping at the time of the .
DT95 launch. -
Use Access95 launch to communicate improved Office programmability story, emphasizing VBA
and Excel integration.
Develop effective Office Solutions demos for Office 95 and BackOffice.
Ficld marketing: )
= Use the Office Solutions Push program, with its Roadmap and Seminar Kit, to drive
. Office/BackOffice seminars.and marketing.
= Use Executive Briefing Center to demo and drive Office Solutions story.
= Ensure the ficld hosts MSTV events covering Office Solutions.
Public relations: ) '
— Place Office Solutions case studies in the business press, trade press, and developer press.
= Use MSDN, TechNet, Microsoft Network, the Internet and CompuScrve to reach a broad
audience of techmical professionals.
Advertising: Develop and place Office Solutions ads in trade and developer press; incihude Office
Solutions message in Office broad-reach communications.
Trade shows: have an Office Solutions booth and demo at all appropriate trade shows.

Qutreach93: ‘ -

Outreach 95 is an explicit effort to broaden our revenue base beyond our traditional segments to reach new
users. In particular, as our large account business matures and becomes an upgrade business, we need to be
more successful in new markets or areas w;hcrc we are under-performinguadesperformiag relative to our

average share and revenue generation.

Objectives:

Generate growth in markets where we have under-performedundesporformed, such as SORG and
Home. .

Penetrate low share verticals.

Increase our share of the DOS switcher market.

Increase Office PR presence in broad reach media.

Strategies: )

Tactics:

Execute tarpeted small organization marketing programs.

Focus vertical marketing efforts at low share verticals that we can leverage.

Execute an ongoing plan to gencrate PR in broad reach media.

Capitalize on on-line marketing as a proactive PR medium and emerging marketing tool.
Use OEMs opportunistically to reach new users and switchers.

Launch Microsoft Small Business Pack for Office 95 (OSBP), an add-on sct of templates that
provide solutions to common small business needs (probably US ERP $79.95). We will usc
OSBP as a key messaging and promotional offer in all SORG efforts. OSBP will not be localized
by Microsoft, but we are working with subs to provide information to ISVs in local markets which
will allow them to develop similar products. ]

Launch Business Source v2.0 with Windows 95/0Office 95 content to target version upgraders in
addition to DOS switchers. This is an extension to our Business Source campaign running today
which provides an 800 number plus switcher tools, special PSS support, and customer and channel
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referrals to people who are switching to Microsoft applications. This will be our key SORG
sustaining effort in North America.
e Focus on three low share verticals, with the appropriate product team owning the initiatives:
Excel/Accounting, Word/Legal, and PowerPoint/Sales and Marketing. Note that Access plays an
important role in each of these arcas as the tool that manages a SORG’s business data.
o Evaluate several broad reach PR “campaigns” (with the leading candidate being “Office for z New
Age”) to establish Office leadership and provide an ongoing mechanism to promote Office
successes in other arcas (eg. SORG, verticals, testimonials). The “New Age” campaign would
have multiple components: . :
= The Microsoft Office Report on the State of American Business - a MS-sponsored report on
business trends and opportunities written by respected academics and business thinkers

—  MS Office for Business Innovation Awards - recognition of top 100 companies implementing
innovation/lcading edge technology solutions built on MS platforms, awards delivered at
black-tie event by BillG .

— MS Individual Innovation Awards - similar to above, recognizing individuals who have used
‘MS technology in nnovative or surprising ways.

o Execute opportunistic cvent-driven, theme and testimonial PR tactics. First, we will leverage
highly visible events such as the Academy Awards, NCAA Final Four, G7 meetings, ctc. to gain
Office PR (for cxample, create an Academy Awards Worldwide Web home page using Microsoft
Word and bave an on-line “vote for your favorite star” contest). Second, we will seed user
success storics to associate Office with in-the-news themes such as healthcare reform, women in
business, minority enterprise, education, large corporate downsizing. Third, we will aggressively
find and use customer testimonials by targeting users involved in newsworthy industries, uscrs
with celebrity appeal, users using Office in unusual and surprising ways, or pushing the envelope
in technical innovation. '

e Proactively monitor and quickly respond on key on-line forums such as MSN, AOL,
CompuServe, ctc. We will usc a combination of MS and third party contractors to structurc
support and chat forums to contain negative on-line threads, broadly distribute marketing and
technical information (including using MS® worldwide web page), create self-sustaiming technical
user forums, and point to formal MS support resources. )

o Focus on Microsoft Network as the key on-line service to develop and deliver new marketing
approaches. This will include both monitor/response as above, as well as more aggressive
approaches to using MSN as a proactive marketing tool in direct marketing, advertising, and PR.
For launch, we will set up MSN forums for end users and computer professionals to receive
marketing and technical information, access chat forums, get techmical support, etc. Post-launch
we will expand our focus to channel and SP partners, target verticals, SORGs and LORGs, test
new direct marketing, advertising and research approaches, etc.

e Continue with our current strategy to use single app OEM bundles to respond to low price
competitive suite bids, and opportimistically cut Office deals for high volume opportunities.

Macintosh Marketing Update:

The last 6 months have been very difficult for Mac apps. Customers have been slow to adopt our new
versions due to perceptions of poor performance and, to a lesser degree, concerns that they did not support
the Mac UI well. We are at about 80% of plan worldwide and our $ per Mac sold have continued to
decline. Furthermore, we will have no updates to the Mac apps until the fall of 1996. With this in mind,
we will pursue a three phased approach to our Mac marketing efforts: first, we must transition out of the
difficult situation we have today; second, we will “re-launch” the apps; and third, we will pursue more
normal sustaining marketing activities.

Objectives:
e Build an annuity revenue stream based on upgrading the installed base.
e Regain historic Mac penetration levels with a modest marketing investment.
¢ Maintain market share relative to ClarisWorks.
e  Grow the business in selected areas where Mac sales are growing.
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e  Focus on customer satisfaction, regardless of whether the customer is primarily a Win or Mac
user.

Strategies:
o Focus marketing efforts on the PowerMac platform to capitalize on market transition.

e  Optimize marketing to influence upgraders since they are our primary revenue source.

e TPush efforts in SORG/SOHO since this is where Apple business sales are strongest.

e Decdicate significant resources to aggressive press management and “on-line™ commumcatxons
intercept negative perceptions of Microsoft before they can build.

e Ramp up market research to prepare for the next version of PowerMac Office in late 1996

Tactics:
e  Phase I: Transition (Now to August 1995)
= Conduct editor briefing days to turn PR coverage from performance to new capabilities in
products.
= Focus advertising on factual presentations of apps strengths and how the maintenance releases
have addressed many pcrfou:nancc issues.
= Lead with individual apps messages since Mac users bave not caught on to Office.
=> Drive upgrade sales through major direct mail campaign through channel DMRs.
= Provide sales tools that focus on migration to new gencration of apps.
e Phase II: Relaunch (August to December 1995)
Use advertising and other communications to launch a more Mac-like personality.
Re-launch apps at Mac World Boston in August — focus on PowerMac apps.
Conduct second-wave user group tour to drive IEU/"Machcad™ perceptions.
Focus fall promotion on upgrades with a value added bundle (possibly Quicken or
Bookshelf).
= Consider upgrade price or promotion for ClarisWorks users.
= Lecverage Apple PowerMac marketing opportunities (still TBD).
e Phase II: Sustaining (1996 — plans still TBD)

yuyu
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Platfonnds

Appendix I

This spreadsheet summarizes the Windows 95 and Office 95 availability situation for each language on
August 24, the proposcd date of the US/English announcement.
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Worldwide RTM & Ship dates for Windows & Office '95
[US"O(Y@SRTE‘EWMSTZW&_'] street date here:

Please see explanations & battom of page.

er announce

Tier Language Loc deltas Bulid RTM / Inventory buflt Street date: 2B-Aug
wWin95 Off95| time Win 95 Off 95 Win 85 off 85 Win 95 Off 85
1 Eng US 04 04l 6w d2<un  2fdun| 2404 BAug|  Shp SHip
Eng. A od od 6w 12-Jun 27-Jun 24-Jul 8-Aug Ship Ship
Eng. Z/AA n/a 10d 6w nva 7-Jul na 18-Aug wa Ship
Eng. EE 14d n/a 4w 26-Jun na 24-Jul wa Ship wa
German 7d 30d 4w 18-Jun 27-Jul 17-Jul 24-Aug Ship Ship
French/FC 7d 40d 4w 1%-Jun | 6-Aug 17-Jul 3-Sep Ship 3 w build onty
ltaflan - 21d  30d 4w 3-Jul 27~Jul 31-Jul 24-Aug Stip Ship
Spanish 21d  40d 4w 3-Jut 6-Aug 31-Jul 3-Sep Ship 3 w bulid onty
Swedish 21d  45d 4w 3~Jul 11-Aug 31-Jul 8-Sep Ship 2 w build onty
Japanese 90d 90d 4w|  10Sep  25Sep 8-0ct  230ct] NotRTMd Not RTMd
2  Dutch 21d 55d 4w 3-Jul 21-Aug 31-dul 18-Sep Ship 1 w build onty
Brazlian 21d 554 Awlf  3dul 21-Aug]  31-Jul 18Sep Ship 1w build only
Danish 35d 65d 4w 17-dl 31Aug| 14Aug  28Sep Ship Not RTMd
Norw eglan 35d  75d 4w 17-Jul 10-Sep 14-Aug 8-OcY Ship Not RTMd
Portuguese 55d 90d 3w 6Aug  25-Sep| 27-Aug  16-0cf Ship Not RTMd
Fnnish 45d 80d 3w 27-qul  155ep|  17-Aug 6-0ct Ship Not RTMd
Chin. Trad. %0d 90d aw|™ 10-Sep  25Sep 80d  23-0ct] NotRTMd N RTMd
Korean s0d 90d 4w 10Sep  25-Sep 8-0Oct  230ct] Not RTMd Not RTMd
3  Czech 90d 85d 3w| 10Sep  20-Sep 1-O0ct  11-Ocf{ NotRTMd Not RTMd
Polish 0d 90d 3w 10-Sep 25-Sep| 1-Oct 16-Oct| Not RTMd Not RTMd
Hungarian 100d  95d 3 20-5ep  30-Sep| 11-Oct  21-Oct| Not RTMd Not RTMd
Russlan 100d 100d 3w 20-Sep 50Oct 11-Oct 26-Oct| Not RTMd Not RTMd
Turkish 110d 110d 3w 30-Sep 15-0c¢t] 21-Oct S-Nov| Not RTM'd Not RTM'd
Greek 110d 110d 3w] 30Sep  150ct] 21-Oct 5Nov| Not RTMd Not RTMd
Catalan 120d 120d 3w 10-Oct 250ct 31-Oct 15-Nov| Not RTM'd Not RTMd
Siovenian 120d 120d 3w 10-Oct 25-0ct, 31-Oct 15-Nav{ Not RTM'd Not RTMd
Chin. Simp.| 120d  120d 3wl 10-0ct  250ct] 310ct  15Nov|] Not RTMd Not RTMd
Arab./uS 180d 180d 3w 9-Dec - 24-Dec 30-Dec 14-Jan] Not RTMmd Not RTMd
HebJUS 180d 180d 3w 9-Dec 24-Dec 30-Dec 14-Jan] Not RTMd Not RTMd
Arab./FR 180d 180d 3 9-Dec 24-Dec 30-Dec 14-Jan{ Not RTM™'d Not RTMd
Farsi nWa 180d 3w na 24-Dec na 14-Jan| Not RTMd Not RTMd
ThalVus 120d 120d 3wl 10-Oct 25-0Oct 31-Oct 15-Nov] Not RTMd Not RTMd
4  Bulgarian na 150d 3w a 24-Nov| wa 15-Dec! Not RTMd Not ETMd
Romanian na 1504 3 na 24-Nov, na 15-Dec| Not RTM'd Not RTMd
Estonlan na 150d 3wl - e 24-Nov| na 15-Dec] Not RTMd Not RTMd
A, N I 4
relative o US RTM. Number of weeks needed o | [For each or each For a given Steel gate |
- Wind5 deltas are 4590 | |bulid knventory and flf in product, RTM | |product and edtered at top, these
for Tier 2, 80-120 for Tier 3. |chamel, for each product. date for each language, colums show the status of
For calculations purposes, a| |- Potential capacity problems | |languageis: | finvertory build | [each product and
specific date within the due to Win and Off overlap | jProduct US time Is added | |language version:
range was assigned to each | [not considered hers. RTM + detta toRTMdate to | |1. “Ship™: tnventory defined
tanguage here. - Manufacturing feedback will calculate ship | fin "Bulld time™ has been
-P & Ft are Tier 3 languages| 1be requested to refine these date. built.
for Office, but are inchuded numbers. - 2. *x w bulid onty™: RTMd
i Tler 2 here to map to but inventory not fully bt
Wings. 3. "Not RTM'd".
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Appendix 11

Migration Tools and Milestoncs

Both Windows 95 and Office 95 will have a “Migration Planning Kit" which provides a complete

collection of tools to plan and implement the deployment in an organization. The kits will ship first with

the WPP and OPP, and also be available scparately. They will include the following tools:

Cust Description D
omer - at
Tool’ L e
Intro PPT winotes, demo script, setup instructions for w
Prese use in providing an introduction to the product in
ntatio d
n/De o
mo . w
s
9
5:
3/
1
5
0O
ffi
ce
9
S:
4/
1
Busin Collateral summarizing key benefits of w
ess Windows 95 for organizations with evidence in
Case ' ' d
Colla o
teral w
s
9
S:
3/
1
5
0
ffi
ce
9
5.
4/
1
) 5
Featu Comprehensive description of product features w
e in
Rewvie d
w o
w
S «
9
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[SERR V.
=

1
0
th
ce
9
S:
4/
1
Depl Guidelines for how to create a deployment plan in
oyme C w
nt . R
Guid K
¢ 3/
i 1
5
in
o
R
K
4/
1
Reso Comprehensive technical documentation on w
urce how to plan and implement the deployment in
Kit o d
o
w
s
9
5:
3/
1
5
0
ffi
ce
9
S:
4/
1
5
Depl Microsoft Project file template w
oyme in
nt d
Plan o
Gantt w
Chart s
9
5:
3/
1
5
o
i
ce
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9
5:
4/
1
5
Supp Complete list of information and training mn
ort sources, including WinNEWS and TrainCast W
Reso R
urces K:
Listin 3/
g 1
in
O
R
K:
4/
1
5
Fiéld ‘| Description” "~ "~ 7 D
[Part, S tat
ner - e
Tool:-. . LU )
Wind PPT wi/notes, demo script, setup instructions for w
ows - explaining to IS professionals why they should in
95 deploy the product. d
“Ben o
efits. w
and s
-Featu 9
res” 5:
SIB 3/
1
5
O
ffi
ce
9
5:
4/
1
5
Offic PPT w/notes, demo script, setup instructions for w
e 95 explaining to IS professionals why they should in
“Ben deploy the product. d
efits o
‘and w
Featu s
Tes” 9
SIB 5:
3/
1
5
O
ffi
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ce
9
S:
4/
1
5
Wind PPT winotes, demo script, setup instructions for w
ows educating IS professionals to plan and in
95 implement migration d
“Mig o
ration w
Strate s
gies 9
and 5:
Tacti 3/
cs” . 1
SIB 0O
ffi
ce
9
5:
4/
1
5
Offic PPT winotes, demo script, setup instructions for m
€95 educating IS professionals to plan and w
“Mig | implement migration R
ration : ' K;
Strate 3/
gies 1
and 5
Tacti in
cs” O
SIB R
X
5/
5
Evalu : Kit designed to get corporate accounts to 5/
ation standardize on Office. 5/
Kit 9
(ofu 5
ce
only)
Migr - 8 page collateral explaining why partners 3/
ation should build migration services to capitalize on 1/
Partn the Windows 95, Office 95 and System 9
er Management Server migration opportunity. 5
-] Busin
ess
Case

" Note: Windows Resource Kits will be localized by the corporate product marketing tcam. Other tools can
be localized as needed by individual subsidiaries. -

~ The tools listed above will help drive customers through a series of steps required to plan and implement a
successful migration. In ficld expericnce we have identified six milestones leading up to product roll- - l
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_outrollawt. Each of these milestones is marked by a discrete deliverable which should be measured and
tracked to cnsure progress toward goal:

Milestone D Win 0 Syst
a dows f el
t 95 f Mg
e Deliv i mt
( erabl c Ser
L. e e ver
0 9 Deli
R 5 vera
G D ble
v ) i e
S 1.
i
v
’ ]e
- r
a
‘1b
41
e L : IS IR ¢
Evaluation F kicko
Kick Off c ff :
: b repor
t .
Eval Team F Team SM
formed,; e roster S
checklist of b , testi
milestones Miles ng
complete tones . begi
’ list ns
First phase M Test
internal test; a repor
complete Pilot r t/bug
Deployment c s
Plan b filed;
deplo
ymen
t
pilot
plan
comp
lete
Pilot A Pilot B SM
deployment test P repor T S
complete r t i used
i ¢ for
1 f pilot
/ i test
M n
a g
y r
¢
P
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o
r
t,
P
1
1
o]
t
P
1
a
n
Deployment J Depl D SM
plan u oyme e S
complete n nt P used
e plan 1 for
' o pilot
y test
m
e
n
t
t
e
s
t
Final test J Test D Dep
u repor c loy
1 t P men
y 1 t
’ o plan
y
m
¢
n
t
P
1
a
n
| Deployment A Instal 1 Inst
begins u It n all!
g s
u t
s a
t 1
1
!

.

Desktop 95 Reseller Channel Tools List
In addition to the above tools for customers and the field, the following tools are available to train and
equip our resellers:

LT %8240 | Putp¥u . % fble. ColtBntsy, 77w DHD- L, Tk HO ™ e, T 1] 0%y, 79, |
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