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Tuesday Agenda

Organization Customer Unit - 8:00
Back Office - 9:30

MOS - 11:00

Priorities for Retail - 12:00

Bill Gates lunch - 1:00

Channel Policies - 2:15

Consumer - 3:30

Key Feedback - 5:00

Meeting close/Open evening - 6:00
Euro GMs/Bernardv-Localization -6:00

Micresoft
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Objectives

WWRDM Agenda

Feb. 6-8, 1995
Edgewater hotel, Cascade Room

1. Review plans to drive business

2. Review MYR results

CONFIDENTIAL

Monday, February 6th
AM
! Topic ! Focus : Discussion | Time
{ Leader |
! Breakfast in Rainier room ¢ 7:00-8:00
: Key Marketing and Business Issues 5
: MYR i » MYR key conclusions and financial results  SteveB 8:00-10:30 :
5 {e Inwit : : :
Market Dynamics i »  Market sizing, S/unit. saturation, revenue streams long : Bherbold : 10:45-
i term. Office example. : 12:00 5
: FY planning i e 3 Year Business Outlooks : Jona/ : 12:00-1:00 ;
: . »  Timeline { MHuber :
* Budgering :
e Tools
e Templates
Lunch: 1:00-2:00
PM
. Gearing up for Desktop93 Launch . _
i Deskiop 95 i ¢ Worldwide launch synchronization i BradC/ i 2:00-4:00
: i « PR Guidelines { HankV
e Operations risks {
*  H2FY95 Markeunng issues
i »...Discussion on Pre-selline Win95 w/ rebate program :
i Windows '95 OEM { e« Objectives, MDA, WARP, Coupons JoachimK i 4:15-5:00
{ update i e PRflags : :
» Stwauws of strategic relations-COMPAQ and IBM i
| PSS i *  Win 95 readiness i Dwilling | 5:00-6:00
f { » Escalation centers ; :
e MSN2.0
Evening event: - dinner at Jeff Raikes bouse immed ately following close of meeting
2/3/95
HIGHLY MS-PCA 2614696



Tuesday, February 7th

AM
: Breakfast in Rainier room ¢ 7:00-8:00
! Year of BackOffice
i Org CU SMORG anack ¢ JohnNi © 8:00-9:30
- LORG issues & Select : :
Business Value
: Verticals z : s
! BackOffice Licensing in H2FY95. concurrency and what 3.51 will  : RichT £ 9:30-11:00 ¢
add to help in auditing s'
Notes 4 update and response
Sales tools
BackOffice uniqueness
{ End User CU ;
i Information Update { SteveB/ ! 11:00-1:00 :
i Publishing/Sales i JonA ;
. Analysis/Database :
PM
BillG Lunch: 1:00-2:00
: Priorities for End User, SteveB, JeffR and Patty$ outlet tour findings | JeffR © 2:00-3:00
: Consumer, Retail Demand Generation 3 ’
' ‘ Instore Impact and Merchandising
Inventory issues
: Product issues
: Channel Policies Points of leverage i JeffSa i 3:00-4:00

Discussion on key changes to Ts & Cs: indirect rebates, ; JohanLi
raking retailers direct. MOLP and Select rebates. tailor

made rebates for accounts. retail specific Ts and Cs.

Marketing Funds, sell thru goals. returns policy

: Consumer Marketing priorities and lessons learned this year : Ruthannl/ | 4:00-5:00
Product strategy, key product focus | PantyS
Product planning resources in subs :
MOS Goals P BiLMi/ | 5:15-6:15
f Selling MSN {
FY96 Suaffing
Internet
i TClI relationship
- Wrap up ! SteveB | 6:15-6:30
2/3/95
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Wednesday, February 8th

 Breakfast in Rainier room C5700-8-00

i Localization i« Business case process - DavidBr | 8:00-9:00

: i s Subsidiary issues - BernardV'

 Piracy e Anti-piracy task force recommendations DavidCu @ 9:00-9:30
Hardware i e Making Hardware into a $500MM business by FY97 RickThom 9:30-10:00

from a $202MM business in FY94
e Keyboard development direction
*  Thumb-Wheel Mouse
e Joysticks

: e Kids Mouse : :

i AT Strategy e AT mission. organization  Richard  : 10:00-

¢ Broadband strategy . Fade £ 10:30 :
| Focus Groups . : 10:30-1:00
{ Lunch e ) { 1:00-2:00

2/3/95

CON},I.!%MALM MS-PCA 2614698
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MONDAY EVALUATION

WORLDWIDE REGIONAL DIRECTORS MEETING
February 6. 1993

Please help us evaluate the importance and effectiveness of the sessions for the past day. Your comments and feedback will
enable us to improve future Worldwide Regional Directors Meeungs.

Name:

I.SESSIONS & PRE-READING MEMOS
Please rate the following sessions on a scale of 1-5 (1 = low, 5 = high) according to these criteria:

RELEVANCE: How relevant was the topic to your business?

QUALITY: How well was the topic presented?
MYR Session (inciudes Intuit) RELEVANCE QUALITY
Steve Ballmer 1 2 3 4 5 1 2 3 4 5

Comuments/suggestions for improvement:

Intuit Memo How helpful was this memo to prepare vou for this session?

Jeanne Chase. Jon Anderson 1 2 3 4 3

Comments/suggestions for improvement:

Market Dynamics Session RELEVANCE QUALITY

Bob Herbold 1 2 3 4 3§ 1 2 3 4 5§
Comments/suggesuons for improvement:

Market Dynamics Memo How helpful was this memo to prepare you for this session?

Bob Herbold 1 2 3 4 5

Comments/suggestions for improvement:

PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Page |

HIGHLY

CONFIDENTIAL MS-PCA 2614700



FY Pianning Session RELEVANCE QUALITY
Jon Anderson. Mike Huber 1 2 3 4 = 1 2 3 4 3

Comments/suggestions for improvement:

FY Planning Memo How helpful was this memo to prepare you for this session?
Mike Huber 1 2 3 4 3

Comments/suggestions for improvement:

Desktop 95 Session RELEVANCE QUALITY
Brad Chase, Hank Vigil 1 2 3 4 5 1 2 3 4 3

Comments/suggestions for improvement:

Desktop 95 Memo How helpful was this memo to prepare vou for this session?
Brad Chase. Hank Vigil 1 2 3 4 5

Comments/suggestions for improvement:

OEM Session RELEVANCE QUALITY
Joachim Kempin 1 2 3 4 35 1 2 3 4 3

Comments/suggestons for improvement:

OEM Memo How helpful was this memo to prepare vou for this session?
Joachim Kempin 1 2 3 4 3

Comments/suggestions for improvement:

PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Page 2

HIGHLY



PSS Session RELEVANCE QUALITY
Deborah Willingham 1 2 3 4 3 1 2 3 4 3

Comments/suggestons for improvement:

PSS Memo How helpful was this memo to prepare vou for this session?

Peter Bladin 1 2 3 4 3

Comments/suggestons for improvement:

THANK YOU!

PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Pa

L]
¢
'

HIGHLY i
CONFIDENTIAL MS-PCA 2614702



WORLDWIDE REGIONAL DIRECTORS MEETING
February 7. 1995

Please help us evaluate the effectiveness of the sessions for the past day. Your comments and feedback will enable us to
unprove future Worldwide Regional Directors Meetings.

Name:

I. SESSIONS & PRE-READING MEMOS
Please rate the following sessions on a scale of 1-5 (1 = low, 5 = high) according to these criteria:

RELEVANCE: How relevant was the topic to vour business?

QUALITY: How well was the topic presented?
Org CU Session RELEVANCE QUALITY
John Neilson 1 2 3 4 3 1 2 3 4 3

Comunents/suggestons for improvement:

Org CU Memo How helpful was this memo to prepare vou for this session”?
John Neilson & Staff 1 2 3 4 3

Comments/suggestions for improvement:

BackOffice Session RELEVANCE QUALITY
Rich Tong I 2 3 4 1 2 3 4 3

n

Comiments/suggestions for improvement:

BackO)ffice Memo How heipful was this memo to prepare vou for this session?
Jun Allchin. Rich Tong 1 2 3 4 3

Comments/suggestions for improvement:

PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Page 4

HIGHLY - 2614703
CONFIDENTIAL MS-PCA



Information Publishing/Apalvsis/DB Sessi.n RELEVANCE QUALITY

Steve Ballmer. Jon Anderson 1 2 3 4 3 1 2 3 31 3
Comments/suggestions for improvement:
End User Strategy Session RELEVANCE QUALITY
Prionities for EU/Conswner/Retail 1 2 3 4 3 1 2 2 4 3
Jeff Raikes
Comunents/suggestons for improvement:
Priorities for EL/Consumer/Retail Memo How helpful was this memo to prepare you for this session?
Jeff Raikes. Patty Stonesifer. Steve Ballmer 1 2 3 4 3
Comments/suggestions for improvement:
Channel Policies Session RELEVANCE QUALITY

1 2 3 4 3

i

Jeff Sanderson. Johan Liedgren 1 2 3 4

Comunents/suggestions for improvement:

Channetl Policies Mlemo How helpful was this memo to prepare you for this session?
el

Jeff Sanderson 1 2 3 4 3

Commenis/suggestons for improvement:

PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Page 35

 CONFIDRYIAL MS-PCA 2614704



Consumer Session RELEVANCE QUALIM

Patty Stonesifer. Ruthann Lorentzen 1 2 3 4 3 1 2 3 4 3

Comments/suggestions for improvement:

o

Consumer Memo How heipful was this memo 10 prepare vou for this session?
Shane Kim. Craig Bartholomew 1 2 3 4 3

Comments/suggestions for improvement:

MOQOS Session RELEVANCE QUALITY
Bill Miller 1 2 3 4 1 2 3 4 3

tn

Comments/suggestions for improvement:

MOS Memo How helipful was this me.no to prepare vou for this session?
Bill Miller 1 2 3-4 35

Comments/suggestions for improvement:

THANK YOU!

PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Page 6

HIGHLY MS-PCA 2614705
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== WEDNESDAY EVALUATION

WORLDWIDE REGIONAL DIRECTORS MEETING
February 8. 1995

Please help us evaluate the effectiveness of the sessions for the pastday. Your comments and feedback will enable us to
improve future Worldwide Regional Directors Meetings.

Name:

I. SESSIONS & PRE-READING MEMOS
Please rate the following sessions on a scale of 1-5 (1 = low, 5 = high) according to these criteria:

RELEVANCE: How relevant was the topic to your business?
QUALITY: How well was the topic presented?

Localization Session RELEVANCE QUALITY
David Brooks 1 2 3 4 5 1 2 3 4

W

Comments/suggestions for improvement:

Localization Memo How helpful was this memo to prepare you for this session?
David Brooks 1 2 3 4 5

Comments/suggestions for improvement:

Piracy Session RELEVANCE QUALITY
David Curtis 1 2 3 4 3 1 2 3 4 3

Comments/suggestions for improvement:

Piracy Memo How helpful was this memo to prepare you for this session?
David Curtis 1 2 3 4 5

Comments/suggestions for improvement:

PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Puge 7

HIGHLY - 4706
co MS-PCA 261



Hardware Session RELEVANCE QUALITY )
Rick Thompson 1 2 3 4 5§ 1 2 3 4 3

Comments/suggestions for improvement:

Hardware Memo How helpful was this memo to prepare vou for this session?

Rick Thompson. Beth Featherstone 1 2 3 4 5

Comments/suggestions for improvement:

AT Strategy Session RELEVANCE QUALITY
Richard Fade 1 2 3 4 5 1 2 3 4 5

Comments/suggestions for improvement:

Focus Groups RELEVANCE QUALITY
TBD 1 2 3 4 5 1 2 3 4 5§

Comments/suggestions for improvement:

I1. PRE-READING MEMOS
What percentage of the pre-reading materials did you read 7 ___0% —25% __50% __75% ___100%

Please rate the following on a scale of 1.5 (I=low, 5=high).
Overall helpfulness of the memos in preparing you for this WWRDM 1 2 3 4 5

Comments/suggestions for improving the memos;

PLEASE COMPLETE THIS FORM AND RETURN IT 10
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Page 8

HIGHLY MS-PCA 2614707
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I11. OVERALL MEETING
As appropriate, please rate the following on a scale of 1-5 (1 = low, 5 = high).
Meeting objectives were the following:

1) Review plans to drive business
2) Review MYR results

How effective was the meeting in fulfilling these objectives? 1 2 3 4 3§
Are there any topics not provided in the agenda that you would like to have seen added? Yes No

If yes, which ones?
Have you attended a Worldwide Regional Director Meeting in the past? Yes No
If yes, did you find this meeting (please circle): Worse Same Better

Please explain:
Please rate the following on a scale of I-5 (I1=poor, 5=excellent):
Venue (Edgewater Inn - Cascade Room): 1 2 3 4 5
Food and service: 1 2 3 4 5
Overall logistics and organization of meeting: 1 2 3 4 5

Comments/suggestions:
Please rate the foliowing on a scale of 1-5 (1=low, 5=high).
Overall, how useful did you find the Worldwide Regional Directors Meeting? 1 2 3 4 5§
Comments/suggestions for improving the meeting:

THANK YOU!
PLEASE COMPLETE THIS FORM AND RETURN IT TO
THE EVALUATION FORM REPOSITORY BOX FOUND IN THE MEETING ROOM
BY THE END OF THE DAY Page 9
HIGHLY MS-PCA 2614708
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Operating Systems Forecast Reconciliation

Microsoft Confidential

Per Subs |_Per OEM |
Actual Actual Fest. Budget Fest.
FY94 H95-1 Fyas FYas FYas
Units <% Units % Units % Units % Units
Europe
PC-DOS 517 5% 376 6% 754 6% 376 3%
MS-DOS 8575 75% 5029 76% 9019 76% 8,168 63%
DR-DOS 143 1% 49 1% 73 1% 120 1%
Windows 95 0 0% 0 0% 0 0% 1978 15%
Windows NT 34 0% 50 1% 123 1% 133 1%
Netware 128 1% 90 1% 174 1% 108 1%
0s/2 407 4% 346 5% 714 5% 565 4%
Unix 160 1% 75 1% 152 1% 184 1%
Other 71 1% 19 0% 38 0% 94 1%
Unlicensed PCs| 1,364 12% 626 9% 1,100 8% 1260 10%
Total 11,400 6,660 13,045 12,985 13.815
APAC
PC-DOS * 48 3% 43 6% 102 5% 61 4%
MS-DOS 955 62% 511 70% 1253 64% 870 50%
DR-DOs 14 1% 4 0% 7 0% 13 1%
Windows 95 50 3% 0 0% o] 0% 269 15%
Windows NT 7 0% 6 1% 14 1% 27 2%
Netware 6 0% 10 1% 25 1% 1 0%
os/2 28 2% 18 3% 44 2% 37 2%
Unix 19 1% 10 1% 26 1% 20 1%
Other 9 1% 5 1% 10 1% 14 1%
Unlicensed PCs 416 27% 118 16% 492 25% 426 25%
Total 1,553 726 1,973 1,738 2,220
FE
PC-DOS 279 6% 185 8% 366 7% 0 0%
MS-DOS 3209 74% 1,710 74% 3943 75% 3,660 76%
DR-DOS 17 0% 6 0% 4 0% 17 0%
Windows 95 136 3% 0 Yo 0 0% 347 7%
Windows NT 8 0% 6 0% 28 1% 80 2%
Netware 48 1% 42 2% 96 2% 0 0%
0s/2 83 2% 117 5% 214 4% 121 3%
Unix 29 1% 17 1% 38 1% 60 1%
Other 159 4% 49 2% 126 2% 137 3%
Unlicensed PCs 382 9% 190 8% 462 9% 393 8%
Total 4,352 2,323 5279 4816 6,030
NA
PC-DOS 1358 31% 889 38% 1,750 33% 1,164 24%
MS-DOS 11,786 271% 7,979 343% 15,615 296% 14,038 291%
DR-DOS 211 5% 55 2% 110 2% 287 6%
Windows 95 0 0% o} 0% 0 0% 0 0%
Windows NT 43 1% 118 5% 225 4% 76 2%
Netware 0 0% 126 5% 250 5% 0 0%
0s/2 593 14% 205 9% 410 8% 745 15%
Unix 134 3% 95 4% 185 4% 174 4%
Other 112 3% 18 1% 40 1% 83 2%
Unlicensed PCs 2458 56% 1,542 66% 3010 57% 2540 539
Total 16,689 11,025 21,595 19,105 21,595
MS-PCA 2614729
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Preliminary data as of J anuary 31, 1995
(Contains FE, APAC, Europe & NA data only)

O CpRlgtrg-

7 Ewo SE[sO, 1334 vs. US =543 Y70

Confidential

Changes made to FE Sub presentations after 1/5/95, APAC Sub presentations
after 1/10/95, EUROPE Sub presentations after 1/17/95, or to NA Sub
presentations after 1/31/95 will not be reflected in this package.
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Average Exchange Rate Assumptions for FYS5 MYR

Sales Location

North Amenca
Canado
us

Europe
Austnia

Beigium
Czechoslovakia
Denmoark

Eost Europe Other

Ewropean Headquarters, Pors

Finlond
France
Germany
Greece
Hollond
Hungary
ttaly
Norway
Polond
Portugal
Russio
Siovenia
Spain
Sweden
Switzeriand
United Kingdom

APAC

Australic

Indoneska/ Philppinas
Malaysia

New Zeaiand
Singapore

Thailond

tatin Amence
Argenting
Brazit
Canbbean
Chile
Colombia
Ecuador
Mexco

Peru
Venezusic

AIME

Dubci/Middie East
Greece

indic

tsroet

Morocco/ North Atrico
§ Atnca

Turkey

For East
Hong Kong
Jopan
Korea

PR Chino
Taiwan

Functional

Cutrency Type

LC
Uss

LC
uss

LC
uss
uss

uss
Uss
uss
uss
uss
Uss
uss
uss
Uss

uss
Uss
uss
uss
uss
Uss
Uss

EFYS4YTD
Avg Fx

1.3338
1

11.8394
35.1556
1
6.6357

1

5.778
5.6536
5778
1.683

1
1.8889

1
1620.4637
7.268

1

170.8572
1

1
136.3187
7.958
1.4525
0.6675

Bl T S S

e S S PO

106.22
807.88
1

26.6676

1

-

FYSSYTD FY9S5FCST

Avg Fx Avg Fx

1.3699% 1.42

1 1

10.9365 10.493

31.9879 30.8

1 1

6.1065 5.8805

1 1

5.3271 5.1273

4.9395 4.5807

5.3271 5.1273

1.5537 1.4946

1 1

1.7422 1.6765

1 1
579.8252 15575

6.7932 6.548

1 1
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1 1

1 1
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1 1
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YB_REVS XLS
FG RevSum Gross Revenues

Dete Unaated ished Goods Revenue Summary Forecast
2-Feb Sroup: (All: RevSum Divivien: (All)

NOW  Histerical & Muoget curr CUSS, in Iheumcrus)
4’5 MOV NOI ke 10 DUDKINSd 1eDor s (Frst Hatt of FY9S lor FE & APAC tepresents Nov-YTD Actudl + Dec-Forecas!,

First MO8t of FY9S for other Regions represents Dec-Y1D Actudl)

: Second Haar First Hatt Seconc FYes Fres
Location of FYoa of FYes Hat! of FY9S Fut Year Bucget ver %
us 842 441 988239 880918 1.860.157 1.832250 2.0%
Comaign 77.019 77.5907 67.804 145713 149928 22 8%
Totat North Amernica 939460 1,066,147 948.722 2.014.868 1982175 1o%
Europe
Euopean Headaquarters, Paris 1.584 5 " 16 4 0.0%
United Kingdom 160.197 148 567 M3z 319889 296 498 7.9%
Sweden 44479 43,084 47268 90,351 81.230 nam
Norwary 134619 16,466 17281 33.747 20498 l4.8%
Denmark 16372 16,000 19.129 35,129 32464 7.5%
Anlond Q.45 10511 10.923 21434 17.390 2n
Germany 205131 150.098 185601 335459 a0 2as ~16.5%
Poland 3,766 5,583 $.610 11,193 9375 19.4%
Crechosiovakic 429 9318 6.561 15.877 1,307 404a%
Hungary 3,128 5,485 5454 10919 8.38) 30.3%
Russia 2976 4878 445} 9.529 5384 7.0%
Sigvenio [ 473 L 1575 1.950 -19.2%
Austric 18.224 16442 19,126 35567 49,758 -28.5%
Switzeriand 50,990 41269 45,998 88267 104,188 ~18.3%
France 125,581 138 893 144 855 283,728 254626 Nz
Spain 12,15) 16,296 14277 30573 19.886 s
Portugal 6,166 7883 8,718 16571 12729 3%
Belgum 19.381 2987 21391 44378 as.203 26.1%
Hollana 26218 26,403 31042 57445 45,187 244%
taly 48231 48477 $0.308 98.785 93,892 S
East Europe Other 1293 1.185 Le 2334 o0 157.6%
Total Butnpe 773838 73022 812804 1.543 024 1513296 2.0%
ICON
APALC
Austrdiia 46,405 57303 5528 116828 120,724 [
New Zeaond . 8.070 10599 12,249 23.048 2324 Qe
Singapore 6386 1367 6274 13.640 12535 8.8%
Thalond 0 2483 2317 $.000 3.800 3lex
Madoywc 1,758 4.080 342 7.5@ 6417 laox
ncones«/ Phiippies ] 1.791 1501 3292 3.087 7.3%
Other APAC o] 0 o o] (] 0.0%
Total APAC 63409 83,823 85487 wwan 10,787 -0.3%
Lzn Anenca
Mexico 0 ] 0 [} 4 ao%
Brem 0 0 0 <] 0 ao%
Venezueio 0 0 0 o 0 oo%
Chile o] 4] [s] o 0 0.0%
Colombvo 0 0 ] 0 0 [+1¢, 2
Argentno o 0 [} o] [¢] 0%
Caonbbean 4] 4 0 0 o ao%
Ecuodor 0 4 0 ] 0 aox
Pons 0 [3} [+] 0 0 0.0%
Other LA 0 0 0 o] 0 0.0%
Tatal LA 0 0 0 0 . 0 aox
AlME
S Atiic ; 0 0 0 [} o oox
Turkey 0 0 0 0 0 o0.0%
Moroceo/ North Atrco [¢] [¢] 0 1] 0 aox
Duba/Miade East [¢] 0 0 0 0 0.0%
woel 0 0 0 o [} 0.0%
ndio 0 4] 0 ) [ aox
Greece 0 [ 0 [ 0 Q0%
Otther ARME [+] ] 0 [+] 0 0.0%
Total AIME ) ) o ) 0 0%
Other Reamond ICON o} 0 0 4] [} aox
Total ICON 43409 " 83,823 85487 13 I8 Q3%
for East
Japan 123,182 173 558 210,750 384309 272805 409%
Koreo aon 14,805 13.909 28,715 22954 wox
Taiwon 10.588 n.11s 15.122 26237 26,080 0%
Hong Kong 7817 10438 9362 19.800 18,000 oo
PR Chinu 0 - 1.434 280 24333 som 266%
Other Far Ecxst 0 ¢] 0 0 0 0.0%
Totod For East 151,000 211351 252043 453394 345742 33.6%
WW Tota 1.927.707 2001 543 2.099 056 4.190 507 4.012.000 4.5%
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YB_MEAD XLS
Headcount by Period

Daic Upaarea {___Totot Hecocanr ]
2-Fed . {exciuoes R&D)

FYS4  FresviD*  FYOSYID'  Fresyp: Fres Fres IS/B4 ___6/30/95 Variances FY95 YID Averages
Locomon ) Actuay Budge!  Aporoved Actudl Budoe!  Forecent Growth  Buage! 1/1m4 Achuol Bucoe!
us %6 384 »es 3688 60 a0 24% 316 840 s X
Canoac 219 278 27 262 280 280 [ )] 253 274
Total North Amenca 3875 ane 4263 050 4260 45% 5% 3ie 01 3815 40
Eurcpe
Ewropean Heaoquarten, Pars £ is) bri 61 70 % 85% 4 kY 51 )
United Kinggom o7 604 608 527 630 &0 26% 10 133 515 538
Sweaen " 20 22 1% 24 28 asx x 75 % 20
Norway ) 8 1% 2 18 2 b3 (33 3 8 n 16 w©
Denmork 1 2 25 2 24 b3 3% 1 6 2 p]
Aniong n 16 18 16 6 21 (41 3 s 0 15 1%
Gemany 645 &5 e v &87 67 o~ 17 25 o8 6%
Poland n % 6 % 17 © % 2 8 13 15
Czecnasiovakia 15 19 19 1”7 © 21 ;g: f 6 % w
Hungo! 8 12 12 1 13 4 6 J 12
Russio v 18 <) 2 13 2 -] 7% 2 10 W 23
Sloverso 0 3 3 3 3 3 N/A [} 3 2 2
Austrio 2 n 3% 3 3 3 » -1 1 £V 83
Switzeciand a7 5 & 4] ] & 2% 2 15 0 s
France 463 a%0 480 40 4an % &% 2 0 483 an
Spain &3 & & & & (5] 2% 7 2 & &
Portugal 2 % 2 £ 3 38 58% s i 2 2
Belgium 38 <} a & o & 2% 3 [ @ a
Hollong ns 12 125 -7 125 12 X 3 7 m 121
oty 150 165 165 154 163 77 % 14 27 183 153
East Europe Omer 10 13 13 12 7] 14 40% 0 4 10 13
Total Europe 2@ 207 2784 2487 2747 2855 0% 108 453 2454 2506
ICON
APAC
Austraic 2@ 20 20 08 pral 213 5% -10 n 200 220
New Zociond 3 & & » & & % 1 13 LY a
Singapore 2 3 N 24 k7] k&) 2% 1 3 ] 2%
Thailanc 5 8 [ 5 0 n 120% 1 6 s 6
Mdlayua 12 7] 18 12 15 w s8% 4 7 12 13
ndonesa/ Phiippunes 1 1 1 1 1 0 N/A -1 B 1 1
Other APAC 4} 0 0 0 o) 0 N/A 1} 0 [ 0
lotal APAC 278 318 318 2 3% 32 % ~ a 278 o0
Mexico 0 0 0 o 0 ] N/A [4 4 [} o
Brea! 0 0 0 o 0 0 N/A 4] o [} 4
Venezuelc [ 0 [ 0 [ 0 N/A [4 [+ [ 4
Chie o ° 0 [} 0 o N/A [ ° [4 [}
Colomee 0 0 0 0 0 0 N/A 0 0 [} [}
Argentng 0 [+ 0 0 <] 0 N/A [ 0 0 0
Conboean 0 0 0 4 [ 0 N/A 0 0 [} 0
Ecuodor [} 0 0 0 0 0 N/A [1} o [4 0
Peru 0 0 0 0 0 o N/A 0 0 [+} 0
Other LA [ 0 0 0 o o N/A 0 0 [ 0
Total LA 0 0 0 3 0 0 N/A 0 0 0 0
AME
S Atea 0 [\ 0 0 0 0 N/A [4 0 0 [}
Turkey 0 0 0 0 0 0 N/A [} [4 [} [
Maorocoo/ Norh Atrice 0 [ 0 0 0 0 N/A [ [ 0 0
Dubai/Midcte East 0 0 0 0 0 0 N/A [ 0 [ [
woel 0 0 0 0 0 0 N/A 0 [ 0 [4
ncko 0 0 [4 0 0 0 N/A 0 0 [} 0
Greoce 0 0 0 (4 0 0 N/A ° 0 0 1}
Other AIME 0 0 o) o o o N/A 0 0 0 0
Total AIME [ 0 0 0 0 0 N/A 0 0 0 0
Other Redmond ICON [} 0 0 0 0 0 N/A 4 [} 0 0
Total ICON 278 s 38 2% 3% kv3 16% < 4 27, aw
Far Eost
Jopan 287 3 k53 k3] am 400 53% 37 153 30 m
Korea 2 n 7 &0 n &0 54% ° 28 S8 %
Tawan s8 b b} ) 70 2 24% 2 7] & 6
Hong Kong 2% 3 35 0 % ] 4% 4 14 2 b
PR China n 2 2 7] n 2 nex 1 13 % 7]
Other Far East ") 0 " 0 0 0 N/A 0 0 0 1)
Totat Far Eost a4 5 530 < o 6% 1% 8 k-] 470 a0
ww Total 6780 7680 7805 7207 703 8400 24% a7 1620 7017 7377

* November YTD for F§ and APAC, Decembe: YTD for other tegions,
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YB_CaPAS

Caprai
Data Updaled I Capitai Spending }
250 ass)
Note: mimterice: 4 Budget curremcy
13 MOy MOt e 1O DUDINes repory
e 10 s e O Avp e Rate: FYos viD
1 W MYR Rovew Auces Ses m«mmv«&nAuc,owmmmnnw)

MYROSE X iz fox b Azasrotione PCs Funiture Lecsencid Tota Total Leases & Nurmber of Nurmber of PCs
Locakon Peripherais & Fixhares imorovements Subdings Soend = s __pec penson
us 2061.741 629468 L779.301 0 s3xsw0 30484447 4483 3
Caonoaa sy 119.029 24,585 o] 663.521 0134478 X 2
Totd North America 3.480 240 140,397 L803.888 [s] aQ3405! 48.618.926 s £
twope
Euroneon Headausters Pars 262486 3133 185% 0 28i.178 204903 101 2
Unvted Kingaorn LERN.OU 4a71.5%7 1925077 o] 4276607 17671.735 L3 2
Sweden 205173 I3z 26595 0 88500 0 0 0
Norway 15089 4705 0 0 21.6%¢ 0 0 0
Denmak ».207 10526 4177 o] 78910 ¢} 4] )]
Fniang Q368 5481 0 "] 480 o 0 o
Gemary 2564740 14029 85845 [s] 430844 0 177 2
Palondg 42,270 azn [¢] [+] xs541 0 27 2
Crechosdovaio 115435 62840 12932 0 0Ly 0 28 2
Hunoory ©8.488 13L31 58017 0 284.82) 0 19 1
fansa 43.500 107400 o] 0 150918 0 x 1
Soverva 0 0 0 [ 0 ¢ [} o]
Ao 06.42) 184840 [} 4] 285261 0 £ 2
Swigeriand 225862 1564.833 L 0 LS4 4 01 2
Fance 1.5%.601 K648 0% (] 1.642.008 1420 100 2
Spon 28773 270 22z [} 206 w2178 2w 3
Partugal 72963 78.974 8727 o 157.664 576 77 2
Beigum 173419 108.634 271 [+] 284832 1.858.350 L o] 2
Holond AG663 172072 132675 0 801410 4466765 280 2
ity 2120 54412 754.045 [} 1.602.287 148751 324 2
East burope Omes o] 0 [0] 0 [¢] 0 o] ]
Totof Ewope 9.077.509 3614673 1350587 Q 14051760 82870 8275 x
ICON
ABAL
Ausnal eaq028 78.784 185476 0 1.204.248 0 888 3
New leaond 81.881 25315 9.003 0 nze 774301 93 2
Sngapcre £.382 2467 0 0 51840 115644 0 2
Thalandg v] 21 37476 0 4Q248 17.544 18 1
Malaysia 24368 L5861 0 0 259% 61.9¢0 14 2
indanesia/ Phiopaes 0 4] [¢] 0 0 (o] 0 0
Other APAC (o] 0 4] 0 0 (1] (1] 0
Tokal APAC LOPS.650 1a8» 232945 ¢ 1430483 OR.440 1.068 10
Latn Ameaco
Mexco o 0 0 o 0 [ 1] 0
branl 4] 0 0 0 0 0 0 ]
Venerseio [s] 0 0 [¢] ] 0 o [}
Chie o] 0 0 0 0 [+] o 1]
Comontitno [e] 0 0 o] 0 0 o] o]
Agentng [¢] 0 0 4 o o] 4] )
Cabbean [s] 0 0 4] [} 4] [+] 0
Ecusaao [¢] 0 0 [+] Q [+] 0 0
Peru [o] (4 0 0 0 0 0 [+]
Other LA (o] 0 0 [¢] 0 [¢] 0 (4
Total A o] 0 0 o 0 0 0 0
AlE
S Atnca 3} o 1} ] (] [ [ 0
lukey (o] 0 0 o 0 0 o O o
Morooco/ North Atnea 0 o] 0 [¢] 0 0 0 [¢]
Dubai/Madse £ ast 0 o] 0 0 0 o o o
iwoel 0 1] 0 0 0 o o o
ncha o] 0 [*] 0 4 [} 0 0
Grooce 0 o] 0 0 o o 0 0
Omer ANE 0 0 0 0 0 0 4] 0
Tokal AIME 0 0 0 0 0 ] 0 0
Other Reamond ICON 0 0 [} 0 0 0 0 0
Tokal ICON 1,095,650 1nasse 232945 [ 1430.463 X0.440 1.068 0
For Eost .

Jopan 1.993.067 28,647 QL0 0 2160405 611455 L2 4
:(oco 4800 l;:?l " mg 8 .601.001 658372 20 2

Srwer 2484 g 26452 261.2% 20 2
Hong lono 650 83.085 nam 0 Q908 3521843 64 1
PR Ching 100.623 5945 7.004 0 12.66) 0 2 1
Other For East [0} 0 0 0 o 0 0 0
Totok For Eent 2871.88 450420 (1430 3] 0 10.550.020 1816 10
WW lota 16531 800 4.920.340 $.381.628 0 21.526.264 85442 133 13.261 54

i w—————— c——S 1528 S — ——— ot 2. 882.133 —
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YB_MXTDOOS

Market Data
l Market Data ]
Fopuanon (MM 4 CP -SEN/303 4ONEs
Actua ip* Forecast Actud YIo* Forecost J [ Actud io* uneaT‘
Location FYs4 FYos Fres FYSd Fros Frog Yo FYes FYes
w 200 2611 262 » 243 200 Qao 3800 <4100
Canadga 280 .2 X8 18 & 156 1L.2X0 170 2
Tota North Amenca 288.6 0.3 o9 97 2 . 2% L0 3L 43200
Ewope
Europeon Heodauariers, Pars oo ao a0 0 0 c 0 0 [}
Ewapean Operohons Center. Dubin Qo Q0 00 0 0 ] 0 c 0
Uniled Kngdom 570 5790 879 75 124 445 1250 2000 300
Sweden 84 87 89 it 412 488 10 83 178
Norwoy 43 44 a4 127 28 58 10 140 150
Denmark 8.1 82 52 2 10 20 150 10 165
Fniond 50 &1 &1 2 o1 88 2 0 7%
Germany 81.2 818 823 ? 4 125 1418 1.875 1.704
Poland 38.2 384 8L 5 M 100 650 620 xo
Qechasiovakia 180 150 180 0 o] 60 o Q hlo ]
Hungory 07 0y 106 ] 15 n 10 10 10
Ruaso 2180 2180 2380 0 2 L] 150 160 20
Sovenic [sF+] [+74] 00 0 0 0 [} 0 0
Austia 80 80 80 o] 3 4 [o] 107 20
Swikerkond 7.2 72 72 0 4 2 163 252 I
France 518 580 8.1 16 54 135 0 20 1000
Soan »0 X0 RO x 44 0 © 82 100
Portugal 05 05 0.5 12 " 185 o ' %0
Belgium 0.1 10.1 ie8] 5 8 48 0 20 2%
Holand 154 154 154 0 8 82 n2 3 150
ligly 515 57.5 575 [} 1 k4] 250 xo «0
Eost Europe Other 00 00 o0 [¢] [+] 3] [s] [s] o}
Told Ewropo 6483 &0 650.8 2 1334 3.036 8778 2382 9.124
ICON
APAC
AustC: 179 182 184 o 0 0 065 L 1570
New Zedand s A6 k¥ 43 hied] 185 475 0 S0
Snoapare 30 kR kR 0 6 i2 0 310 30
Thailand 580 58.4 56.7 [} 0 O 10 15 .}
Malavsa 185 180 193 [«] 8 KLY 06 no s
ingonesia/ Phippines 250 225 2600 0 o] 0 210 2C J20
Other APAC 00 Q0 00 0 0 0 0 (3] ¢
Totai APAC M50 3546 3611 4 147 fevd 2086 225 255
Lamn Amevcy
Mexco Qo [o13] oo 0 0 o} [¢] 0 (o]
Bicad a0 Qo [+1¢] 0 1] [} 0 0 o
Venervaia o ap a0 0 o] 0 o 0 0
Chie oo a0 o0 0 o [} 0 0 [»]
Colomixa [ss] Qo Qo 0 o} [+] 0 0 1]
Aigening [e7e] [oTe] oo 0 [¢] 0 o o [}
Cabbean Qo oo ao [s] o t] o] ] 0
Ecuaoor [¢1o] ao 00 ] 0 o} 0 0 Y
Peny ao oo a0 0 o 0 0 0 o]
Othex (A 00 00 0o 0 [+] 0 8] [4] [o]
Total LA Qo a0 [o¥e] 0 0 0 0 0 0
A
S Afnco [eF] [+To] [eTe] c ) 0 o] 4] 0
Tukey [+7¢] ao ao 0 0 0 [¢] [}
Moarocco/ North Amea [e1+] [e1e} o1} 0 0 0 [} g ¢]
Dubai/Macse East ao Qo op 0 0 0 0 [ [
woel 00 ao ao 0 [4 0 [ 0 (4
neso ao ao oo 0 0 0 4] 0 0
Grooce 0o ao 00 o 0 0 0 [ 0
Other ANVE 00 ao 00 0 0 0 [¢] [+] 1]
Tokal AIME Qo [+79] [+7¢] [ o 0 [} 0 o
Other Recmond ICON Qo 00 [21T] o 0 0o 4] o] [}
Tokal ICON us9 3546 3631 Q w L] 2056 225 2008
For Eext
Japan 1248 1250 125) xw 1513 000 20 250 i0o
Kaea 443 45 o a? 0 6 B v z 27
ichwan 20 21 n2 3 4 0 0 [.o] 1w
Hong Kong 6l &2 &2 & 215 50 ls o] &0 10
PR Ching 1.2000 L2000 12000 45 n .50 0 15 20
Otver For East 00 a0 [s]1] 0 0 o} 4] [s] 0
Total Far East LX%.2 LI6.7 1.3972 442 L7% 225 “2167 268 1477
WW Total 2870 2601 2700 1154 352 1919 41.201 s0.004 58756

* November YTD for F£ and APAC, December YID for olfver regiors.
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Locanhon

us
Canodo

Europe

Euopeon Heaoquanters, Parss
Euopean Operchons Center, Dubiin
United Kingaom
Sweden

Norwoy

Denmark

Aniang

Gemany

Poiana
Qeechclovaka
Hungary

fusso

Siovero

Austria
Switzeriand
Fronce

Span

Portugal

Beigum

Holland

oty

Ecmt Europe Other

ICON

APAC

Austrolic

New Zeaiond
e

Thaiiond

Malaysa

naonesia/ Phikpoines

Other APAC

Lain Amenco

Mexico

Brazi

Venezueic

Colombia
Argenting
Caribbean
Ecuoador
Peru

Other LA

AlbdE

S Afnca

Turkey

Morocco/ Norh Ateo
Oubai/Micge East
]

indic

Greece

Other AIME

Ofher Reamond ICON

Far East

Koreo
Tarwan

Hong Kong
Other Fer East

YE_MKTO.XLS

KeyMetrics - FG Revalk per CPY

Key Metrics 1
FG Revenue /CPU (USS)
PC MAC Joltax
Achuct Forecas! Bucge! Actual Forecost Buage! Actucl Forecas! Bucget ‘
FY94 FYos FY95 l FYS4d FY9S FYes FYsd FY®95° FYes |
838 758 846 &2 21 100.3 816 753 8.5
2.0 %6 867 510 552 882 762 774 88
0.0 Qo 00 00 0.0 Qo o [Xe} Qo
a0 00 [eX¢] Qo a0 00 oo [+2¢} 00
nmn 1208 107.3 456 ®.3 25 110¢ N6 foudt }
1830 1738 1829 785 843 74 a0 1622 167.7
Q30 172 1213 05 S85 484 <02 13¢ 1161
Q0.1 ©8.8 1237 469 %) 484 8.8 96.8 e
454 618 &6.8 N0 174 79 a5 .7 8.6
1310 x.7 163 546 745 &0 128.) 8.7 1145
37 458 381 371 0.5 278 337 456 38.0
720 105.6 754 00 132 ao 78 103.8 74
64.5 920 742 54 (A a0 615 885 2]
123 206 120 00 53 ao ne 201 11.6
00 00 Qo0 ao a0 a0 Qao 0.0 00
150.7 1402 1974 460 269 &5 1436 1329 1885
205.4 1729 2039 1214 1043 x4 1979 1667 105
1341 125.8 1203 671 744 734 1241 1201 N4z
324 478 323 137 149 1.8 314 443 33
722 100.0 779 680 609 75 72.0 979 7719
12446 1846 1203 738 o 759 RREX 1456 11488
674 864 703 Nns 40 343 655 &2 684
ne 107.5 1003 830 652 &34 107.8 1048 o4 )
00 0.0 00 00 00 a0 co co 00
2 104.7 1105 Q23 47 30 53 Q74 138
988 108.0 1339 sl 871 1814 4.7 1085 1372
N 062 138.0 821 0.1 450 &6 95.7 1260
16.7 x4 238 [17¢] o 0o 161 278 24
309 533 2. 169 8§16 254 301 832 503
184 225 103 Qo a0 oo 18.1 ¢ 100
00 [e 1o} [o1¢] ao oo ao Qo co Qo
0.0 0.0 [sX¢] a0 oo o0 [eT¢] a0 Qo
0.0 ao 00 [+ 1] ao Qo 00 ao 0o
Qo 00 Qo [114] ao Qo Qo ap 00
00 [e19] oo Qo ao Qo ao oo Qo
[+Xe] oY} 0.0 Qo ao Qo ao ao a0
ao [+1¢] Qo a0 a0 oo 00 Qo ao
0.0 Qo 00 ao Qo Qo [+1¢] Qo [:1e}
oo 0.0 ao 00 Qo a0 Qo Qo 00
Qo 00 oo Q0 Q.0 Qo 0o a0 00
oo [eX] 0.0 ao 0.0 a0 Qo Qo Qo
00 0.0 00 00 00 00 Qo 00 00
0o [eX4] 0.0 ao [¢14] Qo [+Xe) [+1¢] 00
0.0 0.0 0.0 0.0 Qo 00 00 00 oo
Qe 0.0 00 00 00 00 co 00 0.0
00 0.0 00 0.0 00 00 00 00 Q0
a0 [eX¢] 0.0 0.0 0.0 00 00 oo oo
[eXo] 00 0.0 ao [o1¢] oo ao « 00 Q0
00 00 Qo0 0.0 00 oo ao oo Qo
0.0 Qo Qo 00 ao ao ao oo 00
786 nsy 042 330 %9 a7 ns 138 872
213 265 244 0.0 79 a0 207 259 a7
885 761 763 33 1589 Qo $79 743 745
781 8.7 1014 328 403 583 750 857 979
49 40 83 [¢X¢] 34 00 a9 43 80
Q0 00 00 0.0 0.0 ao Q0 a0 00
.
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YB_uKTo 8

KevyMetncs - FG Revaix per CPU

Dato Updated [ Key Metncs |
31-Jan R .
G Ucenses/CPU

FC

Actual . Forecas! Bucger Actal Fomcas! Budge! J Achua Fomecast 8uoge! ]
Locamon FY94 FYeS Fwsj FY94 - FYes FY95 FYes FYes FY9s
us 10 a9 1 a? (%4 e 09 [:14 1
Canooa 1. a9 3 0s (73 13 1) [+24 13
Europe
Ewropean Headquarters, Paris a0 Qo 00 00 00 00 00 Qo 00
Ewopean Operanons Center, Dubin Q0 Qo oo 1] Qo 0.0 oo Qo [Xd]
United Kingaom 1.0 1.1 10 04 s 06 (24 1.0 10
Sweden 1.4 1.7 14 10 1.0 10 1.3 1.6 14
Norway 12 12 13 0 o7 10 12 11 13
Denmark 0% 12 14 08 038 09 12 12 13
Fniand 12 [+ 13 11 04 11 12 4 12
Gemany a7 Qa6 os 03 (%] %] a7 Qs 08
Polond 0.5 05 as al [+§] 0.1 05 05 0s
CQzechoziovana 0.7 1.0 a7 Qo 00 ao o7 10 07
Hungory 0.7 0% a7 (1] 00 ao Q7 o] a7
Russia 02 a3 o2 00 0.0 00 02 as 02
Sioversa 0.0 1] a0 0o Qo Qo a0 0.0 00
Ausma 12 14 12 a3 02 a4 12 13 12
Switzeriand 11 1.0 15 05 13 06 - 1.0 15
Fronce o9 o8 a9 04 Qs as o o8 [+
Spain as as (7] o1 al 0. as as [
Portugal as 068 s a2 a4 03 Qas Qs 06
Beigium iR 1.0 Q7 02 02 02 1.0 a9 a7
Holiand 07 s a7 al ol a) a7 06 as
oy 09 oY ] a9 03 as a3 09 07 %]
East Europe Other o 00 0.0 0o 00 00 Q.0 o [+14]
1CON
AEAC
Austratia 14 12 13 a7 Q8 s 13 1] 12
New Zedond 13 14 14 Qas o1 12 12 146 16
Singapore 11 o7 17 o3 as o4 1.3 07 5
Thailond 03 %} 04 00 00 0o Q3 03 o4
Malaysao a3 04 04 (3] 03 01 03 04 a4
Indonesia/ Philippines Qo a0 ao a0 0.0 [+14] Q.0 o a0
Other APAC 00 oo a0 0o 0.0 Qo a0 a0 Qo
Latin Americo
Mexico 1] 0.0 ao 0o 0o 0o 1] ao ao
Brezil 0.0 0o 00 Qo 0.0 oo Qo a0 00
Venezueic Q.0 ao o0 ao (D] +1e] Qo 00 Qo
Cnhite s1¢] Qo 00 0.0 1] oo a0 Qo Qo
Colombxo 0.0 00 Qo Qo 0o 0o Qo 0 Qo
Argentina 0o 0o ao ao ao oo ao Qo V]
Cantbean 00 0.0 0.0 ao 0o Qo ao 00 0o
Ecuooox a0 ao [oX4] Qo ao 00 1] 00 Qo
Peru 00 00 00 ao 0o oo Qa0 ao ao
Other LA 0.0 0.0 o ao 0o 00 0o ao Qo
AIME
S Atrica 0.0 0.0 0.0 0o 00 0o ao [+5:] [ 1]
Turkey 00 0.0 Qo 00 0o ao 0 0.0 00
Morocco/ Nortn Atneo 0.0 0.0 0 0o 0.0 0o 0.0 00 [ 1]
Dubai/Miade East 0.0 00 o Qo 00 00 00 00 00
woel 00 0.0 o 00 0o oo Qo 00 Qo
naa 0.0 Qo 0o ao 0o 0o 0.0 0.0 0o
Grooce 00 ao 00 00 0.0 0.0 0.0 . 00 0.0
Other AIME 00 a0 00 ao 0o 0o a0 00 Qo
Other Redmond ICON 00 0.0 oo ao [eY:] oo Qo Qo o
Far Bast
Jopan as as [+% ] 8] a2 as as Q5 ¥
Korea 02 02 a2 0o oo 0o 02 02 02
Towon 05 Q7 [+7] 02 a2 a2 s Q7 06
Hong Kong 07 12 1.1 s [+%] a4 Qa7 12 10
PR China [} ol Qo 00 1] [*8] Q) 02
Other For East 1] Qo ao ao ao 0o 00 Qo 0o

"
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YBR_MKTD XL S

Windows SS & WP Pen per PC

Data Updated [ Windows SS Penetration /PC |
. |3i-don
PC
lﬁaud Forecast Bucget '
Location FYod FYes FY®S
s 7% 13% 0%
Canada 3% 4% n%
Europe
Europeon Headauarters, Pars 3 o% o%
European Operations Certer, Dublin o ox o
United Kingdom 17 9% 16%
Sweden 7% 3% 24%
Norway n% 18% 15%
Denmark 0% 3% 15%
Fniand &% > %
Germaony 13% 1% 15%
Poland % 12% o
CQrechosiovokic a5 20% b2 3
Hungary 4% 9% N
Russic o 5% ox
Slovenia o% o% 0%
Austrio 2% u% 3%
Switzeriond 8% 2% 6%
france 15% 9% 8%
Soain ~ % ™
Portugad 3% 2% 2%
Beigiun 7% 25% 9%
Hotiond % 13% 13%
oty 16% 15% 7%
East Europe Other o% o% o%
ICON
APAC
Awstraiio % 9% 15%
New Zedand Lha 3 3% 2%
Sngapore % 2% 2%
Thailand e 9 = %
Mdaysa 5% AL 9 %
Indonesia/ Phiippines o% ox &%
Other APAC o% 0% ox
Latin Amenca
Mexico o% o o%
Brezi ox o% o%
Venezueia o% o o
Chie o% o% o%
Colormbia o% 0% o%
Argentina s oz o%
Coribbean o% o% o%
Ecvadar o% o% 0%
Peru o% ox o%
Other LA o% 0% ox
AME
S Atnco o% o% ox
Turkey ox 0% %
Moroceo/ North Africo o% o% ox .
DubaiMidde East o% % [+;3
roei o 0% o%
ko o% o% o%
Greesce o% o% o%
Ofther AME o% o% ox
Other Redmond ICON o% o% ox
Fer East
Japaon 0% % 15%
Korec a s% 5%
Taiwan 2 6% nx
Hong Kong . 15% 13% 15%
PR China o o% 19
Other For ot o o% o

MS-PCA 2614752
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{ Windows WP Penetration mc |

Data Updat
31-dan

pc
Tacnal forecaw  sucoet J

Location ) Fyos FYes
us 2% 8% 0%
Conoda 13% 6% 13%
Europe
Europeon Headauarten, Pors o o .3
Europeon Operations Cemer, Dubiin o o= o%
United Kingdom 9% 2% 18%
Sweden % 25% 2o%
Norway 2% 8% 6%
Denmark 10% 15% 6%
fAniand % 7% 2
Germany 15% 2% 7%
Poland 12% 13% 0%
Crechosovakia 12 2% ns
Hungary % 19% 15%
Rumio o% 6% o%
Sovenia ox o% ox
Austrio 15% 3% 2%
Switzerand 19% 0% 18%
france % % 8%
Spain a% 8% ™
Portugal 15% 2% 4%
Beigium % 26% 2%
Holland 20% 7% 15%
Holy 1% 20% 18%
Ecst Europe Other 0% o ox
ICON
APAC
Australia % 6%
New Zealand 5% ™ 2%
Singapore 2% 2% 16%
Thaiiond » re 3 >
Maaysia 5% 5% %
ndonesia/ Phippines o% ox o%
Other APAC o o o%
" .
Mexico o [+: 3 o%
Braxil o o o%
Venezuela ox o ox
Chie o ;3 o%
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0o Qo Qo [V a0 ) oo 00 00 [o%] 0D oo
[+1¢] [sY4] o0 Qo o0 00 [+7¢] [+7+] Qo Qo V] [+14]
[s7¢] [s7] [+14] oo ao [a¥d] ao 0o ao [s%4] oD [+T+]
[¢+] [o] Qo Qo ao [274) 00 Qo Qo ao ao Qo
[s1+] 00 [s14] oD [s74) oo [s14] [s7] 0o ao [¢11] [214]
00 ao oo ao oo 00 ao 0o [+¥4] Qo ao ao
00 00 [oYs] 00 ao 00 00 00 0o 00 [Js] 00
Qo oo ao a0 a0 Qo ao 00 a0 a0 oo on
[+T¢] [+7+] Qo an [+14] o0 Qo a0 ao o0 [+7+] ao
49 19 8.7 1590 &850 1.060.8 199 24 %9 17689 0774 21%.7
89 04 o8] 2404 L3065 10105 4510 2450 5300 20124 15518 15405
27 o 34 8750+ 4844 105643 250 170 30 oann 5014 1y
14 13 13 3160 137.8 08 10 50 0o 320 73 308
es a6 as 17 984 2121 120 85 {174 1860 107.1 21
10 5 YAl 5250 2546 6525 40 80 170 520 s RS
00 00 00 00 00 00 on 00 [s14] 00 [as] 0o
85 -158 17.7 439 23228 L279.2 010 2835 6140 48510 24063 58932
1.346.2 1,554.7 1.738.3 34.146.5 20.9¢0.0 4£2019.3 1.8434 - 21611 4.3188 317900 23.121.) 46334 8
Nt rit— e et e er——
* November YTD fex FE and APAC, December YID for offver regiors.
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Data Updated
Jl-Jon

Location

us
Canoda
Total North America

turope

European Heooquanten, Part
European Operatons Center, Dubiin
United Kingoom

Sweden

Norway

Denmark

Holland

naty

East Europe Other
Total Europe

ICON

APAC

Australic

New Zedond
Singopore

Thailand

Maaysa

inadonesia/ Philippnes
Other APAC

Tota APAC

Mexico

Omer LA
Tolal LA

AIME

S Atnca

Turkey

Morocoo/ Norh Africo
Dubai/Middle East
roel

ncho
Greece
Other AIME
Total AIME

Other Redmond ICON
Total ICON

Far East
Japan

Koreo

Tawon

Hong Kong
PR China
Other For East
Total Fat East

WW Total

YE_OSMKTXLS

Wnoows OS FY3SFest
{_ Windows Penetration & Windows 3.1 instalied Base ]
Forecast FY9s5
PC's Sold Wwindgows wincows 95 windows 3.}
nto Homes Penemmation Upgrooes instalied Base
8.400.000 a% 17.000,000 as% o] o% 26,000.000 130%
362,500 2% 1115416 0% o o 2749050 172%
8.762.500 18118476 Q0 28.749,050
o} % 0 [+:3 0 0% [« o
Q % ] [+-3 0 % [¢] %
790.000 32% 200115 85% 0 g Tg:gg lg;:
$9.000 3% 425,000 0% 0 E 2
29.000 ns 243,000 0% 0 o% 71625 265%
44,000 13% 280,000 5% 0 % 918,000 278%
16.200 % 158.000 »% 4] o% $8Q.000 0%
1.20Q.000 3% 2190.00¢ 68% o g aazgcm %
20,000 % 155,000 &3% o] 210.000 2%
15,000 0% 102000 68% 0 % 15Q.000 100%
10,000 9% 77.000 &% [»] % 170,000 4a5%
30,000 » 200500 45% [} o% 2802000 2%
4] % [} [+:3 e} o% 0 o
79.000 33% 147,000 &% [} % 560,000 &3%
151,360 % 377514 0% 0 o% 1.200.000 :l%
425,000 2% 1520000 % 0 ox £20Q.000 2%
125000 2% £8217 % [} o% 1,565,000 259%
372,125 28% - 130580 8% ] ox 28.,425 209%
65,000 24% 246,000 (729 0 ox 000 o%
154,000 25% 576,000 % o o% 1,450,000 ox
21000 25% 642 750 75% 0 ox 1,852,854 o%
[+] 0% [ % 0 o% 0 o%
3,459,685 160571 0 28,150,229
272000 26% 282509 4% [s] ox 2.500,000 2a8%
43.050 % 10.615 a% (4] o% 496,633 255%
28,000 3% 82,000 &% 0 % 250,000 2m%
48,000 8% 114000 &68% 0 o% 248,000 146%
15000 2% 90,000 bro 9 0 ox 300.000 240%
47,500 la% 95,000 8% o] o% 23Q.000 %
0 o% 0 ox 0 ox 0 o%
45),550 1435212 0 4,024,633
0 o% o o% 4] o 0 o%
0 o% 0 ox 0 3 [ o%
0 o% [¢] o% 0 % 4] ox
0 o% 0 ox 4] o% 0 ox
0 o% 0 o% o o% 0 ox%
[+] o% <] o% o] o% o] o%
0 o 0 o% [e] ox 0 ox
0 o% 0 % 0 o% 0 ox
2] o% (o] ox o] ox 0 ox
0 0% 0 o% 0 ox 0 o%
0 -0 0 0
4} ox [} % 0 ox 0 ox
0 o 0 o% [+] ox 0 o%
0 o 0 o% 0 ox o ox
0 0% 0 [+ 0 ox 0 o%
o o% 0 % (o] o% o 0%
o ox 5] ox o o% 0 o%
0 o% 0 % o o% 0 o%
0 ox (4] ox 0 ox 0 ox
0 0 [ 0
0 % 0 o% ] o% 0 o%
451,550 1.435214 0 4024633
831,350 8% 1,;00.000 &3% [} ox 3,380,960 N
550,000 2% 40,000 70% 0 o% 1.200,000 nsx
119,000 36% o 198,000 0% 0 o% 292 119%
0,400 2% 161,827 76% o ox 2747482 130%
30,000 5% 60,000 o 0 o% 220,000 kT-: 3
0 ox% [s] % 0 o% 0 o%
1,589,750 3,060,827 0 5,468,604
14.263 485 32670167 0 66,392 606
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Data Undated

3i-Jan

Location

us
Canaoa
Total North America

Europe
European Headguarters, Paris
turopean Operations Center, Dublin
United Kingoom
Sweaen

Norway

Denmark

Finlkand .

Gemany

Poland
Czecnosiovakia
Hungary

Russio

Slovena

Austno
Switzeriand
France

Spamn

Ponugol!

Belgiumn

Holiand

naty

East Europe Other
Total Eutope

ICON

APAC

Austiaia

New Zeakind
Singapore

Thaikand

Malaysa

indonesia/ Philippmnes
Cther APAC

Total APAC

lotn Amencao
Mexico
Bremit
Veneuelc
Chile
Colombia
Argenting
Conobean
Ecuaaor
Peru

Other LA
Totat LA

AIME

S Atnca

Turkey

Moroceo/ North Atnca
Dubai/Midie East
tsroe!

indi

Greece

Cther AIME

Total AIME

Other Redmond ICON

Total ICON

For East
Japan

Korea

Tawan

Hong Kong
PR China
Other Far East
Total Far East

WW Total

YB_OSMKT.XLS
Windows OS FY858ug

L Windows Penetration & Windows 2.1 Installed Base

Budoet FY9s
PC's Sold wingows Windows 95 Wingows 3.1
info Homes on Uparades Instalied Base
7.415000 2% 15,000,000 85% 2775000 16% 21,142.000 120%
0 0% 1.239.446 85% 238.530 16% 2245760 155%
7.415,000 16.239.44% 3,013,530 23.387.760
0 0% 0 0% 0 0% 0 0%
0 0% 4] 0% 0 0% 0 0%
873,000 3% 2.200,750 85% 343.837 13% 4112925 150%
45000 N% 345,000 86% 90,000 2% 1.012.000 252%
23,000 10% 195,000 85% 50,000 2% 675,000 295%
27,000 n% 195,000 9% 50000 0% 843.000 340%
15200 8% 143,000 75% 35,300 9% 550,000 280%
1.300.000 3% 1.970,000 0% 415,000 13% 6,250,000 54%
0 0% 0 ;3 0 0% 0 0%
0 0% 0 0% ] 0% 0 0%
0 0% 0 0% i} 0% 0 0%
0 0% 0 0% 0 0% 0 o%
0 0% 0 0% 0 0% 0 0%
91.200 38% 145,790 61% 57.000 28% 430000 54%
160,000 5% 373,350 81% 90,000 12% 1042000 5%
425000 23% 0 0% 0 o% 0 0%
0 0% [¢] 0% 24143 4% 1,542,682 259%
40250 26% 128.500 83% 12.500 % 0 %
60,000 23% 235000 9% 49,000 19% 840000 0%
148,000 28% 454000 0% 64000 n% 1.400.000 0%
0 0% 0 0% 0 0% 0 0%
0 o% o 0% 0 0% 0 0%
3.207.650 6,385.3%0 1.280.780 18,765,607
232.000 5% 790,500 86% 162,000 7% 2.000.000 217%
27.540 7% 129,600 80% 26750 17% 344,500 218%
0 0% 0 0% 0 0% 0 0%
44000 8% 110000 69% 0 0% 248.000 155%
15000 13% 80,000 % 12500 % 250000 21%
0 0% 0 % 0 0% 0 0%
0 2% 0 0% 0 0% 0 o%
318,540 1.110.100 199.250 2844500
[¢] 0% 0 0% 0 % 0 0%
0 0% [ o% 0 0% 0 0%
0 0% 0 0% 0 0% 0 o%
0 0% o} 0% ] 0% 0 o%
0 0% 0 0% 0 0% 0 0%
0 0% 0 0% 4] 0% [¢] 0%
0 0% 0 0% 0 0% 0 0%
0 0% 0 0% 0 0% 0 0%
0 0% 0 ;3 0 0% 0 0%
0 0% 0 o% 0 0% 0 0%
0 0 0 0
0 0% 0 0% 0 0% 0 0%
0 0% 0 0% 0 0% 0 0%
0 0% 0 o% 0 0% 0 o%
0 % s 0% 0 0% 0 0%
0 0% 0 0% 0 0% 0 o
¢} o% 0 0% 0 0% 0 o%
0 0% 0 o% 0 0% 0 o%
0 % 0 0% 0 0% 0 0%
0 Y 0 0
0 0% [ 0% 0 0% 0 o%
318540 Liai 199.250 2844500
0 0% 1.600.000 61% 0 0% 2912000 10%
.0 0% 660,000 &% 0 0% 1,182,000 He%
119,000 3% 198.000 &0% 0 0% 392992 Hox%
58,537 A5% 11802 68% 17.000 0% 204200 121%
30000 % 60,000 % 4} 0% 220,000 32%
—_0 0% 0 0% 0 o% 0 %
207,537 2633.002 17.000 4881,192
11.148.727 26.367,938 4,510,560 49,879,059
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YB_OSMKTXLS
08 Market by Periog

OS Market by Period ]
(ALY

Locanon Actual FY94 Actugt YID FY95+ Eorecgst FY9S Budget FYes
us 15274000 100% 10300000 100% 20.000.000 100% 17.655000 100%
Canada 1415000 100% 725000 100% 1505000 100% 1 450000 100%
Total Nofth America 16689000 49% 11025000  53%  21,595000 S51% 19105000 4%
Europe
Ewropean Headquarters, Paris 0 ox [¢] o% 0 0% [¢] [+3
EBuropean Operations Center, Dubiin 0 0% [¢] [+: 3 [ o% [¢] 0%
United Kingdom 2096000 100% 1174000 100% 2450000 100% 2539000 100%
Sweden 425851 100% 25000 100% 470000 00% 402350  100%
Norway 230014 100% 121,000 00% 270000 100% 228583 100%
Denmark 42558 100% 225000 100% 470000 100% 42350 ook
hriand 230014 J00% 131000 100% 270000 100% 228.563 100%
Gemany 2890000 100% 1717700 100% 3227.000 100% 3291900 100%
Poland 183,500 100% 121050  100% 244300 100% 244000 100%
CQzechoslovaiio 120000 100% 78180 100% 150000 100% 150000 100%
Hungary ©5.000 100% 66,85 100% 1N6200 100% 113000 100%
Russio 354000 100% 200217 )100% 450100 100% 450,000 100%
Slovenio 0 o% [} o% 0 ox o o%
Austria 217,000 100% 113,000 100% 2%.000  100% 239.000 100%
Switzeriond 410440 100% 235026 100% 471,230 100% 450813 100%
Fronce 1,650,000 100% 975000  la0% T920000 100% 1.885000 100%
Span S22 100% 28,000 00% 605000 100% 64005 100%
Portuga 138,000 100% 78150 100% 155000 100% 155000 100%
Belgium 235000 100% 147200 00% 266300 100% 259,000 100%
Holiond 551,000 100% 344300 100% 624300 % 605,000 100%
taly 776376  100% 475000  100% 857,000 100% &R.642  100%
East Europe Omer 0 o% 0 o% 0 % (4] o%
Total Europe 11584667 3% 6,770,543 ke 3 13255430 nx 13178216 3%
ICON
APAC
Austraiia 814500  95% 438500 100% 106000 100% 921,000 100%
New Zedand 154500 100% 81,500 100% 194800 100% 162000 t00%
Singapore 95.000 100% 55000 100% 124000 100% 82760 100%
Thailand 140500 100% 85000 100% 170000 100% 160000 100%
Mdloysa 108000 100% 65000 100% 125000 100% 113200 100%
indonesa/ Phiippines 240200 100% Q o% 333600 100% 290,040 100%
Other APAC 0 ox 0 0% (] 0% 0 ox
Toled AFAC 1.852700 100% 7258%0 100% 1973400 100% 1.738.000 100%
Lagtin Americo
Mexico 0 % 0 .9 ] % ] o%
Brazil 0 ox% 0 ox 4] ox [ ox
Venezueia 0 0% 2] ox 0 o% o ox
Chile 0 ox 0 % 0 o% o o%
Colombio [¢] ox [¢] o% 0 ox o o%
Argentino ] ox o o% 0 o% 0 [2:3
Caribbean 0 [+:3 0 % [} % 0 ox
Ecuodor o] o% 0 o% 0 ox 0 ox
Peru [} o% o ox o o% o] o%
Omer LA 0 % 0 0% 0 o% 0 0%
Toltal LA 0 % 0 o% o o% 0 o%
.
AlME
$ Africc [} 0% 4 o%x 0 [+:3 o] %
Turkey o o% 0 0% 0 ox% o ox
Morocoof North Atnca Q ox o o% 0 ox 4] o
Droci/Midcse East o] % 0 o% 0 o% o o
lsoel o] ox 4] o% [4] % o] o%
Indic [s] ox (¢} o% 0 o% 0 o%
Gresce [+] % 4] ox 2] ox o] ox
Other AIME o] o% o] ox 0 0% 0 %
Totat AIME 0 o% 0 o% 4] ox 0 ox
Other Readmand ICON o ox 4] o% o o% o o%
Total ICON 1.5527&3 5% 725890 x 1,973,400 % 1,738,000 9
Far East
Jopan 2452100 100%  1,304500  100% 3019500 100% 2641200 100%
Korea 875000 100% . 484350 00% 1054300 100% 980000 100%
Tawen 314000 100% 137,840  j00% 330800  100% 330900 100%
Hong Kong 17315 ro0% 08552  100% 212090  100% 10,12 100%
PR China 525000 100% 208600  100% 652500 100% RS000 100%
Other Far Eoxt 0 o% 0 o% 0 o% 0 o%
Total Far East 4351815 13% 2322822 % §279.190 13% 4816221 %
WW Totad 34.178.182 100% 20844275  100% 42103.020 100% 38837437 100%
e ————————————a s O 2 O,

* November YTD for FE and APAC, December YTD for other regions. MS-PCA 26 1 4760
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Swecten 15,714 58,500 K0 82488 83,566 96,500 66522 127 A88 80405 87.800 59.239 119088
Norwoy 5434 23,192 20997 34,587 39,908 46240 36,008 $8.587 25186 34290 25524 a5 487
Denmark 8.0¢9 26300 21,560 37587 40,4661 46,600 37338 63487 28270 40,128 27182 52,687
Aniond 32 11,980 8,700 17388 2812 32835 54,186 34,888 2178 23674 15.095 27.388
Germany 115,133 328058 267,798 441,744 426 400 788 364 483732 945476 3465 457 665073 32900 804 901
Poland 1.280 1345 1313 17.920 7.080 49 445 18.837 45310 5282 44245 16,307 35,580
Czechosiovokia 1432 3363 18417 11,500 8817 19,164 28222 25,083 36 11.647 2461 17450
Hungary 1.003 1754 12544 13,050 3,088 6267 15,774 22,560 2335 4.204 14178 17250
Russio 1,050 2010 8,739 13.050 1418 15,178 15933 25,700 Q0 12.057 15,133 24400
Slovenia 0 o} 0 0 0 0 ] [¢] 0 [o] 0 0
Austno 19.049 57460 2367 60885 9403 85,906 4032 110,085 37131 ARAR] 54,839 90.046
Switzedond 24420 67,948 70.803 67374 40.000 92.000 83.116 05,819 $5263 88 405 80512 86,992
Ffance 117497 213% 149512 264754 313.989 41,189 261224 484 476 39033 438219 21247 02 526
Spain 16,539 24674 28.752 43 550 36,960 4453) 7237 65200 354613 43505 36,972 63428
Portugal 8343 13504 16911 16,755 12N 23463 18,249 25295 13576 20.718 18268 3.1
Belgumn 18,600 38,100 .09 46,500 40,600 61200 2070 77200 36,600 52,100 44,735 64,100
Hollond 24,500 47,000 30,200 57.000 51,000 136900 95,100 167 800 $0.700 82,400 50,500 113,500
taty 39.139 98.076 61,507 108917 81,030 161973 914385 192.048 85432 151918 78.170 182422
East Europe Other 0 0 [s] 0 0 [o] 0 <] 4] 0 0 [4]
Total kurope . 732480 1481951 1.106.667 1826859 1836525 2816455 1763468 3255772 1672836  2.508450 1452480 2981932
ICON
ABAC
Austrdlia 78.000 128 000 109,700 145,000 162,000 241,000 161950 234,000 132.000 216.000 144 000 217 000
New Zedand 11.980 16,919 19.118 .53 19.860 26238 2L 2818 2301 3Lne 2179 2220
Sngapore 4426 4292 14571 12.193 6,945 11.012 16,798 19.950 6571 6457 16729 15815
Thailon 1400 2550 6,000 8,000 3300 6,150 3.600 9.600 2500 625 3900 9.900
Maiaysio 2590 8289 10.909 11,860 34687 10.837 13.665 14823 3988 10,905 14068 14,509
indonesa/ Phifppines 0 ] 0 0 4] 4] 0 4] 0 [v] [} )]
Ofher APAC o 4] o] 0 0 [s] 0 [s] 0 o] 0 0
Talai APAC 98,796 160,050 160.295 209595 195,792 295237 217,784 321191 167 360 270,733 200 450 209 504
Latin Ammenca
Mexico 0 4] 4] 0 o 0 0 0 0 0 0 0
Bremil 0 0 0 [} 0 0 0 0 o} 0 0 [}
Venezuelo 0 0 0 4] [} 0 0 0o 0 0 0 o]
Chile o] 0 o 0 0 0 0 0 0 o} 0 0
Colombio o 0 0 ] 0 ] (¢} Y 0 [¢] 0 0
Argentino o] (4} ] 0 [ 0 [} (o] o} o [} [¢]
Caoribbean 0 4] [+] ] (o} o o 0 o] 0 0 [}
Ecuodor 0 0 4] 0 0 [} 0 0 0 0 0 0
Peru 0 0 0 [+] [} 0 0 0 o} ] 0 0
Other LA (4] [s] 0 0 0 [s] 0 o] 0 o] 0 [o]
Toted LA o] 0 o0 4] [v] [¢] 0 0 0 o 0 0 o
AME
S Africo 0 o} o 0 0 [s] 0 o] (o} [+} o] 0
Turkey 4] 0 [¢] 0 ] s} 0 0 0 "] 0 4]
Morocco/ North Africo s} 0 4] [} 0 o] o 0 0 o [+ V]
Dubai/Midde East ° 1] [+] [+] 1] 4] [+] ] o] [s] 0 o
ool [} [} o 0 [+] o 0 0 s} o [+] (]
ndia 0 0 [} o 0 (s} s} o] o o] 4} [}
Grosce [} 0 0 0 ¢} [+] ¢] ] s} 4] 0 1]
Other AIME 0 0 [+] Q [+] 0 0 0 (9] [s] 4] o]
Total AIME o] [} [¢] 9] <] o o] o 2] (s} Q 0
Orther Redmond ICON o] o [¢] o} 0 o 0 [+] [+ [+} [v] o
Totad ICON 96.796 160,080 160295 209 595 195.792 296237 217.784 2109 167 360 270731 200450 299 504
For East
Jopan 32.000 256 400 241000 348.000 144 400 611,100 432200 753.000 188.900 37700 39 000 558 000
Korea 104 2242 8.050 41,000 2909 152937 a3 173540 2123 47319 2407 74610
Taiwon 1686 17.240 1394 30,364 843 31165 25.55) 47 865 8,093 22 m 17.867 44,563
Hong Kong 4230 23,068 15,738 23554 10.507 33,139 20.533 33425 11,370 2 18313 N7
PR China 100 1550 2568 6300 2,130 26955 4048 34.000 130 1822 3. 7200
Otver For East (4] o_ . 2] [} ] [+] 0 0 0 (4] 0 4]
Total For East 38,120 300510 281270 49218 208782 855,296 529745 1.041 830 29516 478093 432240 Mman
WW Total 1677376 3900511 3296232 4778472 5545090 8511188 5745997  ©280793 4921712 7330475 4526179 808 506
MS-PCA 2614765
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MdLewp
Market Ucenses
Windows Word Processing
Win Word Processing-sunded Win Word Processing-Stend-Alone
Actua Actual MYR Budget Actual Actual MYR Bucige!
Location Am-93 K-04 Dec-94 Jun-95 Jun-9) Am-94 Dec-94 JUN-95
us 3.096.000 4238 D00 3.039.000 4353000 2.351.000 2418 000 1.399.000 2215000
Canoda 208 000 306 000 196 000 318 000 145 000 167.00C 110.000 163 oo
Total North Ametica 3.304 000 4.544 p00 3.235.000 4.671.000 2496 000 2.585.000 1.509.00C 2.378 0OC
Europe
Europeon Heodquarters, Pars. [*] 0 0 0 0 0 < ¢}
European Operations Center, Dubiin ] (4] 0 [¢] 0 0 0 o
United Kingoom 550,000 &R7.700 334983 709070 238 591 245403 2225 278970
Sweden 83.566 96,500 66,522 127.488 67,852 38,000 16.832 45.000
Norwoy 39.908 465240 36,008 58,587 34274 23.048 15.010 .00
Denmar 40661 845600 37338 63,487 32,562 20300 18,776 25.900
Anlong 2812 32.835 54,186 34,808 26,583 20855 45486 17500
Germany 26 402 788 364 443,714 945476 3N2% 4450307 195910 51932
Poland 7.080 49 445 18,837 45310 5.800 46,040 4850 8390
Czechosovokia 2817 19,164 24222 25083 7.185 15,801 5.808 13.583
Hungary 3.088 6,287 15,772 22,560 2,085 4513 3230 9.510
Russio 1418 15,178 15933 25.700 415 13.168 7.9 12200
Sovenia 0 0 «] (] 0 0 [ 0
Austric 49423 86,906 60,321 110,085 30373 2486 10.95¢ 40,200
Switzeriand 60.000 92.000 83,16 95819 36,111 27500 12313 26,854
fronce 313989 411,189 261224 464476 196 492 189800 m.2 912
Spain 36,960 44531 37237 65,200 2041 14,547 8,485 21450
Portugal 12.771 23,663 18249 25295 4,408 10,159 1338 8.540
Beigium 40,400 61.200 49.070 77.200 22,000 23,100 14971 30.700
Holland $1.000 136,900 95,100 167 800 26,500 £9.900 64,900 110800
Haty 81.030 161973 91435 192,048 41891 64208 2728 83,131
Eost Europe Other 0 0 0 0 0 [ 0 [¢]
Total Europe 1836528 2816655 1.763 468 3285772 1,108 822 1336095 656,727 1,458 582
ICON
APAC
Austroha 162.000 241000 161950 234 X0 92.000 113,000 82250 89.000
New Zediond 19.860 . 26,238 2L K8 7.880 .09 245 10,000
Singopore 6.945 11.012 16.798 19.950 231 [3.»3] 2.554 - 1787
Thalond 3300 6,150 3400 9400 1700 3.400 1.400 4800
Mdoaysia 3,687 10837 13,465 14,823 1,097 2548 2,75 2954
indonesia/ Phiippines o o [¢] 0 0 o ] 0
Other APAC o] [s] 0 0 0 0 [+] 0
Tolal APAC 195792 295237 217784 2L i04.99¢ 134,568 o1816 1450
Latn Amence
Mexco <] o] [¢] [} 0 0 0 [
Bromil o} o o] 0 o o 0 4]
Venezueic 0 ] [¢] 4 0 0 0 0
Chie (¢} 0 [+ 0 0 o o 0
Colombio I+] 0 [ o 0 0o 0 0
Argenhna o] 0 [} 4] 0 0 o ]
Caribbean 4] 0 0 0 0 o 0 0
Ecuoder <] c 0 0 <} 0 (] 0
Pery 0 ¢} [ 2} 4 0 0 0
Other LA 4] 0 0 [4] 0 0 0 o}
Totai LA 0 (o} ] ] 0 o . 0 4]
AIME
S Afica [} [ 0 [} 0 0 [ 0
Turkey 0 0 0 0 0 o 0 0
Morocco/ North Atrico [+] o 0 0 0 4] ° (4]
DubaiMidde East 0 o 0 0 0 o 0 0
roel 0 0 4] 0 o] 4] 0 [
ndc [ 0 0 0 0 0 0 [0}
Greece 0 o ] [+] 0 4] Q [+]
Other AIME [¢] [s] 0 0 0 0 [o] 0
Totat AIME 0 0 [s] 0 0 0 o [+]
Other Recmond ICON [} [} 0 o] 0 0 [ o]
Total ICON 15292 26237 . 217784 kvai 4] 104,996 134,568 614814 4sn
For kast
Japon 144 400 611,10 432200 753.000 112400 356.700 148200 405 pa0
Korea 29509 152937 47413 173540 2805 180757 39363 136230
Taiwan 843% 31,368 25551 47885 6.750 13,925 11637 17501
Hong Keng 10907 3039 20533 33425 o477 10081 74660 871
PR Chino 2,130 26956 4,048 34,000 20 25405 1480 27,700
Other For East o 3] o] 0 0 0 0 0
Total Far East 208,782 855206 529745 1.041 330 170662 556,868 208 540 563m
WW Totd $ 545 099 8511188 5.745 997 9289 793 3 876 500 4612531 2435883 4.547 495
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MitLieSS
Data Upaar
31-Jan Market Licenses

Windows Sore ogsheset
Win Spreacishe 1-8 d Win Sorecdsheet-Stand-Aione
Actual Actua MYR Buage! Actual Achui MYR Buaget
Location n-53 Rn-94 Dec-54 JUnN-95 Jun-93 Jun-od Dec-94 Ain-95
us 2.690.000 3,831,000 2.270.000 3.838.000 1.946 000 2.013.000 630,000 1.700.000
Canado 162,000 253 500 161000 253 000 99.00C 14000 56.00C 97 000
Total North Amenico 2,852 000 4,084 000 2.431 000 4.091.000 2.045 DOC 2.127.000 686.00C 177 .oao
Europe
Europeon Headaquorters, Pars (] 0 (] 0 <] g g g
European Operations Certer, Dubiin [/} 4] o] [s] ¢}
United Kingdom 495000 631 486 297416 709070 183591 [ AT 54,658 26260
Sweden 60405 87,800 0.239 119988 4L 22300 9.549 37.500
Noarway 25.186 34290 25,524 A6487 19552 11.098 4527 11.900
Denmark 28270 40,128 27,152 52,687 20.701 13.828 5.2 15.100
fnlond 21741 22674 15.005 27388 18.512 11.604 6395 10.000
Gemany 345687 665073 IR 804,901 250525 337018 12510 A3.187
Polond 5282 44245 16,307 35,580 4.000 42,900 2289 6.n2
Crechosiovokia 32 11,647 2461 17.850 1.980 8284 4242 6350
Hangary 2338 4204 14,178 17250 1332 2450 1.6 4,200
Russio 90 12,057 15,133 24400 700 10.047 6392 1,100
Siovenia [} 0 3} [ (<] ] 0 [4
Austria 37,131 nm 54,839 90,046 18,082 14282 5472 2.161
Switzeriond 55263 88,405 80512 86,992 31844 32748 °.700 21,508
Fance 349933 438219 21247 502,526 232438 216830 62967 237272
Soain 35413 44595 36972 63,424 19,074 18256 8220 19,874
Portugal 13576 20.718 18268 23121 5213 23 1387 6366
Beigium 36,600 54,100 44,735 64,100 18,000 16.000 10.636 17 400
Holland 50,700 82,400 $0,900 113500 26.200 35,400 20.700 56.500
Htaty 85432 151918 78,170 182422 44,493 52965 16.263 73,505
East furope Othec 0 0 o] 0 0 0 0 0
Total Europe 1672836 2.506 450 1462 489 2981932 942,928 1036447 355,702 1,155 565
ICON
ABAC
Austratio 132,000 216,000 144,000 217000 $4.000 88.000 34,300 72.000
New Zedand 2301 3LNne 21,753 Q220 103 1571 2438 9568
Singapore 657N 6457 16,729 15815 1945 1765 22188 A
Thailond 2,500 6250 3.900 9.900 900 .70 1.400 5.100
Maioysio 3988 10.905 14,068 14.569 1398 2416 3.15% 2.700
Indonesc/ Phifppines o [} [} [+] 0 o o} [}
Other APAC 0 0 0, 0 o] 0 [¢] 0
Tolal APAC 167 360 2020 200450 299.504 68,564 nire 43455 §2.990
Latin Amedca
Mexico 0 [} 0 o} 0 0 0 [+}
Beeoit [+} 2] o] 0 0 0 0 0
Venazuela 0 0 0 0 ¢} 0 0 0
Chite 0 0 0 0 0 o] 0 0
Colombia [} 0 [+] [} 0 [¢] 0 0
Argentno 0 [} [} 0 [¢] 0 0 [}
Carnbbean o} (o] o [} 0 o s} o
Ecuodor [} 0 o} [¢] <] s) 0 0
Peru o [¢] 0 0 0 0 4 0
Other LA 0 [+] 0 0 o [4] [ [+]
Total LA 0 [ 0 [ 0 3] . 0 0
AME
$ Africo 0 0 0 0 [+] 0 o 0
Turkey [} 0 [} 0 0 0 (] 0
Morocce/ North Africa o} 0 [} 0 s} o 0 0
Dubai Midcte Eost o 0 0 ] o 0 0 0
roel [} [ 0 [ 0 o] o} 0
nda 0 0 0 0 0 0 [ 0
Grooce 0 0 0 0 (] [} 0 [}
Other AIME 0 [o] 0 0 ] [+] 0 (4]
Toral AIME 0 0 (] 1] o (4] 0 0
Other Redmond ICON o 0 0 [} 4] 4] o] 0
Total ICON 167360 270731 200450 299504 68,564 moe 43,655 92990
For East
Jopan 188,900 36,700 369 000 558,000 156 900 119300 87.000 210,000
Korea 2103 47319 24.07 74410 20919 45,139 15.967 37,300
Tawon 8.0m FZA R 17867 44,563 6,407 9471 3953 14,199
Hong Xong 11.370 3241 13313 .77 7.4 9.083 2575 9243
PR China 130 182 .03 7200 0 22 458 900
Other For East 0 0 0 0 [¢] 1] o] 0
Total Fex East 229516 478 093 432240 N1 191,396 183 6465 109970 442
WW Tota 4921712 1339475 4826179 8.089 605 3.247 888 3.458 904 1,19532¢ 3317197
MS-PCA 2614767
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Location

us
Canoao
Total North America

Europe

Exopeon Headauarters, Pare
European Operations Center, Dubiin
United Kingdom

Sweden

Norway

Anlond

France

Portugal

Beigium

Hollond

ttaty

Ecst Europe Other
Totat furope

iICON

APAC

Austraic

New Zediond
Singapore

Thailond

Maloysia

indonenc/ Philppines
Other APAC

Totod APAC

Lot Amenco
Mexico
Brazil
Venegueia
Chile
Colomoia
Asgentno
Caribbeon
Ecuoaer
Pery
Other LA
Totet LA

AME

S Africa

Turkey

Morocco/ North Africo
DubaiMidde East
roe!

ndo

Greoce

Other AME

Total AIME

Other Reamond KCON

Total ICON

Far fost

YB_MSHR1.XLS

MKLDB
Mcrket Ucenses
Windows Detabases
Windows Databoss - Buncied Wingows Databass - Stand-Alone
Actal Actucl MYR Buaget Actual Actual MYR Sucget
Jun-93 Xn-94 Dec-94 n-95 un-93 Run-94 Dec44 un-95
957,000 1,552,000 1,602 000 2.239.000 957 000 1.053.000 966,000 1.059 000
79.000 68 000 85833 163 000 79.000 36.000 3972 54.000
1.036,000 1,420,000 1,687 833 2342 000 1,036,000 1.089.000 RT3 1.113.000
0 [ -] 0 ¢} 0 ¢ <}
0 0 0 0 ° 4 0 4
95094 302 200 144 290 366240 95894 128256 .90 118429
25866 40330 22112 57.600 25866 12.750 7.09 16.500
11.968 15,510 12550 28,200 11.968 6,150 4626 6,700
19.398 31963 15456 25987 19,398 20.800 3.593 8.800
845 5.899 5542 10.865 8459 1420 2 3.000
61692 290848 27382 3813 80,260 197,081 57633 2160
5.000 6628 3289 7565 $.000 5128 2210 5.765
e 5.084 7078 64650 28 5,086 $.137 6,450
486 1207 3.917 8777 8% 1174 2577 aem
920 4989 7218 11.000 920 4969 6348 11,000
0 [} [¢] [+ 0 0 o [v)
5338 29.18¢9 30.066 40,101 5338 0371 3oz 15470
41,788 38933 0423 46,751 41,788 10.726 4.090 12444
120277 160443 82.774 191946 120277 64338 30,071 ».821
20868 17,188 21104 29,185 20,868 64670 5,635 10337
5893 14001 7497 14,785 5,893 341 827 3407
9400 17.200 21,677 28,300 9300 8600 6,685 11,300
6.500 15.800 21450 36200 6.500 7.800 11,300 16.700
2.140 47.05% 28,501 54,764 20.140 24473 n.077 25,7
[s] o] 0 0 0 [4] e o]
471405 1,044 562 713493 1.344.725 490073 524608 204961 571010
73.000 49,000 75,100 48,000 70540 33.000 21,500 29,000
1147 10624 10374 10452 1.4 6478 1.72% 4367
3,448 4318 10.726 10,750 3448 238 4.086 5,093
as50 1.500 2323 2245 a0 1428 2,089 1925
2400 5218 7682 790 2600 2r 1472 2430
[+] s} 0 0 0 4] 0 0
[s] [o] 0 0 0 4] 0 (1]
90639 70460 106,185 79549 88,179 45500 31022 43018
0 0 [¢] [\] 0 o [ o
0 0 (] 0 0 0 0 o
4] [} 0 o] 0 0 0o 0
"] 0 0 0 o 0 0 0
0 0 ] 0 (s} 0 0 o
[ [} 0 s 0 (] 0 [
0 [ ¢ 3 0 o 0 [
[} 0 0 0 o] © 0 0
0 0 0 0 0 0 0 o
4] [¢] 0 0 0 (3] 0 [
0 0 ] 0 0 0 . 0 0
0 0 0 0 0 [} 0 0
4] [¢] 0 0 0 0 0 [s]
[} 0 [¢] 0 0 4] 0 [
0 ] 4] 0 ] [ 0 0
0 0 [ 0 o (] [ o
(] [4 <] 4 [ (] [} (]
] [¢] 0 0 0 0 0 1]
0 o] o] 0 0 0 0 4]
o [+] 0 1] ] o o o]
[} 0 0 0 s] o] 4} 0
90639 70460 L 106,185 7.549 88,179 45,500 31m2 43018
$.900 24700 177 500 312,000 5900 185200 123,500 162 000
250 34667 4423 us0 2517 2810 2348 24500
25% 10.902 9.049 26851 2593 7.085 LA 1412
e 8.3 114908 19310 e 5,126 3225 8240
530 3.835 50,000 3. 700 530 388 50,000 3,70
0 4] 0 0 0 0 0 (1]
15517 251 408 252870 37 15517 204 65 185922 212482
LéELél 2.984 628 2.760,581 4.162 645 1.429.760 1.843.762 1421878 19390477
MS-PCA 2614768
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us
Conada
Total North America

Eurcpe

European Headauarterns, Paris
Ewropeon Operamons Center, Dublin
United Kingdom

Sweden

Norwoy

Anlond

Austraio

New Zedlond
Sngapore

Thailond

Mdaysia

Indonesia/ Phiippines
Other APAC

Totct APAC

Llotn Amenca
Mexico
Becail
Venezuela
Chie
Colombio
Argentma
Canbbeon
Eauodor
Pery

Othec LA
Total LA

Abar

S Afrie

Turkey

Marocco/ North Atnen
Dubai/Midde East
troel

ndia

Greece

Other AME

Totod AIME

Other Redmond ICON

Totat ICON

For kast

YB_MSHR1.XLS

MigLicSvrs
Mcrke! Licenses
Wingows Servers
Rie and Print Servers Mall Servers
Actul Ackuct MYR Buaget Acral Actuci MYR Buaget
Jun-93 Jun-54 Dec-94 JUn-95 293 Jun-94 Dec-94 Jun-95
821000 575 000 330,000 670000 166,000 189,000 126.000 250000
24.000 32,000 20.000 38 000 5.000 ©.000 8.000 11,000
545 000 607 D00 350,000 708 D00 171,000 198 000 134.000 261.00C
[} 0 <] 0 ") 0 o] 0
[} ] 0 o] 0 o o] o
36200 42,800 25.080 52250 3.650 5510 7280 12,180
13.400 13478 - 8.381 14,800 1728 2500 2483 3.150
5882 5.682 389 6,300 1.000 1430 1,000 1.780
5989 6.004 4.720 6,700 &30 937 &»7 1265
5500 5833 4,148 6,400 <0 100 227 160
$5.200 274 47,700 80285 5143 6422 3.5 1.5
6.000 8337 4938 11,700 1.000 1.586 1000 2100
70 1.733 1.908 2475 1] 87 50 1o
2.0m 1,068 1.900 2.150 20 157 - 20 40
1.025 4,054 3733 5120 <] 208 e [
] [} [+ [+ ] 0 0 0
40 3410 1091 4,000 305 580 R S84
6067 o877 6,000 13.000 1% 1433 N0 2205
36.030 37,800 21,000 41,200 1.783 2,125 1,500 2480
0 0 15375 0 0 o 984 0
1,156 152 S84 1,864 214 307 150 336
$.000 6,200 3930 6.800 S00 778 4% 1300
11,823 12.750 8.300 13410 750 1,100 672 1.950
15349 19209 9506 27.6V4 831 1.2 818 153
0 [+] 0 4] 0 0 0 0
21154 249,081 172763 296268 19,160 27,046 2496 39469
14.289 19270 9.500 21,000 4350 5950 3286 8415
1200 1,550 1270 2340 450 715 40 775
3425 4,500 2500 3,000 &0 1388 900 1.875
580 915 1,100 1530 [ (] 213 (4]
Lmnm 2.039 1747 2441 253 3 510 450
0 0 o] o Q o [} 0
0 e 0 0 0 0 3] [}
21,465 28274 16,117 30311 5973 8.4 S349 nns
[«] 0 3} 0 0 ] 0 [
o 0 [} [} 0 0 o 0
0 o] 0 0 0 ] 1] 0
) o} 0 0 o 0 0 o
[} [+ (o} 0 ° o 0 0
4] o] o] o] [+] 0 0 o
0 o o 0 4] o o] 0
0 0 0 0 0 0 0 o}
0 0 0 3} 1] 0 0 0
0 0 0 0 0 (o] o] 0
5] [} [} [+] [v) o] - 0 [s]
0 [} 0 0 4] [s] 0 (4]
[¢] o] 4] 4] o o [s] o
0 0 0 »] 0 [+] 0 0
o] 4] [+] o [o] 0 o [«]
0 o} [} 0 ] 4] 0 [}
[+] 0 0 0 0 0 0 0
0 0 [} 0 0 0 0 0
[o] [s] 0 0 [+] [+] (4] [+]
0 0 o] o] 0 o o] [+
0 0 0 [} 0 0 0 0
21448 28274 18,117 30311 5973 LY e rd 5349 1nns
28.200 63,000 52900 68,000 44630 8.040 9.480 11.200
1070 279 1387 54800 122 254 n a31
8,146 10,065 §.130 12310 315 608 401 064
3,651 4405 3963 8448 685 1.1% o® 2200
214 5935 2,100 11.000 0 1 555 1
0 0 0 0 ] o] (4] 0
44281 86,134 65450 105,358 5782 10,102 11,522 14,996
822260 970486 404 330 1.139937 201 885 243 550 173 347 327.180
MS-PCA 2614769
Page 27



YB_MSHR1 XLS

TotMSinEase
lotal Microson mstoled Base
Wingows Office Windows Word Processing (bundied) Windows Soreadshe st Mundecd
Acthc Actual MYR Buage! Acual Achuca MYR Buacet Actual Actual MYR Buage!
Location Xn-93 n-94 Dec-94 JUN-95 =93 Jun-94 Dec-94 =< Am-93 JnN-94 Dec-94 Jun-95
s 826000 2325000 3738000  3.588.000 2933000 5376000 1260030 7175000 2982000 5299000 4RO 7055000
Conado 73.000 207676 304784 314,000 202.000 91308 526845 $3 000 195 0oC 372282 20477 5200
Total North Amenca X000 2532476 4042784 30m000 3135000 5267306 7705845  7.738.000 3177000 5671282 145470 1.577.000
Europe
Europeon Heodqucarters. Pars 0 0 [} [ 0 c o 0 © 0 0 0
European Operahons Center, Dubiin 0 0 [4 [4 <} (4 0 o 0 0 0 o
United Kingdom 21142 511,147 &2.002 796529 426,526 831,192 1043972 1191581 382368 748518 %4218 1138140
Sweden 14204 68,407 100,503 132,192 0271 166801 20823 2532% 8398 161433 21237 250883
Norway 4134 21026 37.781 45221 43,408 71,430 97916 104395 3341 57.%4 77.981 91.608
Denmork 5.0 27278 41435 51356 28461 58512 829 $3348 36270 66.000 85811 857
Aniona 2429 10532 17.132 24017 15912 nan 78.099 52.800 as 50,963 Q48 nI
Germaony 11029 473945 745318 921 467 467032 1055087 1421084 1773277 #1362 874010 1191281 1481830
Polond 1.000 2,066 14,866 18335 2,800 36.094 52483 72935 2.700 35,280 50957 47235
Crechosovokio 1382 4.@0 19.043 12895 2,067 13565 32987 30.764 2262 7.5 25567 23459
Hungary 853 2.551 14,545 146,013 2438 7952 2176 35448 1.585 $.200 w02 23.735
Russio S0 306 7348 16.013 968 11.892 25275 2415 100 8.903 20.836 25.000
Sovenio o [} ° [} [ [} 0 0 © 0 0 o
Austnc 16954 39,708 81,107 126505 50.778 82416 129386 195538 48497 78106 122523 170436
Switzerond 190,450 N4 144727 139887 78,000 156 200 230516 237688 72.000 146 260 Mm2n 220203
Fonce 105887 276278 403 2%0 445030 3487 67799 «0217 12076} 3’9323 649 350 821329 1.001 8463
Soan .09 28 51375 60,296 28.580 56,189 83268 98.569 31985 40.080 87.727 101940
Portugal 8343 24,529 4139 34531 11.43% 31494 48,756 53,193 10,680 28508 44924 48,042
Belgiun 17296 49,484 75278 88,360 45826 809507 129,367 145 842 42548 81,138 1A 13567
Hotlond 21.880 57574 80,125 107 430 41,400 189,423 198210 233561 5446 101915 136890 186,892
oty 400 127289 183006 219358 105067 244384 32356 405774 122,485 251819 318920 409 201
East Europe Other 0 0 0 [¢] 0 0 Q c 0 (4] [}
Total Europe 589716 1805977 2092817 3276.25 1807252 3772072 540991 6027.12¢ 1740343 3414221 4575582 562947
ICON
ARAC
Austrolio 99.000 201 400 294700 315950 221000 394520 522 820 567 680 179.000 336,680 450780 499 430
New Zeaond 13,400 24673 48148 40579 18410 241962 42013 80408 nN 29476 4584 87.629
Sngapore 77384 1795 24,180 24459 1.4 25,566 39.045 43,130 N224 iE7 21.720 31,949
Thasand 1490 3748 7488 4,100 2.900 9o.023 1283 12,100 1.500 8864 1m0 11,700
Maoyso 1.590 6420 15,823 14298 97 6202 16334 14937 2238 7993 18,146 16,562
ridonesio/ Phifppnes 0 0 0 o} [ 0 [ 0 0 0 [ 4}
Other APAC 0 0 o [¢] 0 o 0 0 3 [} 0 0
Total APAC 12974 283245 390,339 421386 254 050 477385 653 050 718345 216723 417,004 ST72% 647270
Latn Amenco
Mexico 0 0 0 ¢} <] [} 0 0 0 [ 4 [4
Bremil 0 0 0 0 (<] [ 0 o 0 0 [} 0
Venazuelo 0 [} [} [¢] <} 0 0 ] 0 0 [} ]
Chie 0 [4 0 0 [ o 0 0 ¢ 0 [ 4}
Colombia 5} 0 0 ¢} [} 0 0 ] 0 [} 0 [}
Argentng [} 0 0 [ o o ° o 0 0 [} [¢}
Coribbean 0 0 [3} <} o 0 4} 0 0 0 0 0
Ecuaoer ¢} [} 0 0 0 0 0 0 0 4 0 [4
Petu 0 0 0 ¢} (] 3} [ ] 0 0 [ 0
Otrvex LA o 0 0 o] o 0 0 o) 0 o) [¢] o
Toter LA 3 [ 0 o o 3 [} 9 0 ., © [} 0
AME
S Atnco o 0 ] [«] 0 0 0 o] 0 [ 0 ]
Turkey 0 4 [} 0 0 0 ] o] 0 [¢] 0 o}
Morocco/ Noth Afca 0 0 0 0 [¢] [*] ] <] 0 0 [ [}
Oubai/Midde East [} 0 0 0 [ 0 0 (] 0 0 o 0
woel o o [} o [} [+ 0 [} 0 0 0 ]
nda 1] 0 0 0 [¢] 0 ] 0 0 0 0 [¢]
Greece [ ] 0 0 0 0 0 o] 0 0 0 0
Otver AIME 0 (4] 0 0 o] (<] ] 0 0 0 0 o]
Total AIME [} ] s} [ [¢] o [ 0 0 4] 0 0
Other Recmond ICON [ [+] 0 [} 0 0 (o 0 0 ] [ o
Total ICON 12972 253245 390339 Q21386 254 0S0 477 285 653 050 Nelas 216723 417,104 5772% 647270
For kast
Japon 3.016 134,779 346282 o 5433 30790 564 583 619,433 125,191 3646 558 651818 75304
Koreo 104 1112 16,812 31477 6.0 34,834 48,987 91282 N8 45459 62,886 95330
Tawon 245 24637 zan 58,041 8917 37390 $7.239 81846 10,242 36,064 51,909 76,730
Hong Kong 4867 2.544 35384 42,004 10,768 36268 50,534 58471 11,062 31485 44,726 56,129
PR Chino 100 1412 3320 7.000 130 1,508 .59 9.885 130 1540 3.9 7.05
Ottver For fomt 0 (] 0 (1] o] ° o (2 0 0 o] 0
Total For East 10,540 183 484 452,175 511,428 121250 41701 725042 80917 157 453 481286 815038 1033445
WW Tetat 1422230 4775382 7448115 8.113,13% 5317552 10434645 14314928 15324388 SV1710 9983893 13427.556 14 820 462
e e e e, e 2 b OO0 14208908 15304386
MS-PCA 2614770
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YB_MSHR1 XLS

InBasewP
Mcosoft installed Base
oo weentmns
Win Word Processing-Bunded Win Word Processino-Stang-Alone
Actual Actuat MYR Bucige! Actual Actual MYR Sucge!?

Location —in-93 Jn-94 Dec-94 n-95 mn-93 n-94 Dec-94 un-95
us 2,933,000 5376000 7.26% DOO 7.175.000 2,107,000 3.051.000 3.531.000 3.587 000
Conaao 202 000 391308 526 848 563 000 129.00C 183632 22080 280.00C
Totat North Amenca 3.135.000 5,767 308 7.795.845 7.738.000 2.236.000 3234432 3.753.061% 3,837.000
turope .
Euocpeon Headquarters. Paris 0 o 0 [+] ] 0 0 0
Europeon Operchons Center, Dubiin (4] 0 o] o] [s] 4] 0 Ie]
United Kingaoom L2652 831,192 1063972 1191581 214504 319482 71377 4622
Sweden 90271 166801 220823 25325 77.087 304 110026 122067
Norway 43.408 71680 97916 104 395 2274 50454 60,135 $.174
Denmark 28,651 58512 82901 93348 23592 31237 R276 41992
Rnlond 15912 Lan 78,099 $2.800 13.483 20,889 40967 28,783
Gemoany 457 032 1,055,087 1421 054 1773277 176,736 470543 5845 810433
Polond 2,800 36.004 S2.483 72935 1.800 34.028 374617 40240
Crechosovakio 2.067 13.565 32,987 30.764 &85 9.539 13.944 17860
Hungary 2438 1982 2176 34448 1585 5466 7606 18435
Russia 968 11892 25275 2415 15 10.783 17,127 19915
Sovenio 4 0 0 0 0 o [¢] ]
Austria 50.778 824616 129386 195.5% 33824 Qm 48279 68942
Switzeriond 78.000 15200 20516 237 648 58,000 75.726 85,239 97209
France 364879 677993 00217 1020761 258 992 401818 496 327 553517
Spain 28.580 5,189 83268 98.569 19,541 26378 31,803 38286
Portugal 1n.4% 31494 48,756 $3.193 3.076 6965 8.617 16662
Beigium 46 826 89.597 120367 145 882 2480 40261 54239 5§7.501
Holiand 41,400 149 423 198219 233.561 35,070 107199 133,444 139434
raty 105,067 244364 323,566 405774 65,066 17075 140 560 186416
East Europe Other 0 [+] 0 0 4] [+] o 0
Totdd Europe 1807252 3.772072 5.140991 6,027,124 1,052,090 1.870.115 2315222 2783077
ICON
ABAC
Australia 221000 394520 52820 567 580 86.000 157190 192.190 215040
New Zeaiond 18,610 41962 62013 30,48 6.010 13289 14865 20759
Sngapore 1143 25566 39.045 43,130 4.7% 14.771 15.885 19671
Thaiond 2.5 o.m3 12838 12.100 2.500 6275 635 7.000
Malaysio 397 6284 16334 14937 397 1245 2.101 2229
ndonesia/ Phifppines o 0 4] 4] o] 0 o] 1]
Other APAC o] 0 ] 0 0 0 (3] o]
ol APAC 254050 477355 653,050 718345 99466 192.770 2313n 264599
Lan Amenicg
Mexico Q 0 o] 4] 0 0 0 0
Brezil [+ [} ] o 0 ° V] [
Venezuela 0 [¢] o} 0 o o 0 [¢]
Chie [¢] 0 o [} [} 0 0 [+}
Colombea 4 ° 0 [} o o 0 [+
Argenting [} o [} [} o <] o] o]
Carnbbeon 0 0 0 +] 0 0 [+ 0
Eauador 0 o o] 0 0 o o 4]
Peruy 0 1] 0 0 o 0 0 ]
Other LA o 0 0 0 ] [s] 0 4]
Totad tA 0 0 [+ 0 o ) . 0 4
AME
S Affico [¢] 0 0 [+] 0 4 0 2]
Turkey 0 4 ° 0 o ] o 0
Morocco/ North Atica 0 0 o] 0 o o 0 o]
Dubai/Midde Eost [} v] 0 o] o o o 0
ol Q [} [} 0 0 0 0 o
ndo ] 0 0 [} o] [¢] 0 o
Greece 0 [} [} o 0 [} 0 o
Other AME 0 0 0 0 ] (2] 0 0
Total AIME [+) 0 o ) 0 0 ) )
Other Reomond ICON [} 0 [o] o 0 4] ] [
Total ICON 254 DSO 477355 o 653 050 8345 99 406 92,770 23131 264 499
for kast
Japan 95433 e 564583 619433 92417 173.132 195301 20417
Korea 6.002 834 48987 91282 6,058 33.282 36255 &ans
Talwon 8917 37390 1239 81846 6,464 14,753 19.862 23805
Hong Kong 10.768 36268 50534 58471 5273 14431 17.087 14,749
PR China 130 1.508 3465 9885 o - % r 2885
Othver For East 0 0 [¢] 0 0 0 0 o]
Total Fex East 121250 4 725042 840917 110242 236494 268854 asisn
WW Total 5317552 10.434 645 14314928 15.344 384 3497 998 5534011 $.568 508 7216347
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InBaseSS
Data Upaciec Microsof! insialied Base
31-Jan Windows Soreadsheat
Win Spreacishee!-Bundied Win Sore ocishe o1-Stand-Alone
Actua Actual MYR Budge! Actual Achal MYR Buage!
Location Jun-93 Jun-94 Dec-94 inos Xm-93 2m-94 Dec-94 Jun-95
us 2.982.000 §299 000 6.9 000 7.085.000 2.156.000 2974000 3231000 3.467 000
Conado 195 000 372282 290477 522 000 122.000 164 808 185 893 208 DOC
Total North America 3,177 000 5671282 745% 677 7.577 000 2278 000 3.138 600 3416893 3.825 0QC
Eurcpe
Europeun Headauarter, Pars [+ [ o [} o o ¢ [¢]
European Operchons Center, Dubiin 4] 4] o] 0 o] 0 0 0
United Kingdom 382368 748618 964215 1,138,140 170346 236878 2714820 340418
Sweden 88.895 161433 212372 250883 74491 3.6 100575 118601
Norway 361 87.794 77981 91408 2477 35,768 40200 6477
Denmark 36270 66,009 85811 99.857 31201 38.734 K1A76 48501
Aniond BXWE - 50983 62,608 72779 31862 40451 45,566 48.762
Germany 391392 874019 1191281 1484839 131.00¢ 39475 398 686 551.99%¢
Poland : 2,700 36.280 50,957 47235 1,700 35,178 37.085 45,900
Czechosiovakia 2262 7.156 25567 23459 830 3130 6824 11.564
Hngory 1,585 s20m0 18,102 23,738 732 276 3624 7z
Russia 10 8,903 20,836 25000 100 8.647 13,541 15.500
Slovenic [} 0 o 4] 0 c [ o
Austric 48497 78.166 122523 1794616 3154 38,451 41416 s.022
Switzeriond 72.000 146260 219272 20203 49,700 83486 7.5 77486
france w323 &49 850 821329 1,001,861 27343 373472 417 439 534038
Soan 31,988 40,080 87,727 101,940 29488 30260 36352 41,3908
Portugal 10,680 28.598 asn4 48,042 2317 4.060 4.785 1nshn
Beigim 42548 81,138 14077 136567 25,120 31,520 38.767 484656
Holiand ’ 448 101915 136890 186892 37,082 43825 6249 nmm
htaty 12488 251819 318920 407 201 82687 124530 135912 189843 B
Ecst Europe Other [1] [o] [¢] 0 [s] 4] 0 0
Totcd Europe 1740343 34142 4575582 5562947 996 586 1524 635 1.742,184 22725636
ICON
APAC
Australic 179.000 335480 450780 499 430 . 100,000 154,560 1753460 201340
New Zedaland 2291 3876 & .584 87.629 10491 22003 23,86 2000
Sngapore 11.294 15891 27.720 31.949 31910 4,09 4873 740
Thailand 1,900 6884 n.oee 1,700 900 3516 3.941 6,000
Maloysia 2238 7993 18,144 16562 648 1364 2323 2264
hdonesia/ Phippines s} Q 0 o [»] o] 0 0
Other APAC 0 [s] - <] 0 0 [4] 2] (o]
Totcd APAC 26728 417104 5772% 647270 116,149 185539 209933 246204
Latin Amencg
Mexico [« 0 0 0 0 0 ] 0
Beaani! 0 0 0 o ] 0 0 0
Venezuelo [*] 4 0 [} o] [s] [¢] [}
Chile 0 0 [} [+] o 0 o} 0
Colombia 4] [+] 0 "] 0 o] s} 0
Argentng o o] [} 0 0 0 0 0
Caoribbeon 0 0 0 0 0 [} o] 0
Ecuader 0 0 ] 0 0 0 0 [¢]
Peru 0 o [»] o] [+] 0 ° 4]
Other LA [e] 0 0 0 0 [¢] 0 0
Totar LA 0 0 o] o] 4] 0 - [+ 0
AL
S Africo [+ 0 0 0 o 0 0 V]
Turkey 0 [} 0 4} o [ [ [4
Morocco/ North Africo 0 s} ¢} 0 o 0 [ [
DubaiMidde East (s} (o] 0 0 0 o [¢] [}
roel 0 [} 0 s} 0 0 o 0
nda * 0 0 0 0 0 s} 0 0
Greesce 0 o] 0 ] ] 0 0 ']
Other AME 0 o] 0 0 0 0 0 o]
Tatcd AIME o] 0 0 [+] [+] 0 o] o
Other Recmond ICON [} o} 4] 0 0 ] 0 0
Total ICON 26723 417,104« §772% 647270 16,149 185539 209933 246204
for East
Jopan 125191 366,558 451818 5304 12178 2177 282536 423288
Korea 11.028 45459 62886 95330 12,124 45847 53,154 47803
Tawon 10242 36,064 51,909 78.730 7.7%9 13427 14,832 20689
Hong Kong 1,082 31,648 44,726 56,129 8474 12935 14,156 15314
PR China 130 1.560 3.9 79%2 30 128 379 952
Ofther For East (1] 0 (4] 0 0 0 [ 0
Total For Eost 157 453 481286 815038 1,033 445 150592 303816 364757 528 D46
WW Total 5291719 9 983 853 13 427 556 14 820.662 3.541327 5.152 506 5.753.767 £.72) B8S
e e S A AL T T4 SRR LY 7 (0] - - —a ——
MS-PCA 2614772
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inBaseDB
MicIosor! instalied Sase
Windows Databases
windows Database - Bundied Windows Database - Stand-Alone
Acvual Actual MYR Sudget Actuat Actual MYR Buaget
Location Jun-93 An-94 Dec-94 un-95 Am-93 xun-94 Dec-94 Jun-95
us 588 000 1.363.000 1.948 DOO 2.382. 000 588,000 1,188 000 1.377.000 1,543 D00
Conado 50.000 108115 154 465 107 000 $0.00C §7.353 101772 §1.000
Total North Amernica 4638 000 1411018 2,102 465 2,489 000 638.000 1275353 1478772 1.629.000
Europe
European Headauarten, Pare ] ] ] ] [¢] [¢] [ [
European Operations Center, Dubiin 0 0 [} 4] o] 0 [« 0
United Kingdom . 44,558 171482 47222 305 024 44558 91.458 118109 141392
Sweden 9.866 34,069 50,035 7nm 9.886 18.55¢ 2210 28.566
Norway 6968 15343 2,001 A0 6968 L 12.701 13,168
Denmark 9343 25644 34526 32,530 o343 18275 19.885 17.043
Anland 345% 4991 742 10,023 34 4257 5346 555
Gemany . 34,190 286 4% 423 541 445767 34,190 149334 176 487 206803
Poland 4,100 10,728 13.820 15992 4100 9228 11,282 124992
Qrechosiovakio 1413 4.5 11391 3,749 1413 3.9 A 23 349
Hungary 436 1744 £.501 0377 438 1.744 am 7464
Russio 210 2,199 8414 470 210 2.1% 7.547 470
Sovenia [} 0 <] (4] ] o 0 o}
Austria 3300 17276 45,392 43,956 3309 8.070 10.042 14,722
Switzeriand 33,848 62,269 94.892 K202 33.848 42.858 45948 52813
fronce Q976 130295 180,719 138,015 63976 88,542 103263 106483
Spain 16396 23958 37.054 36203 16396 20,665 24,780 27281
Portugal 3961 10.848 17.99¢ 27.707 3961 6.501 7.039 7.008
Beigium 1520 18,956 35403 30492 7.440 13479 19.651 16422
Holiond 43878 1n.s17 25912 27.893 4875 9.028 15.283 15.900
taly 25,885 53.650 70813 105,005 25.885 41,793 50.532 9.195
East Europe Other 0 0 0 [¢] 0 (4] 0 0
Total Europe 2724313 844 230 1341414 1498 846 274233 839.500 60682 764,130
ICON
APAC
Austrdio 64,000 98,300 166.000 138,740 43240 81,720 95.820 .990
New Zealand non 19.82¢9 29.120 28281 1.on 16,088 17370 19357
Sngapore 429 11476 21233 23,883 aan 8,455 1514 10885
Thailand 200 2.995 7930 1325 10 547 1742 430
Malaysia 2400 4.788 Q.485 7.190 2400 399 4421 $3%
Inconesia/ Phiippines 0 0 0 [ 0 0 0 0
Other APAC 0 0 0 0 0 0 0 0
Tolal APAC 82,110 137388 233968 196419 80.262 110819 131.067 136391
Lotin Amenca
Mexico [+ 0 [ 4] 0 0 0 0
Broxa! 0 0 o o] 0 o o o
Venezueia 1] o] o] 0 o o] ] 4]
Chie 0 0 0 0 0 0 [ 2]
Colombio o] V] o 0 o o] o o]
Argentng 0 [} [} [} [} o 0 4}
Canbbeon ] 0 ] 0 o o} 0 0
Ecuodor o ¢ 0 [+ [} 0 0 0
Pery [+} 0 0 [} ] 4] o 0
Other LA 0 Q 0 [s] [+] 0 0 o
Totat LA [s] 0 [} [+] 0 [s] . 0 ]
AME
S Atmco 0 o} 0 o] o 0 [ [¢]
Turkey 4] 0 0 0 o] 2] ° [}
Morocco/ North Africo <] v 0 0 ¢} 0 [ s}
Dubai/Midde East o] 0 [+] 0 0 0 0 0
roel [+] [} 0 o 0 o 0 0
ndic [+] [s) ] o ] 0 0 o
Greece 0 [o} 0 0 0 ] o 0
Other AME 9] 0 4] [+] 4] 0 0 [s]
Total AIME 0 o] 0 0 0 ] 0 0
Ofther Redmond ICON [+] 0 o 0 0 o] [} 0
Total ICON 82.110 137388 233.968 196419 80262 1081 131.067 136391
Fex East
Japon 0 18471 £5298 326 007 0 18352 54503 246 007
Korea 2,100 4522 7473 7mm 2,10 4297 6975 7.m
Tawan 253 19.524 20466 23,190 2593 4579 10228 12,549
Hong Kong 2324 9.810 17.183 13,344 2324 5517 8284 551
PR China . 20 1.684 3385 1,007 200 1558 308 1.007
Other Far East ] 0 0 0 0 0 0 0
Totdl For East 1218 5420 112775 381,05 7218 34303 43,185 282787
WW Total 1.00144) 2.508 9ad 3. 790622 4.565 324 9% 713 1 950 978 2.353.706 2812308
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InSaseSvrs
Dao upacted. - Microsoft installed Base
WinGows Servers
fie and Print Servers Mall Servers
Actua Actual MYR Budge! Actudl Actual MYR Buage!
Location Jun-93 Jun-94 Dec-54 Jun-95 Xun-93 Jun-94 Dec-94 Jun-98
us 55,000 67.000 91.000 120,000 20.000 48.000 74.000 93.000
Caonodo 3.000 3917 5933 12,000 $.000 7.500 9645 14,000
Total North America 58,000 70917 96,933 132.006 25.000 55.500 83,045 107.000
Europe
European Heodauarters, Pors ] 0 [¢] o [e] 0 [¢] [y}
Ewropeon Operanons Center, Dubiin [¢] 0 0 4] o 0 0 0
United Kingdom 4409 .07 12428 16432 249 6.101 9522 13,775
Sweden 7.968 8,768 ° 9.820 15401 1.700 2618 3610 3.600
Norway 2418 725 330 4270 20 784 1.05¢ 1.035
Denmork 2944 3187 3450 4,770 s78 962 1206 1.308
Rrdond 2480 M3 3,019 5,564 140 2 k7 40
Gemany 5,000 9374 13274 16,059 3.000 5™ 7.012 9.000
Polond 0 300 00 2,037 o s7 13 186
Czechosiovokio 10 » a7 328 0 57 88 120
Hungary 7 n m 241 10 47 mn 67
Russio 25 » n 195 0 5 14 0
Sovenia [} [\ [ ¢} o [ 0 0
Austric 650 744 925 151 202 47 & 12486
Switzeriand 72 1490 2560 4250 &8 1354 1470 3,000
Fronce 4530 5,660 10474 16,530 848 1978 2.848 3,073
Span 0 345 1420 0 o 158 263 0
Portugal : 22 1,714 1922 1,158 18 258 336 a3
Belgium 1100 1458 1.816 352 250 %4 1] 1270
Hollond 2301 2565 s 6.017 98 an2 1,123 1.758
oty 708 2,01 s 4310 ] 1310 1728 1,838
East Europe Other s s 0 0 [ o) [J
Tota Europe 35384 52357 73270 197N 11349 23410 32408 42139
ICON
APAC
Austratio 209 5.508 7.608 9.708 240 3.0 4490 6,412
New Zedand 234 8 714 1362 150 507 kel a3
Sngapore 265 am 632 684 166 825 638 1173
Thalland 20 3 136 365 0 1% m [}
Maloyso %0 ™2 [, an 103 “w Els 73 282
hdonesia/ Philppines 4 0 o 4 ] ] [ 0
Other APAC 0 s o o 0 [<] 0 0
Talal APAC 2.648 Y 9.9¢0 124613 2819 4960 6482 8.930
latin Amenca
Meoico 0 0 0 o 0 [ 0 0
Brexil " 0 0 0 ° ] 0 0
Venezueio 4 0 0 0 ] [ 4 0
Chie 0 0 0 0 0 0 0 0
Colomiio 0 0 0 0 0 [} 0 [}
Argenting 0 0 0 0 0 0 4 [
Caoribbecn o 4 0 0 0 0 0 0
Ecuodar 0 0 0 [ 0 4 0 0
Pery [} 0 0 0 0 [} 0 0
Other LA 0 0 0 0 0 0 4 0
Total LA 0 0 o 0 0 0 . 0 °
AbdE
S Afnca 0 0 0 0 0 [} 0 0
Turkey (4 0 0 0 0 [ 0 °
Morocco/ North Africo 0 0 [J] o ) 0 0 0
Duba/Midde Eost 0 0 o 0 o 1} 0 ©
wosl 0 0 0 [ 0 0 0 [
nda 0 [\ o 0 o [ ° 0
Groece 0 0 0 0 o [ 0 0
Ofher AME 0 o o o] o 0 0 0
Total AIME 0 o 0 0 o 0 0 3
Ofher Redmond ICON 4 0 0 o ] 1} 0 0
Totat ICON 2448 SR 4 oow 12613 2819 4960 6.882 8930
Far Bast :
Jopan 5800 6.1 7401 10,000 (] 86 1437 341
Korea 400 98) 1243 369 = 187 a®
Tawon 265 266 1.082 2470 @ 124 222 2
Hong Kong 252 604 1341 234 205 &8 817 1508
PR China 21 778 500 2.7, (] a5 207 1
Othex For East 0 0 0 0 0 (1] o) o
Total for Eost 6.932 8.788 11667 21264 274 1775 289 5428
WW Total 102 964 138.731 191 840 268 847 39.442 85 845 125 605 163 497
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“Wcrosof Momel Siore

Wingows Ofice Windows Word Processing undied) Windows Soreacshest foundied)
Achual  Aclud  MYR  Budger Actoa  Acha  MYR  Budge! Acud  Achd MYR  Buagel

tocanon An-93 94 Dec-$4  hn.9s An-93 NS4 Dec-fd  an-95 A9  An-94  Dec-8d _ hun-95
us asx 2% 0% 78% &% o Sox 0% X or% 121% 101%
Canoada 8% 83% ©o% 8% /% or% % o3% iex 108% 110% 107%
Telat North Americo
Europe
Europoeon Headouarters. Pa: o% o o% 0% o% ox 0% o% 0% 0% o% o
European Operchons Center. Dutin [+, 3 o% o% % o% 0% % o% ox [+, 3 % 0%
Urvied Kingaom &% &% 75% 8% 113% 100% 125% 105% 109% 5% 13% 0%
Sweden a% &% 72 3 84% 122% 125% 144% 130% 168% 2% 165% 145%
Norway 3% &o% 80% 7% 0% % 1346% No% 143% 142% 155% 149%
Denmark &% % 76% - 7% % % 116% 109% 153% 123% 134% 133%
fniond %% n% 76% 75% 7% 8% 174% 100% 7% 158% 158% 157%
Gemnany L > 9 0% 9% 8% 124% 1% 1a8% 143% e 129% 4% 140%
Polanc 78% % % 1% % 146% 161% 155% QL% 164% 172% 169%
Crechasiovokia 8% 6% 2% % 3% 8% 156% 128% 107% 137% 161% 159%
hungary 8% % 6% os% 155% 172% 150% 180% 123% 167% 146% 7%
Russia % 13% 8% 70% 4ar% 153% 172% 136% 25% 158% 155% 124%
Soveno ox o% o% % [+ 3 o% % o% ox ox ox [:23
Ausmio 0% 85% L7 3 .72 9 13% 124% 2% 123% 142% lagy 135% 143%
Swinzeriona »% 0% % o5 47% 165% 167% 165% % 1% 178% 150%
Fance a% 74% 85% 74% 157% 151% 170% 154% 138% 120% 151% 27%
Spain 55% 70% 75% 70% 108% 109% 138% 120% ne% ms 1% 2%
Portugal 100% o8% 6% 0% 160% 157% 166% 160% 123% 150% 146% 157%
Belgum 8% 84% as% 84% 130% 1% 135% 125% 4r% 148% 188% 151%
Holiond &% % 75% 2% oex 118% 126% Nnsx 1no% % 136% 121%
taty 0% % % 8% 185% 167% 165% 163% 159% 164% 154% 161%
Eost Eutope Other ox ox o% o% o% o% % 0% ox ox o% o
Totat Europe
ICON
APAC
Australc 8% 80% 85% % 143% 135% 146% 130% 148% 135% 140% 140%
New Zedond o7% 5% 22 3 5% 1ar% 169% 151% 165% 175% 160% 146% 162%
Sngapore 0% 85% aox 157% 151% 2% 146% 156% nmx 115% 127%
Thailong &3% 5% 80% 67% 164% nr 105% 108% 116% 2% 108% Né%
Matoyso o1% Q% 8% 65% o0% o3% 105% % eve 9 8% 103% X
indonesua/ Philicpines ox ox o% ox o% o% o% o% o% ox ox
Other APAC % ox ox o% 0% o% o% ox o% ox o%
Tola APAC
Mexico o% o% o% o% ox o% ox ox ox ox o% %
Brait o% o% ox ox o% ox ox ox o% % o% o%
Venezuela ox o% o% ox ox o% o% % ox o% o% o%
Chile o% % o% o% ox ox ox o% o% ox o% ox
Colomixa ox o% o% ox ox o% ox ox ox o% o% o%
Argenhnc o% o% o% o% ox ox o% o% o% o% o% ox
Caonbbean ox o% o% ox ox o% o% ox ox o% o% oxX
Ecucaor o% o% o% ox ox ox o% ox ox % o% ox
Peru ox o% ox o% ox ox ox o% ox ox ox o%
Omer LA ox o% o% o% 0% o% o% ox ox ox o% o%
Toton LA
AIME
S Atneo ox [+.3 ox o% % ox o% % ox ox o% ox
Turkey o% o% ox ox o% 0% ox 0% ox o% o% ox
Morocco/ North Africa o% o% o% o% o% % o% o% 0% % _ 0x ox
DubaiMicde East o% % o% o% ox 0% 0% ox o% o% o% o%
wooi ox o% o% ox ox ox ox % ox o% o% o%
naa ox o% o% ox ox o ox ox ox ox o% ox
Giooce o% ox o% o% o% % ox o% ox o% o% ox
Other AIME ox 0% o% [+:3 ox o% ox ox ox ox o% ox
Tolot AIME ox ox ox o o% o% ox ox o% ox o% ox
Other Redmond ICON ox % ox [+.9 o o ox ox o% % % ox
Totad ICON
Far East
Japan % n% &% 8% 105% 58% 4% 6% 2% 121% 141% 141%
Koreo 100% 61% 3% 3% 2% ax a% S0% 104% 4% 165% 120%
Tawaen 05K 8% 85% b pax 17¢% 162% 143% 163% 174% % 146% N«
mong 100% % 7% a% 121% 1% 103% 21% 114% nor% 6% urx

‘c € 100% 0% % ar% 1% % 161% B% 200% ns 13¢% 164%
Other Far East o% ox % ox ox o% ox ox ox ox o% ox
Toldl for East
WW Tolat
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Dac Upaated
3i-Jon

Location

us
Canoda
Totat North America

i

Peny
Other (A
Tolal LA

AIME

$ Atnoo

Turkey

Moroceo/ North Africo
Dubai/Midate East
roel

ncha

Greoce

Other AIME

Totct AIME

Other Redmond ICON
Totd ICON

Far fast

Japan
Korea
Tarwan

Hong Kong
PR Chinc
Other For Bast
Totol Far Eamt

WW Total

Microsoft Market Share

Windows Word Processing

S:

YB_MSHR2.XLS
MSMKIShrwp

Win Word Pr a-Bundied Win Word P Al
Actsal  Actual MYR Budgel Actual  Achux MYR Bucget
AN-93  JnS4  Dec-d  AN-95 93 N84 Dec-84  xmnos

S0% 4% 62% 56% 30% % % asx

4% 5% 8% 58% ™ 3% 3s% 3sx

0% ox 0% 0% ox ox 0% o%
0% o% o% o% ox% o% 0% o%

58% 58% &% &% s5% 43% 6% 5%

6% 2% a1% 74% % 3% 3% S5%

52% 54% 7% 61% % % &% 2%

319 55% 65% 81% 4% kY, 3 51% a%

A 50% 723 se% 6% 3 8% 2%

7% 75% <% 6% 5% 3 5% (723

40% 7% (3,3 139 nx 3% 7e% 7a%

23% 60% 0% % 0% 58% 76% %

% (123 “oo% 3% 6% (729 % 87%

0% 2% aax % 28% % ax &7%

0% 0% 4.3 o % % % ox

n% 73% r8% 7% 0% si% ~% 0%,

75% asx 0% 5% 7% sox ™ 0%

0% 75% 5% %% m 76% 8% 8%

5% 6% N 65% 2% 4ar% 65% 55%

0% 8% 5% asx 70% 7n% 7% 75%

7% % ™ % % 0% 5% s3%

0% 63% 65% 63% 38% 2% 61% 2%

3% 8% % 8% % 1339 »x 80%

0% ox o% 0% ox ox 0% o%

8% 2% % 74% 5% 63% 7% &5%

% L33 2% So% 4% (.3 % 75%

84% 6% 7% 6% 3% 75% ax 70%

76% 5% % sa% 73 sex 1% So%

4% 54% 74% 58% 36% % nx 3%

ox% ox 0% 0% (.3 ox 0% %

o% ox% .3 0% ox 0% (.3 ox

0% ox o% [+ 3 ox o 0% ox

0% 3 3 o% 0% % ox ox

0% 0% % ox 0% ox ox ox

o% ox o% ox [ o% o% ox

o% o% ox 0% .3 o% % ox

% o% ox % 0% 0% o %

3 0% ox .3 0% ox % .3

ox ox ox [« 3 0% % o% ox%

o% [+ 3 o% 0% % o ox .3

% o% o% .3 0% o% ox o

o% [ 3 ox o 0% o% ox ox

o% o% 0% o% [ 3 ox % X

;3 o% o% 0% [« 3 (.3 o ox

0% .1 ox ox % ox ox 0%

0% 13 .3 3 0% o% .3 ox

o% [+ 3 ox ox o o% ox% -O%

o% 0% ox ox ox ox ox ox

o% 0% o% ox% o ox o ox

ox ox 0% ox [+ 3 ox ox ox

ax e 5% 4aa% s8% 8% 16% 23%

2% ' 21% 26% 3% 26 20% 16% 13

8% 2% 7% 8% 7% 8o% n% 80%

0% n% T0% 3% 1% arx 33% asx

% ”» 85% 24% ox % 76% %
ox 0% 0% 0% [« 3 ox (.3 [+.3
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|Dete Upaiated
31-son

Location

us
Canoga
Total Nerth America

Europe
European Heaaquarters, Paris
European Operahons Center, Dutin
Unrtedt Kingadom

Sweden

Norway

Denmark

Fnlond

Gemany

Poiand

CQzechosiovaka

Hungary

Russic

Siovenia

Austria

Swirzerand

France

Spain

Portugal

Beigium

Holiond

oty

£ast furope Other

Total Europe

ICON

AFAC

Austrabc

New Zedland
Singapore

Thasand

Mdaysa

Ihdonesia/ Phikppines
Omer APAC

Told APAC

Mexco
Brezil

AIME

S Afnea

Turkey

Morocoo/ North Africa
Dubci/Midde East
moel

Incia

Gresce

Other AIME

Total AIME

Omher Redmond ICON

Totat ICON

Far East
Jopan

Korea

Towan

Hong Kong
PR Chino
Other Far East
Tolal Far East

WW Tolal

Win So

Microsoft Market Share
Windows Spreadsheet

Win Soreadsheetl-Stand-Alone

Actual Actucl MYR Buaget Achual Actuai MYR Buage!
AN-9) N4 Decfd 95 N9l an-%d  Dec-84  Jun-95
53% % bea 61% a 3% asx 40%
65% 65% 7% &% 53% a3% 3% a%
o% o% 0% .3 o% ox ox 0%
o% o% o% o% o% o% o% %
0% $8% % &0% 4% 3% 6% a%
84% ™ 6% 8% % &5% % 7%
7% 70% % 7% nx 2% 76% %%
75% 65% 3% n«% 8% S8% 2% 2%
83% 75% 7e% ™ 8% ™% 80% 80%
&% 7% 3% 76% 2% 56% 3% &%
51% 2% 0% 22 3 43% 2% 2% 2%
&3% o8% % 0% 449% % 0% %
&8% 8% fN% o 55% 1% S&% 83%
n% % % 65% 4% 5% 76% %
o% o% % % ox o% o% 0%
m% 8% % % 65% &3% 54% &%
76% 84% 1% as% 65% S0% 85% 65%
n% &5% 8% 67% 65% 55% 70% 0%
58% 3% 5% [ 9 0% 4% 8% 56%
% 4% 3% a5% 4% 64% 53% 7%
78% Ve 2% 0% % &% ™ n%
6a% % n% o8% 46% 3% &5% 53%
aax 8% 8% ax 75% Fagd 70% 78%
o% ox ox % ox o% ox o
% 73% % 75% 0% 62% &1% 65%
1% &% % 8% % % Sax %
85% T0% % 2% n% a7% % 5%
.3 61% 0% 1% 5% &% 3% 55%
S6% 3% ™™ % 4% 2% 0% 3%
% % o% % ox o% % ox%
0% % ox [+.3 ox 0% o% o%
o% o% o% [+:3 ox 0% o% o%
o% o% o% % ox ox o% o%
o% ox ox o% [+.3 ox o% ox%
ox o% ox ox % o% o% o
o% o% ox ox 2.3 ox o% o%
ox % ox % o% o% o% o%
o% % o% o [+ 3 o% ox ox
o% .3 o% ox ox ox ox o%
o% o% ox ox o ox ox o%
o% ox ox ox ox ox 0% o%
0% ox o% o ox ox ox ox
o% o% 0% o ox % ox ox
o% o% o% 0% [+ 3 o% ox ox
ox ox o% o ox ox ox o%
o o% % o% ox ox o% ox
% o% ox o% o% ox o% ox
o% ox o% ox o% ox o% ox
0% ox ox ox ox ox o% ox
o% o% [+ 3 o ox % ox o%
42%‘ &% % 0% Q% 5% % ns
2% 2% nx Y, 3 2% - 7% 8% 2%
8% 25% 0% 85% % 8% 6% 8%
&7% &% ns 70% ax % 45% Irx
100% % 0% 8% 100% 8% % 7%
o% o% o% [+:3 ox % o% o%
Page 35
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YB_MSHR2 XLS
MSMKShrDB

Data Upantec Microsoft Market Share
31an Windows Database
Access
Bundind Sand-Alons

Acaml Acami MYR Budget Acami Acami MYR Budget
Locason S0 Sun-9e Duwe-9é Jun-85 Sl St Ducd Jr-95
us S1% a% aa% 45% Si% 41% % 8%
Canoco &% 56% 4% &% 453 7% 8%

Total Nortn America

Europe
Europeon Heaoquarien. Pars o ox o% % ox o ox o
Eurcpeacn Operations Center, Dubiin o% o= o% ox ox 0% 0% [+:3
United Kingaom &% 4% 8% a% &a% s % ar
Swecen k-9 &2% &2% &3% 3% ~% 0% 2%
Norway s8% S5ax 5% 6% sax 48% 58X §5%
Denmark a8% 51% 5% % 45% 43% 43% a5%
Rnlong 9% 26% 40% ar% a9% a3% a ax
Gemany 55% 6% 75% 61% 43% 4% 4% 2%
Polana % 2% 1% % 2% 8% a8% %
Qrecnosiovaidc 82% &% »x 3% 2% 16% 3% 2%
Hungary 6% 1% 45% 62% &6% % 9% 1%
Russia 3% 0% 3% % 3% 10% 0% 3%
Siovenic 0% ox o% ox ox o% o% ox
Austria &2% 5% 4% 0% &% 4ax a% 45%
Switzertand % o7% 2% 74% ~% &% 8% &0%
fronce 53% X &% A% 5% 25% o% %
Spain %% 30% 5% 3% % 35% 7% 35%
Portuga &% 82% o 82% &% 0% X% 4%
Beigium 80% 4% or% 2% 80% ax 4a7% 4%
Holland 5% 3% 2% 4% 5% as% 0% 4a5%
oty 89% % 82% L7, 3 o% 65% 60% 6%
Ecst Europe Other o% % ox 0% o% ox o% ox
Totai Europe
ICON
APAC
Austraha 88% oa% a5% 7% 80% 46% a% s3%
New Zedand 8% % asx 6% 8% 7% a5% &%
Sngapore 7% 75% oa% 3% oT% 5% 9% 48%
Thailand 2% 2% % % 2% % 7% 25%
Mdaioyso 8% % 5% 25% % 48% 16% sx%
hdonesio/ Phiippines 0% o% 0% ox [+:3 ox 0% ox
Other APAC o% ox ox o% o% o% ox ox
Total APAC
ictin Amendco
Mexico o% o% ox o= ox o% ox ox
Srami [+:3 ox o% o% ox % ox o%
Venezueia ox o ox o% o% o% ox ox
Chile o% o% ox o% o% o% ox ox
Colombia ox ox o% o% o% o% ox o%
Argentna o% o% [+.3 ox o% ox ox o%
Coribdean o% o% 0% 3 [+ 3 0% ox o3
Ecuodor [+.3 o% ox o% % oxX o% o%
Pery ox ox ox ox ox o% ox o%
Other LA o% ox ox ox o% % % 0%
Total LA
AIME
S Atmea ox ox o o% ox o% ox o%
Turkey o% ox ox ox ox ox ox ox
Morocoo/ North Afroa ox ox ox ox 0% ox ox o%
Duboi/Micde East o% ox ox ox ox ox % ox
rael ox ox ox ox % 0% ox 0%
Indic .3 o% ox ox o% o% o% 0%
Greoce ox o% ox ox ox ox 0% ox
Other AIME o% o% o% ox 0% % 0% [, 3
Total AIME
Other Redmond ICON o% ox % o% o% ox % ox
Total ICON
Far East
Japan ox s 3a% s1% ox % o% ox
Korea 2% 16% 20% a% 2% 2% b2e 3 3
Towan 3% o% a3% k7, 9 5% 4% kv, 9 2%
Hong Kong a% 30% 50% 4% as% x % 15%
PR China % 3% & 19% % % X 1%
Other Far Bast o% 0% ox o% % ox 0% o
Total Far gast
WW Total
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3 1-Jan

Microsoft Market Share
Windows Database

YB_MSHRZ.XLS
MSMiaSheDB

FoxPro
Bundied Swnd-Alons
Achmi Acumi oYR Busget Acami Acam T MR Busget

Locason Jun-53 Jun-8¢ D94 Jun- Sun-43 Jun-24 Duc-e Jun-85
us n% o a% 5% nse 13% % %
Canaoc L3 22% an 23% o5 % ns ke
Totat North Amenca
Europe
European Heasquarters. Paris o% o% o% 0% o% ox o% &9
Eropean Operations Center, Dutiin ox ox o% ox o% o% o% o%
United Kingdom % % ke % ™ &% 0% ns
Sweden o% o% % o% o% % % %
Norway o% o% % o% [+, 3 ox Fa 9 %
Denmark 0% o% ox © 0% ox 1293 X %
Rnlanc o% ox % = ox o% % x
Gemany &% 12% % L 3 a% 7% 3% 16%
Polond 18% 2% 30% 1% 1% 82% asx% 61%
Qechasiovaka 3% a3% a7 0% 129 43% 65% 0%
Hungary 3% 8% 50% as% 2% 7% 6% 3%
Russia 2% 30% 56% a% 23% 30% o 4%
Siovenic ox 0% o% o% % ox ox ox
Austnia % % % % 5% 3% 0% 20%
Switzeriand % &% % 5% be9 0% % 0%
france 0% % % 8% ox ™ 29 3
Soan % 1a% a5 10% % 2% 16% %
Portugal % % I % ox 3% 2% %
Beigium 13% % 5% 2% 1% 7% 1% 20%
Holland % be 3 e &% % 4% 9% 1ax
oy o% nx ™ ™~ ox 7% 9% 4%
East Europe Other o% o% % 0% ox ox% o [+ 9
Total Europe
ICON
APAC
Austrahic =3 6% % &% 0% 0% 8% 0%
New Zedand % ax 5% a5 % 1 3 30% 0%

re 2% 14% 2% 13% % 27™% % 7%
Thaiand 3% a% o% 2% 3% &% 55% ke 3
Maaoyse 9% % % 5% 9% 3% 21% 6%
nconesia/ Phiippines ox ox ox o% ox o ox ox
Omer APAC ox o% ox ox o% o% ox ox
Totat APAC
Mexico ox o% 0% o% ox o% ox o%
Brazt o% % o% 0% o% 0% ox ox
Veneiusio ox % % 2.3 % o% % o%
Chie ox ox 0% o% o% ox o% o%
Colombia o% o% ox 2.3 ox o% o% o%
Argenting ox o% ox 0% o% ox ox ox
Caritbean ox ox o% o% o% o% ox o%
Ecuador ox o% o% o% ox ox ox ox
Pory o% % % 0% 0% ox 0% ox
Other L& % ox% o 0% o% o% 0% ox
Tolal LA
AlME
S Atnca 0% % o% o% % % ox ox
Turkey ox o o% 3 ox 0% o% o
Morocco/ North Africa o% o% % o% ox o ox ox
Dubai/Miadte Eost ox% ox o% o% o% ox ox o%
woel ox% o% ox ox ox ox o% ox
india o% ox ox o% o% ox % %
Greece o% 0% % % 0% o% ox o%
Other AIME o% ox o% o% ox o% o% ox
Totat AIME
Other Reamond ICON ox o% ox % ox ox % ox
Totct ICON
Far East
Japen ox "t ox (.3 % ox ox 3 4%
Korea 50X a% 25% 3% 58% 54% 50% «~o%
Taiwan 4% 4% % % 4% 65% SiX %
Hong Kong 20% 7% 14% 27% 20% arx 50% 6%
PR Crina &% o 8% 3% &% % 8% n_x
Other For East ox o% ox ox ox ox ox ox
Total Far tast
WW Total
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YB_MSHR2 XLS
LotMiI Sy

[ Lohs Marxel Share ]

Wincdows Ofice Word Pro Qg ( 3 S [
Actuat Achuat MYR Suage! Achuct Actual MYR Buage! Actrsay Acna MYR Buage!

Locanon Jun-93 294 Dec-94 Jun-95 n-93 -9 Dec-S4 Jun-95 Xn-93 Jun-94 Dec-94 An-95
us 2% ™= 0% % 2% % % nx 8% 2% 2% 3
Canoao 1% 5% 29 ), 3 % 0% 6% nx 2% 26% 2% 2™
Total Noth Americe
Eurooe
Ewopean Headquartens. Paris % % ox o% o% 23 (.3 0% o% ox o
Europeon Operotions Center, Dubiin ox ox ox o% o% 0% o% 0% % o% % Cc
Urvied Kingaom 3% % 28% 29% 26% % ™ 21% 0% 3% 26% ass
Sweden 4% 2% ns 2% 4% 4% nx 125 13% ™ P 8 15
Norway 2% 6% 9% % (.3 1% 16% 7% % 5% 0% 2%
Denmerk kY, 3 25% 2% 9% 12% 18% 12e 4% 18% 2% 3% 200
Rndond 25% % % 8% ns 16% &% 15% o % 20% o
Gemany % 7% 0% 12% 8% 4% 0% 4% 30% par 3 khe 3 1%
Polana 2% ns &% &% % 19% &% ™~ Nx 15% 13 e
Qrechosiovakio ox Q% 15% 1% 16% % 16% 16% 15% ™= lax 3%
Hungory 7% 4% ke g % ns % ~S 23 0% 023 " o
Rusuic asx .7, 9 7% % 65% 2% 1% 21% % 2 1% 0%
Slovenia o= ox ox [ 3 % ox 0% o% ox o o% o
Ausma nx 2% 13% 2% 7% 7% 6% 16% 8% ™% 18% 16%
Switzertond 9% 0% % 0% 14% 10% 7 1% 123 10% 123 1%
France 16% 20% 12% 0% 16% 12% 0% 7% 0% 24% 4% 23%
Spain 45% % 2% 0% 2% 19% % 2% % 8% 2% 25%
Portugal o% = »n % % % % % 1% % 28 %
Beigrum 3% 4% 2% 13% % 10% % 129 0% % 15% 16%
Hollanc 16% 1% ™ 2% n% » % 5% 26% 5% 8% 26%
haty 6% 0% X 12% % ™ % 0% 15% 2% ns 1ax
Eost Europe Other ox ox ox ox ox % o% ox ox ox o% ox
Total Europe
ICON
APAC
Aushae 12% 15% ng 6% el 10% % nx 16% 20% 16% 8%
New Zeaand 3% x % % 5% % % 3% &% % 23 ™
Singapore % 19% % 7% x ~ 1% &% 15% 2% 16% %
Thasianc 28% 2% 113 2% 17% 8% 1% 2% 26% 4% 1% 7%
Maaysa % 7% 3% 2% 30% 25% 10% 2% % % 25% %
naonesio/ Phikopinas % ox o% 0% ox ox ox ox ox ox o% o%
Other APAC ox o% o% ox ox o% o% o ox % ox ox
Totad APAC
Mexico ox ox ox o% ox o% ox % ox o% ox ox
Beexzil ox ox ox ox o%x o% ox o o ox oKX ox
Venezueia o o% ox ox o% o% o% % o% ox o ox
Chie ox ox ox 0% ox o% o% ox ox ox ox ox
Colomtxe o% ox X % ox o% % ox o ox o% o
Argenntng o% ox ox ox o% o ox ox ox ox ox ox
Canboean o% o% ox% o% o%x ox o% ox ox ox ox ox
Ecucdor ox ox ox o% % ox ox % ox ox ox ox
Peru % ox o% ox o% o% o% 3 ox ox o% o%
Omher LA o% o% ox o% ox % ox (3 ox o ox o%
Totat LA
AIME
S Atnco ox ox ox ox % % % o% ox ox ox ox
Tukey o% o% ox ox % o % o% ox ox o ox%
Moroceo/ North Atheo ox o% ox ox ox ox % ox ox . 0% ox o%
Oubau/Midde Eazt .3 0% ox (3 0% (3 ox 0% ox 3 o ox
woe 0% o% ox o% ox .3 ox % o% o ox ox
naio % ox o ox ox ox 0% ox ox ox ox ox
Groece % ox ox ox ox o% % ox ox ox ox ox
Omer AIME ox o o% ox o % o% o% ox o% ox ox
Totat AIME -3 ox% ox o % o% ox o ox 0% [ ox
Oftver Redmond ICON ox o% ox o% (.3 ox o% o% ox ox ox% ox
Total ICON
For kot
g: 0% % 26% 2% 4% 16% 15% 15% 3% 2% 8% ° 3%

o% % 25% 17~ o% x 5% e 3 45% 1% % 8%
Tawan % 15% % 1% n% 14% 2% 1% 2% 1a% 9% 13%
Hong Kong o% 2% 23% % o% nx % % 7% b2 3 8% X
PR China % 0% 1% 3% % % 15% x ox n% 0% 1%
Other For Ecst o% o% o% ox ox ox ox ox ox ox 0% o
Total Far tast
WW Tolal
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Dato Upaated

31-Jan

Total Nofth Amaerica

Europe

European Headauarten. Pars
European Operations Center, Dutiin

United Kingdom
Sweden

$ Alnco

Turkey

Morocoo/ North Africa
Dutai/Mickde East
broel

ndia

Greece

Other AIME

Total AIME

Other Recmond ICON
Tota ICON

Lotus Markef Share
Windows Word Processing

YB_MSHR2.XLS
LotMiaShrwp

Win Wored Processing-Stand-Alone

Win Word Pro a-dunded
Actual | Actual MYR Buage! Aciual | Achxal MYR  Buage!
AN-93  AnS4  Dec-f4  An-9S A9y An-0d  Dec-sd  an-95

2% % -3 ne nx % e 3 x

o% 0% &% nx% ™ 5% b3 &%
% 0% o% o% o 0% % o%
o% ox ox 0% 0% 0% o% o%
26% % 17% 2% 5% e 3 5% 23
14% 14% "% 12% 4% 16% % ns
o% 1% 16% 7% &5 nu% 10% 0%

12% 8% 7% 4% % 3 n %

N% 18% o 15% % 13% 2% ns

28% 14% 0% 14% 336% 8% 0% 15%

30% 0% % » 3% 9% o% 8%

1% 7% 16% 16% 8% 6% 7% 8%

1% ™ % a5 13% 13 &% be 3

&65% 25% 13% a% % 15% % 20%

o% % o% ox o o% o% o%

17% 7% 16% 16% 20% 24% 26% 28%

14% 10% ™ n% 15% 0% % 0%

16% 8% 10% 7% 15% 6% % 9%

2™ 9% 18% 1% » 7% % 4%

% 2% 3% 5% X -3 3% x
[ 3 10% [ 3 [ 5% b3 3% %
ns ™ 3% 5% o X 1% %
5% % 8% 0% 23 o~ 5% 5%
0% ox ox ox o% 0% ox o%
e 3 10% % ns 2% o % %
5% »x x % &% 3% 5% 3%
»x ax % 6% % o be 3 5%
7% 28% 6% 28% 6% 28% 2% %
30% 25% 10% 21% [ 5% (=3 %
o% o% 0% o% ox o% ox ox
.3 0% ox% o% ox ox ox% %
ox ox ox ox ox o% ox o%
ox oX ox o% ox ox 0% ox
o% ox ox o% ox % ox %
ox o% 0% o% ox [+, 3 o% [+:3
o% ox o% o% o% % ox ox
o% ox o% o% ox o% ox o%
o% o% .3 ox ox% ox o% o%
ox ox% o% o o% o ox ox
ox o% o% 0% o% % [+ 3 ox
ox ox o% o% ox 0% ox% ox
o o% o% ox 0% % ox %
o% ox ox o% 0% ox 3 o
[+ 3 ox o% o% ox o% ox ox
ox ox ox ox 0% ox X ox
ox ox ox 0% ox % ox ox%
o% ox o% ox (.3 ox ox o%
ox ox o% % o%x o% ox ox
o% ox o% o% ox o% o% ox

ox ox ox ox 0% 0% ox o%

a3% 16% 15% 15% 30% 2% be 3 5%

ox  *t oy 5% e 3 0% - N 0% ax

n% 4% ) 3 5% 3% 13% 2% 16%

% n% % L3 15% 10% % 6%
o% % 15% % ox o% 2% %
ox ox ox ox ox ox ox ox
MS-PCA 2614781
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Location

us
Canoao
Totat North America

Fronce

Portuga

Beigihum

Holiond

oy

East Eurepe Other
Total Europe

ICON

APAC

Australia

New Zedand
Singapore

Thailona

Mdaysa

ndonesio/ Philippines
Other APAC

Total APAC

Aatin Amserca
Mexico

braz
Venezueia

S Africa

Turkey

Moroceo/ North Afica
ODubai/Middle East
roel

Inclic

Greece

Other AIME

Total AIME

Other Redmond ICON

Tota ICON

Totod Far East

WV lotat

Lotus Market Share
Windows Spreadsheet

YB_MSHR2.XLS
LotMKIShrSS

Win Soreacsheet-Bundied Win Soreadshee! -Stana-Alone
Actucd Acral MYR Bucget Acral Acral MYR Buage!
an-93 -84 Dec-S4 -5 un-93 Jun-94 Doc-94 Jn-95
8% 2% 7% nx ax 40% 50% 45%
26% 2% 2% 27% 4% 40% s1% a3x
o% % o% ox o% % o% %
o% 0% ox X o% 0% 0% 0%
20% 9% 26% 35% a0% 57% 3% 2%
13% 17% 2% 15% % 2% 1% 23%
2% 5% 0% 2% 20% 3% 2% 18%
8% 22% % 20% 10% 28% 0% %
4% 9% 20% 1% 1% 16% 7% 1a%
0% 23% 17% % 43% 3% A% 28%
A% 15% % ™~ % 15% 12% o
15% % 14% 13% 0% 16% n% 0%
20% &% [2 9 s 8% 12% a% 1%
% 2% 3% 20% 14% 0% 16% 18%
o% o% [+:3 ox o% 0% ox o
8% ™ 15% 16% 2% 8% 3% =%
12% 0% % n% 25% 20% % 15%
9% 2% 4% 83% 0% 8% 19% 25%
% 28% 2% 5% asx 4% 2% 3%
1% o% 5% o% 3% 21% 25% 18%
20% 1% 15% 16% 2% 25% 25% 26%
2% 5% % 2% % % k> 4 4%
15% 2% 1% 4% 3% 7% 0% 17%
o% o% ox 0% o% 223 o% o%
16% 0% 16% 8% % 27% 2% 24%
£2 9 &% 5% ™ 1% 1% 8% 17%
15% 26% 16% 2% 2% a8% 0% 4%
2% 228% 13% % 2% X% % 3%
8% % 25% % % 58% 6% 55%
o% ox ox ox o% 0% o% o%
ox o% ox 0% ox o% o% o%
ox o% o ox o% o% o% ox
o% o% [+: 3 o% o% ox o% o%
ox ox ox ox o% ox ox o%
ox o% ox ox [+, 3 o% ox ox
o% o% ox 0% % o% ox o%
3 ox % ox o% ox ox o%
ox o% ox% % o% % o ox
ox ox [+:3 % ox ox % o%
ox ox o% ox ox 0% ox %
% ox ;3 0% % o% ox ox%
0% ox% ;3 o% ox ox ox [+ 3
0% o% ox o% o% ox % 0%
o% 0% o% 0% 13 o% 1.3 ‘o%
ox ox ox ox ox ox o ox
o% ox ox o% o% o% ox ox
ox o% ox% 2.3 ox o% o ox
o% ox 0% o% o% o% ox o%
o% o% ox ox X o% ox ox
o% ox o% ox o% ox ox o%
s 26% 8% »% 7% % 6% 19%
a5% ¢ 15% ™ 8% 4% 1% % 1%
1% 14% 9% 13% % n% ax N%
17% 24% 2% 2% 2% 54% S1% S3%
% ns 0% 2% o% 8% 4% %
ox o% o o% [+, 3 ox [+:3 ox
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Dato Upoatea
31-Jan

Locanon

us
Canodo
Tolal North Amenca

Europe
European Headquarten, Parss
Ewropean Operahons Center, Dubiin
Unned Kingoom
Sweden

Norway

Denmark

Anianc

Gemany

Polonc
Czechesiovodc
Hungary

Ruzsio

Slovenio

Austria
Switzenanc
france

Span

Portugal

Belgum

Holland

haty

East Europe Omher
Total Eurcpe

ICON

APAC

Austrauc

New Zedang
Sngapore

Thasiand

Mdayso

ndonesic/ Philppines
Other APAC

Total APAC

Mexco
&l
Venezusic
Chie
Colombic
Argennnc
Caoritbeon
Ecuaaor
Peru
Other LA
Total LA

AIME

S Atec

Turkey

Morocco/ North Atrico
Dubai/Miadte East
igoel

ndo

Greece

Other AIME

Tolat AIME

Other Reamond ICON

Totat ICON

For gast
Japan

Korea

Tawan

Hong Kong
PR Ching
Omar For East
Total Far East

WW Total

YB_MSHR2XLS

NowMii Sty

Novell Market Share ]
Window: Office Windows Word Processing founded) Windows Soreadshest bunded
Actual Actuai MYR Budge! Actua Actuat MYR Bucge! Acna MYR Bucge!
X-93 Jun-94 Dec-94 Jun-95 Jun-93 n-Sd Dec-94 95 JN-94 Dec-94 RIN-95
% % % 1% % 3% 2% 3% A 12% % %
% X % 2% 2% A% 2% s % % 5% ~
o% 0% % 0% [¢3 0% 0% ox 0% 0% o% o%
o%x o o% ox ox o% ox ox o o o% o%
0% 1% 1% » 16% 19% 4% 1™ o% b2 3 % %
el 4% % a% 2% 15% 12 9 15% » (23 be 3 6%
ox% % 1% o% X 2% 12% 2% % % % (>3
ox 23 x a3 % 27% 2% 22% > 10% L3 o
0% e 3 e 3 ™ % 33% % 27% % % » e
1% % % % 5% 1% ns 0% 5% o~ 2% 5%
10% 10% =% k3 o 5% 6% &% 1% el % a
6% 3% » a8 2% 3 &% (29 pre 9 15% £:3 ™~
% % % % - 0% % 6% x 12% 5% a3 Fe 3
4a5% % b2 3 =~ 16% » » % 7% a% [, 3 (23
o% % ox ox o% o% o% ox o% o% % o
o% 1% % 1% 2% % > 0% a5 3% a8 n
% % % % % 5% »n % 123 ™ 12 Y o
ox &% % &% a% ™~ % 7= 0% n% % 0%
o% 0% e 9 0% 20% 9% % ™ 40% 0% » %
o% % ox 4% 23 12% P9 10% o% % b3 be 3
1% % k3 % 20% 1% 4% 20% x R 9 x a8
o% % 13% &% % 0% % 2% 0% 4% % &%
ox % % P % ™ [>9 I 3 % n » »
o% o= ox o% o% o% 0% % o% ox [, 9 [+, 3
% &% % 5% 5% 8% 3% 16% 5% > % »
% pe? % % 12% % % be 3 % a% » 4%
% % &% % 13% 20% 23 % o% 4% % %
(>3 0% 1% o% &% 2% 4% ns 1% la% 15% 10%
o% 13% » 13% 16% 2% 16% 20% 6% 1% n 1%
ox ox o ox 0% o% o% ox ox ox o5 %
0% .3 0% ox ox 0% 0% ox ox ox% .3 o%
ox ox o% o% o% % 0% o% ox ox % ox
% ox o% o% 0% ox ox ox ox o% o% %
% ox o% o% o% ox ox o% ox o% o% ox
o% ox % o% 0% % % ox o% o% o% %
o 3 ox o o% ox o% o% % ox ox ox ox
o% [+.3 o% o% o% o% ox ox ox ox ox o%
o% o% o% o% o% ox % ox o% ox ox o%
o% ox ox o% ox o% ox ox ox ox oK% 0%
ox ox% ox o% o% ox ox o% ox o% o% o%
ox [+:3 o o% ox o% ox ox ox ox % %
0% % o% o% % o% X ox ox ox ox ox
[+, 3 ox o% o% ox ox ox ox o% % o% [+ 3
ox ox o% o% o% ox ox ox o% 0% ox ox
% ox o% o% o% ox ox ox 0% ox o% [+, 3
o% [¢.3 o% [+ 3 o o% o% ox ox ox o% o%
0% o% m 0% ox ox ox o% o% ox o% ox
ox ox o% o% o ox o% ox ox ox o% ox
o% o o% ox % o% 0% % o%x ox ox ox
ox 0% o% ox ox o% % ox o% o% o %
% ox ox o% o% o% o% % ox ox o% o%
ox ™ 2% &% ox 3 x 3 &% a8 1} 2 &%
ox m”m™ % 10% -9 % % 5% x 13% x 14%
ox % % LA} 4 o% Fe 3 % % ox % % »
0% e 3 12 9 ™~ 21% 8% 2% 9% 16% e 2 9 %
0% % o ox % o ox (. 3 o ox ox 0%
ox 0% o% ox o% o% ox o% ox ox ox o%
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Dato Upaated
3i-Jan

Locohon

us
Canoae
Totat North Amenca

Europe

European Headquarters, Pars
Euwropean Operanhons Center, Dubiin
Unvted Kingadom

Sweden

Noerwoy
Denmark
RAniond
Gemony
Polond
Qrechasiovakia

ray
Eost Europe Other
Total Europe

1ICON

APAC
Austraua

New Zedanc
Singapore
Thailend

Mdioysa

haonesio/ Phiippines
Other APAC

Tolal APAC

iqiin Amence
Mexico
ot
Venezueio
Cnile
Colomiza
Argentinc
Caribbean
Ecuodor
Peru

Other LA
Totol LA

AIME

S Africa

Turkey

Marocco/ North Afica
Duboi/Middle East
woel

indic

Greece

Other AIME

Total AIME

Other Resmond ICON
Totat ICON

Far East
Japan

Korea

Tawan

Hong Kong
PR Chino
Other For East
Totat Far East

WW Jotal

Novell Market Share
Windows Word Processing

Win Word P

vdied

YB_MSHRZ.XLS
NovMitShiwp

Win Word Processino-Siand-Aione

Achod  Ached MYE  Buaget Ackia | Acha MYR  Budge!
AN-93  an-94  Dec-94  ane95 Jn-93  hn-94  Dec-84  n-9S
k33 k7. 3 % 3% o% 4% 1% 6o%
% N% 26% 3% a% 7% 3% %
% % % o% o% ox % 0%
ox o% o% 0% ox o% o% o%
16% 9% 14% 17% 0% 50% % a%
% 15% % 15% 27% 2% 28% 3%
asx 28% 12% 2% 45% 50% 2% 4%
k¥ 27% 1% 24% 4% 54% ax So%
~% 3% % 7% 55% 29% 0% 4%
5% n% n% % ™~ 18% 25% 8%
30% % 6% 6% % 5% 7% %
% % % o% 14% &% ™ b
10% 2 3 % » n% 6% 3% %
16% » ke 3 23 o% a5 S 129
o% ox ox o% ox ox ox o%
125 % » 0% 9% 25% 5% 26%
% % X I 13% 0% 16% %
a% ™~ 5% » % % 6% o%
20% 9% % % 3% 6% 3% A%
113 1% r23 10% % 28% 2% 2%
0% 19% 1a% 20% 3% 48% % 4%
X% 0% 2% xx 5% ax % arx
2% e 3 [:3 » 5% 13% 16% 4%
o% o% o% o% 0% ox ox o%
15% 1% 13% 16% 2% 2% n% %
12% >3 5% ™~ 0% 17% 6% 2%
13% 20% ® 13% % 9% Ss% 2%
&% 2% 14% n 6% 14 W% mx
6% 21% 16% 20% 55% % &% &%
ox o% ox o% % ox ox ox
ox ox o5 o% o ox [>:3 o%
o% ox o% ox % ox ox ox
o% ox o% .3 % o% ox% ox
ox o% ox ox ox ox o% o%
o% o% ox ox% ox ox o% ox
% o% ox o% ox ox o% o%
o% o% o% ox ox o% ox ox
ox o% ox o% ox o% ox ox
ox ox ox o% ox ox ox ox
o% ox o% ox ox ox o% o%
ox oxX 0% o% % o% ox o%
ox o% ox ox ox ox .3 ox
ox 0% o ox ox o% % ox
ox% ox ox o% ox o% .3 %
[+: 3 o% o% o% ox 0% .3 ox
ox ox ox [+ 3 ox ox ox ox
ox o% o% o% % ox % o%
o% o% ox o% 0% o% o% ox
o% o% o ox [+ 3 o% % [+:3
% ox % ox ox o% ox o%
% o » ~ ox % = =
2% " 1% % 5% = 19 % o~
o fo3 2% % % ™ ~ P
2% 2% % 19% asx a3% S8 A%
ox ox [+, 3 ox ox ox 1% o%
ox o%x o% ox o% ox o ox
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YB_MSHR2 XL S
NovMKIShrSS

Dato Upaatea Novell Market Share
131-Jan Windows Spreadsheet

Win Soreadsheei-Bundied Win Soreadsheei-Stand-Alone
Actual Actual MYR Buage! Achal Acthual MYR 8uage!
Locomon xn-93 Jun-94 Dec-94 AN-95 n-93 A-94 Dec-94 An-95
us % 12% 2% (29 2% 2% &% 15%
Conaao o% 5% ™ 13% 7% nx 10%

Total Norm Amenca

Europe
European Heaaquarters, Paris o% 0% o% o% o% o% 0% o
Europeon Operations Center, Dubin o% o% [+, 3 % % ox o %
United Kimpdom ox 3% = a% % % 3% 7%
Swecen % &% % &% ™ 10% el nx
Norway 6% % % &% % 5% % &%
Denmark = 0% % o% 12% 8% 10% 7%
Fniond k23 &% % ™~ a% 5% 3% %
Gemony a% 8% % % % &% &% %
Polond 1% % % 2% 20% % 5% 5%
Qzechasiovokie poe 3 15% a5 Pe 3 5% 6% °% %
Hunoory 12% 5% % % 17% > 3% 6%
Russia o7% % % L9 n% % L2 3 %
Slovenio o% o% ox o% o% o% % 0%
Austric a% % a% » X ox 13% %
Switzedand % e 3 % a 0% 0% e 20%
Fronce 10% n« 5% % 5% 7% nx 5%
Span 40% 0% » % > % % o
Portugal % % o9 ™~ 2% 15% 2% 13%
Belgum % % » 19 a% 9 % »
Holiond 0% 4% ns -3 20% % % &%
haly 1% 3% *x » bel % 10% 5%
East furope Other ox ox 0% o% ox ox o% o%
Totad Europe
ICON
APAC
Australic 5% e 5% e o% n% 0% n%
New Zedand 1% a5 k3 a8 3% 0% 1% 0%
Sngapore o% % 5% a8 o% 5% &% &%
Thailonc 1% 4% 15% 0% 2% 16% % 14%
Maayso o% 3% » 2% 1% 5% 3% "%
ndonesq/ Priippines o% ox o% o% ox ox o% o%
Omer APAC o% % o% o% o% ox o% o%
Tota APAC
iatin Americo
Mexico o% o% o% o% ox oK ox o%
bl % ox 0% o% ox o% ox o
Venezueic ox 0% o% ox o% ox ox o%
Chie ox o% 0% o% ox % o% o%
Cotombio o% ox o% o% o% o% o% o%
Argentna o o% o% o% ox o% ox o%
Corniboear. ox 0% ox ox% o% ox % o%
Ecuador ox o% o% o% o% o ox 0%
Pery 0% o% o% (.3 ox ox o% o
Omer LA 0% % o% 0% o% % ox [, 3
Torat LA
AME
$ Atco o% o% ox o% o% ox o% o
Turkey o% ox % 0% 0% 0% o% 0%
Moroceo/ North Atnca o% o% ox o% ox ox % o%
Ouba/Micde East o% % o% o% ox% ox ox o%
woe ox ox o% 223 0% o% ox ox
inca o% o% ox ox o% o% o% o%
Greece ox ox ox ox ox ox ox o%
Other AIME ox ox ox o% ox % ox ox
Toted AIME
Other Reamond ICON o% o% 0% ox ox o% o% o%
Total ICON
Far Eest
Jopan 14% . 4% % 6% 9% % P9 6%
Korea % MR 3 k2 9 4% Fe 9 13% 3 9%
Tawan o% % % Fe 3 ox » % 3%
Hong Kong 16% ™ % 23 26% % .3 0%
PR Chino % o% ox o% % ox ox ox
Other Far East o% ox ox ;3 ox ox ox ox
Totat For East
WW Totad
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YB_MSHR2 XLS

OtnmitSDE
Competitor Market Share
L - Windows Database
Bundied Stand-Alone
Actusi Actual MYR Buaget Actual Acluai MYR Buaget
Locaton Jun-83 Jun-84 Dec-84 Jun-95 Jun-93 Jun-84 Dec-54 Jun-§$
us 30% 7% 38% 28% 30% 7= 63% 55%
Canaga 30% 20% 13% 23% 30% 26% 2% 3%
Total North Amerca
Euwope
European Headquaners, Paris 0% 0% 0% 0% 0% 0% 0% 0%
European Operatons Center, Dubkn 0% 0% 0% 0% 0% 0% 0% 0%
Unned Kinggom 29% 1% 5% 13% 28% 20% 10% 28%
Sweden 4% 24% 13% 18% 4% 49% 43% 42%
Norway 42% 7% 2% 16% 42% 48% 32% ™
Denmark 52% 4% % 23% 52% 3% 40% 45%
Finland 58% 26% 18% 2% 59% “s 45% 40%
Germany 9% 14% e 13% 53% 38% 46% 38%
Poland 0% 0% 3% % o% 0% 4% 0%
Czechoslovakia 7% 13% % % 7% 13% 8% %
Hungary 0% % 3% 2% 10% 3% 4% 1%
Russia 54% 0% 4% 18% Sa% 60% %% - 18%
Siovenia % 0% o% 0% 0% % % o%
Ausina 10% 8% 3% 9% 0% 21% 3% 2%
Swrzeriand 19% 4% 1% 3% 19% 14% 2% ™
France 47% 31% 14% 26% A7% 7% 40% 4a%,
Spain 10% 25% 4% 26% 10% 26% 15% 34%
Portugal 15% 4% 4% 5% 15% 16% 33% 1%
Belgium ™ 12% 10% 18% % 17% 31% 2%
Holiand 16% 25% 14% 22% 15% 6% 7% 29%
Raly 11% 13% 9% 11% 11% 15% 21% 16%
East Eurcpe Other 0% o% 0% o% o% 0% 0% o%
Total Evrope
ICON
APAC
Austraiia 10% 19% 8% 15% 10% 29% 28% 25%
New Zealand 1% 9% % 8% 1% 15% 12% 21%
Smgapore 4% 1% 9% 14% 4% 19% 24% 25%
Thadand 2% 13% 2% 3% 2% 14% 28% 16%
Malaysa o% v 14% 45% o% 39% 45% AS%
indonesia/ Philippines o% o% 0% 0% o% 0% o% 0%
Other APAC o% 0% % 0% (129 0% o% o%
Total APAC
Latin Amenca
Mexco 0% o% % 0% 0% 0% o% 0%
Brazit o% o% o% o% % o% 0% 0%
Venezueia 0% o% 0% 0% 0% % o% 0%
Chite 0% o% o% 0% 0% o% % 0%
Colombia 0% 0% 0% o% 0% 0% % o%
Argentina 0% 0% % 0% o% 0% o% %
Carbbean 0% o% 0% o% 0% 0% 0% 0%
Ecuacor 0% 0% 0% 0% 0% 0% 0% 0%
Pery % 0% 0% 0% 0% 0% 0% 0%
Other LA o% 0% o% % 0% 0% 0% %
Total LA
AIME
S Afnca 0% o% 0% 0% 0% 0% o% 0%
Turkey o% o% 0% 0% 0% 0% 0% o%
Morocco/ North Atrca % o% 0% 0% 0% 0% 0% 0%
DubavMicdie East o% o% 0% 0% 0% 0% 0% o%
Israel 0% o% 0% 0% 0% 0% 0% 0%
india 0% o% o% o% o% 0% 0% 0%
Greece 0% 0% 0% 0% 0% 0% o% 0%
Other AIME o% o% 0% 0% 0% o% 0% [
Total AIME
Other Redmond ICON 0% o% 0% 0% 0% 0% o% 0%
Total ICON '
]
Far East
Japan 0% 13% 21% 19% 0% 10% 30% 25%
Korea % 29% "% 42% 7% 25% 21% 45%
Tawan o% 13% 7% 23% 0% 17% 10% 38%
Hong Kong 4% 9% 5% 16% 3¢% 4% 14% 18%
PR China ) 0% 0% 3y, 0% 0% 0% a% 0%
Other Far East 0% o% 0% 0% 0% 0% 0% 0%
Tolal Far East
WW Total
MS-PCA 2614786
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Locason

us
Canada
Total Nofth America

Europe
Ewropean Headauarters, Par
Eropean Operghons Center, Dubiin
Unsted Kingdomn
Swecen

Norway

Denmark

Anland

Gemnany

Poland
Czechosiovakia
Hungary

Russio

Slovenia

Ausina

Switzerand

fronce

Spain

Portugal

Beipum

Holiand

oy

East Europe Other
Total Europe

ICON

APAC
Ausraic
New Zedond
Sngapore
Thaiand
Maaysa
noonesia/ Phitippines
Omer APAC
Totdd APAC
idtin Amercg
Mexico

Brazl
Venezueia
Chiie
Colombia
Argentna
Canbbean
Ecuoger

Pery

Other LA
lotal LA

AlME

S Atea

Turkey

Morocoo/ North Afriea
Dutxi/Midde East
woe

ncka

Groece

Omer AIME

Total AIME

Omher Redmond ICON

Totdd ICON

Far Eost
Jopan

Koreo

Towan

Hong Kong
PR Ching
Other For East
Total Far East

WW Total

[ Market Share - File Servers

YB_MSHR2XLS
MKIShrFPsvrs

Microsoft B - 087
e~ ) A hmbi  Omai v
5% [ 9 o% 2% &% 5% 3% »
(9 2% % 4% % 8% > %
o 0% 0% % ox % o% 8
o% o% %X [+ 3 o% ox ox o
™ nx 14% % % = 123 2
2% 26% 0% 8% n% 2% n% n%
% 13% 9% 7% % 5% &% (>3
13% 12% 16% 16% 15% 16% 15% 15%
2% 24% 26% 2% ;9 % % &
5% &% % % % &% % 39
o% % 4% 2% o% % % »
% % 19% % ox = % %
[s23 &% n% ™ o e 3 % Ve 3
Fe3 1% % = ox o% % o%
% o o o% % % ox ox
ns 0% 2% 15% be3 red x ped
% 16% 8% 2% n% % % 23
% 14% 23% 16% 25% 16% 0% %
0% % 7% ox o% ox % o%
ns 2% 2% 2% ox ox ox o%
1% 5% 2% % n« 0% % £; 3
ns n% 15% 7% 129 X £ 9 a5
% 5% X% o% 12% 123 % L2 3
[2:3 % 0% o% o% o% 0% %
o% 18% % 20% 3% a% % =%
™ 7% 7% arx x % be 3 %
% » % 2% I x % 3%
3% 10% 6% 16% x % pe 3 x
5% ™ ™ n% 2% % re 3 =
ox ox 0% o% ox ox ox o%
ox o% % o% o% ox o% ox
ox o% o% o 0% ox % %
o% ox 3 o% 3 o% o% &9
ox o% o% 0% % % % ox
ox ox ox o% ox ox ox ox
ox ox o% o% ox o% o% o%
% ox o% o% ox ox ox %
0% [+ 9 o% % [+.3 o% o% ox
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WIN Office Pro
Data Updated __WIN Office Pro. Street Price |
2-Feb uss)
Microsoft FPP I Comoelttion FFF | Markup _
FYes Fres® FYs4 FY9s Frys® FY94 FYes ’ Frese [2(7]
Location Budget | Actual | Actual | | Budget | Actuo! | Actual Budget | Actual | Actuo!
us 5% 557 557 445 a8 44 8% 18% 13%
Canado 0 5m 0 450 a2 453 -100% % -100%
Europe
Euwropean Headguarters. Paris [+] 0 0 0 0 o] 0% e, 3 0%
European Operations Center, Dubiin 0 0 0 0 0 o] % 0% o%
United Kingoom 658 &97 &n 541 831 567 2% % 45%
Sweden 731 824 751 499 550 50 16% 10% 13%
Norway 766 944 980 516 - &9 53¢ 26% 28% 43%
Denmork 895 1.059 £ 707 841 753 2% 2% 28%
Finlkand 849 1065 8% 686 0 o 35% 21% 37%
Gemmany L] 925 925 53 S04 826 12% 14% 3%
Poiand 50 50 0 [y 0 ] 5% 65% 0%
Czechosiovakio 500 500 0 500 S0 0 0% 5% 0%
Hungary 0 704 0 0 % 0 0% 0% 0%
Russia 3% 384 85 270 230 1% 106% 6% 5%
Slovenia 0 0 0 o] o] 0 0% 0% %
Austna 73 90 1.029 5m 453 719 13% 48% 7%
Switzerand 1.100 IREY 1024 480 554 480 &% 49% 3%
France 0 983 983 s} 737 737 -100% 2% 24%
Spain 810 ] 875 &07 0 650 66% 45% 3%
Portugat 8N 0 0 0 0 o] 0% 0% 0%
Beigium 795 960 8% 648 kY-~ 77 kye 3 14% 2%
Hotlang 7% 9% Q44 648 kv] 2 45% 23% 8%
taly 0 750 730 0 500 515 0% 26% 25%
East Europe Other 4] 0 0 0 4] 3] 0% 0% 0%
ICON
ABAC
Austraia 5&8 543 5§76 565 £ 504 23% asx a8%
New Zeaiand 50 653 646 533 578 5 25% 180% 3%
Singapore 500 83 510 433 &0 473 35% 28% %
Thailang 600 680 680 S0 550 550 as% 6T% &%
Maiaysia 519 510 823 a2 45} a5 3% asx 43%
indonesa/ Phiippines 650 825 g o] 50 45 S0 25% 3% 37%
Other APAC 0 0 0 0 0 0 0% 0% 0%
Lagin Amencg
Mexico 0 o} 0 0 o} 0 0% 0% 0%
Brazit [¢] o} (o} 0 o 4] 0% o 0%
Venezuela 0 0 4] o} 0 0 (6:9 0% 0%
Chile 0 0 0 0 0 o] 0% 0% %
Colombia 0 0 o} 0 [} o] (/9 ox o%
Argenting (o} o] 0 o 0 0 0% 0% 0%
Caribbean 0 0 0 [+] o} 0 ¢; 4 o% 0%
Ecuador o} 0 0 0 o] (s} o 0% - 0%
Peru 0 (¢} o} [¢] 4] 0 0% 0% 0%
Other LA 0 ] 0 0 0 0 (o3 0% 1/ 3
AIME
S Africa 0 0 0 o} o] o] 0% 0% o%
Turkey (¢} 0 (o} 4] 0 0 0% o% o%
Morocco/ North Africa 0 0 0 4] 0 0 0% 0% o%
Dubai/Middle East 0 ] 0 0 0 0 0% % o%
roel o] 1] 0 0 o] 4] 0% ox ox
India 0 0 0 0 0 0 0% % ox
G:eece [¢] 0 o] (¢} [¢] 0 0% ox [+:3
Other AIME 0 0 0 o] 0 4] % 0% 0%
-
Other Redmond ICON 0 0 0 o] o] 0 0% ox% ox%
Far East
Japan 0 0 0 0 686 0 0% 0% o%
K°_'°° 835 835 0 186 186 0 0% 0% 0%
Towon 0 0 0 0 0 0 o% 0% o%
Hong Kong 0 538 577 4] k.73 SN 0% 120% 109%
PR Chino ¢} 616 8%0 0 750 750 0% . 0% ox
COther For East 0 s} 0 0 0 0 o% % 0%
" November YD for FE and APAC, December YTD for other tegions.
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‘Dmu Updated
2-Feb

Location

us
Conoaa

Europe

European Heaaquarters, Paris
European Operations Center, Dubiin

United Kingoom
Sweaen
Norway
Danmark
Finkong
Gemnany
Poland
Czechosiovakia
Hungary

Russic

Siovenia

Austia
Switzeriand
france

Span

Portugal
Beigium
Holiond

ftaly

East Europe Other

ICON

APAC
Australo

New Zealand
Singapore
Thailang
Maiaysia
Inconesa/ Phiippines
Other APAC
Lanp Amenco
Maxico

Brazil
Venezueio
Chile
Coiombia
Argenimao
Carbbeon
Ecuodor

Peru

Cther LA

AlME

S Aftnco

Turkey

Morocco/ North Afnca
Dubai/Middie East
bkroel

indic

Greace

Other AIME

Other Redmona ICON

ForEast
Japon

Korea

Towan

Hong Kong
PR China
Other Far Eost

[ WIN Office - Street Price |

YB_PRIC.XLS
WIN Office

Uss)
Microsolt FpP Competition FPP Mark:
FYgs FY9s: FY94 FY9s Fryse FY94 FYes I Fres: FY94
Budget | Actual | Actual Budaet | Actug! l Actual Budoet | Actual | Actug!
as4 454 a8 445 441 as1 18% 14% 15%
450 438 470 450 a2 453 18% 15% 2%

[o} 0 o] 0 [} o} 0% 0% o

0 o] 0 0 o] 0 0% 0% 0%
505 83% % 4 £31 567 2% 21% 9%
&8 688 - 626 499 550 S0 8% 2% 17%
[ 788 804 516 622 5% 40% Q1% 4%
7% 890 79 07 841 755 4% 4a7% 3%
712 882 ® 686 0 0 42% 8% 156%
630 728 by Ladd 504 626 25% % 3%
440 40 0 40 [¢] o] 80% 64% 0%
440 25 0 5o S0 o] 53% 3% 0%
520 L4 0 §50 799 0 0% 2% %
3 292 &3 ps.4] 184 14 100% 80% 0%

0 0 0 0 o] 0 0% 0% 0%
5% 745 7% 509 4583 32 9% 26% 8%
750 760 786 480 554 480 41% 2% 22%
650 775 813 49 737 750 7% 18% 248%
641 0 7% 401 8% 650 2% 0% 7%
657 749 ns 286 334 32 49% 3% 56%
bl 832 776 648 3 7 46% 20% 3%
3 834 777 648 323 T2 a5% 2% 7%
614 591 0 831 50 515 3% 23% 2%

0 [} 0 [s] 0 [¢] 0% 0% 0%
519 49 540 &5 591 504 39% ao% -298%
550 562 81 533 5§78 5 34% 150% 3%
410 407 40 433 490 473 9% 3% 3%
40 470 550 40 450 500 2% 45% 70%
a8 431 A4 452 451 455 49% 40% 45%
525 0 575 S0 450 S0 28% 16% 8%

[+] 0 o} 0 0 4] 0% % o%

0 0 [¢] 0 o] 4] 0% 0% %

0 ] ] [} 0 0 0% % 0%

0 0 0 0 o] o] (0,9 [¢; 3 0%

0 0 0 4] o] 0 0% 0% 0%

0 0 0 0 0 0 0% 0% %

o] 0 0 0 o] 0 0% % 0%

0 0 0 0 o] 0 0% 0% 0%

o] o} 0 0 0 o} 0% 0% 0%

0 0 0 0 o 0 o 0% 0%

0 0 0 0 0 ] 0% 0% 0%

0 0 0 0 (4} 0 0% 0% 0%

0 [¢] 0 0 0 [¢] 0% 0% 0%

0 0 0 0 ] ] 0% % 0%

0 0 [ 0 0 0 0% 0% 0%

0 0 ] 0 0 0 0% % 0%

0 0 0 0 [ 1} e: 3 [+:3 %

0 0 0 0 0 0 0% [¢;3 0%

0 0 [s] 0 0 0 0% % %

-

0 0 0 0 [¢] 0 0% % 0%
497 538 538 414 585 448 asx 2% 66%
380 30 450 18 186 186 18% 7% o%
&7 490 618 &27 376 653 5% 20% 31%
a2 384 512 an 382 5N 3% 66% 2%

0 §70 750 0 433 633 -100% 0% %

o 4} 0 0 0 0 % 0% 0%

* November YTD for FE and APAC, December YID for other regions.
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* November YTD for FE and APAC, December YTD for other regions.
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YB_PRIC.XLS

. WIN Word

Datc Updcned ﬁ WIN Word - Street Price ]
2-Feb ss)y

[ Microsoft FPP I Competition FPP T 1 Morkup ]

FY9s | FYes* | ryeq FY9s | FY®S* | Fyed FY95 | FYes | Fysa
Locaton Budget | Actual | Actual Budget | Actuai | Actuai Bu t [ Actust | Actua!
us 3, o 2% 284 27 28! 7% 13% 13%
Canaco 250 20 30¢ 260 263 ks 2 5% 104% 27%
Euiope
Europeon Heagauerter. Paris 0 0 ¢] 0 0 o] 0% % 0%
Eutopean Operctions Center, Dublin 0 0 [¢] 0 0 0 ;9 0% 0%
United Kingdom 1346 s 350 327 L'y ax 37% % n%
Sweden 414 481 438 408 495 450 19% 13% 18%
Norway 483 560 537 470 545 30 3% 2% 38%
Denmark 505 587 524 49 587 82 45% 7% 5%
Finkang 429 LY-o] 489 412 558 4% 23% 16% 26%
Germmnany 378 476 476 prx] 24 24 18% 9% 30%
Polang 305 ko3 3305 295 295 295 74% 9% 84%
Czechoslovakio 20 275 275 280 280 280 46% 39% 47%
Hungory 30 3% 3 20 k-4 244 a0% 1% 9%
Russio 190 146 2 10 107 107 nNx 81% 85%
Slovenia ] 0 0 ¢] 0 0 0% % 0%
Austna 3% 544 50 30 181 257 1% 3% 182%
Switzeriand 83 £ 504 28 260 233 §5% 1% 0%
France 420 10 5% A 454 470 18% A% 28%
Span 3n 3% 3% o] kC3 3z 3% [¢:9 0%
Portugal 423 455 437 o] 120 16 59% 25% 25%
Beigrum £L95 512 478 430 480 448 2% 13% 23%
Hotond a9 528 49 430 48 455 23% 18% 24%
fraly ae 3% 3% 380 251 40 3% % 29%
East Europe Other 0 0 4] o] 0 0 % % 0%
ICON
ABAC
Austratio 325 s 387 47 3 3n 51% 96% a%
New Zealkand 280 396 35 ars 386 s7 36% 21% -120%
Singapore 3% 397 407 3 317 343 5% 3% 2%
Thailand 250 20 20 220 150 110 40% 50% 50%
Malayso 3& sy 38 34 343 k7Y 7% 3% 8%
Indonesia/ Phitppines 375 350 3rs 350 325 350 a3% 29% &%
Other APAC 0 0 o} 0 0 0 0% o% o%
Mexico 0 0 0 0 0 1] % ox% o%
Brezil 0 0 0 [o] 0 0 0% 0% 0%
Venazuela 0 0 o] 4] o] 0 [+, 9 [0:9 0%
Chie [o] 0 o] [¢] [¢] 0 0% 0% o%
Colombio o] o} o} 0 0 0 0% % 0%
Argentina ¢} 0 0 [¢] 0 0 0% 0% 0%
Caribbean 0 0 0 o] 0 4] 0% 0% o%
Ecuador 0 0 0 0 s} o} o% 0% 0%
Peru 0 [ o] 0 [¢] o 0% 0% 0%
Other LA 0 0 0 o] 0 (4] 0% 0% o%
AlME
S Afiico ] 0 ] ¢] [¢] (¢ (¢:1 o 0%
Turkey o] [+} 0 0 ¢ 0 0% o% %
Morocco/ North Africa (¢} (o} 0 0 ¢] 0 0% 0% ox
Dubai/Middie East 0 o] 0 0 0 0 0% o% %
lsro_el 0 0 [ 0 0 ¢] 0% 0% 0%
India 0 o] 0 [o] 0 4] 0% % 0%
Greece 0 0 0 [¢] ¢ 0 % 0% 0%
Other AIME 0 0 . 0 0 0 v 0% 0% 0%
Other Redmiond ICON 0 (¢} 0 [¢] 0 0 % 0% o
For East
Japan ’ 3% 389 389 3% 30 38 ux % 85%
Korea 277 217 217 12 12 2 45% 793% 543%
Taiwan an 340 n 395 N4 ar 290% 7% 13%
Hong ?(ong px)] 36 346 181 316 33 8% 146% 106%
PR China [¢] 2 495 0 324 3% -100% 1% [¢; 3
Other For East Q [ 0 [¢] [¢] o] % % 0%
* November YTD for FE and APAC, December YTD for other regions,
MS-PCA 2614795
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Data Updaled
2-Feb

Locoton .

us
Conada

Europe

European Headguarters. Pc
European Operations Cent

United Kingoom
Sweden
Norway
Denmark
Finland
Gemmany
Poland
Czechostovakia
Hungary

Russia

Siovenia

Austna
Switzerand
France

Spain

Portugal
Beigium
Hollond

haly

East Europe Other

ICON

APAC

Austroiia

New Zealkanc
Singapore

Thailand

Maiaysia

Indonesio/ Phippines
Other APAC

Latin Ameticg
Mexico
Brezil
Venezuska
Chile
Coiormbia
Argentina
Caribbean
Ecuaagor
Peru

Cther LA

AlE

S Afnco

Turkey

Moroceo/ North Africa
Dubai/Middie East
tsroel

India

Greece

Other AIME
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To: WWRDM Attendees

From: Jeanne Chase, Jon Anderson
Re: Intuit merger
Date: January 31, 1985

In October 1984 Microsoft announced a merger with Intuit Inc., the leader in personal finance
products. The merger is expected to be approved in the late March time frame. The merger
will give Microsoft access to a huge installed base and exceptional success in the personal
finance arena. :

Outlined below is an overview of the business, organization, products, status and timeline of the
merger. Also outlined are key sales and marketing issues that need to be resolved in the first
three months following the Department of Justice approval.

Business Overview

Intuit’s revenue was $223 million in FY94. Intuit has a 65% market share in the Personal
Finance category and Tax categories in the United States. its installed base is 6 million users
across Win/DOS/Mac platforms. Total revenue growth was 104% in 1993-1994 and 45 in
1992-1993. The growth was in part due to an expansion of its product line thru acquisitions. The
company bought three tax and one online service provider last year. Intuit's revenue is broken
out as foliows: 31% from Quicken, 35% from Tax products, 19% from Supplies, 9% from
QuickBooks and 6% from other products.

Intuit’s international revenue is only 2% of total. However, according to SPA data, the US
represents 87% of worldwide revenue for the Personal Finance category and 92% of worldwide
units sold in H1 CY94. The reason Intuit's percentage is lower than worldwide SPA data is
mainly due to its entering the international markets late. Intuit entered the UK in 1983, Germany
in May of 1994 and plans to launch products in France in the summer of 1995, It also has a
Canadian subsidiary. The products that generate the majority of international revenue are from
the Quicken product line. The only share data available is in Germany where Quicken has a
55% unit share.

The charts below outlines revenue growth and p&! indicators:

Fiscal year iscal y :
p y Fiscal year Intuit
ended Sept ended July FY91 Fyose
$3001 ; Revenue SI2Im _ $223m |
" Ne! Revenues  100% 100%
znd: Cogs R% H%
$2501: Gross Profn  68%  66%
Net income % -18%
sM $200 Costs as % Revenues
- R&D 0% 1%
$150 Sales&Mig 2% 2%
© Hevdoown 7% *°%
S 100 Marketng  17% 14%
‘ PSS 9% 8%
S50 Headcount 589 1254
] RRD 0% %
S = - - - = = g SaM 12% 10%
PSS 8% 4%
1991 1992 1993 1993 1994 F&A 10% 7%
Revenue Per Heod 3200% 3178K
Revenue Por SEM Head. - 51685k $1733%
'Exd;m Porsons proN 7 3047
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Products

Besides Intuits’ flagship product, Quicken, other key products are:

* QuickBooks: a small business accounting product which does not require users to be
familiar with traditional double entry accounting concepts and supports cash and accrual
based A/P.

+ QuickPay: an add-on product for Quicken and QuickBooks that calculates and tracks gross
salary and payroll deductions for small businesses.

* Quick Invoice: add-on for Quicken allowing users to generate professional looking invoices.

 TurboTax for Business: an add-on to QuickBooks which allows software users to prepare
US corporate returns.

Intuit develops and markets more than 360 software products in the US for individual tax returns
which are sold under the brand name TurboTax, TurboTax ProSeries and MacinTax.

In the US, another important business is the Supplies business, a highly profitable business that
represents 19% of Intuit's and ChipSoft's combined net sales. Intuit offers a range of paper
supplies including checks, invoices, business envelopes, deposit slips and address stamps.
These products are sofd directly thru catalogs and thru “Intuit MarketPlace,” a feature in Intuit's
software products.

Intuit offers several automated financial services in the US, inciuding Quicken VISA Card with
IntelliCharge which allows users to integrate credit card expenditures into personal finance. It
also offers Electronic Bill Payment, Tax Tabtle Update Service and Quicken Quotes, a stock
price service.

Localized product is limited to :

* Windows version of Quicken for the German market.

*  Windows version of QuickBooks for the UK market.

* Windows and DOS Quicken for the UK. Australia and New Zealand markets.
* WinTax in Canada, QuickTax in the UK and AustraliaryNew Zealand markets.

Organization

Intuit has a total of 1,704 employees including 129 in sales and marketing, 388 in product
development, 514 in customer service and product support, 27 in manutacturing, 164 in finance,
HR, and information service and a recent addition of 450 from the Parsons acquisition (see
below). There are a total of 26 employees in Intuit’s subsidiaries in Canada, UK and Germany.

Intuit has acquired four US companies since December 1993:

 Parsons Technology which develops and sells over 70 products in legal, tax, medical and
advice oriented software. Major products are It's Legal (consumer legal sw), Personal Tax
Edge (personal tax sw), Quickverse (Bible concordance) and Money Counts. Parsons is a
direct marketing company and has 450 employees located in Cedar Rapids, ilowa. This
merger was completed in Sept. 1994.

» ChipSoft, a developer of individual tax preparation products, including TurboTax, MacinTax
as well as professional tax preparation software product, TurboTax Series. Intuit acquired
ChipSoft in December 1993.

* Best, acquired in April 1994, which formerly had tax preparation products, is now solely a tax
preparation service, located in Fredericksburg, Virginia.

* NPCI, an online banking and bill payment company with 20 employees

Since the October announcement, the organizational structure decisions that have been made
are:

*  Scott Cook, Chairman, will report to Bill Gates as Executive Vice President of Electronic
Commerce.

* Bill Campbell, President and CEO will report to Mike Maples asVice President, Personal
Finance

intuit.doc Microsoft Confidential Page 2
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* The Intuit sales and marketing organizations will merge completely. The exact structure has
not been decided.

Intuit Acquisition Status

Microsoft is in the process of responding to a Department of Justice (DOJ) second request
(made 11/18/94). Microsoft will be working closely with the DOJ thru February to comply with
their request. Once MS has sctisfied the reguest, there is a 20 day waiting period before they
approve the acquisition. Until the DOJ review is complete, information obtained about proguct
development, marketing and sales and financial performance will be limited.

The optimistic timeline for the completion of the merger is as follows:
Mid February 1995 Complete response to DOJ second request

March 1995 Intuit shareholder approvat of merger
March 1895 DOJ decides to not challenge the merger
April 1995 Close of merger

Transition Plan

in prior mergers and acquistions Microsoft has done a poor job of integrating merged companies.
Key employees have left, there have been significant operations problems, and. by and large,
post-merger sales have been below forecast. Therefore MS is approaching the Intuit merger
differentiy: with more resource, executive involvement and coordination.

. Some key lessons learned from prior acquisitions are: 1) ensure there are clear goals throughout
the process, 2) ensure there is an internal communication plan for both companies, 3) ensure
key HR issues such as compensation and benefits are addressed so as to not lose key people, 4)
ensure overall coordination thru a central contact, 5) ensure the right people are linked up, 6)
make sure the approach is a win-win for both companies, and that the smaller company's
feedback and issues have as much weight as Microsoft's.

Significant resource is being put behind transition planning. Dave Moore, Microsoft's full time
coordinator of transition planning will work with Mike Ahearn (VP, HR for Intuit) coordinating from
the Intuit side. Thereis a steering committee that will oversee the transition which includes Mike
Maples. The core transition team for WW Sales and Support is Jon Anderson, Jeanne Chase,
Linda Glenicki (PSS), Sharon Decker (NA), Jeff Lum (ICON), Chris Dittmer (FE), and Mike
Metzger (Europe). There are focus groups organized for other major functions, including HR,
Finance, ITG, Operations, Marketing, Legal and Product Development. These groups have
identified components that must be transitioned, timeline, key issues and key players that must
be invoived. See \\globa!\village\meetings\wwrdm29S\msplan.doc for detail on members and
timeline of each area.

Sales and Marketing Issues

Without DOJ approval, Microsoft is limited in how far it can proceed with planning in the sales
and marketing area. Once approval is final, Intuit will release information needed to finalize
decisions. Key issues, some of which will be addressed at the WWRDM, are:

Worldwide Product launch: will there be a coordinated worldwide push to introduce Intuit’s
products? Will intuit products be under the Microsoft brand? - How will MS market these
products? Who will be the owners of the launch in Microsott and Intuit? Status: to be decided
by SteveB and Bill Campbell.

Organization: A decision must be made on how the UK and German subsidiaries will merge.
Timeline: 60-90 days from DOJ approval. Owners: SteveB, BernardV, Bill Campbell

Channel: Intuit markets and sells directly as well as selling through the channel and believes
that direct sales will be an increasingly important channel of sales for their products. In the us,
all of the tax and supplies products and approximately 60% of its personal tax products are sold
using direct response marketing. Microsoft has traditionally downplayed direct selling,
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supporting the strong partnerships developed through the years with the reselier channel.
Microsoft's position after the merger on direct selling must be clarified and communicated to the
channel. Timeline: 60 days from DOJ approval. Owners: US: Sharon Decker, Alan Gleisher:
Europe: Michell Lacombe and Mike Metzger, ICON: Jeff Lum, FE: Chris Dittmer

Customer communications, sales force communications: Microsoft and Intuit customers are
going to need to know what impact the merger will have on them. MS will need to educate the
Global sales and consulting organization about the merger and provide the tools and information
to equip them to answer customer questions in a well-informed manner. Timeline: 30 days from
DOJ approval. Owners: N. America: Jeff Raikes, Sharon Decker, Alan Gleisher: Europe:
Bernard Vergnes, ICON: Jeff Lum, FE: Chris Dittmer

Customer database integration: with Intuit's installed base of 6 million users’, it will be important
to have a smooth integration of the two customer databases to optimize selling, cross selling and
customer information. Timeline: 30 days for overall strategy, 6 month estimate for integration.
Owner: Angus Cunningham, Bill Strauss

Sales training: Sales and Product training will need to be developed and delivered to both
organizations on a global bases. Who gets trained, timelines, delivery mechanisms etc. will
need to be determined. Timeline: 60 days. Worldwide Owners: Cheryl Gleason and Alan
Gleisher

Terms and Conditions: With differing Ts and Cs, MS will need to develop a pian for merging all
Ts and Cs, communicating changes to customers and sales people and minimizing the impact of
terms that must co-exist for a period. Timeline: by July 1, 1995 so as to integrate into annual
contracts. Owners: Johan Liedgren, Sharon Decker, Alan Gleisher: Europe: Richard Lingh,
ICON: Jeff Lum, FE: Chris Dittmer

Other areas in sales and marketing being addressed by focus groups are market research,
product messaging and packaging.

Additional Iinformation
Complete list of US products: \\global\viIlage\meetings\wwrdm295\imuit.doc

List of transition teams, time lines and owners \\global\village\meetings\wwrdm295\msplan.doc

1 . . . .
Exact number of registered users is not know at this point.
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Market Dynamics

Bob Herbold

Bob Herbold
Background

¢ Procter & Gamble (26 years)
¢ Microsoft (12 weeks)

Micresoft
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Procter & Gamble

¢ Information systems
> Continuous replenishment
¢ Market research

> Consumer behavior

Procter & Gamble

¢ Information systems

> Continuous replenishment
¢ Market research

> Consumer behavior

¢ Advertising/brand management

Cres¥ [VORY
CresT | —

Micresoft:
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Procter & Gamble

¢ Information systems
> Continuous replenishment

¢ Market research

> Consumer behavior
¢ Advertising/brand management

> Value pricing

Cressr VORY
cres¥| QRY

My First 90 Days

Key observations

2

Leadership attitude
¢ Smart, aggressive people

¢ Focus on end user in
developing products

Speed of execution
Delegation of responsibility
E-mail

* ¢ 0 0

Content versus form

Micresoft:
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Areas Of Opportunity

Market measurements
End-user behavior
Pricing complexity
“Push” orientation

* ¢ ¢ o o

Product superiority

PC Market Dynamics

¢ Installed base of PCs continues to expand,
but rate of change is leveling off and will
decline in the yvears ahead

¢ The U.S. is fully saturated with word
processing and spreadsheets on existing PCs

¢ Growth in installed base of word processors
and spreadsheets has come from increases
in the installed base of PCs '

Microsoft:
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PC Market Dynamics

¢ Microsoft accounted for a large share of
the legal sales of both word processors
and spreadsheets

¢ Microsoft’s growth in new licenses for
word processors and spreadsheets in the
period ahead is likely to decline steeply

Microsoft® Office

Price and license mix shifts

_
121% ] 1H FY ’95 vs. 1H FY ’94|

150% -

90% -

30%- J
|

59%

28%

——

-30% T T —
Licenses * $ per license* Revenue
"Assumed
HIGHLY
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- Microsoft Office

Price and license mix shifts

llH FY ’96 vs. 1H FY ’95'

150% 1]

90% -

30% -

-3%

-30%

Licenses* $ per license* Revenue

‘Assumed

Microsoft Office

Price and license mix shifts

—
llH FY 96 vs. 1H FY ’95'

-30% —
Licenses * $ per license* Revenue
" Assumed
Microsoft
HIGHLY

CONFIDENTIAL

MS-PCA 2614809



Trends And Implications

¢ Saturation will grow as an issue
for us

¢ Revenue per license will continue
to decline

¢ Upgrading the installed base
takes on a higher priority

¢ Alternative revenue sources must
be developed

What Does All This Mean?

¢ Meeting revenue goals will require greater
determination and effort than ever before

¢ Don’t let these estimates become self-
fulfilling prophecies

¢ Building the Microsoft franchise across all
product lines in each of your regions must
be done for the long-term

Microesoft:

HIGHLY
CONFIDENTIAL,  MS-PCA 2614810



Questions?

J
Micresoft:
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To: February 1995 WWRDM Attendees
From: R.J. Herbold

Date; January 25, 1995

RE: Market Dynamics

The purpose of this document is to review the market dynamics of the personal computer business
and to forecast the implications of these key trends in the desktop applications area. Also, we
review our pricing practices and discuss what those practices have generated in the past year and
what we believe the future may hold in the price/revenue area.

BACKGROUND - In recent years, there have been several major efforts to do a better Jjob of
quantifying the market dynamics of our categories of business. Recently the Desktop Apptlication
Division (DAD) has developed a very thorough model thar we hope to reapply in other divisions. It
does an excellent job of isolating key measures, enabling us to develop a forecast for the future that
is far more factually based than we have ever been able to accomplish before. We will review that
model and discuss the short-term implications.

Additionally, our pricing practices have become fairly complex. While Select was certainly a
successful step forward in standardizing our approach with major customers, it is complicated.
Most importantly, our current pricing procedures have caused drastic changes in the way people
are purchasing our products. This has generated a very significant decrease in our revenue per unit
and that wend could continue in the future as people leam how to take best advantage of our
pricing structure. We review what has occurred recently and estimate what may happen in the
future.

KEY MARKETING TRENDS - In early 1994 the DAD organization worked with a highly skilled
consultant in pulling together a variety of data sources. The purpose was to develop an overall
model of the market size of not only the PC business, but also key software components such as
spreadsheets and word processing tools.

The consulting firm used here was Internatonal Planning and Research (IPR), headquartered in
Philadelphia. This service is used by most of the hardware manufacturers such as Compagq, Apple,
IBM. Intel, etc. They primarily track and forecast worldwide PC hardware shipments and market
shares. For Microsoft, they are providing a forecast of PC shipments, operating system (0OS)
installs, and word processing (WP) and spreadsheet (SS) installs. To do this, they have developed

none of these forecasts are perfect. On the other hand, this work is clearly the best we have been
able to achieve in developing a sound quantitative model for forecasting these important trends.

THE PC FORECAST METHODOLOGY - The PC forecast begins with the development of
population estimates by market segment (number of employees, schools, households, etc.). Next,
PC penetration rates are applied to the population counts to calculate the size of the PC penetrated
population. Then an estimate of the average number of PCs per penetrated population is applied to
compute the installed base of PCs.
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The PC installed base grows through time as a result of population growth. changes in penetraton
rate, and growth in an average number of PCs per penetrated population. These growth factors are
effected by industry events such as new products and price changes as well as overall economic
climate. IPR estimates these impacts for each market segment (business. education. govermnment,
home). PC units shipped to end customers are calculated as the sum of the changes in the instalied
based plus the number of existing PCs that are replaced with new PCs . PC replacements are
computed by multiplying the previous year’s installed base by an estimated replacemen: rate
(which is also impacted by industry events and the overall economic climate).

SOFTWARE FORECASTING - A software forecast is developed after completion of the PC
forecast. While operating system installs are tracked and forecasted. we will not focus on that
element here. Instead, we will focus on spreadsheets and word processors.

Software package installs are the sum of three components:

1. Software installs which are system related; that is, those packages installed at the ume
of the purchase of the computer, or at a point in time in the future when the system still
has no packages in that software category.

2. Additional software installs which are non-system related; that is, those packages
installed onto an existing computer that has one or more packages of this category
already installed.

3. Software upgrades which are non-system related; that is, a new version of a software
package installed on an existing computer.

There are three parallel software replacement components. The sofrware installed base by
software category at the end of a period equals the software installed base at the beginning of the
period plus the sum of the installations minus the sum of the replacements. Each of the estimated
three software install components by segment in software category are split into revenue Status
(legal versus pirated). Finally. legal installs are multiplied by an average selling price to compute
software revenue.

We should point out that while estimates are made here by outside experts in areas like piracy,
second home-machine dynamics. what happens when old machines are passed on, etc. they are
certainly not perfect and we plan 1o work to better understand these things.

Analyzing all of the resulting data. the following are the key findings:

1. The US js fully sarurated with word rocessing and spreadsheets on existine PCs. Both word
processing and spreadsheets have exhibited flat penetration rates for the last couple of years.
Overall word processor penetration has remained near 75%: that is, on average there are 75 word
processor packages for each 100 installed PCs, including pirated packages. Overall spreadsheet
penetration has remained near 50% for the last two years. It’s clear from this data that saturation
for a particular type of software package can occur before penetration reaches 100%.

2. Growth in the installed base of word processor and spreadsheets has come from increases in the
installed base of PCs. Between the end of 1989 and the end of 1993 the installed base of

workplace PCs increased by 12 million and home PCs by 13 million, totaling 25 million. These
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increases were new PCs in some situations and additional PCs in others. These increases generated
demand for 19 million word processor (WP) packages and 14 million spreadsheet (SS) packages.
Importandly, pirates siphoned off about 40% of this new demand. leaving 11 million WP packages
and 8 million SS packages for legal sale over this period.

We estimate that an additional 9 million (5 million legal) WP packages and 7 million (4 million
legal) SS packages were acquired as version or compettive upgrades.

3. Microsoft accounted for a large share of the leoal sales of both WPs and SSs. Specifically.
Microsoft sold about 5.5 million WP packages or a share of 35% of total legal sales of 16 million.
Microsoft sold about 4.5 million SS packages for a share of 38% of the total legal sales of 12
million.

4. Of Microsoft’s 10 million WP/SS packaoes sold between 1990 and 1993. we estimate most of
that can be attributed to growth in the PC market. Specifically, about 62% can be auributed to
growth in PC hardware; primarily the 25 million PCs added 1o the instalied base. About 24% can
be artributed to Microsoft’s success with Windows; that is, the market’s acceptance of it as a
WP/SS platform as well as Microsoft’s high share of Windows applications. The remaining 149
is accounted for by share pattems for each operating system platform (extra high early share on
Windows, rising share on Macs) and other normal software chuming. All of this is summarized in
Exhibit L.

Note that Exhibit I shows that 1994 has been a phenomenal year for Microsoft; a 2 million unit
increase in new WP/SS units, primarily due to market share gains rather than the impact of growth
in the installed base of PCs or the adoption of Windows.

5. We estimate the installed base of PCs (net PC shipments) increased less than 5% in 1994,
compared with increases of 44% in 1992 and 19% in 1993. The shift toward Windows was nearly
complete by 1993 (72% of WP/SS packages sold in 1993 were for Windows, rising to about 82%
in 1994. This 10 percentage point increase is about half as large as the increase between 1992 and
1993). Microsoft market shares of the word processor and spreadsheet markets are provided in
Exhibit I1.

6. Microsoft’s growth in new licenses for WP/SS in the period ahead is likely to decline steeply.
1994’5 large share gains by Microsoft are not likely to be repeated. We certainly hope they could
be, but we need to be somewhat realistic here. Also, it is not likely that other forces of strength
that accounted for Microsoft's growth for 1994 will reemerge in the period ahead. The shift to
Windows ‘95 will not have the same impact as Windows 3.x had on Microsoft's sales, almost
regardless of how many PCs adopt Windows ‘95 since Microsoft’s share of Windows 16 bit apps
is already so high. This is seen in Exhibit II].

7. The installed base of PCs in the US will continue to expand rapidly. outpacine population
growth by at least a factor of five. On the other hand. the rate of change is leveling off and we will
likely decline in the period ahead causing a decline in the number of new PCs needing word
processors and spreadsheets. These trends are seen in Exhibit IV. It’s important 1o note that the
business market is far from full PC saturation (flat PCs per population), but it is relatively mature
(60% replacement). *“Keyboards” per “white collar” employee is about 70% in major business
segments. About 70% of “keyboards” are already PCs.
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The home market is less mature (34% replacement) and we will capture a large percentage of the
net additions to the PC installed base. The PC growth in the higher income classes is being driven
by increasing the number of PCs per household. where piracy risks are likely to be great. Home
PC data is in Exhibit V.,

POTENTIAL OPPORTUNITIES - There are some factors that could temporarily elevate
Microsoft growth versus these forecasts. For example. adoption of Windows ‘95 could generate a
lot more replacement activity and we need to do whatever we can to encourage this.

Piracy is a huge problem. If we could come up with ways to make progress here it would have big
revenue potential. Also, there may be larger increases in the PC penetration levels. Again. we
need to do whatever we can to encourage this.

THE FORECASTS - Using the methodology that we have briefly described above, we provide
here the estimates of PC hardware in the US as well as word processor and spreadsheet volumes.
We will not go through the intricate calculations here but instead simply provide the final forecasts.

9 ceming PC hardware, while we saw a 26% increase in PC shipments in 1993 and 11% in
75% : . the estimates for 1995 and 1996 are 9% and 7.5% respectively.

Conceming word processors, while total market growth rates of 21% and 12% were experienced in
1993 and 1994 respectively, the estimate for the next two years is +6% annually for both years. If
we basically hold our shares with existing word processor offerings and get about a 70% share of
Windows 32 bit word processors (as outlined in Exhibit III), we forecast that our WP units would
grow about 13% in 1995 and 10% in 1996. This is a dramatic decline from the 27% growth rate
in 1993 and 51% growth rate in 1994.

Similarly with spreadsheets. the total spreadsheet market grew 23% in 1993 and 8% in 1994, The
estimates for the next two years are +9% per year. Again, assuming we basically hold our shares
with existing spreadsheet offerings, and get about a 70% share of Windows 32 bit spreadsheets,
our units of spreadsheets should grow at 11% and 13% respectively for 1995 and 1996. This
again is a major decline versus the +38% and +58% experienced in 1993 and 1994,

PRICING - Our Select pricing tools have been very valuable to us in bringing discipline to the
complicated subject of selling our software to major accounts. On the other hand, the complexity
of these offers and the variety of price points within a specific offer has led us to being unable to
accurately forecast where all this will lead us with respect to dollars per license and the “mix” of
revenue by pricing option.

In Exhibit VI we show what has occurred during the first six months of 1994/95 versus a year ago
with respect to dollars per license and license mix. We see that dollars per license have decreased
28%; from a level of $351 per license to $252 per license. Imponantly, actual number of licenses
has increased 121% versus a year ago and that has led to a revenue increase of +59%. Net, while
we incurred a price decrease of 28% across our line, this has led 1o a major gain in market share
and the number of licenses sold versus a year ago and a healthy revenue increase (+59%).

Using these trends from the past year, we can forecast what might occur a year from now with

respect to our price and license mix. Such a forecast is seen in Exhibit VII. We have assumed a
profile for license mix for the first half of fiscal year 1995/96 that reflects recent trends, with the
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key changes being a further decline in FPP and a further increase in Select and academic. The
other changes are fairly modest. Assuming a 10% decrease in dollars per license as customers take
best advantage of the various types of purchase options, and using this new license mix profile, if
acrual number of licenses only increase +20%, we would see a revenue decline of -3%. Hopefully.
we will see a larger increase in actual number of licenses sold. As noted on the bottom of Exhibit
VII, if we experience a +40% increase in licenses, our revenue would increase about +13%.

Net, we are probably going to be in for a significantly different type of year in 1995/96 with
respect to Office. Namely, we will be impacted by the saturation levels discussed early with
respect to hardware and word processor and spreadsheet penetration. This coupled with our
pricing schemes could make it a challenging year from a revenue perspective with respect to
Microsoft Office. ' '

OVERAIL ASSESSMENT - Stepping back from all this, we need to make sure we keep strong
pressure against selling our Office and individual word processor, spreadsheet, etc. applications.
We should not make these estimates self fulfilling prophecies! Our job is to overachieve in these
areas! On the other hand, given our aggressive revenue goals. we need to make sure we are very
successful with other elements of our line such as BackOffice and Consumer. It’s Very important
that this be reflected in our up front planning as we tackle our business for 1995/96.

We look forward to our discussion of this material at the WWRDM.

RJH
MS-PCA 2614816
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Exhibit I
Microsoft’s Combined WP/SS Sales

Ye: WP/SS Units Growth Major Factors
1990 1.067,000
1991 1,977,000 85% Windows. PC Growth
1992 3,018,000 53% PC Growth
1993 3.974.000 32% ) Windows
1990-93 10,036,000 PC Growth (62%),
Windows (24%),

Other (14%)
1994 6,162,000 549 Share Gains in Windows
mktdyn.doc Microsoft Confidential "~ Page 6
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Exhibit
Microsoft Market Shares of Windows WPs and SSs

Year Word Processors Spreadsheets
1990 88% 98%
1991 57% 77%
1992 50% 54%
1993 47% 48%
1994 62% 65%
mktdyn.doc Microsoft Confidential "~ Page7
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Exhibit I
Microsoft Word Processor Market Shares

1
S

Year DOS Win 16 Win 16 - Estmated

1990 6% 88% 82%

1991 6% 57% 51%

1992 6% 50% 44%

1993 5% 47% 42%

1994 4% 62% 58%

1995 63% 73%

1996 63% 70%

mktdyn.doc Microsoft Confidential " Page$
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Exhibit IV
New PCs and Additional *PCs

Year Bus Govi/Ed Home Total ZHome
1990 1758 648 2511 4917 51%
199] 1375 713 2819 4907 58
1992 2585 1025 3440 7050 49
1993 2811 1246 4321 8378 52
1994 2587 1140 4932 8658 57
1995 2293 1066 5234 8593 61
1996 2115 1009 5200 8324 63

*Additional means the purchaser already has one PC and this purchase is for an additional PC for
that household.
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Exhibit V
The Home PC Market

Year New Home PCs  Additional Home Home Total % Adds
PCs
1990 1,500,000 1,011,000 2,511,000 40
1991 1,703,000 1,116,000 2,819.000 40
1992 2,307,000 1,133,000 3,440,000 33
1993 2.807,000 1,514,000 4,321.000 35
1994 2,707,000 2,225,000 4,932,000 45
1995 2,589,000 2,645,000 5.234,000 50
1996 2,409,000 2,791,000 5,200,000 54
mktdyn.doc Microsoft Confidential Page 10
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Exhibit VI
Microsoft Office

Price and License Mix Shifts

Worldwide Data

Licenses
Price Option EY94-Hl FY95-HI Ze Change
Competitive Upgrade 215 688 +220%
Special Agreement 54 - 187 +246%
Academic 36 274 +661%
OEM 6 96 +1.500%
FPP 486 494 +2%
MLP/MOLP (STD) 185 246 +33%
Select (STD) 64 327 1%
Total 1,046 2,313 +121%
$ Per License
Price Option FY% -Hl FY95-HI1 % Change
Competitive Upgrade 252 229 -9%
Special Agreement 172 139 -19%
Academic 200 100 -50%
OEM 333 137 -59%
FPP 428 400 -7%
MLP/MOLP (STD) 352 332 -6%
Select (STD) 331 243 -27%
Average 351 252 -28%
License Mix
Price Option FY94 - HI FY95 - H1
Competitive Upgrade 21% 30%
Special Agreement 5% 8%
Academic 3% 12%
OEM 1% 4%
FPP 46% 21%
MLP/MOLP (STD) 18% 1%
Select (STD) 6% 14%
Revenue in $ Thousands
Price Option FY 94 - Hi FY95 -Hl % Chanee
Competitive Upgrade 54,158 157,657 +191%
Special Agreement 9,392 26,125 +178%
Academic 7.178 27,387 +282%
OEM 1,968 13,152 +568%
FPP 207,748 197,563 -5%
MLP/MOLP (STD) 65,112 81,719 +26%
Select (STD) 21.128 79.516 +276%
Total 366,684 583,119 +59%
mktdyn.doc Microsoft Confidential Page 11
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Exhibit VII
Microsoft Office
Price and License Mix Shift
Worldwide FY96 - H1 Forecast

License Mix

Price Option Actual FY95 - H1 Assumed FY96 - H]
Competitive Upgrade 30% 30%
Special Agreement 8% 10%
Academic 12% 14%
OEM 4% 6%
FPP 21% 10%
MLP/MOLP (STD) 11% 9%
Select (STD) 14% 21%
Licenses

Price Option Actual FY95 - H1 FY96 -HI*
Compettive Upgrade 688 832
Special Agreement 187 277
Academic 274 388
OEM 96 167
FPP 494 277
MLP/MOLP (STD) ‘ 246 250
Select (STD) 327 583
Total 2312 2,774

*Total license growth of +20% broken out by license mix.

$ Per License

Price Option Actual FY95 - Hi Assumed % Change Estimated FY96 - H1
Competitive Upgrade 229 -10% 206
Special Agreement 139 -10% 125
Academic 100 -10% 90
OEM 137 -10% 123
FPP 400 -10% 360
MLP/MOLP (STD) 332 -10% 299
Select (STD) 243 -10% 219
- Average 252 227

Revenue (License @ $ Per License) in % Thousands

Price Option Actual FY 95 - H] Estimated FY96 - H1 % Change
Competitive Upgrade 157,657 171,392 +9%
Special Agreement 26,125 34,625 +33%
Academic 27,387 34,920 +28%
OEM 13,152 20,541 +56%
FPP 197,563 99,720 -50%
MLP/MOLP (STD) 81,719 74,750 -9%
Select (STD) 79,516 127,677 +61%
Total 583,119 563,625 -3%
Note: If actual licenses increase by +40% versus the +20% assumed above, total revenue grows by +1 3%.
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FY96 Planning

Key Changes & Enhanceinents

Mike Huber
Director
Corporate Planning
Microsoft Corporation

FY96 Planning

3 Year Business Outlooks &
Impact Assessments

*

Timeline
Budgeting

Tools

* ¢ o o

Presentation Templates

Micresoft
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3 Year Business Outlooks &
Impact Assessments

¢ Outlooks
> MS Strategic Direction
> Produced by WPG & AT
> Reviewed by BOOP

¢ Impact Assessments
> Impact of Outlooks for FY96
> Produced by S&M, PSS, Ops, ITG,

HR, Finance
Timeline
¢ Key Dates

> Final Presentation Templates April 1

> WWS&MM April 5-7

> Final USFG Revenue Plan May 1

> Subsidiary Planning May 1 -
June 1

> Operations Planning May 8 -
June 8

> GM Reviews/Budget Scrubs June § - 15

> BOOP Plan Reviews End of June

Microsoft:
MS-PCA 2614826
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Budgeting

¢ Revenue

> RevSum level for International
> Changes to RevSum for FY96

¢ COGS

> Operations forecasts
¢ Operating Expenses

> Summary account level
¢ People/Headcount

> Regulars, temps, RGEs

Tools

¢ Large sub/domestic tool
> Budget Workbench
> Stabilization and fixes
> Revenue enhancements

¢ Small sub tool
> Packaged software
> For use throughout ICON

Microsoft:
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FY96 Planning Template

* FY96 refinements
* Decision on adding “Maps” to template

»Competitors (Market data/mai et share slides in current
template)

»Hardware vendor (The O/S market slides in current
template)

»Geography (DavidS handout pages | & 2)

» Customer type (UmbertoP handout pages 3,4 & 5)

> Customer/Industry (UmbertoP handout pages 3, 4 & 5)
>Reseller segment (SteveB handout pages 6 & 7)

-

Microsoft
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To: February 1995 WWRDM Attendees

From:  Mike Huber/Corporate Planning Group

Date:  January 31, 1995

RE: Overview of FY96 Planning Process & Key Changes

Purpose

The purpose of this memo is to provide an overview of FY96 Planning. including key enhancements and
changes from FY95. '

This document is organized as follows:

* FY96 Planning Process Timeline & Overview
* Key Dates & Milestones

* Key Enhancements & Changes

FY96 Planning Process Overview & Timeline

Timeline
FY96 Planning Process
High-level Timeline
Timeline Jamary February March Apri May June July
Milestones’Major Events WWRDM® WWSMM=* P{an
Published
Planning Activities
MYRs. MYRs ENTINTIONICONCNNNNSSS  March |
Oullooks &
Technical 3 Year Business Oudooks ENTSNINCINIOUOONSSSY March |
Plan -
Lempact Assesmments EUTNNSNY  Mareh 20
Product Groap Technical Plan Apni 1
Budget Planmag Memos, Targets, Assumpuons, £ Apal?
Process & Guidelines C
US FG, OEM Reveme Plaomng May 1 .S'//S (_//)_
WPG/AT Plagmung EOTSTETTINTITOTISY Moy 15
All Subsidianes & US Planmng [ oo ] May | - Jv
Corporae Cost Center (Corporac G&A) OSSN May ) - e ©
Placmang +*=
Operauons Plammng **+* ESTSTSIINNT  May 8 - Jum 8
GM Revews & Budget Scrobs lune 15
All Final Plans Subxmiued 0 Corporate B neis
soop FY96 Plan (BOOP) Reviews hoe 15 -July 1S EESESTERTTES
Reviews &
Consolic Corporse Consoird iyl
* WWRDM: Woridwsde Regronal Direciors Mecung °** Corp Comt Ceaters (Corp G&A Juxciude HR, Legal. ITG, Corp Sves, Corp Facilives, Funance
" WWSMM: Woddwide Sales & Markeung Meamg  **"° Operauocas uiudes Oporaoms Pipes/COGS planung
Overview
FY95 Mid Year Reviews (MYRs) - As in the past, the Mid Year Reviews will monitor alignment to
strategic plans, assess performance against the fiscal year plan and also forecast performance through the
remainder of the fiscal year, The FY95 MYRs will run from the beginning of January through the end of
February. MYR results will be discussed at the WWRDM in February.
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3 Year Business Outlooks & Impact Assessments - The 3 Year Business Outlooks and Impact
Assessments will capture the company’s long term objectives and strategies. The 3 Year Outlooks will be
developed by the Worldwide Product Group (WPG) and Advanced Technology (AT) group. Based upon
these Outlooks, Impact Assessments will be prepared by S&M. PSS. Operations. ITG. Finance and HR.
This process is described in detail below in the Key Enhancements & Changes section of this document
The WPG & AT 3 Year Business Qutlooks will be compieted by February 27; the Impact Assessments
will be completed by March 20.

Product Group Technical Plan - The produét group technical plan will be produced concurrently with the
3 Year Business Outlooks. This Plan is technology focused and will be reviewed and approved by the
BOOP in {ate March. It will also be used to drive the WPG & AT budgets.

FY96 Planning Memos, Targets, Assumptions and Guidelines - As in the past. 4 different types of
information will be communicated at the beginning of the planning process. This information includes:
1) planning memos - to be produced by selected corporate entities in order to provide pertinent
information to subsidiaries, operations and corporate cost centers (corporate G&A) as input to their FY96
plans; 2) targets, including revenue, profit, headcount targets - to be communicated by steveb in his memo
and by joachimk, bernardv and ch~sst in their memos to the subsidiaries; 3) corporate planning
assumptions - to be collected by the corporate planning group and distributed to all subsidiaries and
corporate budget units (these include the OEM processor forecast, localization lists and budget exchange
rates); 4) budget guidelines - also to be collected and distributed by the corporate planning group; these
address specifics of how to budget specific items such as marketing, headcount and capital (e.g.. accounts
and types to use, etc.). Tactical memos, targets, planning assumptions and guidelines will be distributed
at the beginning of April.

Revenue Planning (USFG and OEM) - USFG and OEM revenue planning will begin the budgeting
phase of the planning cycle. These revenue plans will be completed and available prior to the onset of
subsidiary budgeting. USFG and OEM Revenue planning will conclude on May 1.

WPG & AT Planning - WPG and AT planning will occur concurrently with USFG and OEM revenuye
planning. The technical plans, 1o be reviewed and approved at the end of March, will provide the top
down basis for the WPG and AT detailed budgets. WPG and AT planning will conclude on May 15.

All Subsidiaries & US Planning - Planning for all subsidiaries will follow USFG revenue planning. In
addition, US PSS, US Marketing, US Field and US Field Facilities planning will follow USFG revenue
planning. This planning will occur from May 1 through June 1. Estimates of COGS and corporate
allocations will be provided to the subsidiaries by May 1 as input to their planning.

Corporate Cost Center (Corporate G&A) Planning - All Corporate Cost Center (Corporate G&A)
planning will also follow USFG revenue planning. Corporate Cost Centers (Corporate G&A) include
ITG, HR, Finance, Legal, Corporate Services and Corporate Facilities. These groups will plan from May
1 through June 1.

Operations Planning - Operations/COGS planning will begin shortly after completion of the USFG
revenue plan and will conclude once subsidiaries have compieted their revenue plans. This planning will
occur from May 8 through June 8.

GM Reviews & Scrubs - All GM reviews and budget scrubs will occur at the beginning of June.

Final Plans Submitted - All FY96 plans and associated key planning assumnptions will be submitted by
June 15 for rollup by the Corporate Controllers group.

BOOP Reviews - BOOP reviews will occur from June 15 through July 15.
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Final Consolidations - Final corporate consolidations will begin on June 15 and end on July 31. The
FY96 Plan will be published on July 31.

Key Dates & Milestones

Listed below are the key dates and milestones for FY96 Planning:

Billg Strategy Memo January 20
Worldwide Regional Directors Meeting (WWRDM) February 6 - 8
Executive Retreat February 9 - 11
BOOP Review of WPG & AT Outlooks February 14 - 16
Final Outlooks Completed February 27
Impact Assessments Completed March 20
Final Presentation Templates April 1
Final OEM Processor Forecast April 1
Final Localization List April 1
Worldwide Sales & Marketing Meeting (WWS&MM) April 5-7
Final USFG Revenue Plan Comgeted May 1
Final OEM Revenue Plan Completed May |
Subsidiary Planning Begins May 1
All Final Plans Completed June 15
OEM BOOP Review June 14
Operations/ITG/Finance BOOP Review June 15
NA BOOP Review June 26

- ICON BOOP Review June 27
Far East BOOP Review June 28
HR BOOP Review June 29
End User/Org BOOP Review July 5
Europe BOOP Review July6-8
MCS BOQP Review July 10
PSS BOOP Review July 11
AT/WPG BOOP Review July 10-14
Final Plan Published July 31

Key Enhancements & Changes
Presented below are the key enhancements and changes for FY96 Planning:

3 Year Business Qutlooks & Impact Assessments - The BOOP has received numerous comments

indicating the need for an overall process of deveioping and updating a strategic outlook that looks

forward several years. Additional feedback to the BOOP has indicated that the fiscal year budget process

is loaded with rework and that the rework is often due to a lack of clarity and agreement 1o a set of

strategic plans and initiatives. K

As aresult, the 3 Year Business Outlook process has been established. This process will begin with Bil]
developing and disseminating an overall strategic direction memo in mid-January. During January, the

Based on feedback from the mid year reviews and from the BOOP, by the end of February, the product
divisions and AT will submit revised three year business outlooks. These outlooks will then be provided
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to Sales & Marketing, PSS, Finance, Operations, ITG and HR. who will then develop an assessment of the
impact of these outlooks on their plans for FY96. These assessments will be submitted to the BOOP for
comments. All organizations will then be in a position to begin their detailed FY96 budget planning.
These steps should significantly simplify 1995/96 budgeting, since the major strategic questions should be
resolved. (The S&M Impact Assessment will be included in Steveb’s FY96 planning memo).

The 3 Year Business Outlooks will focus on the high level strategic thrusts of the organization. These
outlooks will describe the basic business as well as the major initiatives that have a significant impact on
the business. For example, the outlooks will include projections of the basic business in the context of
market shares, market sizes, etc. In addition, they will include the major initiatives anticipated over the
next three years, when they will have an impact on revenue, market share and profit, and when they will
require manpower/financial support, etc.

The key steps and dates in the Outlook process are as follows:

Billg strategy memo 1/20/95
Draft Three Year Business Outlooks submitted to BOOP 2/10/95
Mid Year Reviews for Product Divisions 2/14 -2/16/95
Final Three Year Business Outlooks submitted to BOOP 2/27/95

Final Outlook consolidation by Finance submitted to BOOP with open action items 3/13/95
S&M, PSS, Operations, HR, Finance and ITG submit their assessment

of the impact of the Outlooks on FY 96 3/20/95
Final Outlook consolidation and FY96 planning instructions sent out by R Herbold 4/07/95

Timeline - As reflected in the high level FY96 Planning Timeline above, the basic timing and sequence of
the budget process has been changed in two ways: 1) the amount of time allotted for budgeting has been
reduced and 2) entities dependent on the US revenue plan will not budget in paralle] with USFG but will
budget after the USFG revenue plan is complete. The objectives of these changes are to directly reduce
the amount of time spent budgeting and to ease the budgeting process for the subsidiaries, as well as for
US PSS and Operations. The FY96 Planning Timeline, with USFG revenue planning ending on May 1
and subsidiary revenue planning beginning on May 1, will provide a better opportunity for the subsidiaries
to index their revenue plans to the US. In addition, the timeline will allow the Corporate Controllers
group to consolidate all budgets and key planning assumptions by June 15 for review by the BOOP prior
to the planned BOOP reviews. This would enable the BOOP reviews to be more focused on strategic
issues and discussions.

FY96 Plan BOOP Reviews - The template and process changes implemented for the FY95 MYR
presentations will also be implemented for the FY96 Plan BOOP Reviews. The key changes which have

been made for the presentations include the addition of more discussion slides, better consistency with
monthly actuals reporting and more focus on trends and changes. In addition, most of the data contained

Preliminary COGS forecasts will be developed by Operations and communicated at the beginning of the
subsidiary planning process - May 1. After the subsidiaries have completed their planning, and prior to
the GM reviews and budget scrubs, the COGS forecasts will be updated and recommunicated to the subs
(June 8). The preliminary estimates will be based upon COGS run rates and preliminary assumptons

(e.g.,. mix, material costs). The updated forecasts will reflect the mix percentages in the revenue plans.
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Summary Account Budgeting - Subsidiary budgeting will occur at a summary account level this year.
with exceptions reserved for unique local statutory requirements. Budgeting summary accounts. and not
detailed sub-accounts, will eliminate 4 significant amount of detail which has been captured in the past.
(As examples. this change will reduce the number of budgeted accounts used by GmbH by 68% - from 188
in FY95 to 61 in FY96 - and the number of budgeted accounts used by the US Channel by 26% - from 65
in FY95 10 48 in FY96). Per head targets for specified summary accounts. such as Supplies & Equipment.
will be used by controllers to further ease budgeting for operating expenses.

People/Headcount Budgeting - Budgeting for people for FY96 has been changed to better capture the
estimated numbers of non Microsoft personnel (e.g., temps, contractors) who are users of the Microsoft
infrastructure (offices, phones, email). This change applies mainly to corporate entities, such as WPG.
AT and the Corporate Cost Centers (Corporate G&A). The objective of this change is t0 obtain visibility
to the size and impact of these groups and more specifically, to provide more accurate information to the
corporate facilities group so that they can better plan for longer term buildings and construction
requirements. Guidelines for budgeting people, including types and definitions (e.g., full ime equivalent
basis, other basis, etc) will be communicated prior to the budget cycle.

Tools - The planning t00ls and overall systems environment for FY96 planning have also undergone
significant changes. The planning tools which will be used this year are the Budget Workbench (BWB)
and FYPlan/FY Control. The BWB will be used in Europe, North America and all corporate budget
units. FYPlan/FYConuol is a package software solution; it will be used in ICON and is being evaluated
for use in the Far East.

Several enhancements and changes have been made to the BWB for FY96. The focus of these changes
have been on stabilization and fixes, particularly in the areas of data integrity, performance and reporting.
The only major functional enhancements that have been made to the BWB are in the area of revenue
planning. This set of enhancements will significantly reduce the number of input screens required for
revenue planning.

FYPlan/FYControl will mainly replace the small sub models used last year throughout ICON and the Far
East. In addition, subsidiaries in ICON and the Far East who used the BWB last year will also use this
tool. One tool for all subs within these regions will allow for easier consolidation of budget information.

Controllers Organization - The new controllers organization has now been in place for almost a year. For
FY96. the controllers are expected to be the key drivers of the planning process, working in conjunction
with the Corporate Planning group. It will be the responsibility of the controllers to ensure that deadlines
are met, 1o coordinate schedules. to disseminate and handie communications and 1o help resolve issues for
the units they support. Most imponantly, it will be the responsibility of the controllers to ensure that the
units they support are efficiently leveraged and are able to focus their time on their areas of responsibility -
sales, product development, product support, etc. - and not on the details and complexities of budgetng.
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Desktop 95

Hank Vigil, DAD
Brad Chase, PSD

Microsoft Corporation

WW Launch Synchronization

/ Win 95 & Ofc 95 sim-announce & street
daten US & English language subs

> Localized language subs do press conference but
hold launch events & major marketing

¢ Sept5: W. Europe and LA localized versions
both Ofc and Win 95 are available; local
announcements in Europe/Latin America.

¢ Late Oct: FE, EE, Greek, Turkish sim-
announce & sim-availability

¢ Jan 1: Bi-Di versions sim-announce & sim-
availability

Microsoft
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Key WW Office PR Guidelines

¢ Disclose potential negatives at end March —1 -

> No Mac apps

> No 16 bit a;;%l(lb
> No VBA in Word

¢ Showing Office 95

> Limit to “Comdex demo” until end April (Win 95
support; few features).

> Office 95 on beta CD early May (NDA). Key features
left out.

~ “‘Sneak peck’ demo (more features) May-June.

> Full demo end June (a few key features held for launch
events).

Operations risks require focus

¢ Sell-thru management
¢ Channel capacity

¢ Manufacturing capacity planning
depends on good forecasting
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H295 Marketing Issues

Sustain LORG sales of both Office & Windows
using Select and Maintenance.

Sustain SMORG/End User retail rev for Office
4.x by extending Q3 “value add” marketing
promotions.

Avoid “Buy Office 4.x, get a discount on Office
95” offers in Q4.

Current position is to avoeid “Buy W4W, get a
discount on Win 95” pending discussion.

Continue to invest appropriately in Win
95/Office 95 pre-launch marketing activities.

Discussion: Pre-selling Win 95
with rebate program

¢ OEMs free Windows 95 upgrade to buyers of new
Windows PCs after May 1 or June 1 (TBD). In-
box coupon fulfilled by MS . OEM pays
difference between MS-DOS/WfW and Win 95
royalty per coupon shipped.

¢ Retail discounted upgrade date after May 1 /June
1? Announce at launch (retroactively) or
announce on May 1/June 1?

¢ Issues for International:
> Timing -- May 1 or June 1? All regions?
> Fulfillment (maybe NA and parts of Europe only?)
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IBM & Apple Expectations

¢ IBM:

» Warp sales: 1 million units since launch, top selling retaii OS at
some resellers (0S/2 channel mix is inverse of Windows’)

» 0OS/2 installed base approx. 6 million (2.x & 3.x)
» $50 million broadcast and print ad campaign

> Some OEM preinstall success: Vobis, Osborne, Escom, Comtech,
CompuAdd, IBM

» IBM launching 4 new OS/2 releases in 1995: Warp w/Win-OS2,
Warp LAN Client with & without Win-0S2, 0S/2 for PowerPC

¢ Apple:

» Units share stagnant, profits up due to PowerPC premium and cost
cutting, shipped 1 million PowerPCs in CY 94

» First Mac clones coming out this year
» Copland delayed into 96
» We expect major blitz campaign around Win 95 ship date

Lotus & Novell Apps Expectations

¢ Lotus

New 16 & 32 bit apps by Win 95 launch.
New NoteSuite with Notes 4.0 in June.
Notes bundling with PowerMac & Warp.

Y v

Y

Aggressive pricing for Notes & Apps.
¢ Novell

> Shipped strong 16 bit Perfect Office in
December. 32 bit version by Win95 ship.

~ Aggressive pricing: Perfect Office Upgrade
$160/190 street (US). Netware users eligible.

%
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To: February 1995 WWRDM Attendees

From: DAD & POS Marketing Teams

Date: January 31, 1995

Subject: Executive Summary: Desktop 95 campaign

The Desktop 95 launch will be by far the biggest launch ever done by Microsoft. It is a huge and unique
opportunity to create a dramatic platform shift to a new market-leading operating system and to own the
new platform with our desktop applications. We need to have outstanding channel presence during the
launch period, making it very hard for applications competitors to capitalize on the platform shift. and
making it very difficult for OS competitors to counteract the move to Windows 95. We need 1o ensure
that Windows 95 and Office 95 are firmly linked in the minds of customers, parters and press. and that
both products are immediately perceived as must-have classics. This is the time to be creative and
incredibly aggressive to ensure super-high market shares for Windows 95 and Office 95.

In addition to hitting our quantitative targets, we should strive for some visible, emotionally satisfying, big
impact event that will prove to observers that Desktop 95 is a phenomenon. Things such as:
» Desktop 95 hits the news channels world-wide and gets pervasive press coverage.
*  Win95 & Office95 top every distributor’s top 10 list.
* The Internet explodes with positive commentary from excited customers.
» Huge queues form in front of shops in Tokyo's Akihabara, 47th Street Photo in New York. and
equivalents in major cities in the world.

Kev metrics

» Exceed 20 % Win95 & 25% DAD apps (25% of Word & Excel installed base after Office
allocated) upgrade penetration within 12 months after ship.

* Auach rate of 35% for DAD apps on Win 95 upgrades. (Attach rate is defined as percent of Win
95 license buyers who also buy an Office or stand-alone apps license).

* Auach rate of at least 10% for Win93 Frosting (10% of Win 95 Upgraders also buy Frostng).
Frosting is a Win 95 Add-on product, sometimes referred to as the “Plus Pack™. lts features are
Super-Compression (1:2.7), a Background Agent, RAS Server, and some fun utilities like
Animated cursors and desktop themes.

*  Office share reaches 90% and category share will increase significantly for Word & Excel
worldwide.

Topline messaging for Windows 95

Windows 95 gives you better access to the power of your PC.
1. What you want to do and more is now possible (32 Architecture,
communications/messaging)
2. Whatever you do will be more fun (Video & Game support)
3. What you do now will be easier and faster: (a) Get started and learn new things easily
due to the new UT; (b) Plug and Play lets you just plug in peripherals and have them
work.)

Topline messaging for Office 95

Office 95 is the essential tool for getting work done in a changing world.
1. Allows you to get work done faster and easier
2. Enables you to make better business decisions and improve work processes
3. Helps you navigate the changing world

What is Office for Windows ‘95?
First and best Windows 95 office suite
e Win32 only
* Consistency and integration with OS
e Tuned for performance, multitasking
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Extension of successful Office 4.x pillars

e Ease of use with new and improved IntelliSense

¢ Integration with new and improved OfficeLinks

*  Programmability with enhanced support for VisualBasic and OLE technoiogy
Information application that allows users to find. view, and share info more easily

e Exchange. Sched+ in Office 95

*  Custom OLE properties

*  Word as your email editor

Sustaining Marketing Recommendations
We recommend the following basic guidelines for Q4 sustaining marketing programs.

*  Sustain LORG sales of both Office & Windows using Select and Maintenance.

Sustain SMORG/End User retail revenue for Office 4.x by extending Q3 “value add” marketing
promotions for Office being run in some subsidiaries. The US “Business Source™ campaign is
available for leverage as appropriate. Further information available from OFCIPM.

*  We should avoid “buy Office 4.x, get a discount on Office 95" offers in Q4. Our current position
is that we should also avoid “buy W4W, get a discount on Win93™ offers in Q4, but we would like
10 discuss the proposal for pre-selling Windows 95 below.

* We should continue to invest appropriately in Win95/Office95 pre-launch marketing activities, to
ensure we are laying the foundation for H196 revenue.

Proposal for discussion: Moving revenue forward bv pre-selling Windows 95
We would like to discuss the following potential opportunity to pull forward Windows 95 revenue:

» Let OEMs offer a free Windows 95 upgrade to buyers of new Windows PCs after June 1 (date
discussion item too). OEMs would get coupons that they can put in their boxes and which would
be fulfilled by MS (OEM pays us difference between MS-DOS/WfW and Win 95 royalty per
coupon he ships).

»  To satisfy retail channel needs we would also include a rebate upgrade coupon in the WfW retail
upgrade box starting at the same time (June 1. 1995, or whenever we decide to do this). This is
analogous to current "free” dates where customers that buy a previous product (Win3.x) at some
period of time pre-street, get a free upgrade to the next version. In the case of Windows 95 this
will not be a “free” product program though, but a rebate coupon saving the customer $50 (the
difference between the Win95 upgrade price and the Win3.x upgrade price).

¢ Issues are not only the timing, especially for subs with later availability dates. but also the direct
fulfiliment. Many subs do not have fulfillment capacity and therefore we may do this only in
North America and parts of Europe.
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Plannlng fOl' DeSktop 95 (Wll’l95 and OfC95 Slm Shlp) previousiy distnibuted January

5th

This memo summarizes the key resource issues, programs. and plans for the joint launch and marketing
of Win95 and Office for Win95 (Ofc95) — to be known as “Desktop 95". The goal is to provide
everyone, particularly in the field, with the informaton they need to plan effectively and allocate resources
properiy. Of course there will be individual plans from the PSD and DAD marketing teams covering
issues specific to their respective products. -Any questions or comments should be forwarded to RobbicB
or RuSt.

Basic Principles and Recommendations

1. “Desktop 957 is the joint launch of Win95 and Ofc95. These two product launches should be viewed

as a tightly integrated effort with several components:

* Integrated planning for a unified channel push. The goal is sim-street availability where ever
practical. Plan to maximize leverage from Microsoft’s channel funds to link channel marketing
and sales of Desktop 95.

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

*  Aggressive joint effort to speed Corporate adoptions of “Desktop 95 across all segments (LORG.
MORG, SORG)

* Integrated resource planning for manufacturing, distribution, sales training. PSS and customer
service logistics.

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

2. Budget planning for “Desktop 95 should not be distorted by the overlap of FY95 and FY96. Plan
“Desktop 95 as a coherent effort. with the component budgets of Win95 and Ofc95 internally
consistent as an integrated effort. For the remainder of FY95 planning you should:

*  Assume no revenue in FY95; Tier 1 countries (except Japan) should plan for revenue for both
products in Q1FY96 with most other countries in Q2FY96.

*  Consider additional plans for sustaining marketing activity in Q4FY95 o sustain sales
(parucularly for Office products) leading up to the launch.

* Budgetin FY95 for pre-launch marketing activities for Win95 to prepare the market for this new
product.

g q Product Schedule

We recommend the following announcement date. street date. and marketing push timing based on the
latest RTM information by language. These dates were chosen with the objecuves of (1) preserving the
benefits of sim-availability of Win95 and Ofc95 in each language, and (2) minimizing the deferment of
revenue from holding product. On the Office side. these dates apply to ALL products, including both
Office SKUs and Word, XL, PPT, and Access. A complete set of schedules by language can be found in
Appendix I.

Recommendation on announcement & street date

‘Aug 1 Win95 & Ofc95 sim-announce & street date for US & English speaking subs. Major joint
marketing push begins in English language countries. All other subs begin selling English
product. Subs that have localized versions of Win95 available may begin to sell it but
should hold their major marketing efforts until September.
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Sept 5 Western European and Latin American announcements of localized versions. Heavy ?
marketing of Win95 & Ofc95 should begin for all Tier 1 Euro/LA languages. (German.

French, Italian. Spanish. Swedish).

Tier 2 European/Latin American languages should participate in Sept 5 announcements.

Since they will not have Office for 1-4 weeks. each country will have to decide whether to

hold their marketing efforts longer or begin pushing Win93 without Ofc95. (Dutch. Danish.

Norweigen. Portuguese. Finnish. Brazilian).

Late Oct | Far East, Eastern European, Greek, Turkish versions sim-announce & sim-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 Win93 &

Ofc95 should have sim-availability in each laneuage.

Kev Points

*  The decision to have English product sim-announce & sim-availability on Aug 1 is based on the
assumption that US/English subs would not wait to announce with localized European/Latin
American languages on Sept 5 due to the large revenue impact of holding English product.

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

*  The decision to hold marketing efforts until September for European & Latin American versions is
due to the fact that August is a particularly poor time to launch products and there is more marketing
leverage for Tier 1 languages from pushing both Win95 and Ofc95 together in September.

*  Tier 2 European languages will have 1o manage a delta between announce and availability of Ofc95.
They will need to determine whether 10 begin their major marketing push for Win95 at launch in
early September or when Ofc95 is actually available in late September or early October.

Business Planning

FY95 Revenue Reforecast

Based on performance in the first half of FY95 and the best information we have on shipping dates. we
are reforecasting our revenue plans in the US. As it turns out, even though we won’t see USFG Win95
revenue in this fiscal year, we still plan to meet the total revenue forecast in the US due to over-budget
Office apps sales. So, for reference, here is the basic reforecast we are proposing in the US for PSD and
DAD — this should help other markets work through their numbers.

In the US, we did not forecast any revenue for Ofc95 apps in FY95 and our forecast for Ofc 4.x apps
assumed a relatively normal trendline throughout the vear. Consequently, the slip itself has had liule
effect on our revenue planning. However, DAD US Finished Goods business was substantially over
N budget in the first half (estimated at 124% of revenue budget or $117M over budget), so we are re-
%&7‘) precasting the second half of the year. Our initial estimate puts USFG revenue for the second half at
Wor all DAD products which is $58M over budget (113% of budget). This means that DAD will
o1 the year a total of $175M over budget.

In the US, PSD Finished Goods was also substantially over budget in the first half (estimated at 276% of
plan or $55.5M over budget). However, since we forecasted Win9s3 revenue starting in March, 1995, our
re-forecast for the second half of the fiscal year is now $45M 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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FY96 Revenue Planning

Based on the revised Win95 RTM dates and the related Ofc95 deltas. all revenue for these products should

be budgeted in FY96. Specifically we recommend the following conservative revenue dates by language:

» English language product will begin generating revenue in August 95.

*  German, French, Italian, Spanish, Swedish products should be forecasted beginning in September 95.

*  Dutch, Brazilian. Portuguese, Danish, Norwegian. and Finnish versions should be forecasted
beginning in October 95.

» Japanese, Chinese (traditional), and Korean will begin generating revenue in November 95.

*  Tier 3 languages will generate revenue in the November to January timeframe (see Appendix I for
specific languages.

We are currently planning 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 too high, especially given that the
user has to also buy Win95 to run the upgrade. This pricing issue will be discussed with the BOOP
shortly. and will definitely be resolved before FY96 revenue planning begins.

Product New User (SERP) | Upgrade (SERP)
Office Standard $499 $299°
Office Pro $599 $399°
Indiv Ofc Apps $339 $129°
Schedule+ $99 $79"
Win95 Retail $209 $109*

“Includes $40 rebate for version upgraders from individual app or Office itself.
“Includes $30 rebate for version upgraders.

*Based on $20 rebate for version or competiuve upgraders mciuded in New User SKU.
* Expected avg street to be $99 and below.

We are currently developing mix and unit volume projections for Win95 and Ofc95. These will be
available shortly and certainly prior to the WWRDM.

Marketing Budget
To help subsidiaries and the US field plan. we have included pivot tables from a six month Win95/0fc93

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 data
below indicates that a smaller portion of the spending will take place in FY95, in particular in markets
where English language product will be sold. One major exception is for Windows pre-launch education,
where we do need to spend significant marketng dollars to prepare customers. The other exception is
incremental promotional work required to sustain Office sales through the late spring and early summer.
In general, however most spending will fall into FY96. and this means that some planned marketing
dollars should “fall to the bottom line™ in FY95.

The table below summarizes the total product marketing spend for Win95 and Ofc95 in the US for the six
months around the launch. Note that this does not include $2 1MM in Win95 advertising that is proposed
as part of the brand campaign and does not include channel marketing funds/rebates. We separated these
out so that subsidiaries without brand executions or with different channel marketing models can gauge
how much 1o spend in each category. Italso assumes that there will be no Office TV executions during
the launch timeframe which is still a possibility under discussion.
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]Producz ](All) j

Sum of Amount Time |

Area L-2 Launch/L+4 Grand Total
Advertising 54,482,000 $14.205.000 $18.687.000
Channel Materials $225,000 $400,000 $625.000
Direct Mkig $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/Coliateral $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 3400,000 $1.100.000 $1.500.000
Grand Total $8.231.000 $23.960.000 $32.191.000

This table looks at the same data on a percentage basis by time period. Not surprisingly. the vast majority
of spending takes place after the launch.

|Product [(AlD) j

Sum of Amount Time |

Area L-2 Launch/L+4 Grand Total
Advertising 24% 76% 100%
Channel Materials 36% 64% 100%
Direct Mktg 7% 93% 100%
Events 5% 95% 100%
Marketing Research 42% 58% 100%
Other 12% 88% 100%
Packaging/Collateral 75% 25% 100%
PR 53% 47% 100%
Sales Tools 86% 14% 100%
Samples 27% 73% 100%
Grand Total 26% 74% 100%

This table summarizes the data based on marketing discipline. Advertising is clearly the highest spending
area. although PR is significant prior to the launch as are direct marketing/events during and after the

launch.

[Product ] (All) 1

Sum of Amount Time [

Area L-2 Launch/L+4 | Grand Total
Advertising 54% 59% 58%
Channel Materials 3% 2% 2%
Direct Mktg 2% 11% 9%
Events 2% 13% 10%
Marketing Research 3% 2% 2%
Other 1% 4% 3%
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Packaging/Collateral 4% 0% 1%
PR 16% 5% 8%
Sales Tools 10% 1% 3%
Samples 59 5% 5%
Grand Towl 100% 100% 100%

The budget file contains all of the detail from these tables. This is found on
\\cmvnmy\wwrdm\preread\fmaIVaunchng.xls. We recommend that you look at the specific pivot tables
for Win95 and Ofc95 since some timing and functional spending areas differ significantly between the
two products.

Manufacturing and Distribution Qha]llenges

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

will examine each of these key areas relative to the needs of an integrated Desktop 95 launch. Activities

in process include:

*  Securing enough raw materials

Securing sufficient disk duping, CD pressing, manual printing, and assembly capacity
=> Mg needs to consider capacity required under different RTM deltas between Win and Ofc

*  Securing adequate storage capacity (either with assemblers, channel partners, or 3rd party warehouse)
to stage the inventory pre-street

*  Mapping the build schedule for all Win and Ofc SKUs across multiple build locations

* Managing the logistics of shipping all Win95 and Ofc95 SKUs assembled at multiple sites to multiple
different customers

¢ Managing post-sell 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, etc.)
— input on this will be provided shonly.

Ali Baba provides additional manufacturing challenges. If Ali Baba is on the Win95 CD and it includes
encrypted products. manufacturing will need to produce multiple Win95 CD masters (one for every
25.000 units) and rack which units were made with each master. If Ofc95 is encrypted. then the Win95
CD cannot begin being pressed until Ofc95 RTMs. Given that Win93 is forecasting 3540% CD mix. this
would move a significant percentage of the Win95 assembly into an overlapping position with Ofc95
assembly.

Marketing Communications

Public Relations

Overall, the primary objective in PR is creating positive momentum for the Windows 95 platform leading

up to the launch. At the same time we want influengals to perceive Microsoft Desktop 95 as the finest

and first complete Win95 solution. Win95 will continue to position itself as the successor to MS-DOS and

Win 3.1 that increases ease of use, with Ofc95 highlighted as the leading example of how apps can take

advantage of this new environment. Likewise, we will positon Ofc95 as the next generation of our

leading business applications that make it easier to get your job done by specifically taking advantage of

Win95's new capabilities. The net result should be a view from customers that we have one, consistent

product strategy that drives both our systems and apps business. Here are some examples of PR actvities

for Deskiop 95:

* Inearly February, we will conduct a Joint tour to demonstrate applications support for Win95 with
Office and Office Compatible apps featured along with some other smaller category applications.

*  From the Office perspective, its critical that we educate press, analysts and customers on the key
anributes of a great Win95 apps — this is especially imporant given that our early contacts with the
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press covering applications indicate they are pretty poorly informed on Win93 itself. Once they have
this basic knowledge, we then need to show how our apps exploit those atmributes as part of the first
look/reviews process.

*  Office participation in the second Win95 reviewers workshop to be held in April for indusuy pub
cover dates in July/August. Office will also participate in the Win95 consumer pubs reviewers
workshop to be held in the same rough timeframe.

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

*  The Win95 team will be able to demo various components/features of the Office applications during
tradeshows and other advanced showings of Win935. A specific set of features and capabilities that
can be shown (and appropriate venues/audiences for this) will be available shortly.

*  We will doa joint launch event for both products based on the retail availability dates discussed
above. Specifics of how this will work are still TBD.

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 Win95 as well as related print campaigns for both Win95 and
Ofc95 (Ofc95 TV stll TBD). Total expected expenditures in the US will be roughly $40M — see the
budget data above for more details. While there are no plans for joint advertising, we will utilize media
placement and the general brand look 1o 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 launch will be driven by resellers utilizing marketing
opportunity funds provided through the Desktop 95 channel promotion (see below). We may provide
some national promotional advertising as “air-cover” during the launch but that is still TBD.

Direct

Our direct activities will be organized into two components: Microsoft reg base activities and prospecting

off of other lists. Specifically, 7MM Windows registered names will be contracted out to key Mail Order
resellers who will offer both Win95 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 accounts. This would include an offer for Win95 (since “batteries™ are required). > P

The issue of whether we provide a direct mail offer (as opposed to just providing notification that rehs/
people to the channel) is an area where the Windows and Office teams are not yetin agreement. We will
resolve this in our next BOOP review meeting in January.

-
On the prospecting front, the Win95 team has developed a highly qualified prospect list of SOR'W -
individuals in 52k medium-size business sites (representing nearly 8mm PC's) who will be targeted for
the Win95 Preview Program. Office will leverage this prospect List (and those who participate in the
preview program in particular) as a lead generation source. All preview program participants will be
mailed a special Ofc95 upgrade offer when the product ships.

Seminars

We want the field to conduct joint seminars to announce and push Win95 and Ofc95. The current plan is
to have one seminar event that incorporates both products so that customers only have to come once to get
the information they need to move to Desktop 95. Specific scripts and content for these seminars is still
being worked out and will be provided as soon as possible.
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Retail/Sorg Activities Plan

Objectives

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

¢ Launch Ofc95, establish MS as Win95 platform leader

*  Achieve an attach rate of 40% of Ofc95 on new Win93 purchases

*  Sustain high post-launch run-rates; prepare for Holiday 95 promotion

We will focus on a Desktop 95 channel promotion that uses three tools centered around the Win95 launch:
(1) an end user offer, (2) a channel rebate, and (3) targeted 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 strong

incentive for the customer 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 sell them on other products once they are there. The primary task of the
end user offer is to make sure they sell them Microsoft products at this time.

Channel Rebate

We will provide incremental rebates on “Win95 products” (Qfc95 apps and Consumer apps) revenues.
The rebate will be based or the ratio of Win95 producs-t0-Win95 units. In general the higher the number
of Win95 products purchased relative to the number of Win95 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 variety of differentiated offers that still map consistently to our overall goals.
We will make the following funds will be available for this effort
* Funding pian

= 2% of Win95 & Win95 products revenues

= 37 million supplemental marketing funds to be allocated
* Funding plan priorities

= Pre-launch channel RSP training, education, communication & events.

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

= Collateral, sales, seminars & training kits

Other Activities

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

These two programs are outlined below; details are still being defined with OEM and ECU.

*  Win95 OEM coupon program -- this program is designed to minimize the disruption to OEM sales
due to customers waiting for Win95. It would allow OEMs to include a Win95 coupon pre-launch in
return for an incremental royaity.

*. “Coming Soon" period -- Some resellers will start early and begin reserving units pre-street. We can
turn this into positive sales momentum and provide more control and equity by making this into a
program. The channel couid start taking orders from customers 4 weeks before street, saying that the
Microsoft products are ‘coming soon’ and providing a specific availability date. This could include
Ofc95 apps as well.

Since we will still need to sell meaningful quantities of Ofc 4.x applications to users who don't buy
Win95, we need 1o work with the channel on stocking and selling priorities. We may also need to provide
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financial support/incentives to ensure proper stocking levels for both sets of SKUs. Details on this are still
being worked out.

Finally, as a follow-up to the launch promotion, we are looking at ways to sustain momentum in the
rewil/sorg channel. One option being considered is an extension of the “Business Source™ program that
the Office team is running in the US this spring to reach Sorgs and DOS switchers. This would involve a
similar set of services (migration guides, SP referrals, training, etc.) as the current Business Source
(:ampaign except with an emphasis on version upgraders of both Windows and Office apps. More
information will be provided on this as soon as its available.

Morg/Lorg Plan

Objectives:
*  Prepare customers to begin deployment of Win95 and Ofc95 within 30 days of launch

*  Move 30% of desktops to Win95 and Ofc95 within six months
e Sumulate use of SMS as deployment tool
¢ Identify & capitalize on other BackOffice sales opportunities

The Desktop 95 Migration Chalienge

The Desktop 95 Migration Challenge program is a set of tools and a process for using them designed to
lead customers through each milestone in the deployment process. 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
partner. The key milestones are listed below. The associated field deliverables are currently being
defined and will be distributed shortly:

Evaluation Evaluation team First phase internal Pilot deployment plan and
Kickoff briefing  formed testing complete test complete

Pilot Final phase testing Deployment begins

deployment complete

plan revised

Channel Promotion

As with Sorg’s, we will develop customized programs with key outbound channel partmers and solution
providers. These programs have the same basic goals as outlined above with the added goal to encourage
large and medium sized accounts to do large scale upgrade programs quickly. Details of this effort will be
available shortly.

]
Key Field Tools who

The following tools are available to implement the Windows 95-4nd Office 95 Migration Challenge:

Office Tool ‘ ool Description

NSRS N

Win 95 Reviewers Guide Ofc 95 Reviewers Guide Comprehensive description of ‘
product features
Support Resources Listing Part of ORK, could be separate as Comprehensive of information
well and training sources
WInNEWS data sheet _ Where to get information on-line
desktop.doc Microsoft Confidential . Page 10
' MS-PCA 2614855
HIGHLY

CONFIDENTIAL



SKUs, pricing. order info.
marketing materials list
Desktop 95 Ad Kit Desktop 95 Ad kit Box shots. promo tag line. offer
description

Desktop 95 Merchandising Kit Desktop 95 Merchandising Kit Point of Purchase materials
Desktop 95 Retail Training Kit | Desktop 95 Retail Trainine Kit Training maternials

Windows 95 Interactive Demo Office 95 autodemo Gives customers the feel of
working with these new products
on their existing system

Long Lead Kit

Leverage Office kit Sorg Marketing Kit Sales tools kit that supports the
field in leveraged Sorg marketing
activities.

N/A Vertical Marketing Kit Same as above, for Legal.

ing and Health Care
Structured Trial Materjals Structured Trial Materials PPT w/notes. demo script. setup

=

insaructions
CD/Disk set and license Marketing beta Product and demo files /‘“
Windows 95 Resource Kit Office 95 Resource Kit (ORK) Comprehensive technical —1 W
(WRK) documentation on how to plan
and implement the deployment of
L s
Deployment Guide Deployment Guide Guidelines for how to create a
deployment plan (part of WRK)
Deployment Plan Gantt Chart Deployment Plan Gantt Chart Microsoft Project file
Template Template
Windows 95 Business Case Similar Collateral summarizing key
benefits of Windows 95 for
organizations, with evidence
Windows 95 Evaluation Guide Office 95 Evaluation Guide Walks the customer through
(Competitive and Upgraders) evaluaung the desktop products.

P
Events & Tradeshows L/ bt

Our Desktop 95 event marketing plan for CY95 will be designed to maintain the momentum that we've
established via participation at industry events over the past several months. Below is a summary of the
major events we have planned between January 1995 and launch. The program schedule following this
section includes the timing for each of these events, as well as the largest industry tradeshows at which
we’ll highlight Windows 95 and Office 95.

MSTV _ January through Mav 1995

Both Win95 and Ofc95 will make use of MSTV. The Windows 95 TrainCast is a series of broadcast
events on MSTV which are geared towards high level IT managers. solution providers. VARs. IS
implementers at corporate sites, corporate help desk and support professionals and trainers. Content will
focus on two major issues: “Why move to Windows 95” and “How to move to Windows 95.” One of
these sessions will also discuss how to coordinate Office muigration with Windows. Please see Appendix II
for a schedule of the Windows broadcasts and topics to be covered. Office sessions will continue to run
monthly (currently on show #3) with discussions about Office as a solutions platform. From Feb-April,
we will add a short, 5 minute segment which will show some new capability from Ofc95 that we are

willing to show publicly. In May, we will highlight an on-going case study (Muscular Dystrophy) and
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how they are preparing for the move to Ofc95. Subsequent to the launch. these Office MSTV sessions
will focus on the new capabilities in Ofc93 and the implications for the corporate user. A schedule for
these sessions will be provided separately.

Windows 95 Muitimedia Reviewers Workshop: Feb. 1&2. 1993

The Windows 95 Multimedia Reviewers Workshop will be held at Microsoft corporate campus February |
and 2. We hope to draw at least 100 qualified, multimedia-oriented journalists. Through demo-rich
sessions we will communicate the key multimedia messages. We will ook to the subsidiaries to dentfy
appropriate multimedia journalists who should attend the workshop.

Windows 95 Worid Tour: May through Julv, 1995 2

The North American leg of the Windows 95 World Tour will visit 22 sites in the US and Canada: each

event is expected to draw 2.000 - 3,000 anendees. A preliminary schedule will be available in January. =~

We are currently looking at ways to implement internationally. The objectives of the tour are to generate

excitement for Win95 amongst PC enthusiasts and first wave customers. demonstrate the built-in

networking support for Microsoft and Novell networks 10 VAR's. CNE's and corporate customers. deliver

pre-launch Win95 messages, and demonstrate Ofc95 as a premier set of Win95 applications. Office

demos will be confined to features designed to leverage Win95; this will not be an unveiling of the entre

Ofc95 feature set. The field has been asked to:

*  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 newsletters, word of mouth).

* Provide 5 or more staff on-site for the event to help field questions, provide general support, and show
a strong MS presence.

Event Marketing Materials
In early January we will be communicating the details of a program by which the field and subsidiaries

can order materials for their event and tradeshow programs including signage, lapel pins, datasheets, and
“SWAT" materials which can be used to highlight booths of ISVs. IHVs and OEMs designing products to
be Windows 95 compatible. Localization of the materials will need to be coordinated by the subsidiaries.

Launch Event (Date & Location TBD)

Specific launch event plans and creative are yet to be determined. Ideas and suggestions should be
directed to ShaunaB.

Programs Schedule

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

Date(s)

RN <\§§.\

1 CES Winter - Las Vegas, NV

‘ rv 6-9
Mkte Comm lodustry Analysts Dav (Win 95 event) January 20
MS Training Regionai Sales Mitgs (Desktop 95 Migration Challenge KickOfM January
Event MSTYV - Office Broadcast January
Event MSTYV TrainCast Broadcasts - Broadcast from MS Campus Jaguarv 24
Event Win 95 Multimedia Reviewers Workshop - MS Campus February 1-2
Mkte Comm PR Tech Tour — joint Ofc95/Win95 demo of 3rd Party Win95 support February
LORG/MORG Migration Cballenge Kickoff with LORGs. SPs February
LORG/MORG Migration Challenge semipars with MORG's February
Event Office Compatible Developer’s Conference February
Event MSTYV - Office Broadcast February
Event MSTYV TrainCast Broadcasts - Broadcast from MS Campus February 14 & 28
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March

LORG/MORG Migration Challenge seminars with MORG’s
LORG/MORG Windows Preview Program distributed March
LORG/MORG Marquee and Goliath Accounts Seeding Program March
HQ Activity Win95 MIS Ads March-Mav
Retail/SORG Long lead Kits to resellers March
Retail/SORG Tech training kits to reseliers March
Retail/SORG Top reselier account visits March
Product 0fc95 US Tech Beta 1 RTM March 8
Event MSTYV - Office Broadcast March
Event MSTYV TrainCast Broadcasts - Broadcast from MS Campus March 14 & 28
MS Training SE Forum - New Orieans. LA March 28-31
Event MSTY TrainCast Broadcasts - Broadcast from MS Campus April 11 & 23
Product 0Ofc95 US Tech Beta 2 RTM April 14
Event MSTV . Office Broadcast April
Mkte Comm Win 95 Reviewers Workshop 11 April
Mktg Comm Win 95 Consumer Press Workshop April
Retail/SORG Ad Kits -- reserving ad space and developiog ads April
Retail/SORG Reseliers sales training Kits and training prep April
Retail/SORG Resellers place initiai orders at distis April
Event Windows World & Sprine COMDEX - Atianta. GA April 24-27
Event Windows “Windows 95" World Tour (N. American Lep) 24 sites (US & Torooto) Mav-July
Event MSTY - Office Broadcast May
Event _MSTV TrainCast Broadcasts - Broadcast from MS Campus May 9
Product Ofc95 US Mktg Beta RTM Mary 19
Reseller Guaranteed jpitial reseller orders due to Microsoft in U.S. Mav
MS Training District Tour | June
Event PC Expo - New York June 19-21
Retail/SORG Mercbandising Kits July
Retail/SORG Reseller Saies Training Juty
HQ Activity Win9s “Coming Soon” Ads July
Event Windows World Chicago - Chicago. IL July 26-28
HQ Activity Windows 95/Office 95 Launch Event Aug 1
HQ Activity TV and print ads (consumer & industry press) Aug
LORG/MORG Select 3.0 agreements
A )
Windows World Dallas - Dallas, TX
Networid + Interop Fali - Atlanta. GA

]

N

ovember
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Appendix I

RTM & Ship status on August 1. 1995

This spreadsheet summarizes Win95 & Ofc95 availabilit

proposed date of the US/English announcement.
Worldwide RTM & Ship dates for Windows & Office ‘95

[US O1t 95 RTM=Wing5+2 weeks

Enter announce or
| |sireetdate here:

v siwaton for each language on August 1. the

HIGHLY

Please see exotanations at bottom of page. o S—
Tier Language Loc deltas F_Bqu RTM / Inventory bultt _ |Street date: YAug |
Win85 Oft 95! time Win 85 OdS Win 95 o 95 Win 85 ot gs
1 Eng US od 0d 5w 12-Jun 26'~Jun 24-Jui 7-Aug; Ship S w build onlv
Eng A od 0d sw 12-Jun 26-Jun)| 24-Jui 7-Aug] Ship $ w builg onlv
Eng Z/AA va _10d sw nva 6-Jul va 17-Aug| nva 4 w build only
Eng EE 149 n/al 4w 26-dun va 24-Jul val  Ship wva
Gamo 7d__30d 4w 18-Jun 26-Jul 17-Jul 23-Aug _Ship 1w build onty
FrenchfFC 7d 404 4w 18-Jun S-Aug 17-Jut 2:Sepl ___Ship Not RTMd
itdion 21d 30d 4w 3-Jul 26-Jul 31-Jul 23-Aug Ship 1 w build onty
Soenish 21d 404 aw 3-Jul S5-Aug 31-Jul 2-Sep Ship_ Not RTM¢
Swedsh 21d__45d 4w 3-Jul 10-Aug 31-Jui 7-Sep Ship Not RTMa
Jopxnese S0d _90d aw 10-Sep 24-Sep 8-Oct 22-Oct] _Not RTMd Not RTMd
Dutch 21d 55 d| 4w 3-Jul 20-Aug 31-Jul 17-Se Ship Not RTM¢
Brezilicn 21d 55d 4w 3-Jut 20-Aug 31-Jul 17-Se Ship Not RTmd
Danish 35d 654 4w 17-Jul 30-Aug 14-Aug 27-Sepl 2 w build oniv__ Not RTMd
Naweadcn 35d 754 4w 17-Jul 9-Sep| 14-Aug 7-0Oct] 2 w build entv__ Not RTMG
Portuguese $5a_ sod 3w 8-Aug _ 24-Sep]  27-Aug 15-Octi Not RTMd Not RTMd
Finnish 45d 804 3w 27-Ju! 14-Se 17-Aug 5Oct] 1 wbuild ontv__ Not RTMd
Chin_Tred S0d 90d 4w 10-Sep  24-Sep 8-Oct 22-O¢t| Not RTMd Not RTmMd
Korer S0d__ S0d Aw 10-Se 24-Se 8-Oct 22-Oct] Not RTMd Not RTMmd
3 Pdlish S0d 85d 3w 10-Sep 19-Se| 1-Oct 10-Octl Not RTMd Not RTMa
Huncoyion 100d 80d 3 wi 20-Sep 24-Sep 11-Oct 15-Oct] Not RTMd Not RTMd
Czech 106g 959 3w 20-Sep 28-Sep 11-Oct 20-Octi Not RTMd Not RTMg
Russien S0d 100d 3w 10-Sep 4-Oct 1-Oct 25-Oct __Not RTMd Not RTMd
T urkish 110ag 110d 3w 30-Sep __ 14-Oct 21-Oct 4-Novl Not RTM'd Not RTM'd
Gesk 110d _110d Iw 30-Sep 14-Oct| 21-Oct 4-Nov| Not RTMd Not RTMd
Catdon 120d 120d I w 10-Oct 24-Oct 31-Oct 14-Nov| Not RTMd Not RTMd
Siovenian 120d 120d 3w 10:-Oct 24-Oct 31-Oct 14-Nov! Not RTM'd Not RTMa
Chin. Simp.| 1209 120 d| 3w 10-Oct 24-Oct 31-Oct 14-Nov| Not RTMd Not RTMg
Arco AJS 180d 180 g 3w S-Dec 23-Dec 30-Dec 13-Jan] Not RTM'd Not RTMd
Heb. AJS 180d 180d 3w S-Dec 23-Dec 30-Dec 13-Jan] Not RTM'g Not RTMmd
At FR 180d 180d Iw 9-Dec 23-Dec! 30-Dec 13-Jan| _Not RTMd Not RTMd
Fasi va 180d 3w nva 23-Oec nva 13-Jani na Not RTmd
ThaAs 120d 12049 3w 10-Oct 24-Oct 31-Oct 14-Nov| Not RTM'¢g Not RTM'd
Bchind 1200 120d Iw 10-Oct 24-Oct 31-Oct 14-Novl Not ATMd Not RTMg
The gelta for each language s Number of weeks For eacn For e:\ch
relatve to US RTM. Win and O!f | {needed 1o build praduct, ATM | |product and For.a given Street date
deltas are independant of one inventory and fill in | |cate for each | |language, entered at top, these
another (except Bi-Di, DBCS). channel, for eacn language is: inventory build| [ColUms:show the siatus
- WIngS deltas are officially 45-90/ |produc. Product US time is added ofeach product and
for Tier 2, 90-120 for Tier 3, For - Potential capacity | {RTM « delta o RTM date tc| |language version:
calculations purposes, a specilic | problems due 1o Wir calculate shipj |1-7Ship":dnventory
date within the range was and Otf overiap not date. defined in “Buikd time”
assigned (o each language here. | |considered here. has beenbuiit,
-P & Fi are Tier 3 languages tor - Manutacturing 2. -ﬁtiv build only T RTMd
Ottice, but are included in Tier 2 | |teedback will be butinventory not fulty .
here 10 map 1o Wings. requesied 1o refine DUt et
these numbers. 3 NDIATMY.
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RTM & Ship status on September 5. 1995

This spreadsheet summarizes Win 95 & Office 95 availability situation for each language on Sept 3. the

proposed date of the European & Latin American announcements,

Worldwide RTM & Ship dates for Windows & Office '95

[US Off 95 RTM=Wing5+2 weeks |

Please see explanat

ons a! boltom of page.

Enter announce or
street date here:

Tier Language Loc deltas Buiid RTM / '""MM
Win85 Ofes| time | Wings o5 | winss  otres Win 85 ot 85

1__Eng US od 0d 6w 12-dun 26'-Jun 24-Ju! 7-Aug Ship Ship
Eng A od od 6w 12-Jun 28-Jun| 24-Jul 7-Aug; Ship __Ship |
Eng Z/AA nva  10d 6 w| nva 6-Jul va 17-Aug va Shio
Eng EE 14d va 4w 26-Jun val 24-Jul nva Ship na
Samon 7d 3049 aw 19-Jun 26-Jul 17-Jul___ 23-Aug Ship Ship
FrenchFC 7d 40d 4w 18-Jun S-Aug 17-Jut 2-Sep| Ship Ship
Htdien 21d 304 4w 3-Ju! 26-\% 31-Jul 23-Aug Shig Ship
Spanish 21d _40d 4w 3-Jul S-Aug] 31-Jul 2-Sep Ship Shio
Swedsh 21d__45d 4w 3-Jul 10-Aug] 31-Jul 7-Sepf Ship 4 w build onlvy
Joponese 80d S04 4w 10-Sep 24-Se| 8-0ct 22-Ocl] Not RTMd Not RTM'o

2___Dutch 21d _55¢ aw 3-Jul_ 20-Aug 31-Jul__ 17-Sep| _ Ship 2 w build onty
Brezilian 21d 554 4w 3-Jul 20-Aug 31-Jut___17-Se| Ship 2w buitd onty
Danish. 35d 654 4w 17-Jul 30-Auq 14-Aug 27-Se Ship 1 w build oniv
Nowegon 35d 754 4w 17-dul 9-Se 14-Aug 7-Oct] Ship Not RTMd
Portucese S5d _ 90d 3w 6-Aug 24-Se 27-Aug __ 15-Ocyf Ship Not RTM¢
Finnish 45d  B0d 3w 27-Jul 14-Se 17-Aug 5-Oct Ship Not RTM'd
Chin. Tred 80d 9049 4w 10-Sep 24-Se| 8-0ct 22-Oct] Not RTMg Not RTMd
Korecn 80d__Sod 4w 10-Sep 24-Se 8-Oct 22-Oct] _Not RTMd Not RTM'd

3 Pdlish S0d_ 85d I w 10-Sep 19-Se| 1-0ct 10-Oct] Not RTMg Not RTMg
Hunarion 100d _sogd 3w 20-Sep 24-Se 11-Oct 15-Oct| _Not RTM'd Not RTMd
Crech 100d g5d 3w 20-Sep 29-S 11-Oct 20-Oct| Not RTM'd Not RTMmd
Russion 80d 100d 3w 10-Sep 4-Oct 1-Oct 25-Oct] Not RTM'g Not RTM'd
T urkish 110d 1104 3w 30-Sep 14-Oct| 21-Oct 4-Nov| Not RTMd Not RTMd
Greek 110d 1104 3w 30-Sep 14-Octl 21-Oct 4-Novi Not RTMd Not RTmd
Cadmn 120d 120 4 3w 10-Oct 24-Oct 31-Oct 14-Nov] Not RTMd Not RTM'd
Sloverian 1209 1204 Iw 10-Oct 24-Oct 31-Oct 14-Nov| Not RTMd Not RTM'd
Chin. Simo. 120d 120d Iw 10-Oct 24-Oct 31-Oct 14-Nov| Not RTM'd Not RTM'd
Arch AJS 180d_ 1804 3w 8-Dec 23-Dec| 30-Dec 13-Jan] _Not RTMmg Not RTM'g
Heb S 180d 180d 3w S-Dec 23-Dec 30-Dec 13-Jan| Not RTM'd Not RTMd
Arco FR 180d 180d 3w $-Dec 23-Dec 30-Dec 13-Jan] Not RTMd Not RTMd
Easi rva_180d 3w wa 23-Dec]| va 13-Jan va Not RT™md
ThapS 1209 120 d| 3w 10-Oct 24-Oct 31-Oct 14-Nov| Not RTM'd Not RTM'd
Bohrind 120d 1209 3w 10-Oct 24-Oct 31-Oct 14-Nov] Not RTMd Not RTM'd

desktop.doc Microsoft Confidential

HIGHLY

Page 15

CONFIDENTIAL

MS-PCA 2614860



Appendix I1

Win93 TrainCast Schedule
The Microsoft Windows 95 TrainCast is broadcast via satellite. For satellite coordinates and more
information call 1-800-206-3000 in tie United States and Canada. Registration will be centralized
through the 800 number. There is no registration fee, but if attendees wish to acquire the training

materials they will need to pay $50 per set.

Topic Date |Length
1. TheIS Tour: An edited version of the current IS tour with product demos and education for IS | 1/24/95|2 hrs
managers.
2. Reducing Support Costs for Windows Desktops: conference session addressing ways that 2/14/95|4 hrs
organizations can reduce their desktop support costs using Windows 95, featuring industry
experts from the Gartner Group, Masic Institute, Corporate Software. and Usability Sciences,
Inc.
3. Setup/Intsall and UI support issues: Detailed training on what to expect when you set up 2/28/95)4 hrs

Windows 95 in stand alone and networked environments.

4. System administration and tools: An MIS manager's guide and roubleshooting resource to 3/14/95|4 hrs
remote adminstration of Pcs in a heterngenous environment.

5. Networking with Windows 95: Supporting Windows 95 based PCs connected to Windows NT] 3/28/95|4 hrs
and other servers.

6. Networking with Netware: Supporting and troubleshooting Windows 95 based PCs connected | 4/11/95|4 hrs
to a Novel NetWare server.

7. Printing issues: Details on how to install, setup and oubledhoot the more than 800 printers | 4/25/95|4 hrs
that Windows 95 will support.

8. What we’ve learned about support from the beta programs: Microsoft’s own support staff | 5/9/95{4 hrs

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

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 audience. The following is a rough framework for
potential events by audience at the field offices:

VARs: Deliver a session to VARs which educates them on how to make money with Windows 95
and also train them on how to implement the “Desktop 95 Migration Challenge with their customers.
LORG"s: educate LORG's on benefits of Windows 95 for organizations, and deliver key tools to them

to help them plan deployment.
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WWRDM
OEM Update

Joachim Kempin

Worldwide Intel PC Shipments

7 different Forecasts

(Milliop units) CY92 | CY93 | CY94 | CY95 | CY9 | Growth
MS Budget 28.5 35.0 41.1 46.6 n.a. n.a
MS Update 28.7 35.9 43.9 51.1 58.9 15.2%
Mercury 30.3 42.8 56.7 62.8 73.2 16.6%
C1 InfoCorp 26.0 38.4 45.2 52.9 60.9 15.1%
Dataquest 28.2 34.5 40.7 47.1 53.7 14.0%
IDC 25.5 32.9 39.6 44.9 50.2 11.8%
IPR 25.7 31.0 36.3 41.8 47.9 14.6%
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Win ‘95 Licensing

¢ Step 1 Market Development
Agreement

¢ Step 2 Windows Licensing
goal: increase $$/PC unit

Y

Y

expect 12-18 month phase in
enjoy retail upgrade opportunities

\Y

Win ‘95 Licensing

¢ MDA status update
> goal: build consumer friendly systems
> 85% signed
¢ Coupon program
> no purchase delays
> Do returns
> generate early sockets/revenue
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Strategic OEM Relationship

¢ Compagq
¢ IBM
¢ DEC

OEM Unbundling

¢ COA with all OEM products
¢ Mice serialized
¢ Tracking in place

MS-PCA 2614865
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To: February 1995 Worldwide Regional Director Meeting Attendees
From: Joachim Kempin

Re: FY96 Perspective and FY95 Reflections: OEM

Date:  January 31, 1995

Growth Perspectives:
After a slow start into FY95, the second quarter is turning out to exceed last years 20%+ growth rates.

The PC industry is following more and more in the footsteps of the consumer electronic industry - with
bigger and bigger bumps in the Christmas quarter. The rest of FY95 and FY96 will continue to see
healthy growth rates of at least 15%, but expect different geographies to show significant differences.

1. USA
The Fed's credit policy will restrict growth to 12-15%. I am optimistic that late in FY96. we will see
large businesses finally buy increased numbers of Pentium PCs to replace low end 486s and 386s.
Consumers will continue to be the major force behind PC unit growth and Win95 will help this
remendously by conquering new groups of novices through ease of use and most attractive titles.

2. Latin America
Expect a very mixed picture based on how the latest currency crisis will get worked out. Brazil.
having the most robust economy, will lead all other countries and might hit 1 million PC units in
FY96. The buying will largely be fueled by LORGs and SMORGs and less by consumers, but great
Spanish and Portugues: consumer titles are a long term “must have” if we ever want to attract the
home buyer.

3. Europe
Europe’s economies are roaring back to life led by Germany, which is starting to overcome it’s

unification pains. I expect Europe to show 15-20% growth in FY96 in PC units, knowing that
LORGs and SMORGs have pent up demand and Eastern Europe is still very underdeveloped.

4. Far East
a) Japan
A 25% growth in FY96 PC shipments would not surprise me. The PC, with it’s more attractive
price point, is starting to replace some Japanese word processors and Japanese companies are
finally accepting more and more PCs as office tools. The recovery of the local economy will do
the rest to make my optimistic predictions come true.
b) PRC
As long as the Inteliectual Property issues aren't geuing resolved, we will see shifting policies in
regard (o taxation and imports, meaning our business will not prosper and we should not invest
heavily either.
¢) Korea
Will remain a Jocal market served by local manufacturers. Growth will continue to be
impressive in particular if the education market continues to grow. I expect some non-Korean
manufacturers to try harder to gain share - but doubt that they will be very successful.
Compared to0 Japan, Korean custom fees are too high to compete effectively.

5. South East Asia

Will continue to produce 20%+ growth rates. the key for us is to find a way to overcome piracy and
establish a good distribution network (DSPs). This is a key investment area for OEM in FY96 in
particular Indonesia and Philippines.

6. Middie East
As long as the peace process continues, we will see solid growth. The oil is still flowing and most
countries (except Saudi Arabia) are still in investment mode. Most PCs are used for business. Key
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for our success is to continue a sensible localization strategy and to be readv when the consumer
market develops (2-3 years from now).

7. Qther countries:
a.) South Africa
Expect high growth based on pent up demand.
b). Australia
Economy and government are weak. investment climate is not verv favorable. Expect 15%

growth at the most. ?
/

PC-distribution channels:
Depending on how fast the local marke mature, we will see a shift in buying from large mass merchant
chains instead of resellers. At the s time. local assemblers will continue to deliver 20-35% of all PCs
by providing customization and beuey attention to local customers. Many customers are just finding out
that PCs do need some backup support and these large brand name manufactures are stll ili equipped to
supply it, knowing that their local /sales partners do not have the margin structure to do it for free. The
conclusion for OEM: invest ever/ more in selling through the local assemblers and capture more “naked
systems™ and fight piracy/counterfit operations. The two channels with limited growth potentials seemed
to be the captive OEMs and the direct mail order OEMs. It seems to be harder and harder for them to
atmact attention. The captive OEM:s Fave a lot of small outlets which can’t be as atmactive as super stores
and the mail order OEMs seem 10 have reached their limits by not being able to change buying habits
faster.

Technologv Advances:
While CY95 might still belgné 1q the 486 when it comes 10 PC volume, CY96 will see the change to

Pentiums. Intel will pric Ore aggressively 1o sustain their growth as a company and to keep
the lead. All other “Pentium” clone efforts will have no significant manufacturing capacity for the next
18 months even if IBM helps out. For us this means Win96 should have some advantages when running
on Pentium PCs.

US 50«»«-’

Over the next 12-18 months, we can expect significant advances in integrating sound, phone and video
technologies. This will lead to PCs being used as smart answering machines when idle. as well as video
conferencing tools. I do not expect the conferencing solutions to be very attractive - they are either too
expensive or won't have the desired sound / video synchronization as well as movie characteristics. CD-
ROM drives will get to 4x quality by next Christmas as a standard and we will see the first re-writable
CD-ROM drives arrive at below $500 cost. This wil] be the start of more local CD piracy. The greatest
challenge for us will be to support all these advances well under Win95 / 96 and think through a PC
subset definition which will enable us to compete with the game machine manufactures. One of the
cornerstones here is the development of better graphic sub-systems with the leading component suppliers.
WS graphic capabilities are needed at PC prices to make the PC environment as attractive as possible.

From the Desktop to Server:

The PC server environment will finally be the accepted standard. All RISC architectures will be measured
against it and if they can’t prove that they have at least a 30% price performance advantage they will
lose against the x86 platforms. With the appearance of NT and an avalanche of applications, it will be
harder and harder for RISC/UNIX platforms to compete. Key for the server buyer are reliable and
supported hardware, availability of development tools, and integrated applications. It takes any new
platform at least 2-3 years to fulfill that need. | predict that UNIX based RISC systems will continue to be
100 expensive and that Novell based x86 systems will not have the development tools and applications
available. Maturing NT based X86 and RISC platforms will win in both aspects over the next 18 months.
Therefore, I expect more companies to enter this higher margin segment, but the barriers to entry will be
high as long as the contenders (Compaq, HP, DEC) can leverage their engineering strength.

Today, Intet helps companies with no engineering teams to build desktop PCs. If they stant doing this for
servers as well, we will see a very fast margin deterioration which means a great support infrastructure
oem.doc Microsoft Confidential Page 2
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will determine the sales success. Expect all contenders to work this very hard and provide ease of
installation as well as backup support in a way the clone manufacturers can’t deliver it.

RISC vs x86 .

After the IBM PowerPC hardware debacle, I do not believe that IBM can pull off 2 PowerPC miracle

during the next 18 months. Apple’s continuing non cooperative behavior. a very foggy OS strategy and

lackluster ISV support will make IBM's PPC strategy continue to fail through FY96. MIPS will contdnue

to be insignificant but Alpha will increase it’s presence in the server market. This is where PPC might 4 S
score some points as well, long before it gets recognized on the desktop. In both cases, we are well _— ‘7f"
positioned with NT and BackOffice to take significant share. In OEM, we will continue to work with 72711‘*’ ‘O
solution provider OEMs who sell servers to promote NT and BackOffice solutions and direct them to

work with the MS field offices primarily when it comes to local sales and cooperation. In a nutshell. no

breakthrough is expected on the desktop for RISC systems. Apple will continue to shift it’s user base and

complement it’s effort by licensing no-name companies who won'’t be able to compete on price.

technology or distribution (most important).

While IBM will try hard and fail, not having a viable desktop operating system for PPC. we should expect

a lot of hype and hope, so we in OEM will continue to preach reality.

Nevertheless. some OEMs might get tempted to jump in the water as we know from Taiwan. Some of

them will start offering (at least on the server) “dual socket” machines, which would accommodate a

Pentium or a PPC-CPU. This might t2 a good hedging tactic on the server, but on the desktop. the costs

are probably prohibitive to pursue this.

Last but not least, I expect the PPC 1o debut in a lot of PDAs probably based on an IBM micro kemnel, if

they can get the size right. Unfortunately, we do not have a competitive product for these customers and 1

hope that our revised WinPad 96 project will enable us to defend our turf.

Windows 95/96
This is by far the key event in CY95 and beyond. no expectations needed. The successful introduction of
this product requires teamwork from a lot of people on MS:

Product group great and reliable product

ISV relationship more ISVs to Win32 API

E/U to create a memorable launch event and create
demand

ORG more LORGs to Win32/Win 95

OEM make sure sufficient numbers of preinstalied systems
will be sold through the OEM channel

Where are we on the OEM plan?

Marketing Development Agreement (MDA).

Understanding that the product would be late. we decided to offer approximately 70 OEMs a frame
work in how to support Win95 in the market place.

Main goals:

¢ Build great Win95 PCs
- PnP Bios
- Win95 add on cards

* Promote the Win95 idea in public
- Show compliant hardware at tradeshows
- Tell your customers you are doing the right things to make your PCs work well with Win95
- Use our logo to label these Win935 PCs
* Build a support infrastructure for Win93
- Train your support people
- Train your sales and marketing people

ocem.doc Microsoft Confidential Page 3
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Knowing that the industry has no margins of error left, we generated an incentive program whereby we
would allow these OEMs to improve their Win95 pricing if they cooperate with us and put in the effort to
do what was required. As of today. nearly all OEMs signed the MDA after some early resistance. and
what is more important. they are working with us to generate the right hardware and public awareness.

Licensing of Win93

We will kick this off 2/15/95 and I am sure it will be scrutinized as the MDA agreement was. so here
is your briefing:

The goal in licensing Win95 to OEMs in not to replace all Windows and WfW licenses with Win95s
licenses as fast as possible. Based on first feedback, we expect this to be a 12-18 month process.
whereby a slower adaptation through the OEM channel should create some profitable retail upgrade
business. Consumer systems will be converted faster than LORG systems. reason being: LORGs want
Win32 Applications more than ease of use. Knowing that this will be a time delayed adaptation in
the OEM channel like Win 3.x was, we still don’t want anybody to say,, “Win95 adoption is slow™.
Our message should be, “we will convert these OEM systems as fast as possible and at the right
price”.

Not being too eager to license Win95 on all OEM systems, will allow us to sell it at a higher price.
OEMs goal is 20-25% more S/unit sold on average. While this is true for royalty OEMs, we will
increase DSP pricing by less than 5%. This will equal the playing field a little bit. The reason for
asking the higher OEM prices is easily explained:

We invested a lot of money in Win95 to help the OEMs to continue and hopefully accelerate their
unit growth and we would like to see some pay back for our efforts. In case OEMs do not see value in
licensing Win95, they can continue to license MS-DOS, Win 3.x and WfW 3.x. We are happy to
upgrade the customers later. At the same time, as always, we won’'t be arrogant and will find a
balance between moving a critical mass of OEM systems to Win95 and our pricing expectations. Our
public statement should be, “we would like to get fair market value for this excitng piece of 7 F
software.” (please do not discuss numbers and goals with the press people). oz

OEM Coupon Program
Last but not least, we are considering to offer OEMs a coupon program

RT™M
Goals:
* Avoid system retumns
* Avoid purchase delays
* Enable smooth transition for channel and OEMs

r at least 3 months

Only danger we can see is that people will accuse us of selling “'vapor”ware = “paper”ware. We will work
with the PR group to limit the damage. You should look at it as an insurance fee. We are aware of the
possible retail upgrade impact and are working the numbers.

Windows 95 OEM product considerations:

*  With Piracy and counterfeit being our biggest compedttor, we will get more sophisticated in protecting
our products.

* All Win95 deliverables will include a COA integrated into the cover of the manual. This is visible
and will further educate the channel as well as the end-users.

* All products will include a 100-150 page manual which should cut support costs and increase
satisfaction.

*  On all DSP products, we will include the MS-Press support products. (Cue-cards on diskette version,
full tutorial on CD version).

¢ We will guard the bits on all Win95 CDs and will not let OEMs add any content without our
approval. This will pay off if we want to add Apps demos or a full Ali-Baba version one day.
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*  End users will be asked to enter their COA number when using the system first time around. (Work
is needed to address some LORG concemns). This should make COAs further popular and restrict
counterfeit operations.

=  We will start using registration cards as means to find out about pirating.

Kev Competition

e Piracyv and Counterfeits
We have made progress in ‘94 shutting down some counterfeit organizations and kept a lid on grey
market activities. We have been experiencing more Consumer and Mice unbundling instead and are
in the process of implementing serialization and COA programs for these products as well. But the
fight will never be over. In order to really be in control, we all need to watch it and report any
violations.

e Apple Units Sold
Apple on the other hand is the only true x86 volume competitor in the market when you iook at units.

At the same time, they have made a successful PowerMac intro and enjoying higher ASPs. With
Win95, I expect them 1o lose some market share and it remains to be seen if they can survive on their
own. Therr licensing program is nothing eise them a non-serious tmial. Until they sign up a big
OEM, nothing has changed.

e 0S/2 Units Sold
OS/2 Warp remains a niche product. All the feedback I have from Germany says, this is an ultra
hard product to sell and causes end user returns becavse of incompatibilities, missing drivers and
missing apps, and it does not work well on 4MB. Only banks and insurance companies - long time
Big Blue accounts - who have written some mission critical apps to the OS/2 API continue to demand

it. The rest is curiosity. bs M L o8 2

Only two German accounts ESCOM and VOBIS have been seriously experimenting with it and 1
expect them 1o change their mind sooner than later. Win 95 will make it even harder for 0S/2 o0
continue. If IBM can't clone the Win 32 APIs within 12 months, users will completely move away.
Nevertheless we are taking IBMs marketing push seriously and are doubling our efforts to work with
our customers in a very cooperative fashion.

The Win 95 Licensing Plan

MDA Accounts

We will license these agreements first for Win93 starting May/June 1995 and allow them to include a Win
95 upgrade coupon in all licensed systems for redemption in at least North America, Europe. Australia,
New Zealand. South Africa and most parts of Latin America. The end user will be asked to prepay a
nominal fee for COGs and fulfiliment charges. We will only do this in countries where we can guarantee
fulfillment. The enduser will pay no money to MS for royalties - because it was prepaid by the OEM.

The coupon distribution will be limited to 1-2 months after Microsoft release to manufacturing and the
redemption will be limited to 4 months after MS-RTM. The coupon can only be redeemed by an enduser
and a copy of the invoice is needed. The PC manufacturers name printed on the coupon must match the
name on the invoice.

Non-MDA Accounts

We will offer them a per system and per copy coupon program like OEM's with smaller volume
discounts. '
VBR4
L/ %/ %f { / ’
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DSP accounts (local assemblers)

We will create a combo (MS-DOS + WfW) and upgrade coupon containing box whereby the per copy
royalty will be higher then the per system royalty of the other accounts. This should enable them to
compete. The fulfillment rules will be changed. whereby the coupon will NOT have the OEM name
included. To avoid a secondary market in these coupons the focal assembler will have to payv a high
royalty. for these coupons.

Kev OEM Partnerships

Compag
e  Win 95 marketing parmer

»  Expect consumer systems to be 100%. Commercial systems to follow over 12-18 months
e  Compietely committed to NTAS and BackOffice
*  Field will get compensated and reporting will be in place

DEC

» Expect Alpha to be more NT and less UNIX centric
e Expect us to work closer on field level

»  Good cooperation on Win 95

e Expect them to push X86 servers as well

AT&T GIS
e Committed to NT; great to work with

Packard Bell
»  Great customer, but 100 secretive to really work with on field level

Gatewav 2000
*  Super relatonship, true friend in the marketplace and it shows in their 100% MS commitment

NEC
*  Greatrelationship in Japan, committed to MS platforms

The IBM Company
The Chinese wall which existed for some time between Personal Systems Products and the PowerPC as

well as the PC company does not exist anymore. Both the groups are on a clear sell IBM software path.
The ultimate goal is to dethrone MS and Intel with PPC and OS/2 top to bortom! This is not a strategy,
this is carried out as a religion until something (like the P/L statements) might break. Gerstner is known
for trying hard but changing when needed as well. So for the time being assume - no cooperation, except
some practical things. We will work with IBM to make their PCs Win 95 compatible and save us both
embarrassment. They will probably sign a Win 95 agreement, maybe even the MDA but they will not get
behind it. I expect comparable behavior as they have shown with the Intel Pentium situation if we give
them any opening. At the same time the PPC Company will offer NT as just another environment and we
will work with them to let it shine - not necessarily the PPC. Joint seminars, marketing etc. all this is on
hold unil they find out OS/2 is not going to cut it (12-18 months from now). Then we might reconciliate
- and therefore let's compete in front of customers but not bash each other in public. Possible risk: If they
could get a hybrid CPU (PPC + x86 combined) into the market and take advantage of both worlds before
the HP/Intel alliance is starting to produce results. We will stay tuned...
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OEM FY96
Product plan/ Goajs/ Policies

L.

Win 93
Increase Win 95 penetration to achieve 90% of Win+Wf{W penetration at end of the FY without
compromising $3/unit much

Frosting
Acuvely sell frosting to selected key accounts to help product group create momentum if needed

Mice
Continue to aggressively sell mice at 30-40% growth rates. Get a foothold into Compagq

Kevboards
Sell I million keyboards through the OEM channel focusing on medium tier and mail order accounts

Consumer Software Products

= Expand distribution into DSP channel for Works and slow selling CD titles

Continue on a 25-30% growth path, but be more price conscious, without losing mega
opportunities.

BSD Products JEESS QN S

* Move SP OEMs to be WW LARs instead of OEM license. ;
* License only high volume OEMs directly if the above can't be achieved
»  Separate client licenses will not be available through the OEM channel

DAD Products

»  Use Office 95 as an opportunity to increase $/system sold

* License Office + Office Pro 10 a few select OEMs only - if competitive pressure is high enough
to lose significant share

*  Pursue single APPS opporunities for the SMORG market if local end user unit management
agrees.

All APPS Products
Develop a mode! whereby the OEM/MS/Reseller can obtain more $/system than in the waditional
OEM licensing model

OEM Programs for FY 95/96

1. OEM relationship programs:
* Design systems to help customers
e Reorganize large account teams
«  Continue to improve DSP coverage and marketing activity by reaching out to capture the mind of
the assemblers
2. Piracy/Counterfeit/Grey Market Programs
¢ Tie OEM and retail approach together
* Havea dedicated program manager to work with legal and piracy teams world wide
* Have systems in place to easily spot violators
3. Triangle Mode! Program
* Increase 33/unit for MS when selling APPS by bringing resellers, OEMs, and MS together in a
comprehensive and attractive marketing approach
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PSS Strategic Initiatives
FY95\FY96

Deborah Willingham
Vice President
PSS
Microsoft Corporation

Windows 95 Readiness

<+ Meet short-term, high volume call demand
<+ Reduce Microsoft product support costs

< Provide highest level of customer satisfaction, while
being cost effective

Support expanding Microsoft Qutsourcing initiatives

Customer Calls

Microsoft
Registration .
Call Entitlement Seamless Routing .
i ! Microsoft
Softmart

YES
Unisys
90 Day ‘
MS-PCA 2614874
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Changes to MS Support Network

Desktop ; Personal OS i Development i Business
Apps i i f Svstems
Premier |- Multinational Offermng and Global Account Managemen:
Globa! - Unlimited incidents: 10 contacts. 2 on-site visits, 24x7server down or more, One wwide contract
Premier |- Premier Support team access: No named contact imutation; No deployed base fee
- Introduction of inctdent cap (150 incidents per year), add’'l 10 pack incidents available
-improved Cost Recovery
-Removed Premier Developer as separate offering
- Introduction of meident cap (35 incidents per year); add1 10 pack incidents avatlabie
Prioruty -New Low Priced Priority Home incident option ($15 vs. $25)
- Annual prices: Comp. 87500 to $3995: Dev. 1495 to $2495; Desktop $195 to §395
-MCP SE/SD complimentary 10-pack
- Improved Cost Recovery
Ele:uonii - Subscription feature & SR submission via MSPN on Annual Priority Dev. & up
Services ! - Introduction of 11 Electronic Incidents on MSN when availabie
Standard ;

: 30 days vs 50 days !
! - Curreat version only |

- Subseriplion prods :
| get 2 merdents |

Information Services

Information Services
Continuum

— Value-Add Services —[

Manuais Free/Low Per Transact{on Per Pmone
(Box) Cost Premium Services Incident Cail
I ' I l |
Mem-to-Mem BBS Code Samples, 1:1 Electronic

KBase/Softlib, FAQ MS Tools and Utilities, 2-way SR

List Services,
Select Docs

Microsoft
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Mission-Critical System Lifecycle
Each phase must be addressed

Management IT Consulting Instail, Debug, On-site
Consulting and Planning and Testing t.abor )
Business Contract Remote Bug Fixes,
Process and In-house Support and Change Mgmt,
Reengineering Development Helpdesk Escaiati and Upgrad
< Plan >< Implement >< Maintain )
(I:Vllcrolss)n;l Microsoft Microsoft
onsu g
Services PSS PSS

Solution Providers and Authorized Support Centers

Microsoft Product Support

Backs its Mission-Critical Products

¢ Produces complete, detailed technical
product support information

¢ Handles technical issue resolution 24
hours a day, 7 days a week

¢ Provides product engineering for
product hotfixes and remote debugging
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Regional Support
Infrastructure

Center RSCY for | Center (RECY for

Awsmlia Aol RSCHReLAPAC s

" France French Spealang Furope : RSC+ Spain, Portugal, Mav 95 (REC)

: &French Speking~ © haly

____________________________________ AE
Germany Germren Speaking i RSC+Eastern Europe Mav 95 (REC)
WK K Irdand, AINE ‘RSC+ Mav 935 (REC+

(exoept French Speaking) | Scandinavia Benelux AIMERSC)

__________________________________________________________________________ (ot Frnch Speslang)
Japan i B ] d
83 US, LannAmerica, RSCHFE (excert Japan)  FEthd, restves
R .. S A e
*Regional Support Centers provide PRG support direct to s. Regional Escalation Centers

provide SRG and escalation support for subsidiaries and direct support to customers after hours.
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To: February 1995 WWRDM Attendees

From: Peter Bladin

Date: January 26, 1995

RE: PSS iniuatives and direction FY95\FY96
INTRODUCTION

In our last memo we outlined four areas for PSS focus during FY95. These areas were:
e responsiveness during Win95 launch

* establishing credibility for our mission critical support

e delivering enhanced information services

* notification that we planned to update our Microsoft Support Network

This memo will provide an update and next steps in those areas. Although readiness for Win935 launch is
of critical importance, few things (except product RTM dates) have changed since last memo and we will
provide only a brief update within this memo. We will provide an in-depth review of updates to the
Microsoft Support Network. In February we will announce these changes in the US, Canada. Europe and
Australia. other markets in early FY96. For our mission critical support focus, we will give you an update
on Regional Support Centers and how they will evolve for the next 12-18 months. We will also discuss
how we need to make support an integral part of the sales cycle for Backoffice as well as give an update

on our efforts with partners via the ASC program. Within the context of Information Services, we will
explain how we plan to utilize The Microsoft Network (MSN) that _hips with Windows 95. At the end of
the memo, we will outline an overview of how our Support tools will evolve.

Responsiveness during Windows 95

Responsiveness during Windows 95 and Office 95 launch is a key goal for PSS worldwide. We covered
this topic in the last WWRDM, July ‘94 (see July PSS memo for details). Most regions now have fairly
solid plans and we will use phone conferences during the rest of FY95 to review regional plans with PSS
senior management. RTM delay gives us ample opportunity to reassure we have the technical depth and
breadth required among our engineers, that our outsource plans are solid and training is in place. Please
make sure your PSS organizations have readiness plans, participate in these conferences, and are
appropriately funded with staffing or outsourcing dollars in the FY96 budget.

Microsoft Support Network Update

We launched the Microsoft Support Network in most markets in the October 93-January 95 timeframe.

We have spent the summer and fall analyzing usage patterns, incident costs and listening to customers’

feedback. With the financial analysis, we concluded that some changes are needed to improve the cost

recovery on our fee based offerings, and to reduce the cost as a percentage of product revenue in the

development products cluster. With the customer feedback, we concluded that multinational support is a

key need of a small number of very important LORG customers, and that many Premier customers are

struggling with managing our limitation on designated contacts. A study of incident usage and cost of

Premier account support showed us that in order to improve cost recovery, we would have to significantly >
raise the base price or introduce an incident limit so the heavy users of support are charged accordingly . ‘,_} .
and we can hold the base price down for the other 70 percent of the customers. We chose the incident A,a

limit, and happily, this also allowed us to drop the designated contact limitation and certification

requirement which annoyed many customers. These changes have been designed with worldwide input

from regional representatives.
MS-PCA 2614878
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Key changes compared to current framework:

e No designated contact limitation in Premier and Priority

* No deployed base quota (difficult for customers to track and us to enforce)

» Introduction of pay for usage mode! with incident cap on annual Priority and Premier contracts

e New high end multi-national offering via a single contract. Premier Global

* Development cluster standard support moving from 90 days to 30 days for current major version

» New lower priced Priority Home incident based support offering

*  Price changes in Premier and Priority annual contracts to improve cost recovery while maintaining
competitiveness

* Incent certification via a complimentary 10-pack incident grant to certification graduates

By not having designated contact limitations, we let customers control access themselves. This is very
helpful for customers who are operating mission critical applications with 3 shifts of coverage in their IT
departments for example. Incident caps encourage customers to be selective when calling and will berter
foster self sufficiency. Customers with good internal helpdesks will benefit from this new policy.

Cost of Development products support as a percentage of revenue is higher than in any other product
cluster and rending up this year over last. We discussed a variety of ways to reduce this cost. but settled
for a reduction in the standard supp~rt period from 90 to 30 days as the best solution. We are also limiting
standard support to current product vzrsions in this cluster. For Subscription based products such as
Visual C++ and MSDN I, we introduce a 2-pack of incidents to go with each subscription. US prices for
Priority Developer support will also increase.

In the desktop applications cluster, it is worth noting that North America will continue unlimited free
Standard support. Other markets will move to or stay with 90 days standard support period. We are also
inroducing a Priority Home incident based offering at a lower price than today’s desktop incidents. Since
our research shows that consumers use their software 70 percent of the time after hours and on weekends.
we believe this Priority Home offering is a great competitive differentiator for MS Home products. This
service is subject to availability in some regions. The framework, clusters, service types and policies are
worldwide, whereas prices and hours of support are set on a regional level. For a look at the new US
framework, see appendix A.

Premier Global

One key request from our large muld-national customers was to include a worldwide offering, making it
easy for them to buy support in one location and have it delivered worldwide. We will introduce a new
high end offering calied Premier Global to address this need. Premier Global will be available in limited
quantities in March 1995 and generally available in July 1995. This offering is targeted at our largest
multi-national corporate customers. Premier Global use Premier services as a foundation, including
Premier Support Team (TAM team) capabilities. The following are changes and additions compared to
Premier; Global account management, two pro-active onsite visits, unlimited incidents with 10 designated
contacts in any region. and one single woridwide contract. Like with Premier. Premier Global pro-active
account management provides the customer with a long-term parmership to anticipate potential problem
areas, plan for future changes, and continually assess support needs. We are working with Regional
Support Centers worldwide to ensure consistent service delivery. Each Regional Center is responsible for
implementing Premier Global delivery within their region as defined by the worldwide program.
Contracts can be sold in each Region. We will have a Premier Global ‘broker’ in the US that will work
with each regional contact to facilitate contract negotiation and resource coordination to ensure each
region understands their deliverables. Implementation details are being worked out. Price is set to ensure
full cost recovery. It also reflects what similar offerings cost from other worldwide support providers.

Contact your regional PSS Manager for more details. Field material will be available in Infobase in
February with printed collateral to follow. Appendix B contains a grid on what service is targeted for
which customer. It provides a quick positioning for the field.
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Mission Critical Support

Backoffice has a complex sales cycle and support plays an integral part in the purchase decision.
Recognizing this. PSS has focused on building up Microsoft's direct support infrastructure as well as
teaming with ASC parmers to augment our offerings, particularly for multivendor needs. Regional
Support Centers are the vehicle to deliver the level of quality support Microsoft needs worldwide to be
successful selling Backoffice. We are building up extensive skill sets in 6 countries around the world.
These centers were picked because of the size of their local market and because of the infrastructure

already present. Status of Regional Support Center implementation today:

Location Regional Support Regional Escalation Operational
Center (RSC*) for Center (REC*) for

Australia Australia RSC+ Rest of APAC ves

France French Speaking Europe | RSC+ Spain, Portgal, May 95 (REC)
& French Speaking Italy
AIME

Germany German Speaking RSC+ Eastern Europe May 95 (REC)
Europe

UK UK, Ireland, AIME RSC + May 95 (REC +
(except French Speaking) | Scandinavia Benelux AIME RSC)

(except. French Speaking)

Japan Japan Japan tbd

US US, LatinAmerica, RSC+ FE (except Japan) FE tbd, rest yes
Canada

* Regional Suppon Centers provide PRG support direct to customers. Regonal Escalation Centers provide SRG and escalanon support
for subsidiaries and direct support to customers after hours.

Each center’s main focus will be on Cluster 4 and major cluster 3 products (VB. FoxPro, VC4++). Initial
language focus is English as well regional center’s own language. Local Subsidiaries are still responsible
for Cluster 1. 2 support. Our goal with all Regional Centers are to deliver the same quality and service
levels to customers and parmers worldwide regardless of which center they are supported from. We are
sharing procedures and processes and have started regular RSC manager's meetings to meet this goal. We
also do regular escalation level engineer training for key engineers in the US. Our escalation level
engineers (small subset of all engineers) are treated as one worldwide (virtual) team regardless of where
they reside.

We are proposing that WinAPI support (Windows SDK support), and other low volume developer
products (except VB, FoxPro and VC++) will all be handled by Developer Support in the U.S, not by
local subsidiary or Regional Center. Business case and transfer plans will be developed during Q4FY95.
The WinSDK set of technologies requires too much critical mass to do successfully in several places. No
change is planned for double byte (dbcs) developer support.

During the rest of FY95 and during FY96, we plan to build up skill set and procedures in each regional

center to handle the following.

¢ Server down Policy, incl. 7x24 capabilities

*  QFE (Quick Fix Engineering) capabilities as defined in agreement with product groups

¢ Premier Global

¢ Localized product escalation capabilities. all clusters

¢ Localized product support for VB, FoxPro, Visual C++ and cluster 4 from each RSC

» Localized cluster 1-2 support from RSC for Premier and Premier Global customers if local Subsidiary
lacks PSS capabilities for first line support

* Replication Lab

*  Training Capabilities for PSS and ASC support parmers

pss.doc Microsoft Confidential Page 3

HIGHLY MS-PCA 2614880

CONFIDENTIAL



Marketing Microsoft’s Mission Critical Support Capabilities

To successfully position our enterprise support offerings it is important we make it an integral part of the

sales cycle when selling Backoffice. PSS are working closely with MCS. OCU and US field to develop a

complete Microsoft Service Message. We have also developed the following set of collateral. white paper

and presentations 10 help field sale force address support with our customers. The following is available

(check with Regional PSS Manager for availability in your region):

»  Microsoft ASC brochure (available February)

* Data sheets from each ASC outining key offering and how to contact them -7

*  Mission Critical Support Services Corporate Backgrounder (available now)—"

» Mission Critical Support Services presentation (available now, in presentation builder)

¢ Microsoft Support Network data sheets (US sheets in Infobase by launch. with printed collateral to
follow)

During the next 6 months we must make it a top priority for our (LORG) sales force to be able to
effectively articulate and position our support offerings. Our Regional PSS Managers will help in this
effort. We ask that you make it a priority for your LORG and MCS resources to understand our support
message and make sure support is addressed in each backoffice sale. Each significant backoffice win must
have a built in support plan to be considered complete. Support can be delivered either by MS. ASC or a
combinaton thereof, but it must be addressed during the sales cycle.

ASC (Authorized Support Center)

In the new open systems environment some larger customers not only want the total flexibility of
technology but also the choice of vendors or parmers to provide support (including in-house) to address
some of their key needs (“menu” approach to support). Other customers are looking for an extemal
support provider that is able to offer a single point-of-contact solution to their multivendor needs (one-
stop-shop). Building support partnerships to provide one more way for organizations to get the full set of
support services they need to successfully deploy Microsoft technology is the goal of the SP ASC program.

During CY95 we are focused on enhancing ASC delivery skills on our products. We need to bring all
ASC’s 10 a base level where they can be one-stop-shop. In addition we are working with each ASC to
develop competence areas (SNA server, SQL server, systems management, helpdesk outsource, software
asset management, messaging etc.). This will give us an opportunity to utilize ASC's on support related
projects. the way we today utilize other SP’s for systems integration via our MCS model. The program
should emphasize quality before quantity, so we recommend no more than 5-7 parmers per country.

We are working with each ASC to present their service portfolio to our sales force. The portfolio can cover

these three areas:

¢ One-stop-shop full support offering; especiallv attractive for SMORG business

¢ Service as menu items: planning, implementation. maintenance (i.e. helpdesk); mostly related to
LORG business

* Per incident support

Information and Electronic Services

The goal of our Electronic and Information Services is to reduce the demand for support by providing our
customers with easy and engaging access to the latest MS technical information and related services. This
“self-sufficiency” approach is at the nucleus of our strategy for managing support demand and
empowering customers to use our products. All current information offerings, Internet (FTP, Gopher,
WWW), TechNet, CompuServe, FastTips, etc. will be retained, and will be reviewed for cost recovery
opportunities. Internet, the Microsoft Network (MSN) and TechNet have great potential for reducing

pss.doc Microsoft Confidential Page 4

HIGHLY .
CONFIDENTIAL S-PCA 2614881



support demand, providing cost recovery, and extending our implementation of technology as a solution
for support. The bulk of our efforts will therefore be applied to these services.

We plan to deploy a suite of services designed to provide our customers with pervasive access to a variety
of technical information and resources. Our Free/Low Cost offering will include unlimited. ‘no’-fee
access via all of the major service providers (Internet, MSN, CompuServe, etc.) to the majority of our
current technical support information (KB/SL. white papers. etc.) and to member-to-member level
Bulletin Board Services (BBS) over CompuServe and MSN. In the U.S. we see rising costs associated
with moderating BBS''s. we therefore plan to deploy a cost reduction stategy. We will save money by
limiung time we spend on incidents. We will take some of the money saved here to provide greater
incentives for third-parties to answer questions in these forums. Microsoft's interaction in these forums
will be to “facilitate” the delivery of information, by working with third-party community and point users
to where they can find more information vs. actually answering 1:1 questions on the forum. Additionally,
we plan to offer a fee-based, per-transaction “Premium” service which will provide our customers with the
option to purchase rich, unique technical information, utilities. etc. and will allow us to recover the costs
associated with developing this content. This level of service will be available only via MSN due to
security and technical limitations of other service providers. To allow our customers the ability to work
electronically with a MS Support Engineer. we plan to offer an electronic per-incident support option to
all of our customers via MSN.

The following diagram further illustrates the Electronic and Information Services offering we plan to
develop-

— Value-Add Services —

Free/Low ' :"PerTransaction Per
Manuais wii P N : Phone
(Box) Cost .- Premium Services . 1cids Call
I ! l I
Mem-to-Mem BBS Code Samples, 1:1 Electronic

KBase/Sottlib, FAQ MS Tools and Utilities, 2-way SR
List Services,
Select Docs

One key area of focus in the upcoming 6-12 months will be 1o leverage MSN. the Internet and TechNet to
further extend our reach. MSN will provide PSS with a rich Microsoft branded environment to build a
broad range of Information and Electronic Support services. With more than 100,000 users a week
directly accessing our core support information via the Intemnet, we plan to further improve the
information content on our Intemnet Servers. Further, we plan to greatly extend the TechNet product,
which in the past 6 months has seen an increase in sales of 42%. We will run trials in the reseller
channels in the U.S. during the next quarter and will also bundle it in the North America Backoffice box.
In March we will upgrade our OnLine 2.0 for Windows product to the Microsoft Partner Network v1.1
product to provide our premier and priority annual customers with enhanced electronic issue submission
capabilities. During FY96, we will add the support functionality MSPN 1.1 has to MSN, thereby allowing
us to transition over from MSPN as the service request tool for our premier and priority customers.

We are also investigating how to sell our annual Support Services via MSN. This requires further analysis

and changes to internal tools, so no timeline has been set but we are committed to make it happen.
Questions regarding our Information and Electronic Services may be directed to John Martin (johnmart).
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Customer Tracking Systems

As the worldwide PSS business matures and the Regional Support/Escalations Centers become a reality.
the vision of what a customer tracking system must be becomes more clear. We require a global customer

system with:

1) data that is integrated and easily shared to support worldwide reporting and enable an account
manager, for example, to easily determine the complete status of any customer account before
making contact with that customer,

2) abasis of consistent rules and processes to enable smooth incident escalation towards increased
engineer efficiency and customer satsfaction, and

3) configurable workflows which support local variatons.

Our approach to realizing this vision is to converge systems, code bases, and data stores to enable more
streamlined and efficient development, and facilitate data sharing between applicatons and across sites.

The table below outlines current status and our migration plan towards one svstem:

Systems Purpose Current Phase I Phase II Pbase I
Installation
Status
WorkBench/ Customer US and Canada No major modificanons No major modificanons To be replaced by MS
CITS Phone Issue (clusters 1,2 and 3) | planned. planned. Manager 5.0. (UUS
Tracking {Current users to stay with | (European users and US and Canada (clusters
Germany, UK. WorkBench/ CITS.) cluster 3 to migrate to MS 1 & 2) to migrate to
France, Benelux Manager 4.0. US and MS Manager 5.0)
and Italy (cluster Canada (clusters 1 & D to
1-2 or ail) stav with WorkBendv/CITS.)
MS Manager | Customer 18 inswallanions in . MS Mabpager 2.5- MS Manager 4.0 - Target MS Mapager 5.0 -
Phone Issue subs for Support Target Q3 FY95 - mid-Q2 FY%96 Target TBD
Tracking, Sales | and/or Japan's requirements | « improved customer . full scalablity
and Ma.rketmg Sales/Marketing . MS Manager 3.0- focus . additonal
Functions Target early Q4 *  multipic delivery requirements 1o
FY95 - includes channels (phone. support US
upgraded Saies and electronic etc.) clusters [ & 2
Marketing . advanced issue
functionality (in management (includes Installanions -
addition to 2.5's PSS improved escalanons) e 1st- US clusters
enhancements) *  management reporting 1&2
. MS Maopager 3.2 - e improved scalability . 2nd - other
Target early Q1 and modulanty RSCs, RECs
FY96 - Phone : and subs (as
connectivity, PID Installations - appropriate)
20. other PSS *  lIst-US Cluster4 and
enhancements Premier
) . 2nd - Europe RECs
lnstall:nons ) *  3rd-other RECs,
¢ 2.5 - Japan only RSCs, all subs. and US
. 30- USFSG. RSCS, Cluster 3
RECs and subs, as
needed
e 3.2-restof RSCs,
RECs and (non-
CITS) subs
PRISM Customer Instalied in almost PRISM 2.6 - Targetearly | To be replaced by MS NA
Electronic every sub Q4 FY95 Manager 4.0 following
Issue Tracking s suppons REC installation progression
and Escalations escalation rules discussed above.
. mgrate serverto NT
e Major Bug Fixes
Installations -
e Ist- Europe RECs
e  2nd- US and rest of
RSCs, RECs and
subs
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APPENDIX A. US Framework

Desktop Personal Development | Business
Applications | Operating Systems
Systems

Prem.er Global
Support

Access Designated TAM
Team

Multi-national Support
Full Information and
Electronic Services
Access

24x7/800#

Premier Global:

* $225.000/year flat fee

* Premier Global TAM Team access

* 2 on-site visits per year

* Up to 10 muiti-national contacts with unlimited incidents

* Additional contacts: $10.000/year

* Additional TAM Team access for specific activities as defined by a Services
Description

Premier Support
Access Designated TAM
Team/SAE

Full Information and
Electronic Services
Access

Premier:

* §25.000 year flat fee including 150 incidents/year

* Premier TAM Team access

* Option to specify SAE coverage for development activities

* Unlimited named contacts

* Additional incidents: $1,500/year including 10 incidents/year

Full Information and
Electronic Services

24x7/800# * Additional TAM Team access for specific activities as defined by a Services
Description

Priority Support Priority Comprehensive:

Priority Access $3.995/year including 35 incidents/year

$1,500/10-pack
$150/incident

Access Priority Development & Desktop:
Annual/ PAYG $2.495/year including 35 incidents/year
24x7/800# $895/10-pack
$95/incident
$2.95/min.
Priority Desktop:
$395/year including 35 incidents/year
$125/5-pack
$25/incident
$2.95/min.
Priority Home:
$15/incident
$2.95/min.
Electronic Services * Member-to-Member Microsoft Facilitated Forums available via CompuServe and
Annual/ PAYG Microsoft Network (when available).
Low Cost * Electronic SR submission available via MSPN and Microsoft Network (when
availabie) for Premier Global, Premier, Priority Comprehensive (35 Pack), and Priority
Development & Desktop (35 Pack).
Standard Support UNLIMITED 90 days 30 days Not Available
Full Information Services { NO-CHARGE No-Charge No-Charge
Access (NA only, rest 90
No-Charge/Toll Call days No-charge)

Information Services

* Access the complete Microsoft Information Services content (i.e. the Microsoft

CONFIDENTIAL

Annual/ PAYG KnowledgeBase, Software Library, Service Packs, HotFixes, etc.) via the Internet
Low/No Cost (FTP, Gopher, WWW), CompuServe, AOL, Prodigy, and/or Microsoft Network.
- — * Faxable quick-lips are available via Microsoft FastTips.
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APPENDIX B

APPENDIX B. TARGET AUDIENCE FOR EACH SERVICE OFFERING
Microsoft Support Network Target Customer Guideline
servons | 52008 | e | Dessiop| Devetopment| Comprenensive| 77| “ree”

Multi-national LORG X X X X X

LORG X X X X X

SMORG X X X X X

MCP SE X X X

MCP SD X X X

SP Partner X X X

SP Member X X b 4 X

Reseller X X X

ISVAHV X X X X X

OEM X X X

Consumer X X X X

Computer Pr X X X

Business End User X X X
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Maintenance Analysis

6.0%  4.0% 5.0%

All Producus 410% . 170%  13.0% 3.0% 73.0%

v.

Office/Office Pro ?@ 6%  S83% 56.6% 575%
Word ST 1.7%  1.9% 5.4% 1%
Excel 5.6% 88%  1.7% 8.4% 34%

Windows 156%  17.4%  16.9% 14.0% 95%

WFW 329 9%  11% 03% 17.6%

Other 87%  156%  14.1% 153% 7.9%

TOTAL 1000% __100.0% _1000% _ 100.0% _ 100.0%

Maint % of Total Rev® 24%  38% 0.6% 28.8%

Rec. Mnt. % of Total Rev*s 3% L1%  17% 024% 3.4%

*New maintenance reverroe *¢ Scloct recarring maintenance :
— 15

The Value of Maintenance

€ Business benefits

¢ Ways to increase value

> Lowers SW administration costs

> Avoid Irackmg of individual
licenses or versions

> Easily budgetable cost

> Different accounting than
upgrades possible

@ Obstacles / challenges

> Need maint. price < upgrade
price

» Customers upgrade cycles

longer and not in sync. with MS
>MS promotions not ——

. Revenue to Mh:roson

> Better sales force training and
tools
> Desktop concept
> Add support and other services
to [MELP] Maint.
> WPG consider maint. cust. #1
> Stay current option rejected
» De facto std. in PC industry
> Price would be too low - WPG

> Problem of tracking current/
old version

spanning license types
> SW treated as expense
and not an asset
> Word “Maintenance”
confusing given main-
frame mindset

Page 8
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Lotus Passport

@ Lotus Passport
> Enterprise Option (EQ)

» 4 discount levels; 500 unit minimum in 30 days;

maintenance required; limited products

> Contract Option (CO)

» 6 discount levels; 1000 points min. over two years;
maintenance optional; most products included

> Volume Purchase Option (VPO)
» 8 discount levels, 50-50,000 points; maintenance optional;
most products included MELP v EO°, Vendor Revenue
@ Strengths Unik volure | 500 10002500 70000
» No product pools (limited product) N s B0TT
» Maint. counts toward hurdles Maint $134.
> No customer "porﬂnz mulud Smansvae | $ 2125018 191551 % 185.76 $ 14025
Upgrade [/A WA WA NA
» Negotiate price, licensing terms e $9520] $o380] $892% 69,70
4 Weaknesses “EO ® per Desk nct Unas
» Limited products MVLP ws. CO, Vendor Revenue
> Confuslng/mmplzx UM volsrme | 1000 2000 5000 10000 50000
Ot $200.72 | $260.70] 82147
point system o $200.36| $197.60] $184.07
> Requires Maint. (EO only) [ant $178.54
Smansuse |3 267.50 | $ 200.70 ] § 277.10] $ 243,70 $ 189.55
Upgrade | $230.90] $227.80| $217.80] $18210 $147.05
Maint. $190407 $188.15] $177.85] $155.55 $121.55

Novell Customer Connections

@ Novell Customer Connections

> Master Licensing Agreement (MLA) - Global 100 - direct
» 40% + discount; $700k SRP up-front minimum

> Corporate Licensing Agreement (CLA) - LORG - through
CARs

» 28-42% discount; $40k (apps) or $160k (all) SRP up-front min.
> Volume Licensing Agreement (VLA) - SMORG - open distr.
» Discounts from FPP; $3.7k (apps) or $100k %u)up.n-ommjn,

i crosaft Office :

@ Strengths
> No product pools
»MLA and “Site License” options
> “Direct Relationship” components
» NetWare marketshare

€ Weaknesses
> High up-front purchase requirements
» Maint. does not count toward volume
> Not global by design (until summer)
> hmature operations/administrative

f GRS r s AU SN

type iof licenses | Revenue
MOLPA : 2is..3
MOLPB 250 §
MOLPC : 500 §
_Novell PedfoctOffice

liconss  :misimamn ¢ |Nowell
type __iof Ecenses |Revemue.
VIA-A 16 §
VIA-B 46

VLA-C : 107,
VLA-D : zs

V193 Worldwids Duveiors Meatiag| 22
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Competitive Issues: Novell

@ Netware 4.1 Action
> 21% reduction in FPP for NW 4.1 (equal to 3.) - add’l 10% price cut would require
8% share gain (F&P) to maintain revenue
> Minimum of key losses to Netware 4.1 reported to date (Xerox, Kodak)
» Limited channel momentum for Netware 4.1
¢ Channel Strategies
> New - ‘Enterprise Councll’ for top 40 US resellers (Co-op mktg funds, WW acct mgmt)
> Up to 8% of Netware sales for Co-op, MDF, rebates and hesdcount to distis (Dexible)
» Tech Data - 16 funded headcount, 2% marketing, 2% pass-thru
» Vanstar -9 funded headcoant, 3% marketing
» Inacom - 4.5 funded headcount, incremental opp’y fund up to $500K
> Distis/Aggregators key channel support resource
» Ingram - 1/2 of all technical headcount are CNE’s or ECNE’s
> Netware sold as losy leader by aggregutors & distis (service business is key)
> No promotions/incentives in place for Netwrare 4.1
4@ Marketing Activities
> Planning $17-20MM or pew ad campaign
> hmge‘mlngCNEbannndlmonmppaﬂmodd
> Introduced Customer Connections licensing program
» Knowiedge Stream (Novell’s satellite broadcast program) provides subsidies to €3 sites
in US (Replication of MSTYV)
| ~F793 Weridwide Diwvciors Meaag | 23

Competitive Issues: Lotus

4@ Notes
> Momentum of Notes; 51% of Lotns sales in latest period communication products
> Sales forecast for Notes to grow 0% in CY95 (96 % from 1993) Currently 135MM users

» OEM deals with IBM & Apple. Disti’ OEM’s (Intel, SAP, Compaq) requiring dealers to use
Notes for channe} communications

> Significant losses to Notes and cc:Mail WW in LORGs and SMORGs (MCI, Turner)
» AT&T relationship lends credibllity
¢ Channel & Marketing Activities

> Launched Lotus Business Partner Program (ciaim 8,000 WW), “SP Program but better”
» Co-op fund, infrastructure, branding for marketing activities
» CD Programs (Notes client, marketing materials, Target 100,000 units Q3-95)
» Solution Seminars Series
» Solutions Program- Lotus Sympostum - 20% sales closure in 6 months

> Aggressive, extremely flexible channel opportunity fund
» Most funds not contractually committed - “Bring me an ides”
» Internal use major strategy - funded two MIS Notes/CC:Mail heads at Merisel
» Limited funding of channei infrastructure

> Passport successful in aggregators - Inacom

> Driving resellers 1o attach Smartsulte to Notes sales

| F193 Werldwide Dirociors Meatar] 24

Page 12 MS-PCA 2614903

HIGHLY
CONFIDENTIAL



Competitive Issues: HP, Oracle & Sybase

¢SCO
> 26% share of server/host Unix systems on Q3-94
> Revenues: $184MM in 1994 (50% NA & 65& SMORGS)
» Weak OEM relationships, VAR and ISV Program
¢ HP
> Most significant high end operating system competitor
> CSO organization totally Unix focused vs. NTS
> Strong and committed reseller channel
> Very strong support organization - not neutral or passive
@ Oracle
» 65% of licenses through ISV’s, 13% of product revenue
» Just under 50% of revenues from services and consulting
> Very strong, highly trained direct sales force, but lost structure
based on high prices for Unix products
4 Sybase
> Most direct database competitor (System 10)
> With recent acquisitions (MDI, Powersoft, Oasis), have complete
line of database products, consulting, support and sales
organizations

¥V53 Worldwide Dirociors Mesting] 28
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Concurrency

@ What is it?

€ Why do we care?

€ What is the scope?

@ Customer View

€ What can we do about it?
@ Timeline
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What Is It?

@ The bane of all mankind?
@ The end of life as we know it?
® A royal pain ... ?

Yes, and more ...

@ Revenue disaster

® Allows customers to buy applications only for
“active” users

4 1f 10,000 PCs, and only 40% are in use ...

EEEE————— e rusnusoy

Why Do We Care?

@ We are now in an upgrade market
@ Networks are become ubiquitous and fast

® Metering tools are ‘really good’
> Express Meter, McAfee, SMS(!)
» Now measure suites
> Some offer ‘follow the sun’ capability
@ Tool vendors meeting with your customers
> Including our own saies teams pitching SMS

@ Gartner and SPA running sessions on how to save
money through metering

M 4

Page 2
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What Is The Scope?

4 Industry Data (Survey of IT Managers)

> 52% license some software concurrentiy

@ Deployment beginning in Select/MOLP

» US Field anecdotally estimates 20% of MVLP/MOLP
customers

» ~75% of US Select customers are evaluating

Customer View

# Significant savings available
> Usage rates of 1.5:1 for Office, 10:1 for Project
> Needed to populate business-solution apps to “Nth”™ user
# “Constitutional Right”
> Surcharges might be reasonable
» Gartner now adopting this line as well
® Administration complex but improving
> Costs 35 - 40 per user
@ Microsoft is “inflexible”
> Office as a single license
> Server-based
»  Prefer to run off the local hard drive

e e
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Case Study: P&G

Installed Base:
50,000 @ Global Standard
> Set of std rights and services
Desktops  Peak Use  Installed > 40% networked
Office 18400 70% 12880
Wolrd 26700 60./: 16020 > ExpressMetersupart of the std desktop
Exce! 27000 40% 10800 ’Concurrency use
PowerPoint 17500 20% so0 > W 1 |
Access 1250 20% 250 ant to run loca
Project 3900 10% 390 » Usage expected to double ... 1:1 with network
growth
Revenue Impact ’ E
. xample

-FY9S$ Peak Use Proj
Office $500 0% $350 > Immediate 45% decrease in revenue
Word s165 60% $99 > Does not model;
s;;d ssl;; ;g://' ?70 » Switch from Office revenue to individual
Access se6 20'/: 59 apps ... which would be worse
Proj $74 10% $7 » Death-knel! for Maintenance!
Total $967 $532 » Loss of revenue due to home use

*  Wedo not understand this, but it's *bad™

Revenue Decrease 45%

 EE—————— riwswnkon R

Current Industry Practices

@ No concurrency
» SAS, smalier ISVs, Metering vendors (!)

@ Allow concurrency, with restrictions
» Novell/'WP
» Canceled LS API project

» Reitveld, “ Well, you don't pay less for furniture when no
one’s in the room, do you?”

> Lotus
»  Restrictive policy, flexible to individual customer demand
® Charge explicitly
» Oracle, Sybase, Digital
» Microsoft MELP

e B
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What Can We Do About It?

@ Eliminate concurrency
» Along with price reduction in MELP?
» Hardly popular internally
@ Restrict it

> Limit the products/licenses
> Only for Office, only in Select

@ Charge for it

» Maintenance add-on

> Re-examine MELP pricing and peg against ‘typical’ usage
@ Move to annuity stream

> Fee per year per desk
@ Time-based charging

> Develop billing scheme within SMS that charges explicitly for
time of execution

L Fissuikon [

Maintenance

# Eliminate concurrency from all DAD licenses

# Offer concurrency (and potentially home use) as
part of a premium priced Maintenance offering
> Extra-value options die if Maintenance is ever cancelled

@ Vary the surcharge by product, depending upon
typical usage

Off Std Off Pro  XL/Word Proj

MOLPM § 226 § 270 § 104 § 146
MOLPM+ § 339§ 405 § 208 $ 584
MVLPM % 224 % 268 $ 99 3 139
MVLPM+ § 336 § 402 S 198 § 556
Surcharge 1.5 1.5 2 4

N LT 10

.
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Home Use

# If all new machines are going to the home and
most home machine buyers use a machine at work
then the current home use provision precludes us
from earning DAD revenue in this segment

@ Should be eliminated with concurrency

@ Offer “Home Office” SKU to Select customer end
users?

# Do this in exchange for their name?
@ Fulfill at VUP price?

N LT

Timeline

4 Initiate focus groups w/in two weeks
@ Determine customer reaction
@ Implement any changes in Select V3
@ Risks
> Existing agreements will not change, will slow move to V3
» Could slow adoption of Office 95
» Slower Win95 adoption?
> Loosens the grip on Lotus’ windpipe
» Did we just plug their respirator back in?
> Potential for enormous customer backlash
> WP/Novell will be aggressive with PerfectOffice

EEEEEEEEE————— e Fswnwnt BREY
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Steps for You

® Understand prevalance of concurrency in your
market

¢ Think through customer-sat implications of
change

& Consider alternatives
@ Send <<ANY>> thoughts to me

T 13
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To: February 1995 Worldwide Regional Director Meeting Attendees

Subject: Organization Customer Unit Prereading

From: John Neilson, Lindsay Sparks. Pieter Knook, Doug Martin. Nigel Burton. Judy Dulcich.
Eliza Ward, Lars Johansson

Date: January 31, 1995

This memo has three sections:

e SMORG Auack

* LORG Sources of Revenue

s  Select v3.0 Launch

Each section closes with 3-4 discussion issues. If you wish to cover any additional items, please come
prepared to discuss them.

I. SMORG ATTACK

Size of the Opportunity

The desktop opportunity. The worldwide revenue opporwnity in the SMORG market is key to
Microsoft’s continuing growth. In the US alone, there are over 27 million SMORG desktops (not
including the home-based business market). While our LORG desktop business is approaching saturaton.
less than half of installed SMORG desktops are running Windows'. and total SMORG desktop populatior
is growing 15-20% per year. To demonstrate the opportunity, if we can capture 20% of the installed
desktops in the US SMORG market with new Office licenses and 10% of installed SMORG desktops with
Office and Windows maintenance via MOLP. the revenue opportunity for SMORG is over $2.2 billion.
Worldwide this opportunity could exceed $4.5 billion. LINK Resources estimates that the total PC
software spending by SORGs alone was greater than $10 billion worldwide in 1994.

The server opportunity The SMORG opporwnity extends to the server as well. While virtally all
MORG s are networked (with Novell having dominant share on file and print servers). only 20% run
mission-critical or line-of-business applications on their LANs.? In this segment, we have an opportunity
to displace Netware by demonstrating our superiority as a file/print, mail and application server platform.
Comparatively few SORGs are currently networked, ranging from 8% of businesses with 5 to 9 employees
to 33% of businesses with 50 to 99 employees. In this segment, we can exploit our superior ease of
installation and administration to capture “first network™ business.> Even with this lower penetration, the
SMORG segment represents a larger NOS opportunity than the LORG segment due to the sheer number
of businesses in the segment.* Because these opportunities vary around the world. the relative emphasis of
the strategies below will differ between subsidiaries.

This memo provides an overview of the recommended strategy for attacking the SMORG market in the

coming year. Underlying this strategy is the need for the following enhancements to our selling

infrastructure: '

© We must identify and build the appropriate sales and marketing skills for our SMORG sales teams so
they can increase their effectiveness in one-to-many selling

' A June 1994 Middle Market study by BRG (Business Research Group) shows that only 29% of U.S. MORG deskiops are running
Windows. and LINK Resources estimated that by the end of 1994, 47% of SORGs had adopted Windows, up from 32% in 1993....a 57%
growth rate. While these numbers may vary from country to country, it is generally true that penetration of Windows and Windows
applicanons is much lower in SMORG than in LORG, and presents a large revenue opporamity.

* BRG Middle Market survey June 1994.

> BRG Small Business Survey, December 1994.

* Small business represeated 65.2% of VAR & Reseller NOS revenue. compared 1o 21.8% for MORG and 13.0 for LORG in 1992.
Source: Technology Research Center 1992 NOS Study.
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© We must build and empower the channel to sell Microsoft products. We must identfy the key aspects
of technical and selling skilis training that our channels need to sell our products

© We must develop an effective way 1o generate demand. to develop efficient selling tools and programs
for our sales force and channel parmers. and to measure the results of our one-to-many selling

activities.

Assumptions
The discussion points in this memo assume the following things about a subsidiary s existing resources
and their philosophy in selling to SMORGs:

e The only way we can approach the revenue potential discussed above is with an efficient leveraged
selling model that relies heavily on partners to drive and manage customer relationships.

e The key to success is a strong channel infrastructure: a reseller community that promotes Office and
Windows to very small businesses. and a network of Solution Providers (Solution Developers.
installers, and training organizations) who are developing and selling and installing horizontal and
line-of-business sotutions for the server and the desktop

SMORG Attack Strategies
To realize the opportunity

. . R ch. Analvze & Develop the
outlined above, a systematic Start} "o A7 ey s
. oan Mo
approach for selling 1o the W i | B | eeee (WP o
S . . spplicat .a, piatform SP. ) (HQ will drive 2us)
millions of small and mid-size or LOB solution) . resellers
businesses via channel parters
must be employed. The diagram
to the right depicts a clear,
replicable process for segmenting P—
and targeting groups of Ciowe Sales on Lands
. . . (MS Rep imvolvement (Spot-check
OrgamzaIlOnS with common oniv Wt devdoping « chanbel muaessin (e.g Seminars ddiverad
. d f o d kino » referasce sccouat) clowing quakified primaniiy by sartacs
issues. identifying and working et PotpiiAghariuri

with the top developers and SPs,

and developing and delivering horizontal and line-of business solutions messages. The first critical step is
selecting the right target segments to attack within the SMORG market. Our current organization
taxonomy (segmenting customers by mnstalled PC base) is useful in helping us to determine our basic
selling principles: direct selling to our largest customers, leveraged selling to SMORGs (Tier 3-5).
However. to effectively sell and market solutions to these customers we need to group them by common
issues and needs. Size of the PC installed base, size of the employee population. or company revenue do
not determine the solutions needed by organizations. nor do they allow us to deliver a relevant business
value message.

The best way for the company to segment customers for solution selling is by the type of business solution
needed. Separate tactics can be used to reach and influence the two critical SMORG decision makers:

Sell to SMORG TDMs (technical decision makers) with horizontal functions, a
platform solutions. One element of our strategy for reaching SMORG customers is through horizontal

* solution selling to technical decision makers (note that in SORGs, the business owner is both the technical
and business decision maker). By focusing on a common function (file/print servers) ubiquitous
application (accounting), or on an existing application platform, such as UNIX, VAX, or AS/400, we can
_reach large groups of customers with common sets of issues.

Horizontal function selling. We have a large and growing opportunity to capture new server and
server upgrade share from Novell in SMORGs by selling NTS as the best file/print and mail solution
for growing businesses. The key strategy here is to move the discussion off of basic file/print
functions and explain to SMORG customers that, as their businesses grow, NT is the best foundation
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for running LOB applications in addition for simple management of the file/print raffic on their
networks. In addition to selling file and print services. we must be hard core selling mail. we have a
huge opportunity to penetrate SMORGs with Microsoft Mail.

The three competitors in this arena are Netware, SCO UNIX. and Lotus. Novell will try to sell
Netware as a ‘super-NOS’ that performs basic file and print and runs applications via NLMs. SCO
has been successful selling themselves as the best choice for small business networks because of the
army of small developers who have custorn UNIX-based solutions for small business. Lotus is driving
cc:Mail and is increasingly rying to drive Notes down into SMORGs. We need to present ourselves
as the best of both worlds: fast and competent at file and print. with the additional benefit of the
ability to run mail and a robust line of business applications on the same server platform.

Horizontal application selling. In the SORG market, SMORG teams should work with the top
accounting solution developers to sell Office as part of a complete business management solution. In
the U.S. over 85% of SORGs that have at least one PC use an accounting package, ranging from
simple bookkeeping software to complete modular accounting systems. By partnering with these top
developers, we gain access to their network of accounting consultants and resellers to increase our
Office selling capacity. In most countries there are two or three developers that command the
overwhelming majority of the SMORG accounting software market. Subsidiaries should identify
these developers and develop sales and technical training for their consultant/reseller communities.
We should also target and work with industry influencers. In the US, statistics show that the average
Certified Public Accountant influences 22 businesses. By focusing our selling efforts on reaching
these CPAs through direct methods (e.g. speaking at accounting association events) and indirect
methods (reaching CPAs through the consultant/reseller community) we can dramatically increase
our reach. In the MORG market, we should work with the more advanced accounting solution
developers to make sure they are developing NT-based solutions and are selling Office as the optimal
client for doing business analysis and customer communications.

Horizontal platform selling. Use BackOffice applications as the Trojan horse to get a toehold in
customer sites (e.g. selling SMS as a tool for easier deployment of Office 95 and Windows 935, mail
for communications, or SNA Server as the best gateway to an AS/400), then drive horizontal and
LOB application migration to NTS. The key is to get NT Server running in these organizations to
solve their immediate problem, then leverage this installation to increase the roie of NT Server for
LOB and mission-critical purposes over time. There are over 220,000 AS/400°s worldwide. 90.000 of
which reside in the U.S. If we are successful in placing even one NT Server running SNA Server in
Just 10% of these U.S. sites, we will have met 34% of the U.S. SMORG goal for FY 95 NTS unit
sales.

Sell to SMORG BDMs (business decision makers) with line-of-business solutions using business
value messages. Virtally all successful application server platforms have attained share based on the
availability of compelling business solutions. The AS/400 boasts 25,000 applications, and this availability
of applications is the driving force behind most AS/400 purchases. SCO is expected to ship 174.000
servers worldwide in 1994, almost entirely to small businesses. SCO’s success is based on the availability
of solutions and a well trained, loyal value added channel. Customers are drawn to these two competitors
because they have communicated a business benefit to implementing the solutions offered on their
platforms. We need to sell to BDMs by: developing a targeted message that addresses the business issues
in their vertical: working with solution developers and SPs that can deliver solutions to these verticals:
and driving and publicizing influential local wins in each vertical. Solution developer and SP recruiting
and channel training activities should support the vertical and platform strategy. In the US, the target
SMORG vertical markets were selected because of their size relative to the overall SMORG market, and
because of the existing channel infrastructure (developers, installers, integrators, etc.) in place to sell and
support solutions. Subsidiaries may have a different list, but should use these same two criteria to select
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target verticals. The target U.S. vertical markets are listed below, along with the key statistics and
opportunity in each segment.

Legal Market - over 2.5 million U.S. desktops (virtually all iegal desktops are in small and mid-size
firms), Windows desktop penetration: 45%°. Current Word share: 10-12%. Strategy is to work with
the key developers in legal accounting. document management. and on-line legal research to build
sotutdons on NTS and Office.

Health Care Market - over 3 million desktops worldwide, with over 90% of the customer base
falling into the SMORG category. Windows penetration is very low (less than 10%) in the SMORG
segment of the market. Infocorp data states that in 1994, 11% of all 486 and Pentium PCs purchased
by organizations were for use in a health care industry or function. This is an emerging market in the
SMORG area, as most small physician’s offices, dental practces. etc. are not utilizing technology to
manage patient care systems and administrative systems. Research shows that over 85% of health
care companies plan to ‘greatly, or significantly’ increase spending on IT in the next two years. Intel-
based servers shipping into this vertical industry increased 500% from 10,200 units in 1992 10 over
50.000 units in 1993, Strategy in this vertical is to team with key integrators to address challenges
of integrating NT into existing disparate systems, and to increase awareness of NTS client-server
solutions through medical trade shows, events, and seminars.

Real Estate (Sales, Management and Development) Market - Early research on this marker
segment suggests that the overall US desktop opportunity exceeds five million desktops. The real
estate vertical is comprised of four sub-industries: property management, mortgage/lending.
construction/development, and brokerage/sales. Our initial strategy focuses on building Windows and
Office share on the 1.2 million broker desktops by working with the developers of solutions that give
brokers access to the real estate listing services throughout the U.S. Because the broker is typically at
the hub of a real estate transaction, we will then leverage our success in this segment to increase share
in the appraisal and mortgage lending segments.

Retail Market. There are millions of retail outlets worldwide, representing the larvest single vertical
opportunity in the SMORG sector. In the US alone. there are over 2.4 million retail outlets. Most of
these outlets. based on individual size. qualify as SMORG customers. In some cases, however, we
can have the greatest impact on this market by pursuing top-down franchise and chain headquarters
opportunities that will drive deployment of Microsoft-based solutions to the hundreds of thousands of
outlets affiliated with these franchise headquariers operations. However, there are also a large
number of retail operations whose aggregate outlet desktop population is less than 2500 PCs. In the
US, there are over 500.000 SORG and 1.300 MORG retail concems. The opportunity for NTS in
these organizations is remendous due to the potential for migrating proprietary point-of-sale systems
to an NTS architecture’. Our efforts will focus on the four largest retail opportunides: gas
station/convenience and food/drug retailers (BackOffice and point-of-sale systems), fast food retailers
(BackOffice and point-of-sale systems), automotive retailers (car dealerships, parts and service
inventory systems) and travel agencies (reservation systems).

Manufacturing Market. There are over 600,000 manufacturing companies in the united States. and
over 96% of the 11 million desktops in this industry are in companies with less than 100 desktops.
With NT Workstation, that opportunity now extends to the additional 10 million workstations in the
manufacturing segment. Our strategy is to work with the top developers of solutions in CAD, process
control, and manufacturing systems to build share for NT on the desktop and on the server, and to sell
Office as the best client for analyzing production data. We need to leverage our success in large firms
(GM, Ford, Exxon, Du Pont, etc.) to win share on the desktops of the large supplier networks that use
similar systems. The key competition in this vertical come from the vendors of existing dominant
manufacturing platforms: IBM midrange, DEC VAX, and various flavors of UNIX (primarily AIX,
UX, and SCO).

Amenﬂn Bar Association survey data, 1994, and American Lawyer magazine survey
Dalaquest June 1994
Ouranalys;s shows that the potential is for over 2,650,000 servers in the U.S. SMORG market alone
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All subsidiaries should execute a stmilar SMORG attack plan by executing the following actions:

1.

Identifv the top SMORG vertical(s) in vour geographv and the top line-of business solution developers
in each vertical. Drive their focus on Microsoft-based solutions through evangelism, technical
training. and selling.

Identifyv the top platforms on which your customers are currently running their business. Plan
seminars with SPs and other channel partners that demonstrate the value of integrating NT Servers
and server applications into those environments (e.g. selling NT Server and SNA Server into AS/400
environments)

Identifv the top accounting solution developers. Plan sales and technical training for their

consultants/resellers so that they are selling complete desktop solutions that include Office and are
developing their server-based accounting solutions on NTS.

Identify the top SP partners you will work with to deliver seminars and sell to SMORG customers in
the target verticals and on the target platforms. Make certain that you have representation from SPs
who understand how to integrate BackOffice solutions into the largest platforms, or to how 10 migrate
LOB applications off of the hosts and onto BackOffice servers.

Partmer with business product and service providers to sell horizontal solutions to SORGs. Use
services such as the local telephone company to extend their offerings to include our software as part
of an overall information/communication management system. These companies have long
established relationships that reach most small businesses and add credibility to our effort. Expand
small business seminar delivery by using local resellers. SPs and industry trade groups (Independent.
Union. Government, etc.) to deliver our seminars directly to tens of thousands of local SORGs.
Seminars are one of our most effective methods for quickly moving a SORG account through the sales
cycle. To get enough market peneration we must get more seminar delivery partners and in order to
enlist this type of co-marketing effort, we must demonstrate how those partners will grow and profit
based on their partnership with Microsoft.

Develop and deliver SORG-oriented solutions messages on our products, sales and service channel.

SORGs do not respond as well to our traditional “technology enthusiast™ advertising and PR
messaging, therefore each country must allocate communication resources to a higher level solutions
communication campaign in addition to their direct product or enthusiast communications.

Develop a sales and marketing engine to drive revenue. Determine how to build. manage. and use a
database of SMORG customers and partners to drive targeted direct sales and marketing. Determine
how to use a mix of Microsoft and third party telesales to drive contact, referrais, and phone
management of non-named channel partmers. Consider converting reseller sales headcount to
telemarketing sales. Develop a system to gather leads, qualify them, and turn them into sales. Work
with partners to deploy your efficient and effective lead management system.

SMORG Attack -- Issues for Discussion

Most of our sales force was hired and trained to sell one-to-one. How do we train our sales force to
develop the one:many marketing skills necessary for success in the SMORG market?

How do we develop an effective way to generate demand, to develop efficient selling tools and
programs for our sales force and channe! parmers, and to measure the resuits of our one-to-many
selling activides?

How do we deal with the significant training investment we need to make to prepare the channel to
sell BackOffice and specific BackOffice applications (SMS, Exchange)?

What should the criteria be for applying direct sales resources to a MORG customer? Should our
SMORG teams call one-to-one on MORG customers only to develop reference accounts? Or should
we direct SMORG teams to have no direct contact with MORG customers?

How do we prepare subsidiaries and districts to increase their expertise in driving local PR and
advertising?
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IIl. LORG Sources of Revenue
1. Driving new LORG revenue from the desktop.

Office Standardization

Large corporate customers worldwide are increasingly standardizing their desktops on Microsoft Windows
and Office. As aresult, the LORG customer segment will approach new license saturation with Windows
and Office over the next 18-24 months. However, we still need to drive the Office business. We will only
be assured of hard-core penetration when every LORG customer has signed a MELP agreement. Of the
US Corporate and Government LORG customer segment. less than 50% are Select customers and less
than 30% have signed MELP agreements -- so we still have selling challenges to drive Office penetration

- and share. The second priority we must drive is MELP-Maintenance. As we shift away from new license
sales, we must win maintenance and we must drive high utilization rates of new versions of our desktop
products. We must build an annuity business with LORGs. In the US, LORG revenue for FY94 for all
new licenses, upgrades, and maintenance was approximately $440mm. If we only sold maintenance to the
9mm pc’s tn US LORGs and if we got $100 per machine, that would more than double the US LORG
revenue to $900m. The key tool to drive the annuity business is MELP-M.

Office as a solutions platform

A key means of defending our desktop base is to sell Office as a development platform. This has the effect
of increasing the value a customer sees in Office standardization. helps drive MELP, and raises switching
barriers. The Office group and DRG are increasingly focusing on selling and evangelizing Office as a
front end for BackOffice solutions. It is vital that we get solution developers and customers to integrate
Office into their information management and delivery applications.

2. Driving new LORG revenue from the server.

BackOffice Standardization

We need to focus on the server to drive new revenue growth. However, when we sell Windows NTS as an
infrastructure standard we will collide with Novell's stronghold on the file and print network. We will
fight a compentor who’s server share rivals our success on the desktop. To combat Netware, we must use
a strategy to drive customers from Netware 3.x to NT Server rather than Netware 4. We must convince
LORG:s that before moving to Netware 4 they must reconsider their file and print strategy in the light of
Windows NT’s broader usability and market momentum. Drive comparisons between Netware and NTS
on our terms and use the BackOffice family to win. Do not be afraid to take on the Netware stronghold on
file and print but do not let Novell dictate the terms of evaluation. We must encourage evaluation of NTS
file and print by challenging Netware 4 as a high risk decision based on its proprietary directory services
architecture and lack of application server support.

The BackOffice standardization sale will also force competition with Lotus and others on mail. We must
win the mail battle. This is a hard fight but we cannot let our focus waver. Sell mail.

The key 1s to avoid competing against criteria established by our competitors, and if we cannot change
these, we will use the approach of differentiating ourselves through selling NT as a platform for business
application solutions.

BackOffice as a solutions platfonn

We have the opportunity to use BackOffice to solve business problems.that customers have in both
horizontal areas such as sales force automation and line of business functions such as retail store
management. In these cases the customer faces three choices as to how they secure the solution.

1. Buy an off-the shelf application e.g. SAP's R/3 financials or PSI’s retail POS system,
2. Have a Solution Provider bid to bu1ld a system to solve the problem.
3. Have the internal MIS functon build a system.

Our success will come from ensuring that in each case the solution is built on Microsoft products.
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The $50 billion business and mission critical systems market is dominated by mainframe and
minicomputer software products though now shows a move towards a more open client/server
architecture. To this market Microsoft represents the promise of new technology and a more competitive
economic dynamic that could dramatically reduce cost whilst improving choice. flexibility and return on
investment. Therefore we have a compelling argument for the LORG business decision maker.

Our challenges include:

e  Securing BackOffice support from the established developers and integrators for whom the “New
Computer Industry™ can threaten the foundations of their success and business model.

* Helping customers transition to the less secure unbundled world of “‘best of breed” horizontal
integration.

*  Ensuring that our front office platform has as significant a role as our back office applications.

Solutions Selling deliverables from Corporate

So how do we make the solutions selling model work and what roles do our people play in it? We must
grow Microsoft to be the credible solution platform provider for the large organization. independent of
whether the customer builds or buys custom or packaged business solutions.

The following actions represent steps that need to be taken to be successful in selling solutions.

Step 1 - pick the right business areas - based on potential, revenue, competition and ease

Given our limited capacity and experience we believe Regional Directors shouid start by choosing a
focused solutions area. OCU management will profile the vertical and horizontal markets we are
addressing, and provide regional opportunity data for assessing and targeting market opportunuties. When
a market has been selected we suggest regional OCU teams secure a focused regional vertical marketing
manager.

Our taxonomy for choosing customer prospects must evolve from that applied to Office. For example, we
must drive selling effort not simply based upon how many desktop PC’s a company already has. but rather
how many servers and desktops the solution would drive (retail point of sale devices converting to PC’s
for example).

Step 2 - Work with Solution Developers to build business solutions on Microsoft technology
Vertical marketing teams target developers and integrators, then must build a compelling technical and
business proposition that results in these companies delivering BackOffice solutions. A relationship
between global regional partners and Microsoft's local field representatives must be enabled through
communication of solution directories. and a face-to-face introduction brokered by the vertical managers.
If a regional ventical marketing manager identifies the additional need for regional solutions they can use
MCS 1o aid porting, and use our tried and tested SD business value proposition to justify parmer loyalty.
When partners are selected we must measure and incent our reps to work with their peers in partner
companies, with a recognition that this must generate incremental opportunity for both parties.

Step 3 - Team with SP’s in solution areas to gain bigger MCS projects and secure SP's

We have a hole today that we must fill. We need sufficient integrators to Support our target customers
with installaton, integration, training, and other key infrastructure services. We will depend on
integrators as more companies buy *“packaged” line-of-business solutions on the Microsoft platform not
Just within a country, but also crossing country and regional boundaries, as multinational organizations
integrate their subsidiaries on a Microsoft platform (Mail, Accounting, etc). The key issue we must drive
is large scale integrators who will focus on Microsoft and not try to switch customers to Unix or
alternative platforms.

During FY94 we have picked specific global integrators to work with such as EDS, Andersen Consulting,
SHL Systemhouse, Emst & Young, Cap Gemini, and others and have resourced to comprehensively
support bids from these integrators as follows:
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»  Provide education on Microsoft technology for consultants and integrators
e  Use MCS investment hours to prepare and win the bid (MCS will also be measured on this)
e Build licensing and support policies to facilitate the opportunity for the worldwide national parmers.

Step 4 - Drive the success stories and change the perceptions

Each region will need local trophy wins before we can be seen as a “fighter” in a given verucal market
and a major challenge is winning that first customer. OCU will deliver an initial portfolio of intermational
case studies successes. supplemented by line-of-business demos that can be presented by local staff or the
Enterprise Technical Marketing (CATM) team.

When local business is secured the regional vertical manager should work with subsidiary LORG
management and PR specialists to profile success in each country. ensuring that “vertical ™ and business
press and analysts identify Microsoft as a credible provider of enterprise business solutions.

Step 5 - Fix the support & services for enterprise customers

Our support must be integrated with that of parmers so that customers feel secure as they select the
Microsoft technology platform for mission critical solutions. For example, if a branch network crashes at
midnight. because of a complex Windows NT problem how would they get resoluton before the following
morning? We must define the level of commitment from Microsoft that supports our leveraged business
model. but allows this need to be met. While we have made a great deal of progress with support.
including hot fix and escalation plans in some areas, we have a long way to go.

LORG Sources of Revenue -- Issues for discussion

» How do we significantly increase the percentage of LORG acrounts with signed MELP agreements
for Office?

e How do we significantly increase the percentage of LORG accounts with signed MELP-M agreements
for Office, Windows, and BackOffice product family clients?

e How do we parmer with LSSI’s that have the right skills and capacity to fill our “service gap™’

* How do we ensure effective high-close rate joint-selling between MS field and our solution developers
partners?

llil. Select v3.0 Launch

Select 3.0 is a major upgrade to Select that provides substantial benefits to both customers and LLARs.
Focus for the new version has been to simplify the whole offering to make it easier for the field. channel
and customer to understand and execute. A simplified program is assumed to shorten turn around time
for new agreements and renewals and allow more new agreements to be signed. It is also an important
step to increase customer satisfaction with our existing Select customers and to drive more revenue
through these existing agreements.

An important component of this effort to simplify the program has been to make the ordering process for
licenses map the way customers do normal business and to back that up with tools to provide a srnooth
ransition for the LAR channel. This move to an ordering process model further paves the way for our
strategy to, in the future, electronically deliver licenses to Select customers.

The Select 3.0 launch on April 4, 1995 will be both a great opportunity and a drain on local resources.
The Select Marketing Team has already been in contact with local Select contacts and Regional Select
Champions in preparation for Select 3.0 launch. The three issues/activities which will effect subsidiary
resources the most are: 1) Training of sub sales reps and channel, 2) Localization and printing of
collateral and agreements, and 3) Training on the new agreement and ordering procedures.

The keys to success with Microsoft Select 3.0 are simplicity and optimization. To that end, the majority

of Select 3.0 changes are focused in three key areas: 1) customer transactions, 2) simplification of license
types and 3) maintenance changes. Highlights of these changes are summarized below.
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e  Customer Transactions:

e  Minimum volumes per Enroliment Agreement is lowered from 1000 units over two vears to
500 units.

e Quarterly reporting by the customer is no longer required. The process will be changed w0 a
transaction-based model where products are simply ordered through the channel. and the
channel is responsible for reporting orders back to Microsoft.

e On amonthly basis, each Enroliment customer will receive a license confirmation which
validates the number of copies they have ordered and reproduced during the previous period.

« Simpilification of License Types:

e Variable License customers can now standardize at the Enrollment level with Departmental
Enterprise Licensing, provided they have a minimum of 250 qualifying computers (and a
total of 500 units). They do not need to meet the Enterprise License minimum at the Master
level.

e Maintenance, upgrades and new licenses now have the same unit count and also count
toward the overall unit forecast.

e Level B and C forecast/commiunent levels for Variable and Enterprise licenses will be
increased, but Level A volumes will remain the same.

e Maintenance Changes:

e Each Enroliment site may add an unlimited number of licenses to Maintenance durin g the
first two quarters of the Enrollmen: Agreement (although such additions may occur only
during the first full year of the Masrer Agreement). During the last four quarters of the
Master, or after the first two quarters of an Enrollment, maintenance enrollments will be
limited to the quantity of new licenses or upgrades purchased on the same order.

e Maintenance begins when the customer places their order from their LAR. The first
invoice/billing for maintenance will cover the first full calendar aquarter.

¢ MS will automatically bill maintenance quarterly.

* Both the Variable and Enterprise licenses now include the right to purchase maintenance; no
separate maintenance agreement is required and there will no longer be a need for separate
MVLP-M or MELP-M Addenda.

| TARGETAUDIENCE .~ ¥ R ]
To achieve launch sales objectives, it is critical that the sales force target and prioritize accounts properly,
with the primary goal of maximum revenue per desktop. Ultimately, it will be up to each district,
subsidiary and region to create and maintain their own prioritized “hit list” of new and current customers
to target for Select 3.0. However, we recommend that sales reps first target non-Select customers, as
opposed to existing Select customers. We recommend the following guideline for prioritization:
1. Non-Select Customers

e Tier 1 and Tier 2 accounts

e Trend towards software standardization

* Trend towards centralization of IT and Purchasing

e BackOffice, Office, Windows users or prospects for Maintenance

2. Current Select Customers

Customers that are expiring within the next 6 months:

+  Priority should be given to contracts which expire by June 30, 1995 (including all pre-April
1, 1995 expirations, which will be automatically extended to June 30).

*  Secondary emphasis should be placed on contracts which expire in subsequent quarters
(September 30, 1995, December 31, 1995 etc.). Note: A marketing “push” for Select 3.0
will not occur for these customers until FY96, to leverage momentum and availability of
Windows 95 and Office 95.

Enterprise License Potential

¢  High-performing Variable License customers who are now ready to take advantage the
Enterprise License
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¢ Smaller business units with a minimum of 250 workstations at their site (and 500+ units
overall) which were previously unable to qualify for the Microsoft Enterprise License

Maintenance Potential

» Existing customers who may “graduate™ to a higher discount level due to a large installed
base, which is either currently or potentially enrolled in maintenance

¢ Existing customers who wish to enroll more products in maintenance than the maintenance
addition rules in their 2.x contract will allow

»  Existing customers who will benefit from enrolling Office, Windows and BackOffice
products in maintenance.

[PROGRAMGOALS @ . % i oi oo o : 1
The following objectives are focused on 1) objectives for the actual Select 3.0 launch itself and 2)
objectives for the subsequent six months of post-launch sustaining sales and marketing. The primary
objective of Microsoft Select is to increase revenue and marketshare in large and medium organizations.
Key Marketing Objectives:

* Provide a smooth transition for current Select customers to entice them to renew under Select
3.0

* Increase the revenue per Select desktop by selling more Enterprise Licenses and
Maintenance

¢ Drive more business in the Tier 1 and Tier 2 large account segment

e  Deliver information, training and tools needed for sales force and channel o meet its
objectives

Key Sales Objectives:

¢ Renew/roll-over 100% of customers whose agreements expire before October 1, 1995
(approximately 300 Master Agreements).

e Sign 180 new (vs. renewal) Master Agreements by October 1, 1995

< Ensure at least 40% of Select 3.0 agreements include Enterprise Licenses

* Leverage the renewal opportunity to sell additional license types, pools and/or products

[MARKETING Ty ESEE—. B w7 : ]
Marketing Deliverables:

Please see attached spreadsheet for a list of program deliverables and due dates.

If you have any questions about Select 3.0 launch or marketing plans, please send them to the SELPUSH
alias.

| INTERNATIONAL IMPLEMENTATION _ |
Select relies on the “Selchamp™ marketing and sales contacts worldwide to offer program input and local
subsidiary planning and implementation. We had a regional representation group of Selchamps at
Redmond in early December for input and planning purposes. We have also communicated final Program
Specification, Transition plans and Marketing plans 1o all Selchamps, and have weekly status meetings
with regional contacts for updates.

Select v3.0 Launch - Issues for discussion

*  How fast should we drive conversion of existing Select customers to version 3.0?

* How do we optimize channel preparation for Select v3.0? How do we prepare channel parters for
electronic reporting? )

* How do we minimize complexity of Select v3.0 changes and transition issues for our field and
partners?
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Business Systems Division

WWRDM Presentation
February 1995
Richard Tong

M’mwmu»p-.—'-um 1048 Prd 2095

BSDMktg Reengineering 95

*

People

» Leads 1 out of 7 remain, 8 of original 37
Product discipline

» Fast NT, ship SMS, Mail QFE, NT version
Packaging, licensing, logo and name

> Elient access, no more unlimited, BackOffice
Press, analysts and reviewers

> 50f6NTServer,50f5NTW,24in all

badrdubta pu 83D WWRDM 23 pramatation Ricki 2 10:48 PM 2595

Microsoft:

MS-PCA 2614923

HIGHLY
CONFIDENTIAL



BSDMKktg Reengineering 96
Need your feedback...

¢ Plans
» 3-year outlook, FY96 by 2/21
¢ Product discipline
» Exchange, Migration/interop, BackOfTice, SMS
¢ Execution
» Focus on RTM to actual customer availability
» Sales tools from T+90 days to T-90 days
> Better job on Techdesk and EBC
¢ International
» 2 call/mo. to Europe/LATAM, 1/mo. FE/APAC
> 2/21/95 for FY96, 11/95 for 2HFY96

badrdubbappt BSD WWRDM 35 pr epentamian Rickt § 1008 Pt 2839

Business Planning
FY96 Budget Feedback

¢ See handout for details
¢ Launch bu get assumptlons
> SQL: 8/9
> Exchange:3/96 with slow ramp
¢ Launch scaling

> Scale client/server ratio low at launch move to
steady state in 6-9 months

> Upgrades scale up in clients too

¢ Have done mix by LORG, MORG, SORG
50 you can tune for your market

badnietia ppt 2D WWRDAM 93 prenautasin Rick 4 19:48 PO 2093
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Product Issues |
Release Dates Feedback

Three proposals:

© NDA best, NDA worst case, Press
© Confidence interval (-2, +6 weeks)
© “Very confident we’ll make RTM”

Specifically give date for next
schedule update

Need to launch this change like a pdt
Jimall to finalize by 2/95

babrdetta ppe 85D WWRDM 23 pravansstion Rickt 3 10:31 PO 2093

L 4

* o

Product Issues
Release Dates Example

Exchange Server RTM 7/95
Proposal 1

» NDA Best guess 1QFY96 (e.g., 9/95)
> NDA worst case 2QFY96 (e.g., 12/95)
> Press: “When its ready...”

> NDA includes LORG, SP Partner

Proposal 2: RTM is (0, +5 months)
Proposal 3: 20% confidence on RTM

Schedule updates: on beta 1 ship
estimated at 2/10/95 (originally 1/3/95)

bndrdestba pp RED WWRDM 93 Prosensation Rieka 6 1091 PM 2093
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2

L 2

Product Issues
Migration and Interop

Windows NT Workstation

> Scheduling now: 4.1 redir

> No viable plan for Windows 95 UI before Cairo
Windows NT Server

> In plan: Btrieve, FPNW, NetSync

> Scheduling: NDS, VINES migration tool
Exchange

> In plan: Notes, cc:Mail clieat providers

> Scheduling: Notes database migration tools
Systems Management Server

> VINES compatibility, Windows 95 client

Your list...What about SQL Server, SNA Server?

bnddetten s BD WWRDM 33 v coansasian Ricki 7 10:48 P3¢ 3095

*

Marketing Issues
Licensing Update

Add “flippy” to NT S/SNA

» For RAS servers to Internet, for ex.

» SNA/NTS occasional user in large net
Honesty in NTS 3.51

» Can audit per-server and per-seat

> Includes encrypted registry entry

NT Server Value Packs in regions

> 10 Client Access plus NTS at US$999 ERP
» 5 Client Access in Europe (per Rolfs)

> Japan already does 20 clients pack

¢ Handout on rollout starts 2/95

Sabdetia py 3D vmunp—-.uuuo.amwm
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Marketing Issues
Sales Tools Feedback

Pdt  Description of Tool Ready
Arch  Microsoft and DCE 3/95
Arch  Microsoft security overview 4/95
Arch  Microsoft and Objects 4/95
Bio  BackOffice Sales Guide, Self-Study Kit Done
Bko  Seliing against Novell 3/95
Bko  Seliing against Unix 4/95
Bko  BackOffice, SQL, Exchange Quick Prep 3-4/95
NT  Windows NT Self-study kit Done
NTS NT Selling Guide Done
NTS Interoperating with NetWare 4. 1 4/95
SQL  SQL Server 6 migration 3/95
Mail  Mail Resource Kit, Self-Study Kit 3/95
Exch Migration from Mail to Exchange 3/95
Exch  interoperating with Notes 5/95
Exch  Interoperating with X400, X.500 5/95
Exch  Interoperating with Intemet 6/95
Marketing Issues
Notes and Exchange

¢ Notes 4 to ship Cal95s

» End-user: cc:mail, programming, workflow,
internet

> Server: NT-based, OpenView admin
> See Notes 4 handout
¢ Current Mail accounts
» Trans team (1/3 of product marketing)
> Mail Server 3.5 for NTS (RTM 4/95)
¢ Narrow Notes market with BackOffice

> See handout for Jimall exec retreat
presentation

Sodetia ppe 23D WWRDM 83 po cvensunion Richt 10 11:30 P 2093
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Marketing Issues
Selling BackOffice

¢ Our long-term advantage
> Integrated, client=server, DRG

¢ Now through FY96
> BackOffice is a family not a product
» Sell BackOfTice client access product

> But, most sales will be individual server and
client access licenses

¢ FY97 and beyond
> Sell BackOfTice client access license

» Sell BackOffice Server for branches,
superservers but most sales are individual
server licenses

bedrdetia pyt BSD WWRDM 25 pr evensstion Rické 11 1048209
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Microsoft Confioantal January, 1994

Server Licensing Model Marketing Plan

To: JAStaft, Rich Tong, NTATTACK, BSDSQUAD, Worldwide BSD Managers
From: Betsy Johnson: Jim Ewel

Date: January 24, 1994

Ru: Server Licensing Model Marketing Plan

With the latest release of the Microsoft BackOffice family of server products, we introduced a new
licensing model that separates the purchase of client access licenses from server licenses and provides a
more flexible, manageable way to license client-server products. In the first 3 months after the
introduction of the model, sales of client licenses especially for Windows NT Server were extremely weak.
The ratio of clients to servers hovered around 4 compared to an initial forecast of 17 to 1. Many
customers, resellers and the Microsoft field sales force did not understand the model, nor the value of
client access licenses. In addition, the marketing of Windows NT Advanced Server 3.1 conditioned the
market to expect an unlimited server.

The launch of Windows NT Server 3.51 provides the opportunity to launch the licensing model again as
well as introduce a concurrent use (“Per Server”) option. Windows NT Server, SNA Server and Exchange
will add a concurrent use option, while System Management Server and BackOffice will only be licensed
under the Per Seat option. In this roll-out of the licensing model, there will be management tools in the
product itself. There will also be additional marketing materials to help educate customers, resellers and
the Microsoft Field sales force.

Key issues

We face 4 major challenges:

* Increase the clieny/server ratio by creating an awareness of the value of client access licenses,
especially for Windows NT Server.

e Creating an awareness and understanding of the new tools to measure usage as a customer benefit.
Most customers want to be legal. We need to position this as a response to customer demand.

¢ Comumunicating to customers, press and the channel that the Per Server option is an added benefit to
the model, rather than a major change in direction.

*  Creating an understanding of when to choose the Per Server option rather than the Per Seat option.

fleLICLNCH.DOC -71- 2/6/85 10.01 AM

HIGHLY
CONFIDENTIAL MS-PCA 2614931



Microsoftt Configenval January, 1994

Why add the per server option (concurrency)?

* Itis the best way to get a higher degree of compliance with our licensing model.

*  Flexibility of licensing is a competitive advantage for Microsoft in the marketplace. Our experience
with SQL suggests that customers prefer the flexibility of having both models to either licensing
model alone.

*  Adding the per server concurrent mode solves a number of problems for customers. Many customers
have requested a concurrent mode license for our Remote Access Services. All competitors to RAS
use the concurrent mode of licensing. We believe that this change will allow us to compete for the
100-110K RAS servers sold in '95. Without the change, we won't be competitive in this market.

¢ Many customers in the U.S. and a few intemationally have asked for concurrent access mode for SNA
Server. All competitors to SNA Server use the concurrent mode of licensing.

*  Companies bringing in their first Windows NT Server into an environment where the predominant
NOS is something other than NTS want to be able to give a wide range of users occasional access to
NTS. Concurrent access gives them a cost effective way of accomplishing this. This is particularly
important for these customers using file and print services for NetWare.

* Many ISVs are creating unique solutions for Windows NT Server that need to be available to many
occasional users. Examples include print servers, CD-ROM servers and special communications
servers.

Plan

* Use the Windows NT Server 3.51 as an opportunity to re-launch the licensing model and continue the
education of customers and the channel.

*  Use an analyst and press tour for Windows NT Server 3.51 to help communicate benefits and
flexibility of model to customers.

*  Use Windows NT Server value bundle to cue customers that they need to buy client access licenses.

*  Educate customers on the licensing management tools available in the product as well as how 10 use
them.

* Promote licensing model as a product benefit.

*  Deliver data sheet, training video, presentations, quote tool, which can be used by both the MS field
and as well as other selling partners.

Business Objectives
¢ Increase the client/server ratio to 15 1o 1 worldwide in six months.

Marketing Activities

Worldwide Product églc ools including ratio of 15/1 in six
Marketing demo, presentation, months
video, MSTV
Add licensing to all
trainings
Train 1SS on new mode!
Large Organization Add licensing sectionto | Include licensing model | In LORGS, ratio shouid
Customers (LORG) InfoBase, cross- in all presentations be 20/1 in six months
reference materials in all
BackOffice family Use quote tool
products Audit Select agreement
flelLICLNCH.DOC -2- 2/6/95 10:01 AM
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Microsoft Contidental

January, 1994

for client/server ratio

Small/Medium
Organization
Customers (SMORG)

include materials in SP-
in-a-Box

include iicensing model
in all presentations

Hold monthly reseller

meeting on updated
model using SIB
Continue education
including on-site
trainings, quiz, sales
contests

End-User Customer Change server to list
Unit naked server as 0 client

Audit weskly sales for
client/server ratio

Rollout tools to
accounts for use with
their customers

Product Milestones
S Jan:*95:

May 4955 June ‘95

4/1/95

4/1/95

Products and Positioning

Target Audience

*  For Per Seat: pervasive use of Windows NT Server for File and Print, SQL Server and SNA Server:
all Systems Management Server and BackOffice customers

¢ For Per Server: occasional use of Windows NT Server, SQL Server and SNA Server, as well as users
of RAS and File and Print Service for NetWare.

Positioning

Microsoft Back Office Family licensing model offers customers flexibility, predictable licenses fees, ease

of administration and value.

*  Customers can choose the option that best meets their needs,

* The licensing model scales so customers can predict their license fees as they grow.

¢ The consistency of the model across server products as well as the tools in Windows NT Server 3.51
to track usage reduce the administration burden.

*  Every family member of the BackOffice is priced attractively compared to its competition, and the
bundle pricing offers further vaiue.

fileLICLNCH.DOC -3- 2/6/95 10:01 AM
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Microsoft Confidental

Marketing Programs

January, 1994

Advertising
Create ad slicks promoting the licensing model and co-market with channel parmers
PR
Situation:
*  Awareness of licensing model and benefits is low.
Opportunity/Issues:
¢ Communicate value to customers of licensing model.
»  Create awareness of value of client licenses
¢ Minimize disruption of evaluations of Windows NT Server 3.5 with new release
Plan:
*  Make licensing model and tools a key new feature of Windows NT Server 3.51 release.
Date Press Tour Activities
February Windows NT Server 3.51 Beta press tour
Q3FY95 Analyst Tour
Promotions/Events

MSTV segment on licensing and tools

Purchasing Managers Seminar in conjunction with Select 3.0 on how to license Microsoft products

Sales and Marketing Tools

Sales Tool/Milestone Responsibility Date

Beta of 3.51 goes out Development Week of Feb 13

NTS 3.5 value pack to channel Betsyj Mar 1

RTM Development April

Updated licensing brochure Jime Feb 13

Licensing Model Data Sheet Betsy Johnson Late March

Mbowman - Production

Concise Guide to selling BackOffice David Ostroff Now

Quote Tool Jim Ewel Now

Presentation Betsy;j Now with revision
for Feb 13

Video on model and demo of product tools Betsyj/Jim Ewel March

MSTV segment Betsyj/Jim Ewel April

Purchasing managers tour David Ostroff/Anne Roe April

Q&A Betsyj/Jim Ewel Feb 13

Reseller/Field Focus

Product Launch Bulletin BetsyJ Feb 13

BackOffice Sales Kit Peggys - Overall April

Revised version of existing kit. plus all items

below

Reseller Desktop Fast Facts Betsyj March

Ad Slicks TBD April

Training Quiz Betsyj/Jime Now with revision
for Feb

fileLICLNCH.DOC -4. 2/6/35 10:01 AM
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Microsoft Confidental

January, 1994

Licensing Sales Tips Sheets Betsyj/Jime March
Standard slides for inclusion in all presentations Betsyj Feb 13 (Done)
Standard Paragraph for inclusion in all Jime Feb 13
documents

Seminar-in-a box TBD March
Press/Analyst Focus

Press release ready Jime/Aimee at Waggener Feb 17

Locate customers to talk to press Jime Feb 17

Locate channel people to talk to press Peggys Feb 17
Research pulled together on licensing Jime/v-brianb Feb 13
Research on client-server ratios Betsyj Feb 21

Press tour Jonro/Jime/Mikenash/Betsyj Week of Feb 28
Analyst tour Jonro/Jlime/Mikenash/Betsyj Week of Feb 28
International

All materials will be posted or distributed to the subsidiaries for localization an

to RTM.

d distribution 60 days prior

Share best practices for education and training on mode! in bi-weekly conference calis.
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ackOffice/Office Strategy

all Server cc:Mail
a5 Notes
SmartSuite

MOssS! ppt Small Exec Rewest drak ot Loas 29, 11:37 P 2896

S Mail

m In US, Mesa Conference+ bundie with Ads &
Direct Mail on 2/20

m Deliver updated MS Mail 3.5 with NT MMTA
and admin utils by 4/95

W More customer satisfaction & deployment info
= Updated MSMail-Exchange migration guide by 3/95
= MS Mail Resource kit ships 2/95
» MS Mail Self-study kit (for MCP) ships 2/95

&8 OCU SMORG Mail attack for S2
[ | OCU LORG Mail attack fotvsz’“beﬂn-ﬁmwﬁ. 11:37 P 2808

Microsoft Confidential Draft: 2/1/95
 MS-PCA 2614936
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ackOffice/Office Strategy

. SQL Server
ail Server cc:Mail 6.0
3.5 Notes
’ SmartSuite

Meametdl ot Jenal Exes Revest arat on Lons 31, 11:48 Pl 2896

QL Server 6.0

m Whitepaper: Deployment considerations structured and
unstructured business data by 3/1/95

& Tech Beta 3: now

® SQL Server 6.0 Dev. Conf (NDA: 2/8 - 2/9

B Analyst Tour: before 3/1/95

® Marketing beta starts: 3/3/95

m Competitive Upgrade program starts 3/3/95

m Free Upgrade Window starts 3/3/95

® Pre-launch ads: 3/3/95

m Long-leads/reviewers tour : 3/15/95

m Launch: DB Expo 5/1 - 5/5/95. AN S 74D et ot o ome 2. 11708 P 300

Microsoft Confidential Draft: 2/1/95
MS-PCA 2614937
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e backOffice/Office Strategy

) SQL Server
ail Server cc:Mall 6.0
35 Notes
SmartSuite

MmOl pot Jrmall Exec Retrest dret on Loas 33, 1137 Pl 28

xchange Client in Windows 95

m Dedicated Analysts/Press tour 2/20/95
m MAPI 1 provider push
w»-cc:Mail provider by Exchange Server ship
= Notes provider by Exchange Server ship
m Updated Client whitepaper by 3/1/95

® WW demo with information stores and
connections to multiple back-end services by

3/15/95

m—uuummm--nnuuu. 11:37 PMt 2898

Microsoft Confidential Draft: 2/1/95
MS-PCA 2614938
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o BackOffice/Office Strategy

RN

hange Client

— I\

SQL Server
Exchange cc:Mail 6.0
Server Notes
SmartSuite

MEnnidl ppt Jmall Exec Rewnat drat an Loam 38, 11:37 Pl 2708

xchange Server

m Reset evaluation criteria to “Enterprise messaging
infrastructure”.

= Analyst tour & selected labs: 2/20/95

= 5 reference accounts based on Beta 1 by 3/1/95
m First Looks program

= Based on beta 2: May 95

= Trains 1200 SPs to support 5,000 worldwide pilot
deployments (expect 15K - 20K Servers)

® Demonstrate Office integration

Meamtt! pot Jmail Exec Aetrent drat o Loas 39, 11:37 Pt 21506
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ackOffice/Office Strategy

Ex

. SQL Server
Exchange cc:Mail 6.0
Server Notes
SmartSuite

Mﬂ“hmmmwn 11:37 P 2496

ffice Integration w/ Exchange

& Committed for Office 95
= Word as Exchange editor
= Post to Exchange Public Foider
= Replacement for Capone post form
& Office 95a: Office templates as Exchange forms
& Office 96: Access forms
= Enhance forms wrapper: Office templates as Exchange forms
= Better support for Word as Forms editor & runtime
m Workgroup message is central to Office 95
= Fulltime, dedicated Product Manager focused on Office/Exchange
integration
» Group scheduling whitepaper availabie 2/1/95
= Schedule + press/analyst press tour 3/15/95
Mumb-h-m-nm.u. 11.37 PM 296
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%é‘BackOfﬁce/Ofﬁce Strategy

| wam

SQL Server
6.0

Internet Serve

LRSSt oot Jimall Exec Reveat dret on Lows 39, 11:37 P\ 2786

Exchange
Server

Notes
SmartSuite

ternet Server

m Demonstrate NTServer as THE Internet platform
= NTServer as Internet platform whitepaper done
= Analyst/lab press tour by 3/30/95
» Internet World show: mid-April

= Momentum: demonstrate 10 of the top 12 Internet sites now
running on NTServer platforms

m External Beta of Internet Server : 7/1/95
® RTM: before end of 1995

MmN spt Small Exec Retrest drat on Lons 40, 11:37 PM 27096
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. SQL Server
Exchange cc:Mail 6.0

Notes
Server SmartSuite

v

/Pt Anall Exer Rovust drat an Loww 41, 11:37 PM 2896

m Directory Service integration across
operating system, Exchange, and apps
m Consistent object store available to
applications as file system
= Replication
= Content indexing, fast retrieval
w Distributed namespace

Mmmbwh-t-mul.&, 11:37 PM 2896
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To: February 1995 WWRDM Attendees

From: Jim Allchin, Rich Tong
Date: February 1, 1995
RE: Business Systems Division FY95 Planning

The last six months have been successful for BSD with FYTD revenues at 106% of worldwide plan. Moreover, we
know that once we get our products in serious consideration. For instance, the latest fall ETM seminar results show
that: 75% of customers who see a presentation on the BackOffice family' choose to evaluate it. And, 75%-90% of
customers who run a pilot of a member of the BackOffice family choose to implement a full solution.

With limited resources, we need to look for customers who are already considering a change and get us into the

evaluation of the BackOffice family. In the second semester of FY95 (S2FY95), they will come from three sources:

s  The Desktop. Windows ‘95 will create a shift on the desktop, so we need to extend this to be a shift on the
server as well. We will sell Windows NT Workstation to high-end customers.

* The Server. Novell will work overtime to get every network administrator to upgrade. We need to change the
default choice and make it clear that buying NetWare 4.1 is not a no-brainer upgrade.

¢  The Development Platform. Developers are moving to new client/server tools and platforms, so we will sell
our Office/BackOffice platform with our development tools as glue when they shift

The key is to turn each change from a small one to one that encompasses the client and the server and the

applications. We plan to generate evaluations through the following initiatives:

¢ Desktop 95. Run IS seminars on the migration to the new desktop. Upsell BackOffice family as these accounts
begin evaluation. Sell in NT Workstation as appropriate.

e  BackOffice 95. Reach 10,000 business decision makers? and sell BackOffice families greater business value,
run NetWare shoot-outs for 10,000 technical decision makers. Reach 15,000 technical implementers through
technical workshops. Upsell BackOffice family in all these seminars.

* Developer 95. Promote to developers a combination of: Office as the front-end; VC, VB and Foxpro as
development tools; SQL Server Workstation for back-end; Windows NT Workstation as operating system.

In addition to our evaluation objectives, we also need to defend our current revenues in:

¢ Defend Mail. Until the Exchange Server ships, the primary objective is maintain the current mail base with
customer satisfaction programs, the Mail Resource Kit, the Mail Server for NT, and Mail training materials. We

* will also use the Exchange First Look beta program to hold accounts and get analyst/reviewers to understand
how Mail/Workgroup application strategy.

* Client-Access Licenses. In many subsidiaries, Windows NT Server client-access revenues are below
forecast.and this represents a sizeable revenue opportunity for us.

NEW PRODUCTS SHIPPING AND IN BETA FOR S2FY95

Detailed information about each product is kept in the full S2FY95 plan on the share \\bsdinfolpublic in the file

\s2plan~1.bsd\bsd95f~1.doc:

1. Windows NT Workstation 3.51. RTMs 2HFY95 with main feature being IBM PowerPC support with languages
available on the same schedule as 3.5.

2. Windows NT Server 3.51. Introduces client-access license auditing, IBM PowerPC and compression

3. File and Print Service for NetWare. Goes into beta in 3QFY95. RTM 1QFY96. Detailed launch plan in

\\bsdinfo\public\s2plan~1.bsd\products\fpnw95f~1 .doc.

BackOffice server and client access license. We will ship after SQL Server 95 ships.

SQL Server 95. This product goes into beta in FY95 with RTM in Q4FY95

Mail Server for NT. Will beta 3QFY95 and ship 4QFY95 an NT mail transfer agent

Exchange Server. Product goes to beta 3QFY95 with beta 2 in 4QFY95. RTM planned for IHFY96

Internet Server. Will ship in 2QFY96, but prelaunch begins in FY95. Initial marketing plan is in

\\bsdinfo\public\s2Plan~1.bsd\inet95f~1 .doc in the Internet Server section.

9. SNA Server 2.11. RTMs 14 days after 3.51 with PowerPC and other features

10. Systems Management Server. Beta of CSD update with Windows 95 support in 2HFY95

PN A

! We use the term BackOffice family to mean talking about the concept of an integrated family with primary effort to sell cach component. The
term BackOffice Server refers to the single package of all the products in a single box. BackOffice client refers to a client access license that
lets you access any server running any member of the BackOffice family.

2 For simplicity, these goals refer to worldwide targets. We will refine as bottoms-up MYR plans are completed.
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PRODUCTS AND THE COMPETITION
Windows NT Workstation

The product positioning is "the most powerful operating system for the most demanding business and technical
needs." Its major competition is OS/2 Warp at the low end. We win with these features: 1) More reliable and stable
foundation than Warp, 2) Preemptive muititasking and OLE support for 16-bit Windows applications (OS/2 can do
one or the other), 3) Include full networking client including IPX, TCP/IP support (IBM will ship a network client
in 1Q though), and 4) Remotely manageable and administrate with users accounts and control.

The high-end competition is Unix workstation. Here our main advantage is running on industry standard hardware
and not just RISC systems. This leads to: 1) lower cost hardware and lower dependence on a single hardware vendor
to support their proprietary systems, 2) runs the widest range of applications with both traditional Unix and PC
applications available and 3) consistent with PC user interface that lowers training costs.

BackOffice Family
The consumer positioning of the product family is:
Microsoft BackOffice, the first integrated server suite, makes it easier for companies to improve decision-
making and streamline their business

We compete with traditional minicomputer/RISC products based on Unix and PC LAN products like NetWare. Our
goal is to offer the best of both these worlds with the completeness of a Unix and the accessibility of NetWare. We
will beat both of them by being more integrated between the server applications and between the client and the
server.
At the high-end, we compete with traditional proprietary systems primarily Unix and AS/400-based products like
Oracle, Sybase, HP-UX, HP OpenMail, etc. We have the traditional strengths of software that’s part of the
microprocessor revolutions: 1) we run on industry standard hardware and not proprietary RISC systems, 2) we have
a very tight tie to the desktop and 3) we are designed to be much simpler to administer and use.
At the low-end, we compete mainly with NetWare
especially their new 4.1 release that they view as a do-or-
die effort to protect their installed base. We beat them with:
1) a better architecture that means we can be a multipurpose
server, 2) better scaling and choice since we run on
multiprocessors and non-Intel hardware, and 3) more
applications that run on top of the BackOffice family.
We also compete with Lotus Notes in particular. Compared
with it we have: 1) better integration with databases and
other network services, 2) better development tools and
open APIs which means more applications and 3) with the

> e harose Exchange Client included in Windows 95, a single view

[ . Bany oo into the local and remote data from a wide variety of

providers including MSN, Compuserve, the Internet, etc, 4)
with Exchange Server better integration of mail and
groupware with enterprise-level administration tools.

More Compiete n
 Relisble Mainframes
* Scalesble

* Applications AS/400

CAMPAIGN SUMMARIES

BackOffice component of Desktop 95

BSD’s goal is to convert desktop trial for BackOffice family. Specifically we want customers to: 1) use Windows
NT Server and Mail Servers to be the back-end servers and 2) customers to use SMS to deploy and manage these
sites. Our subgoals for

*  Get 500 worldwide LORG pilots of the BackOffice family as a result of their desire to move to Desktop 95.

*  Get 1,500 worldwide MORG pilots to start BackOffice trials as a result of Desktop 95 shift.

*  Expose 30,000 worldwide SORG to start BackOffice trials as a result of their interest in Desktop 95.

*  Make sure customers considering OS/2 Warp include Windows NT Workstation in their evaluation.

Selling messages

Here are the key reasons why BackOffice family is the right choice when you are picking Windows 95 desktops:

*  Windows NT Server is the best server for Windows 95 clients with support for long file names, TCP/IP
support, integrated remote access built-in.
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e Simplified installation of Windows 95. Every Windows NT Server has a client administrator that lets you install
the basic operating system.

*  For fuller use, Systems Management Server gives you complete control of all the desktops in your company.
Upgrade your Access database simply to a full, safe, fast relational database, SQL Server
Full connection from desktops and notebooks back to your office or across the world with full remote access,
connection to mainframes via SNA Server.

BackOffice Push

The BackOffice Push will take advantage of NetWare 4.1 upgrades evaluations that are happening worldwide.

There are four main components that will cover different audiences that are consider these upgrades:

¢ BackOffice Business Value Seminars. Build awareness of the business value of BackOffice amongst 10,000
business decision makers worldwide. The seminar content is generated out of BSD and can be used by the
worldwide field. In these seminars, we will upsell the benefits of using Office/Windows as the front-end.

* NetWare Technical Shootouts. Reach 10,000 technical decision makers worldwide with NetWare vs
Windows NT Server shootouts in those countries where direct comparisons are permitted. In other countries,
these presentations can be used with the direct comparisons removed.

*  Windows NT JumpStart Technical Seminars. Reach 10,000 people worldwide with Windows NT Technical
Seminars. These seminars are designed for technical decision makers and IEU’s, especially NetWare CNEs to
give them the knowledge they need to make an informed evaluation of Windows NT Server. We will use this to
cross-sell our MEC and ATEC offerings.

*  Windows NT Champions. Recruit 500 individuals worldwide to build and maintain grassroots momentum for
Windows NT Server. Participants will be recruited through technical seminars and tradeshows.

Winning the NetWare Customer with BackOffice

The three key messages for winning the server are:

*  Multi-purpose operating system. NetWare 4.1 is good at file and print, but you need a completely different
operating system, UnixWare to support real client-server applications. Position Windows NT Server as a multi-
purpose server that enables business solutions without compromising file and print capabilities. Use positive
reviews, ROI studies and design wins as evidence and convince SMORG resellers of these benefits

¢ Use our NetWare upgrade offer, File and Print Service for NetWare and the NetWare migration tools to
position Windows NT Server as the easiest, most cost effective upgrade for NetWare 3.x

*  Better long-term choice that you won’t have to change while NetWare requires a shift to a new operating
system to get a true multipurpose operating system.

*  Easier to setup, learn and manage. Installation and support of the system are much easier due to both better
integration and better administration and support tools.

* Proven to provide real business value. Studies show a 50-2,000% return on investment.

Developer Push

The key to this push is the migration from traditional development tools to more advanced rapid application

development. The change means a new kind of application can be used with the leading issue being the type of

development tool (VB, Access, Fox Pro) and what back-end (SQL Server, Exchange). The goal is to expand the

evaluation into an overall one that includes both the Office as a development tool and the complete BackOffice.

Another key aspect to winning with developers will be getting targeted applications over to Windows NT

Workstation and the BackOffice family. Today over 1,200 server applications run on Windows NT Server and over

1,000 Win32 applications are available overall (See the detailed SD and DDT plans on this). Some key-application

shipping in S2FY95 are:

* Btrieve for Windows NT Server. This set of database routines will RTM in late Q3FY95. It means over 400
Btrieve applications including most accounting applications will run on Windows NT Server.

*  SAP. The target is to run on SQL Server 95 and SAP has a development group working with the SQL Server
group here in Redmond right now.

Winning the Platform Customers with the BackOffice family

*  Seamless tie between the server and client mean you don’t have to do the integration work

*  Visual Basic lets you tie rich client applications with a powerful server software that is reliable and fast
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[
- Partner marketing. We will have tiers of partner and work with DD and OCU to integrate them. -

BSD MARKETING AIR COVER

This is a summary of the more detailed plans that underlie the BSD push for the second half of FY95.

BSD Marketing Programs Summary

o Public Relations. Overall air cover will include selling the BackOffice family by pushing hard on the KPMG
ROI study and also a business press push to explain how we will change Business by the vear 2000.

¢ Advertising, Direct, Collateral and Packaging. Major US campaigns include Windows NT Server, SQL Server
and BackOffice family campaign to start in 2/95. Ongoing tactical ads for other products. <
Industry and events marketing. The major focus is on NetWorld and Tech*Ed 'i

* Magazines, eMedia, Demos and Presentations. We will ship two more issues of the BackOffice magazine,
develop a BackOffice technical journal, publish onto the Internet and prepackage all our demos.
SMORG Marketing. Focus is on seminars on business value and NetWare upgraders.
LORG Marketing. Focus is on getting evaluations and using the Solutions Server for pilots

¢ EU Channel Marketing. Focus is on increasing client license sales, building channel technical depth on
BackOffice, running trial programs with outbounds, and preparing for Desktop 95 with SMS

¢ International. Focus is on fixing our packaging and BOMs, improving information flow and pushing
international responsibility to each product group in BSD.
OEM Marketing. Focus is on getting BackOffice Server OEMs and reaching nontraditional OEMs.
BSD Technology Marketing. This group will produce papers, give keynotes and woo analysts with the
networking, objects, management, and openness technologies built into all BSD products.

BSD Product Plan Summaries

¢  Windows NT Workstation. Focus is on coordinating desktop evaluations with Windows 95, getting developers
to use NTW as their standard desktop and getting Unix workstation customers over to NTW.

»  BackOffice. Focus is on selling the family concept and launching the BackOffice server and client after SQL

Server 95 ships.

Windows NT Server. Focus is on getting NetWare customers to upgrade to NTS instead of NetWare 4. 1. And

on launching utilities that aid in NetWare migration.

SQL Server. This includes the SQL Server 95 launch and sustaining plans for SQL Server4.21a.

Mail Server. The sustaining marketing plan for Mail Server that focuses on customer satisfaction.

Exchange Server. Primarily the first look, beta and PR programs and holding accounts with them.

Internet Server. This product won'’t ship until after FY95, but beta happens in this period.

SNA Server. Get evaluations of SNA Server, especially NetWare. Recruit the major SNA product ISVs to resell

SNA Server client licenses with their client-side products and Recruit the major SNA product ISVs and SPs to

proactively sell SNA Server world-wide.

¢ Systems Management Server. Get evaluations of SMS and get customer satisfaction of the product up for the
product.
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Information Publishing/
Database/Sales Analysis
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Wrap Up/Key Issues

Steve Ballmer

Diversity

& Customers
¢ Partners
¢ Products

Microsoft:
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@ Duodeprnt

Goals

Revenue/Profit

New businesses: Consumer,
BSD/Exchange

New partners: Mass merchants,
Service/Solution Providers

Image
Satisfaction
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How We Work
Face Time /Rﬂé

> Information Publishing —
> Account Management

> Direct Marketing: SMORG, EU, Reseller, SP,
MCP

» Sales analysis (MS Sales ++)
Image/Training

> Technical

Product Benefits

Scenarios

Sales/Marketing skills
Business

vV V VvV Vv

i

¢

*

w\q,r'- ¢ How: CD, laptop, MSN, Intemet"]‘:),u /T\/

L 2

Information Publishing “|Coniitey of

What content: Technical, Benefits,
Scenarios, Business Programs, Strategy

What form: Slides, documents, mail, * Lvremee
spreadsheets/ Vido 7

Who:
> MS field, Partners, Customers
What taxonomy: ??

How authored: HQ, Field, Customers,
Partners, Third Parties

Micresoft:
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“Fat Share”

Organizational Direction

Mission Fat Share

Maximize profitability of
delivering high share
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HIGHLY
CONFIDENTIAL



Strategy #1

# Organize around the three distinct
customer segments and associated
business selling models

+ LORGs and 1-1 selling
¢ SMORGs and 1-many selling
¢ EUs and mass market selling

reanization Structure
Customer Segments

Organzng Around Customer S egments
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Strategy #2

# Create channel units
¢ Retail/mail order
¢ Outbound (key partners)

¢ “Small/unsegmented resellers”
(non-key partners)

¢ Integrate channel segment marketing

+ Logically group channel units with
customer segments

rganization Structure
Channel Units

Grouping Channel Units with Customer Segments
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Strategy #3

+ Modify field organization to mirror
customer segment focus

¢ Add Director of Field Strategy in each
customer unit

¢ Break field reseller teams into EU/retail
and outbound

# Shift outbound responsibility into
SMORG (NKP) and LORG (KP) teams

Strategy #4

¢ Optimize revenue-to-selling expense
ratio in each customer segment and
channel unit

¢ Manage to customer segment and
channel unit ratios, owned by CU

¢ Leverage performance framework to
simplify measurement
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Strategy #5

¢ Shift key elements of Sales Operations to
customer units

+ Logically assign cross-unit responsibilities
to customer segments

¢ Logically integrate outbound telesales with
field force

rganization Structure Cross
Unit Responsibilities
* SMORG
+ Education & Certification, SP group

¢ LORG
+ Licensing programs, EBC, MCS direction
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deas, Issues, Success Factors

ector of Field Strategy (customer/channel)

+ Customer/channel ORC process & integration with
product marketing

+ Field communications

+ Field manager conference calls
+ Alarms/escalation process

+ Customer/channel] unit contact for info publishing (i.e.,
Infobase) & field events (MGS, MYU)

+ Customer/channel unit alias
» Customer/channel compensation plan
+ Field productivity, best practices
¢ Selling model & field strategy
+ Field rollout for national programs
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Priorities for End User,
Consumer & Retail

Jeff Raikes
Senior Vice President
North America
Microsoft Corporation

Background / Priorities

¢ 25 outlet tour

> No advance notice - viewed as customers
¢ Key customer visits

> CompUSA, Best Buy, and Egghead
¢ Priorities

> Demand generation

> Instore impact and merchandising

> Inventory management

Micresoft:
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Demand Generation

Complete profiles of our top accounts
> Semiannual plans / annual reviews
Feedback session

> Discuss promotion / marketing focus
Demo days

> Retails Sales Personnel training
Logistics

> Early package shots (4 months), pricing
decisions, and realistic release dates

Instore Impact and
Merchandising

Promotions - Instore demand

> Simple promotions

> - 5-6 months lead time

Store Merchandising that matters
> Microsoft Kiosks

> Qutlet owned demo stations

» Leveraged visible merchandising
Section Control Presence

> Store within a store, end caps, dumps

Microsoft:
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¢ o

Inventory Management

Fail-safe initial order systems
Distribution goals by title, depth,
and breadth

Improved information systems

Deep inventory and stocking on fast
moving products

Logistics / inventory control issues

> Determine initial orders, depth and
breadth goals, replenishment
programs, returns, outsourcing reps...

Product Issues

Pricing

> competitive

Packaging

> Legible, FPP / Upgrades must be clear
Lines

> i.e.. Living Books and Print Shop

Microsoft:
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To: February 1995 WWRDM Attendees

From: Patty Stonesifer, Steve Ballmer, Jeff Raikes
Date: January 27, 1995

RE: Priorities for EU/Consumer/Retail

This memo summarizes some key lessons we’ve learned and lays out our top-line priorities in the
US market for the EU customer segment and the retail channel in the next year.

Priorities for EU Segment and the Retail Channel

EU/Retail selling is one of our two highest priorities’ in business and skill development. We
expect to see dramatic growth in consumer software revenue and sales through the retail channel
during the next few years. To take advantage of this growth opportunity, we must have several
parts of our organization focused on the key priorites for this business.

To gain first-hand knowledge of the retail software environment, the three of us recently toured
about 25 outlets encompassing the broadest cross-section of our channel partners. These were
not staged visits -- no advance notice was given since we wanted to see the stores as “‘customers.”
In addition to the outlet visits, we met with senior executives at CompUSA, Best Buy. and
Egghead. On an individual basis, we visited several more outlets and met with many other
channel executives during the past few months, complemented by many discussions with
Microsoft people.

From this knowledge base, we see the priorities as:
e Demand generation
* Instore impact and merchandising
e Inventory management

The rest of this memo summarizes what we’ve learned and provides detail on the priorities.

' “BackOffice Selling” is the other high priority.
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Demand Generation

Driving Store Traffic

We need to keep ongoing profiles of our top 10 retailers, their customer demographics. sales and
markeung acuvities and spending, as well as compettive feedback per account. We must put
together semiannual plans based on annual reviews with each account that focus our demand
generaton spending on the most leveraged activities for our line with that account. We should
also commit in this (two page) plan to a series of logistical requirements for that account and
ensure corporate (Msft HQ) adherence to that listing.

e Vehicles that work

We should work with major chains/retailers and MOR to have them present to us in an annual
forum what promotion and marketing vehicles they are “selling”” have in fact pulled up sales in
the prior 6 months, and then we should concentrate our spending with that account on those
vehicles.

e Demo days

Demo Days for Microsoft are a way to leverage our broad line; monthly demo days are a
realistic goal for larger outlets. However, it is very possible that the biggest advantage to
demo days is the impact the instore demos have on the retail sales personnel -- we should
require as part of demo days commitments that the retailer give us an opportunity to do
employee wraining on the products and lines being highlighted.

* Logisucs: early package shots and prices

This is a no-brainer - early package shots - as much as 4 months ahead, must be provided for
retailers planning promotions. Pricing decisions must also be solid at that time, even though it
is understood that pricing may move as additional competitive knowledge is acquired. We
must set realistic release dates and make them, otherwise all marketin g acuvity by the reseller
will be out of synch with product availability.

In-store Impact and Merchandising
Promotions: In-store Demand that Works for Retail and Customers

We must keep our promotions super simple and “‘knowable” by even the busiest customer and
retail sales rep. One of the best ways to accomplish this, is to build the promotional offer, right
into the box. We must decide major promotions 5-6 months prior to rollout leveraging input for
our top retail partners -there must be total agreement between channel and product groups on
design and execution.
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s Section promos
a) #, variety, 1ssues

In the majority of circumstances, the number and variety of promotions and the
disbursed nature of our product line (in many sections) made it difficult to ““find™ our
promotion or to quickly grasp the promotional offer in the very few seconds that the
typical customer may give to the offer in a busy retail shopping experience. In our
opinion this was also true for most competitors as well. We must find a wayv to test
our offers in “true to life” situations where customers and personnel are bombarded
with promotions and information -- possibly, testing in a few outlets, with comparison
against control outlets.

e Three best promotions
a) more software with software purchase

Since the enare reason that the customer is in the section is in fact to buy software. it

_ was believed by many that the most “knowable” and energizing additional value was
more “related” software -- as in one scenery product free with a purchase of Flight
Sim and Golf Sim, Ghost Writer free with the purchase of Creative Writer, etc.

It was also very clear that the top retailers want and in fact need to put together
unique offers for their customers to differentiate themselves and that this type of offer
could and would be customizable per retail chain, leading to additional stocking and
ume based focus on a particular product line. For instance: if Best Buy was given the
opportunity to offer Great Greeting free with every copy of Bob sold in the first sixty
days (with limited exclusivity®), they would in fact be very motivated to offer
additional exposure to this offer and to this product.

b) Money off software purchase
The other offer highly touted was “money off” but this would need testing.
c) Something “free” w/ software purchase

By “something free™ again what was being considered was something related to the
software experience - 2 CD Disk holder, another product, an online experience, etc.

2 e.g. Other top retailers might have different freebie offers, but we would need to provide something of
equivalent marketing value.
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Store Merchandising that Matters

We need to immediately test a series of alternative merchandising methods and should
immediately “open” a trial store space in partnership with a regional retailer where we can “‘test™
various merchandising efforts. We can and should immediately use informational merchandising
(like Intuit’s decision cards).

e  Microsoft Kiosks

Mixed reviews were heard and mixed experiences wimessed with the Microsoft Kiosks. For
the most part the kiosks were well positioned but were lightly used, oddly stocked and not
much exploraton was going on - it seemed more a “well let’s try this” than a real effort to find
the software needed. It was, however, clear that the shopping experience in most software
sections remains a frustrating one, and if we could tune the existing kiosk approach to have
lower maintenance and higher sales appeal then we could in fact really leverage our store
presence with a dedicated kiosk effort. Handelman movie kiosks were seen at Walmart that
allowed the shopper to push one “visual” button and see a short running clip - we need
something that fast, that cool, that appealing, that branches the customer from a “Need”
(entertainment? for ages X-Y) to a series of “fast clips” designed to showcase and sell sell sell.
Having the monitor “higher” would allow the demo to be seen by many people besides the
“operator” of the kiosk (e.g. the Nintendo demo center in the Best Buy Concept II stores).

¢ Outlet Owned Demo Stations
a) We need to have a clear strategy for our role in outlet owned demo stations for each
partner with their own demo station or kiosk plan.

* Merchandising Support (instore) Most Leveraged/Visible
a) Signage - if it’s really visible, then it works!
b) Tear sheets/info sheets seem cheap and popular
c) Compliance is tough and we should presume some non-compliance

Section Control/Presence

We must have a plan for section control for every major chain. Explicit goals re: # of facings and
stated adjacencies’ and competitive positioning and use of endcaps, dumps, etc. should be
targeted and communicated and monitored. We should consider a broad effort to persuading
retailers of a customer taxonomy for sections in a way we think is meaningful based on our
customer research, and then we should tag our products accordingly so they will always be
stocked in that fashion. We need to use the box itself as the planagram in addition to working
with the buyers on same, because a big part of the control is at the outlet and the buyers cannot
“reach” the store clerk who is doing initial stocking.

} “Adjacencies” is the concept of getting complimentary products located next to each other on the shelf,

Creauve Writer along with add-on packs.
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¢ Microsoft Sections - “Store within a Store”

Some worked, some didn’t. We should be very smart about these and consider doing them
only when certain store conditions are met i.e., preferred location torally visible from all
critical sections, inventory on top products also stocked in section. The right strate av will
yield us an increase in overall space devoted to our products.

* Presence in Marked Sections
a) In some store environments, our best strategy will be to have a Microsoft presence
within the retailers marked sections, eg. the Microsoft sub-section within the producuvity
apps section. This can be accomplished with signage and facings, and should be supported by
appropriate adjacencies.

e End caps

When we had endcaps (which we often did) it seemed at the EXPENSE of our in section
inventory - a poor tradeoff. We must negotiate highly incremental inventory when purchasing
endcap space so that we ensure we are always well represented in section.

e Dumps

We must plan to use a big “dump” 3x per year, plan our product and our promotions around
that “dump”. Tightly linked products work best as in Intuit’s dump with Tax, Deluxe Edition
and Standard Intuit. Comparable might be a SOHO dump of Works/Publisher/Money. Or
Bob, Bob Greeting Cards, Bob X, Y, Z. The big dumps were very impactful and the store
reps seemed very aware that the chain was taking a big position on these dumps.

Inventory Management

We need to be world-class at working with top retailers to determine fail-safe initial order
systems/agreements and have replenishment options that are appropnate for their own distribution
systems. This means understanding how many days it takes for each outlet to receive new stock
and factoring that information into the agreed upon plan for in section inventory, and working
these same issues with distribution partmers (primarily Ingram. Merisel, GT, and Handleman). We
also need to have a by-title breadth and depth plan for the top 80% of our product line and
monitor our distribution partnerships’ plans to determine if we are in fact reaching those goals at
our “priority 1” outlets. We are investing in an improved information system (MS Sales ++) that
will allow us to know weekly sell through from our key retail accounts.

We need to get new policies and systems in place to ensure we can balance inventory more
appropriately - calling back or taking back old editions and slow movers in exchange for new
editions and fast moving titles, as well as doing special pricing to move inventory when required.
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We want our inventory to be the deepest but we want deep stocking on the fast moving products.
(3 k&l T 4
and we should “over-focus” on the top retailers.

Logistics/Inventory Control issues that should be covered in our plans:
¢ Process for determining initial orders and timely booking of those orders.

» Distribution depth and breadth goals --- by product and account, because there will be
significant differences.

e Replenishment programs - This is critical but the needs are different at each major retailer; we
must have a plan for each.

e Old/new product - This was a big problem with mixed years on shelf of many titles; we need a
rapid return policy and system for annual products.

* Returns - We think there will be a need for us to come up with a new and permanent return
policy for consumer software.

¢ Measurement and information *“flow” - This must be a priority for top retailers and must
include core information required for us to plan products and promos
a) our information
b) competitive information

e Use of instore merchandising force - We will have an end-user field force who will focus a
large percentage of their ime on priority | outlets. We will supplement their efforts with a
force of outsourced reps who can support merchandising activities for the priority 1 outlets,
and provide support at all other retail outlets. The activity details and goals for our combined
merchandising force should be clearly spelled out as part of our overall EU/retail plans.

Product Issues

In addition to the priorities discussed above, there are some key product issues that should be
covered in our plans:

* Pricing - We must be competitive. Our new pricing research will help determine optimal price
points.

We were somewhat surprised to learn that retailers don’t actually allocate space proportional to revenue
production. Eg. At CompUSA the space allocated to software was several times their gross margin share for
software.
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* Packaging - Must be very legible, with age appropriateness designated clearly. clear markin gs
for: system requirements. The differences between full packaged product and upgrades must
be clear on the package. but the upgrades shouldn’t be put into ugly (eg. white box) packages.

* Lines - We should build (and sell) in tight lines ala “Living Books” and “Print Shop™.
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Channel Policies

Jeff Sanderson  Johan Liedgren
GM Director
Channel Strategy Channel Policies

Microsoft Corporation

Points of Leverage: US data

- FYTD9SREVENUE
, Mlcrosoﬁ Us I TO SCALE

7% 53% SELL-IN 25% © 5%

Distribution

Yoo 17% : 2% : % Dse iosw

Key Partners - Indirect
(lem Franchises)

15% 2% 23% 10%

Outbound R
I Unsegmented | - . O Camn, Corp Dirset) | Retail | DMR '
2% ©% 29% :
LORGS SMORGS End Users

. Shaded ares indicates peint of ieverage

MS-PCA 2614969

Microsoft

HIGHLY
CONFIDENTIAL



Points of Leverage

Point of Leverage Consumer/Retas DAD. POS BSD/Enterpnse
Key Parmner rebates to support stocking, redbates 1o reward seikthrough repates to reward
assortment and repienshment rebates to support atachment of sell-through. client-
returns poiicy tuned to stcking key Officed5 to WngS to-server Fauo
Products and key sales perwods increases: tungs o
(Holday); database marketing to support
reach the masses mfrastucture
gevelopment
General Dists febates to SUPPON SWCKING. rebates to reward seli-through to redbates to rewarg
assortment and replenshment, accounts other than Key sell-through: chent-
returns policy tuned to stocking key Partners: rebates to support to-server rato
products and key sales perods atachment of Ofhceds to Wings increases; funds ©
{Hokaay) support
nfrastucture
deveiopment
Consumer Distis rebates to SUpport stocking, rebates to reward seikthrough to NA
assortment and replensshment, accounts other than Key
returns policy tuned to stocking key Parners; rebates to supporn
Progucts and key saies perods atachment of Office95 to WinsS
{Holiday)
Aggregators NA rebates to reward sei-through o rebates to fewarg

accounts other than Key
Partners; rebates to support
attachment of Office95 to WingS

sell-through: chent-
to-server ratio
increases; tunds o
support
mtrastucture
development

9 Possible Changes for FY95

- and the trade-offs we have to make

1. Offer rebates to indirect dealers

>

>

2. Prepare to take retailers direct

> What price do we offer to them?
> What do expect the benefits for MS to be?

3. Rebates on MOLP and Select?

>

Are rebates really a good thing for the channel?

How much price advantage do we want to offer to larger
key dealers?

Can we raise MVLP price in the US to offer rebates? How
important is WW pricing?

Are direct and in-direct rebates enough to ieverage our
accounts?
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FY96 Changes

4. Tailor-made rebates for each account

> Arechances we make rebates un-fair, therefore create price
differences between channels?

5. Retall specific T&C’s

Do we want to create more GT-type consignment deals? Or
should we budget additional funds?

Why not let Ingram and Merisel play as well?
How do we measure success?

6. Provide incentives for reporting

> Why are we just not more hard core enforcing the current
contracts?

Y

A A 4

FY96 Changes

7. Reduce # of accounts receiving marketing
funds (80 -> 40)

> How do we decide what % of revenue or % of accounts we want
to offer funds to?

8. Distributor sell-through goals for small
dealers? PN

> Do we care who buys our products if the distributor meet MS
sales goal?
9. Tailor returns to business unit

> More simple to just average the returns?

> Will extended returus really make a dealer take on additional
cost for products they don’t think they need?
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To: February 1995 WWRDM Attendees
From: Jeff Sanderson

Date: January 31, 1995

RE: Channel Policy Pre-Reading

L. Framework: Points of Leverage and Goals

We want 10 optimize our policies around two things: “point of leverage™ and our different businesses.
“Points of leverage is a simple concept.” Resellers have greater leverage than diswibutors as they deal directiv with
the end customer. The largest ones are our key points of leverage. We can’t (and shouldn't) work directly with
every reseller, so we look to our distributors as the “point of leverage” to those resellers with whom we don’t have a
marketing relationship. Today we provide all our incentives to the distributor- they get rebate based on total
sellthrough and the Key Parmers who happen to purchase indirect get nothing even though they are the point of
leverage. We propose changing this in FY96 by rewarding the distis for their sales to accounts orher than Kev
Partners and by providing rebates directly to the indirect Key Parmer.

Today, the US has 80 or so resellers called “Senior Parmers™ to whom we provide marketing funds. They and our
direct resellers receive an average of about 3% of sales (split into accrued and opportunity funds); our distis get
around .6%. Some of these accounts are neither big, strategic, or growing--and in any event we can’t immediate
switch 10 providing indirect rebates 1o 70 accounts. Thus we propose extending the title “Key Parmer™ to our 5
current direct resellers and the group of 20-30 top indirects who will receive the rebate. We propose retaining the
Senior Parmer appellation for those accounts with whom we still want to plan. fund and execute some level of

marketing activity.

Reselier Segment Headcount Funds and Rebates Communication

Key Partner Dedicated account “Full” marketing funding; receive face-to-face; exec. summits; inside sales:
team rebates NDA briefings

Seniar Partner 1-many accounts; Opprunistc funds only partner summits; inside sales; resource kits
telesales

Masses none none “mass” vehicles like Channe! Update. on-line

At the same time, we need to ensure that we optimize our rebate programs around our businesses. We have two

“investment” businesses, consumer and BackOffice, and three “sustaining”

summary of key goals by point of leverage and business might be:

businesses, DAD, POS. and Developer. A

Point of Leverage Consumer/Retail

DAD. POS

BSD/Enterprise

Key Partner rebates to support stocking,
assortment and replenishment;
returns policy tuned to stocking key
products and key sales periods
(Holiday); database marketing to
reach the i

rebates t reward seli-through:
rebates to support attachment of
Office9d5 to Wings

rebates to reward seli-through:
client-to-server ratio increases:
funds to support infrastructure
deveiopment

General Distis rebates to support stocking,
assortment and repienishment:
returns policy tuned to stocking key
products and key sales periods

(Holiday)

rebates to reward sell-through to
accounts other than Key
Partners; rebates to support
attachment of Office85 to Win95

rebates to reward seli-through
client-to-server ratio increases:
funds to support infrastructure

development

Consumer Distis rebates to support stocking,
assortment and replenishment;

returns policy tuned to stocking key
products and key sales periods
{Holiday) /

rebates to reward sell-through to
accounts other than Key
Partners; rebates to support
attachment of Office95 to Wing5

NA

Aggregators NA \
(V2]
A X\O
7

rebates to reward sell-through to
accounts other than Key
Partners; rebates to support
attachment of Office95 to Win95

rebates t reward sell-through;
client-to-server ratic increases:
funds to support infrastructure
development

Finally, while we may have some consistent goals within each point of leverage, we want to move forward in
empowering each account manager to tune the rebate goals to specific account requirements.
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'

II. Policy changes proposed for FY96 ,

e S
g 0% w”ﬂ‘ab ,ﬁ‘ruj: '

Proposal: Pick key indirect resellers and provide them ¢ rebate. Take equivalent amount of 1o1a!
rebate dollars away from the disti.

1. Introducing rebates for key indirect dealers

MS US will spend S110 M in rebates FY95 - all of it with direct parmers. For FY96 we plan to re-allocate
some of the rebates to the indirect channel. i.e. take rebates from distis and spend them with in-drect
dealers. The benefit is clear; we get a very powerful incentive 1o offer more partners. As we are only
shifting around existing rebates, the underlying assumption is that we get better leverage on SS by
spending them closer to the customer where more resources are being spent on influencing end users
while not affecting street price or revenue 1o MS. We also assume that the lower rebates we spend with
distributors will not significantly impact the way they distribute our product line. We also believe that the
kind of rebates we can apply to resellers are vastly more effective and targetable (and mnable by account)
so that we can in fact increase sales growth at these accounts by applying rebates directly to them.

Current model FY95: Distributors receive 5.5% on all purchases

» buto eselle
Key Partner other indirect

MS revenue (FPP) $100.00 $100.00 $105.56
Disti Rebate 5.5% 5.5% NA
Disti Net Price $94.50 $94.50 NA
Disti Margin 3.6% 7.4% NA
Reseller price $98.03 $102.05 $105.56
reseller rebate (% of MS revenue) 0.0% 0.0% 9.00%
Net reseller price $98.03 $102.05 $86.06

Proposal for FY96: Lower distributor rebate to 3%; rebate Key Partners 4.5%

. L) 0 2. e &
Key Partner other indirect

MS revenue (FPP) $100.00 $100.00 $105.56
Disti Rebate 3.0% 3.0% NA
Disti Net Price $87.00 $97.00 NA
Disti Margin 3.6% 7.4% NA
Reselier price $100.62 $104.75 $105.56
reseller rebate (% of MS revenue) 4.5% 0.0% 9.00%
Net reseller price $96.12 $104.75 $96.06

Given the current ratio of Key Partner indirects to other indirects, this proposal is revenue neutral to
Microsoft. An alternate proposal would be revenue neutral under all cases: provide today s 5.5% rebate for
sales to other indirects and 1% for sales to Key Partners (the other 4.5% going directly to the key parmer).
We are evaluating this option as well, though it creates some unnatural operating for the disti (like pricing
MS products higher to larger volume customer than small ones! plus operating issues).

The underlying assumption here is the mark-up percentages applied by distributors for different size
dealers. In the proposed FY96 model an in-direct will - including rebate - have the same net price from a
distributor as a direct does. This will solve the un-level playing field we have today between direct dealers
and key in-direct dealers. The risk is of course that the incentive for smaller non-participating dealers to
sell MS decreases as their price will get even worse compared to that of rebated dealer.
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2. Directreseliers - do we need them?
Proposal: Prepare to deal direct with largest retailers--test with biggesueasiest in FY96.

One of the major arguments for keeping accounts direct has been rebates - with in-direct rebates we will
maintain that leverage regardless purchasing status. There are very few arguments for maintaining the
direct logistical relationship we have today in the outbound segment - the reason some of our big gest
accounts tolerate MS lack of distribution qualities is because we offer a better price than can be offered by
our distributors. As shown in the examples above the cost of products FY96 will be the same regardless if
you buy direct from MS or through a distributor. At the same time we are going through a full analysis of
the value add chain to evaluate the cost benefits of taking on a few large retailers with few ship to points
direct. For these retailers - perhaps more so than for the outbound dealers we have direct today - time to
market is critical, something that could be improved with less layers of distribution. along with the greater
mutual involvement in success that a direct relationship fosters.

Selling Select licenses direct to our 25 LAR’s (down from 70+ in FY94) has proven successful and
efficient - we are not planning to change this for FY96.

3. Rebates on MOLP and Select
Proposal: Return rebates t0 Select. Make change revenue neutral at expected average rebate.!

There are no rebates being offered on Select and MOLP for resellers - sales of both count towards an
accounts sales out goal but no rebates are being paid on those purchases. MOLP is only sold through
distribution and paying rebate twice on the same product would affect revenue. Our direct resellers buy
MOLP indirect and complain about the service on this, so we are reevaluating.

The reason for getting rid of rebates on Select MVLPs was to ensure consistent WW pricing - rebates
were mostly flushed down to street price and US LARs were able to offer 9% (same as rebate) better price
in Europe for European accounts that signed up in the US instead. If we believe in rebates as a way of
ensuring account performance and a way accounts like to protect some margin, then restoring rebates
makes sense. In addition, most of our LARs are now reaching the point where over 50% of their revenue
come from Select, so our current use of rebates as a control point is weakening.

4. Flexible rebates to allow for account specific goals

Proposal: for FY96. we want 1o give account manager more autonomy in setting rebate goals for their
accounts.

This will become increasingly important as we move away from the homogenous group (all rebated
accounts from outbound segment except Egghead) that are offered rebates, to the much wider and more
heterogeneous group who will get indirect rebates next semester. It is likely that the rebate structure for
dealers (direct dealers in parenthesis) will be:

- 1.5% (2%) compliance (payment. reporting and street dates)

-2 % (2%) account specific goals (push for specific product, SE support etc.)
- 1% (3%) total sales out target

- (2% product specific sales goals)

Based on the results we have with this semesters rebate on Office sales, we will provide account specific
rebates for Win95. They will designed to incent high attach rate for Win95, i.e. how many additional MS
products (particularly Office95) are being sold with every copy of Win95. This would be done either by
calculating a base ratio of units of Win95-related products to Win95 units and reward overachievement of

1 Thus. the proposal is to raise base price by 6%. add back the 9% rebate and set the rebate goals to

average (cluster) at 6%, with 7-9% achievement representing great achievement.
?’7 4o I
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that ratio, or set a base ratio for dollars of Win93-related products to Win95 units and set a rebate
schedule based on beating that.

5. Consumer/Retail specific incentives

We have tried two things that did not work: Mass Merchandiser Distributor Incentive (MMDI) funds last
year gave distis 5% on all sales to a List of 25 targeted retail accounts to cover for the extra services they
demanded. Most of the 5% went to street price and no extra services were offered. We then moved to
earmarked opportunity funds - that did take care of the short term services like rack jobbing. but we have
yet to see distributors commit 10 the infrastructure investments necessary to help retailers with reporting.
inventory management, buying and replenishment.

We are experimenting with first tier accounts that go through distis to handle this through changing
terms. For example, with GT this Fall who loaded up on software in order to fill our Home Towers at
Wal-Mart, we provided extended terms that more closely matched projected sell-through on those titles.
Starting shortly, we will be providing them extended terms so that in essence they will pay us monthiv
(weekly would be ideal) based on sell-through at Wal-Mart. This tming differential amounts to about 3%
savings for GT, which will fund those additional services required of an account like Wal-Mart. GT's
ideal program would be to pay us for COGs when we ship them product and the rest when the product
sells through.

We introduced a distributor program for second/third ter accounts this Jan-Jun. This program gives 35
to distributors who are willing to perform the above account-management services for a list of targeted
non-Parmer accounts. A minimum cf 2% (of the 3%) must be used for MS-only demand generation
activities with the dealers such as advertising and mailings. This is likely to continue next semester.

6. The importance of EDI

Proposal: Keep the number of account we require EDI reporting from to the minimum set representing u
large segment of revenues (say 60%), but use MS Junding to assist on getting those accounts up and
running instead of penalties withholding our marketing funds.

Getting accurate sales. inventory and market share reporting from a in-direct account is painful althou gh
most are technically EDI capable. The threat of losing marketing funds just isn’t great enough and if
enforced hurts our ability to drive business forward with the account. For the bigger accounts the
introduction of in-direct rebates will take care of reporting. For the 30 or so other accounts who have an
account manager (and therefore need to track market share and sales out) we propose budget incentive $$
to help fund consulting, EDI SW cost, server cost or recoding at customer sites. These dollars will be used
On a case by case basis and should help make M$ reporting a priority with internal IS departments. From
requests this semester, we know it takes on an average $10,000 to help an account to start reporting.

7. More focused marketing fund program oo 'M; cests '
Crthoicn 04" 7

Proposal: Reduce # of accounts receiving marketing funds to increase effecttVeness with largest. most

strategic accounts. 77,4./14-—1 A et [5F ,Z-ul L’

o 7

Whet wadd ms B
For FY96, we will focus the group of parters we spend marketing fuids with. Despite our size we are 0/ 40 -+
getting outspent by smaller competitors in many of our most importint accounts. Next year, we suggest a ,L w T
Senior partner must have revenues of at least $1 million per semester (up from today's $650K). This ,f5t s

criterion will capture those indirect resellers that account for approximately 45% of Microsoft's reseller
revenue, a total of approx. 44 resellers (down from today’s 81). When the 6 direct resellers become
indirect (we believe that the indirect rebate will have this effect), then the resulting 50 key resellers will
account for over 80% of Microsoft's reseller revenue. Open issue is still weather or not the group that
receives in-direct rebates from Microsoft should be the same as will receive marketing funds.

C E’“’YM 4,;_‘ 7

channel.doc Microsoft Confidential © Paged

HIGHLY R 5
CONFIDENTIAL MS-PCA 261497



We are also looking ar ways to better tie funding to sales results. Example: Sony works with each account
to develop a forecast and to define the marketing activities/MDF that will produce the forecast. Then
Sony calculates agreed upon marketing funds as a percent of forecasted sales -- and delivers the funds as a
percent of each purchase. This keeps resellers focused on results and hoids them accountable for their

forecasts.
8. Using new breadth to push incremental volume through - new distributor rebate goal

Proposal: breadth is good. best method to push is to set total sellthrough goals for disti sales 1o “non-Kev
Partner” accounts.

Today MS is successful in selling to a few large resellers but our competitors are beating us at selling to a
large number of small and medium sized companies. These are smaller VARs often working with a die
hard installed base of Lotus. Novell, WP and Wordstar customer. We do this by forcing the distributors to
focus on the accounts who are not currendy buying Microsoft products. It is particularly important for
Microsoft to get into these smaller accounts because the distributors are targeting them more and more
due to the higher profit margins that result in selling to lower volume accounts. Microsoft has to ensure
that we are part of that new business by tying the distributor's rebates to those new accounts.

Incremental revenue can also be obtained through the "Foot in the Door Theory”. Through the Breadth
Rebate Program, the distributors are incented to expand their breadth of distribution for key, easy-to-sell
products. Resellers that begin to carry the key, easy-to-sell products are likely to subsequently pick up
other Microsoft products as well. As a result, we sell more Microsoft products to a greater number of
accounts.

Proof is in the numbers; during S1IFY95, our distributors showed an increase in breadth of approximately
60% for Office, an increase in breadth of approximately 310% for the Win NT workstation. and an
increase in breadth of approximately 45% for Win Works over S2FY 94

For FY96 we will try extend the leverage of the breadth we have achieved by separate saies out goals for
dealers we ourselves are not offering rebates to directly. Distributors will get a rebates assigned for
meeting sales targets set for all those accounts outside our key parmer program.

9. Returns

Our current policy allows for 1% un-resaleable (opened boxes) returns which we automatically credited to
each account. This category of returns is higher for consumer titles than for non-consumer (Word. Office)
ttles. We thus plan to raise the allowable un-resaleable returns for consumer software tities from 1% to
2%. And we believe that direct outbound resellers and franchisers (with growing MOLP/Select sales) no
longer need the full 1% unresaleable returns.

No changes are planned for stock-balancing returns at this time. although several are under consideration.
These include tiering consumer products into A (important) and B products and providing incentives to
carry version 1.0 of new Tier A titles (so we share the risk of not being able to forecast well the first 6
months’ sales) as well as incentives to make sure retailers are fully stocked at Holiday time.

Appendix 1. Competitive data

Marketing Funds: Our competitors are out-spending us in some areas.

* Resellers: Novell and WP are not planning to merge policies or product management so we don’t
antcipate any surprises from that alliance. Lotus and Novell/WP (and most other vendors) are
spending more as a percent of sales (and sometimes more absolute dollars) with top accounts. For
example: Novell regularly offers 5% to all top accounts; and Lotus offers more than $% and up to 7-
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12% (“*virwally unlimited, more than we can spend”) o targeted top accounts such as CSI. 800 SW,
Multiple Zones. CUSA. MicroCenter, BestBuy. etc. And they tailor their investment to each account -
- not just to each segment. Lotus are well aware of the legal risks involved having no guidelines for
who and what they spend marketing dollars on and have explicitly positioned that flexibility as a
benefit working with Lotus. Consumer-oriented competitors (EA. Broderbund. SoftKey) also spend
more (5% - 12%) with top accounts on short term promotions. Lotus and Novell/WP aiso focus
funds on a narrower product line, often a specific product. Lotus programs have fewer constraints and
are “easier” in that they include very litle monitoring/accountability. Usually this means their
programs are less well-managed and more of their dollars go to someone else’s bottom line -
regardless it causes problems for us.

Distihutors: Lotus and Novell/WP spend more as a percent of sales -- and more absolute dollars with
distributors. Both fund more than one dedicated headcount and both offer significant “infrastructure™
funding for internal/external training -- as well as significant marketing funds (5% - 10%) for
evangelizing specific products and programs. Lotus offers distributors pass-through marketing funds
for smaller dealers (2% of sales to those accounts) that hasn’t really worked as guidelines for
spending was never enforced. Lotus do many price related offers that are only offered through
distribution (last example: buy two Smartsuite and get one free) - excluding direct dealers - where
direct dealers would source all campaign products through a distributor.

Rebates: Our competitors’ rebate structures offer iower rebates.

* Lows’ rebates vary from 2-5% (sometimes more) depending on the account, and they vary
significantly by account. not just by segment. The rebates are often focused on a specific product or
category. WordPerfect's rebates are conservative: 1- 1.5%. Other vendors’ rebates (EA.
Broderbund, SoftKey) are situational, usually focused on short term objectives. For our top 10
accounts (CSI, ASAP, SW Spectrum etc.) Lotus rebate structure is the same as ours and they have
followed us closely when we have changed in the past.

Directs: Our competitors are tightening their focus on top accounts

¢ Louws, and WP have reduced their number of direct accounts and are focusing more and getting more
revenue out of this smaller set of directs. Lotus, for example, spends significant marketing funds on
only ~ 20 accounts, including distributors. Consumer-oriented competitors (EA. Broderbund, Disney,
Nintendo, Sega) have direct relationships with and offer preferential pricing to a their top accounts -
which are different from Lotus’ top accounts in that they are all retailers such as CUSA. Wal-Mart.
Best Buy, etc.

Returns: Microsoft low both in returns allowance and actuals
* WP offers 5% stock-balancing returns; Lotus offers 10%; Novell offers up 10 15%. Consumer-
oriented competitors offer from 0% (Nintendo) to 20% (Broderbund, Sega) up to 100% (EA.,

SoftKey.) Actual retumns, usually including version returns, average from under 2% (Claris, Sega,
Nintendo) to 10-15% for consumer vendors.
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Appendix 2. Points of Leverage--Microsoft US

| ) FYTD85 REVENUE
I Microsoft I TO SCALE
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Microsoft Consumer Division

Marketing Priorities & Intl Product Strategy

Patty Stonesifer
Senior Vice President
-and-
Ruthann Lorentzen
Director of Marketing

Marketing Priorities
Lessons learned this year ...

¢ #1: Do focused marketing:
> Fully support products that are ‘“key assets™

» Then carve out appropriate budget and bandwidth for new titles
that will build our strength over time in home computing

¢ #2: Understand market dynamics:
» Home PC growth and our penetration rate
» Channelpresence
> Competitor and category growth

¢ #3: Continue to aggressively use PR as a highly
leveraged way to build awareness quickly on:
> Your lead products ... (the “key assets”)
> Your whole portfolio of Microsoft Home products
> Microsoft’s role in home computing

Micresofi
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Marketing Priorities
Lessons learned this year ...

¢ #4: Invest in getting channel fundamentals right:
> Distribution breadth growth and maintenance
> Predictable outlet coverage
> Permanent merchandising
~ In-store demos
~ Inventory management

> Getting our channel fundamentals right is just as critical
as effective demand generation is to the success of our
global consumer business!

Note: FY9 Consumer Marketing Plan will go into more detail on all
aspects of our worldwide marketing strategy

International Product Strategy
Investment Recap

¢ Total investment

> Increase localization investment in
international English, German, Japanese,
Spanish, French, and Italian in key categories

> $54M+ over 3 years incl $33M for Encarta

¢ US opportunity costs

> US installed base is 4X as big as Germany,
10X Japan/UK/Spanish, and 20X
France/Italy/Korea

> Localization costs can be as high as 20-50% of
initial development cost

Microsoft
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International Product Strategy
Product Plan Recap

¢ Encarta localizations

> Acquire or develop content ourselves

» Joint ventures limited to Korea

No additional localizations at this time
¢ No new Mac localizations at this time

¢ Foreign publisher partnerships and
Bookshelf

» Investigating select partnerships in key
markets

» Link Bookshelf to long-term content access

¢ International BOB distribution

*

Intl Consumer Product Planning
Execution

¢ Mission: Provide research feedback and product
portfolio recommendations back to Redmond

¢ Located in markets, report to Franksc in Redmond
» Elizd in EHQ (team of 4), TBH in Far East (1 or 2)

¢ Primary responsibilities
> Market research
» Consumer research
» Product-specific research
> Competitive analysis

» Develop overall consumer product strategy
recommendations for each market

Micresoft

MS-PCA 2614982

HIGHLY
CONFIDENTIAL



International Product Strategy

Our Ongoing Commitment
Market
ﬁ Segmentation N
Partnerships Planning
- In-country
l Product Planning I

K Global Product ; 5
Design

Micresoft
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To: February 1995 WWRDM Attendees

From: Shane Kim, Craig Bartholomew
Date: January 13, 1995
RE: Consumer Division International Product Strategy

Executive Summary

The Consumer Division recently completed a lengthy process to re-evaluate our entire international
product strategy. This analysis resulted in a new product portfolio strategy and a new product planning
strategy, both of which were approved by CDBum and the BOOP.

We have many and significant competitive advantages internationally vis-a-vis today's competitors. We
have the financial resources, a leveraged localization model, and marketing infrastructure to be successful
internationally. There are also huge barriers to entry into international markets, barriers that we 're able
t overcome because of our competitive advantages. We should take advantage of this opportunity. the
confluence of our strategic assets and limited/fragmented competition. to ensure that we will be the
leading consumer software company in the biggest international markets.

The Division’s international objectives are:

»  Establish first mover advantage and long-term consumer software leadership in major
international markets

* Increase our ability to design and develop global products that will be successful in major
international markets

« Balance profitability and aggressive expansion with focus and manageability

What we are proposing for both localization and product planning is ambitious in terms of financial
resources and human capital required. and we will probably be early in several markets. However, we'll
make our product and marketing mistakes earlier than our competitors, and we will be well on our way to
establishing long-term leadership in the largest international consumer software markets. There should
be lintie question about our product commitment to these markets, and we must ensure that we make a
similar consumer marketing investment in these subsidiaries.

Please distribute this memo internally as appropriate. Contact Shanek or Tomr with questions, comments,
or suggestions. More detailed quantitative analysis is available upon request.

International Product Portfolio Strategy

In considering an expansion of our international product portfolio strategy, we closely analyzed 2 critical
issues:

*  US opportunity costs. The US Windows-capable home PC installed base is approximately
4-5 times as big as Germany, roughly 10 times the installed bases of Japan, UK. and Spanish
language markets, and nearly 20 times as big as France, Italy, and Korea. Would our scarce
resources be better spent on developing more products for the US market instead of
localization?

*  Localization costs. Unlike Microsoft's traditional productivity products. the localization
cost for many consumer products, especially CD-ROM titles, can be as high as 20-50% of
the initial development cost. This can have a significant impact on the economic
profitability of our localizations.

consumr.doc Microsoft Confidential ' Page 1
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In the end, we decided that we could and should make profitable and strategic localization investments in
several languages: international English, German, Japanese, Spanish. French. Italian. and Korean. Our
localization strategy will bring a broad portfolio of products into these languages by late FY93 and early

FY96.

Market Segmentation

Home PC penetration is probably the most important data we track. We use IDC as our primary source of
data because it most closely approximates the estimates provided by the OEM group for Microsoft's fiscal
year business planning: ' ? ‘

United States| 14,263 18,982 24,137 29,489 34,941 40.389
Germany 2,616 3,660 4,853 6.237 7.844 9.734
Japan 1,067 1.621 2.288 3.098 3,864 4,672
United Kingdom 1,050 1.595 2221 2.893 3.590 4.291
Spanish Markets 1.049 1.481 1.996 2,548 3,118
France 616 805 1.055 1.360 1,716 2.105
Italy 437 658 914 1.201 1522 1.874
Korea 251 515 798 1.117
Brazil 238 387 585 831 1.102
Switzerland 347 471 619 776 948 1,140
Netherlands 251 349 463 587 718 850
Taiwan 205 304 420 567
Australia 185 300 413 528 644
PRC 136 210 304 432
Denmark 159 230 318 417 520 628
Belgium 142 207 279 356 433 508
Sweden 145 193 247 308 376 443
Austria 128 177 229 285 344 405

Based on this home PC penetration data. we decided to draw the line after Korea at this time. We believe
that we can make an expanded investment in the markets above the line that can be responsibly managed
by our Division's localization resources.

' “Spanish Markets” includes Spain, Mexico, Argentina, Colombia, Venezuela, and Chile.
? See Appendix A for Windows-capable home PC shipments.
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Product Portfolios By Language

The following is a table detailing localized product portfolios by language. Products that are currently
localized are italicized and shaded. PRS will contain the latest RTM informaton for these localized

versions:

Home & Smali
_ Business_ Mgmt

Reference &
Exploration

Entertainment

Int! Engiish
(Z versions only)

Encarta
Atlas

Dogs

Home Health

Explorapedia
Socrates
GOE

Soccer
Comp Soccer

Travel

German
| JiLient
Bob Encarta Explorapedia Holiywood

Atlas Socrates Soccer
Bookshelf Magic School Bus | Comp Soccer
Home Health Rabbit Ears Part localizations
Wine Guide GOE
Travel
Dogs
Oceans
Monsters

Japanese i

Bob Encarta Socrates Baseball

Atlas Explorapedia Hollywood
Home Health Magic School Bus | Comp Basebali
Dinosaurs Rabbit Ears Soccer
Dang Creatures GOE Comp Soccer
Music Instruments Part localizations
Ancient Lands
Dogs
Oceans
Monsters

consumr.doc Microsoft Confidential Page 3
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French Fitgkt&fmalatar i
pace Simulator -
Golf .
Bob Encarta Socrates Soccer
Atlas Magic School Bus | Comp Soccer
Travel GOE Part localizations
Dogs
Oceans
Monsters
Spanish Part localizations
Bob Encarta Socrates Soccer
Scenes - partial Atlas Explorapedia Complete Soccer
Home Health Rabbit Ears Part localizations
Dinosaurs GOE
Dang Creatures
Ancient Lands
Dogs
Oceans
Monsters
Italian IOE ‘Parriocalizmions
Bob Encarta Socrates Soccer
Scenes - partial Atlas Magic School Bus | Complete Soccer
Dinosaurs GOE Part localizations
Dang Creatures
Ancient Lands
Dogs
Oceans
Monsters
Korean Bob Encarta (with local | Creative Writer Part localizations
publisher) Fine Artist
Brazil Portuguese Creative Writer Part localizations
Dutch Fine Artist
Swedish

This embedded spreadsheet displays all of the Division's planned localizations by product/business unit:

consloc.xis

consumr.doc Microsoft Confidential ~ Page4

CON‘%%%LNYFML MS-PCA 2614987



16I6T/1 1 parepda gsuy {BBU2pYLO] YososA |y

§ MS-PCA 2614988

3] [ L &Y 13 t 13 (1]
] viyeprfoljorjoryoiforfor tlosfijorf oot s s s el T[Tl s o st rirlslrl eI el iTelaielaita o] s oifsnfci]iv

4 u:..h

Page 4o

‘2!
=~
[~}
f~I
I~
~i

QY

|

!
'

qery|

1 Faungy priy

l
|
!
!
I
|

1] SR ] USIpEUT)) U4 ||

andniiog ueipzesy)
1 ] |
1 ] D) ssasedeq]” won

-
-

l
o:ih -

!

|

=iz
]
|

MEEREER
i
i
i
]

~)=f=
~jim
.

wealoin;] woisey)

wnduny)
T35

1 Ysied
ueissny|
s
] ] st )
B ] ustfanion)

1 ] wsipamg]

f~lei=

|

{

L ILIA TN

i
!
|
|
!
!
|
)
|

!
{
I
t
|
<
I

i
|
|
!
|

T

'
T

dential

g

fniwle
a=

I
|
|
T

-t
Yot

|

~ o]

[=t=
-

X
wenuanyfueadoiny

Ysi{fug unmEnsny,
Z)valog L] ispduy

9

~fmim i

~lm e

—=i=! ]

!
—mim i
‘i"-“ ~ff:
[ PR ) Py ey
S P Dy
T N P R
g LT PN P

=i=i=i=
-] .

~l~
i
-t
-

-

|
l
|

!

mﬂ -
semeg weds|
el -
;I0L X7 5
FOXTTATT] [CNFNY

:mu:og! -
0T D)
sadrag)
Kaudse)
mqareg
poomAfop)
0'p srTTIEING WA e
m»q

cesngi—

0T 530G} — | = [

07 PeY]
smesong)
s
NNOYOINY] =
Jimooy|
§°¢ Ao
0'f A0 = | =
0T dany| -
AQD - 0'¢ $X1qng] =
§6 SAOMT A = ||| =

TS TDOH = |
0'C PO 4|

BRIV XN O]
SPET] 1E:ot -
0'f 2 3qsnang] -
QD - 0T +qRIQRg| -
07T 3XMqng| = ‘
0"+ SO SN o | = | | = f e e e
O°E S0 3Ty
O°C oM Jd| =
0'T WO Dd]

stlouejjedvy
uojsjA|( S3mnsuo))

axpog Majdmor) =i
QD - saomasg

AN MNEA) B ) =
AAQD - WY g -
0° weTEs My
amta) snasadreg|

Mg AT ST -
' sorermamg iy

Apog TTIRH - gSix|
3pN P - 77 Roqey

IWANQD - 4mUsg 3anTay) —

prodory - sez U
dmqunp oreTmoly - 300 _;

armeN jo ppop - Trpadtioidxg| -
24034 Jo POy « ErpadtioKyg|

-

HOHIZIRIO"| H01S1A)( | S2NS10])

Microsoft Confi

consumr.doc



Encarta Localizations

Our current plan is to localize Encarta ourselves into international English. German. Japanese. Spanish.
French. and Italian. Although the cost to localize Encarta is steep (more than $40 million over 3 vears for
these languages), it's absolutely critcal to conwol development, branding, marketing. and distribution of
this cormerstone title, which is why we probably will not parmer with local publishers. We are confident
that we can develop and market iocalized versions of Encana in these markets profitably.

Korea is the only other market we will localize Encarta for at this time. However, because we cannot
create a Korean Encarta profitably ourselves, we will parmer with a local publisher to deliver a localized
version. This may prove to be 2 model that we can apply to other smaller markets at a future date.

Partial Localizations

Another key part of the Division's international product portfolio strategy is to reduce the number of full
localizations we do for games and increase the number of languages we partally localize (docs and
packaging) our games into. In many ways, games are strategic to our market development efforts. We
have seen in the UK and Germany, for example, that games can get us into new consumer channels
through which we can then distribute other Microsoft Home products. An ancillary result is that we also
learn a great deal about working with these channel parmers and about retail merchandising.

We believe that partial localization is already an accepted industry practice, especially since many games
contain little text in the software itself. We will partially localize games, including our existing games
(Flight Simulator, Space Simulator, Golf, etc), into German, Japanese, Spanish, French, Italian. Korean.
Brazilian Portuguese, Dutch, Swedish, and Hebrew. We will not. however, partially localize games that
require country-specific content, e.g. Soccer and Baseball,

Additional Localizations

A key objective of our international product portfolio strategy is to deliver a broad portfolio or a critical
mass of products to major international markets so we can establish ourselves as the market leader as they
develop. We have explicitly rejected a strategy which would diffuse our efforts by using resources to
deliver a smaller number of products to more markets. In order to focus our resources and efforts on our
bigger international opportunities, we cannot consider additional product localizations at this time.

However, the Division is committed to re-evaluating our international product portfolio strategy every 6
months. We will consider adding new markets for consumer localizations at those times.

International Versions of Bookshelf

The BOOP has asked us to consider delivering additional localized versions of Bookshelf, in part to
support and leverage Microsoft's Office business. The Division will be analyzing this opportunity with
Desktop Applications and will submit a proposal in early 1995. If we agree to deliver more localized
versions of Bookshelf. we will most likely source country-specific content from a local publisher, a la our
relationship with Langenscheidt on the German version of Bookshelf. However, we should try to link a
Bookshelf collaboration to access to the publisher’s content for other CD-ROM titles (see F. oreign
Publisher Partnerships section below).
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Localized Macintosh Versions

We have decided not to create additional localized Macintosh versions of our products at this ime so we
can focus on delivering the many Windows versions we have committed to. Windows is clearly the
predominant home PC platform worldwide. and Microsoft delivering more Windows consumer products
will certainly help to solidify that posidon. However, we will closely monitor home Mac installed bases
internationally, especially in France and Japan. so we can adjust this strategy if necessary.

Foreign Publisher Partnerships

As part of the Division’s international strategy, we have committed to using the rest of FY95 to
investigate parmerships with a select group of publishers in key international markets: Gemany, France,
Italy, and Japan. The reasons why this is an integral part of our strategy are:

» Defensive competitive considerations. Most, if not all. of these publishers are in or are
planning to get into the CD-ROM title development business now. They will eventually
learn how to produce good quality titles themselves or will parmer with someone else 10 do
S0, and they will be a formidable competitor against localized versions of our CD-ROM
ttles. We could be faced with a slew of powerful competitors in major international markets
if we do not move to parmer with these publishers ourseives.

« Efficient access to great local content. Parmering with these publishers will give us
efficient access to the content required to develop CD-ROM titles with the greatest local
potential, eliminating the need to work with multiple smaller parmers with potentially
tnferior content.

* Marketing leverage. We can turn many of the marketing assets these publishers enjoy to
our advantage. Partnering with them would enable us to leverage their brand €quity to more
efficiently develop equity for Microsoft Home. We can also learn how to market content-
oriented products to customers in these countries as well how to work with non-traditional
software retail channels.

The Division’s Intellectual Property group will initiate discussions with selected publishers in early 1995.
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International Product Planning Strategy

The Consumer Division has historically done a good job on localization. especially on products in
revision. However, it’s clear that our newer consumer products will require an international product
planning effort and commitment unlike most of Microsoft’s other products. especially given our
aggressive localization plans.

Unfortunately, we do not have an infrastructure or processes in place to systematically and efficiently
gather up-front global research and feedback on customer expectations and requirements for content.
characters, user interface, or design treatment of our products. To address this growing and important
need. the Division will be taking several significant steps to achieve our objective of increasing our ability
to design and develop global products that will be successful in major international markets.

Director of Localization

Tomr was recently named Director of Localization for the Division. We realized we needed to create a
team to focus on in-the-field product planning and customer research in the major international markets
and to drive process improvements across the Division to ensure our successful development as a globai
products developer and publisher. Tomr will head this team and provide the full-time leadership that the
challenge deserves. The Ireland localization team will continue to report to him.

International Product Planners

We need to dramatically improve our ability to conduct international product planning research and
provide input to the Division’s product groups early in the product design and development process. To
address ths critical need, we will initially hire 3 international product planners in Europe in early 1995
who will live in-country and coordinate research and other product planning efforts (other markets will be
addressed later). The ultimate goal is that these international product planners will be regarded by
Redmond product planners as natural extensions of the worldwide product groups. In addition, these
product planners will play a primary role in defining optimal product portfolios for different international
markets in the future through their research and analysis efforts.

Although these product planners may physically sit in a subsidiary office, they will report to Franksc,
Division General Manager - exact logistical details are still TBD. We believe that this solution will meet
our need for more concrete international product planning input without forcing us to further burden busy
consumer marketing managers in the subsidiaries. Subsidiary input will of course continue to be
welcome. However, this will no longer be the Division’s sole source of international feedback.

International Intellectual Property

Itis possible that the Division will begin to augment some of our products with local content in the future.
In fact, this is the current plan with products and titles such as Soccer and Complete Soccer. In addition,
our potential work with foreign publishers will require experienced intellectual property resources for
content acquisition and contract negotiation. We therefore are also plannning to hire 1 international
intellectual property managers in Europe in FY95. Again, this manager may physically sit in a subsidiary
office, but they will report to Petemo, Division Director of Intellectual Property.
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Appendix A

United-gtates
|
Germany 1,083 | ~ 1.237 1.453 1.739 2.054 | 2.416
Japan 642 789 925 | 1.036 | 1.144
United Kingdom 501 628 751 851 941 1.016
Spanish Markets 482 581 646 689
France 185 244 321 401 477 543
ltaly 200 265 320 372 428 433
Korea 284 322 359
Spain 168 207 233 258 283 308
Brazil 155 198 247 292
Switzerland 117 149 183 208 233 265
Taiwan 116 140 168
Netherlands 90 122 146 166 184 199
PRC 85 110 144
Australia 100 125 130 136 143
Denmark 58 81 104 122 136 150
Belgium 56 79 93 103 110 116
Sweden 50 58 69 81 92 100
Ausiria 47 59 66 75 85 92
United States| 14,263 18,982 24,137 29,489 34,941 40,389
Germany 18% 19% 20% 21% 22% 24%
Japan 7% 9% 9% 11% 11% 12%
United Kingdom 7% 8% 9% 10% 10% 11%
Spanish Markets 7% 8% 8% 9% 9%
France 4% 4% 4% 5% 5% 5%
ltaly 3% 3% 4% 4% 4% 5%
Korea 2% 3% 3% 4%
Spain 3% 3% 3% 3% 3% 3%
Brazil 2% 2% 2% 3% 3%
Switzerland 2% 2% 3% 3% 3% 3%
Netherlands 2% 2% 2% 2% 2% 2%
Taiwan 1% 2% 2% 2%
Australia 1% 2% 2% 2% 2%
PRC 1% 1% 1% 1%
Denmark 1% 1% 1% 1% 1% 2%
Belgium 1% 1% 1% 1% 1% 1%
Sweden 1% 1% 1% 1% 1% 1%
Austria 1% 1% 1% 1% 1% 1%
consumr.doc Microsoft Confidential "~ Page8

HIGHLY MS-PC
' conlS! A 2614992



MS-PCA 2614993

HIGHLY
CONFIDENTIAL

¥IOM}aN ) oSoIo|N



The Microsoft Network

Bill Miller
Director
_ MOS
Microsoft Corporation

The Microsoft Network
FY96 Goals

¢ 15% of Win95 customers trial MSN
> 60% become MSN subscribers

¢ Attain critical mass in Information
Providers

¢ $168M FY96 Revenue

¢ Establish operational and support
infrastructure

Micresoft vispca 2614994
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The Field & MSN

¢ Selling MSN Forums
¢ Recruiting IPs
¢ End user marketing

FY96 Staffing

End user marketing - 14 in field
SE support - 12 in field
Organization services - existing
MOS field support

* ¢ ¢ 0

> Business development
> Organization services marketing

Microsoft: \s.pca 2614995
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MSN and the Internet

¢ “One-button” start-up and use for
MSN/Windows 95 customers

¢ MSN to be a TCP/IP local access provider
> WWW, FTP, Gopher, news, email
> UUNET strategic relationship
> Licensed Mosaic from NCSA/SpyGlass
¢ Consistent access to information
> Links between MSN and Internet content
> Shortcuts to the Internet

Microsoft and TCI

¢ TClis a 20% owner in Microsoft Online
Services Partnership

¢ Microsoft and TCI will work together to
provide cable access to MSN
> MS will work aggressively with other cable

and Network operators to provide
maximum access to MSN

> No direct impact on MSN personnel, IP
relationships, or strategies
¢ Other carriage and equity relationships
not required at this time

Micresoft: ms-pca 2614996

HIGHLY
CONFIDENTIAL



To: February 1995 WWRDM Attendees

From: Bill Miller
Date: February 2. 1993
RE: The Microsoft Network WWRDM Backgrounder

1. Introduction and Executive Summarv

This docurment covers the marketing strategy and plan for The Microsoft Network. In partcular. it will
describe the opportunity and impact on our field organizations for FY96 including preliminary staffing
and revenue budgeting recommendations.  Specific strategies for End user, SMORG, LORG and markets
utilizing the sales force. product marketing, Solution Providers and the channel will be discussed.

The online market is growing rapidly and is projected to be a two billion dollar market’ within five vears.
This opportunity has aturacted new entrants including ATT Interchange and Europe Online (based upon a
technology agreement with ATT). Microsoft will enter this business during Q1/FY96. MSN will compete
directly in the online services business against plavers such as CompuServe. Prodigy. America Online and
the new entrants. There are also new services planned specifically for large and small organizations that
we will compete with including AT&T Network Notes and IntenetMCl. Within the next three vears. the
revenue impact will become significant for Microsoft. However. during FY96, customer acquisition and
developing Independent Content Provider® (ICP) relationships will be the primary-goals for the field
organization.

Access to The Microsoft Network will be a fearure of Windows 95. Our primary marketing goul is to
acquire and retain a large number of subscribers. To that end. we will first build a vibrant electronic
community utilizing a set of basic communications and information services. The basic services include
email, BBS and Internet email and newsgroup access, chatting, and a base offering of news. sports.
financial market and weather infonmation. Additionally, MSN members will be offered access 10 an array
of extended services such as branded information. entertainment. and shopping provided by Microsoft and
Independent Content Provider companies. Many of these extended services will be built with a new
development system - code named Blackbird and available in FY96 - which is an advanced publishing
system for developing rich multimedia services f6r the MSN online envirorunent.

MSN services will be targeted at end-users at home, in small businesses, and in large organizations. We
expect that third parties will provide a wide range of information and services targeted at these customers.
This includes many Microsoft large accounts who will use MSN as a tool to communicate with and
provide information to their channels and customers. To insure that MSN is able to deliver a nch,
viluable. and credible offering the MOS team has put a special focus on some specific customer segments.
The planned focus segments (we call them bcachhezxds’) are 1) the Microsoft enthusiast customer
(depends upon Microsoft products and always wants to know the latest), 2) the PC infornmation and
support seeker. 3) the small office/ home office customer, 4) families with children in elementary and/or
Junior high school, and 3) the hobbyist. Other market segments will find value in MSN and we will
support third parties who will provide informaton and services beyond these beachheads.

Because of MSN's wide availability and communications focus, we expect that large and medium
organizations will want to use MSN as a communications tool for their own purposes (e.g.,
comununicating with their sales force, channels and customers). MSN will provide our LORG customers
with a managed altemative 1o creating an independent BBS or putting up a World Wide Web server
which we call a MSN forum®. Late in FY96. new services will be inroduced providing more
comprehensive, back-end, LAN connection services targeted at large organizations. These organization
services® will interoperate with the Microsoft Backoffice (including Catapult) and Exchange products.

The MSN marketing plan, product features and the Independent Contegtt Provider and beachhead plans
are available on \whitesox\mktpublplans.

1
'1994 SIMBA research !
See MSN Terms - Section 9

’See MSN Terms

*See MSN Terms

See MSN Terms
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2. Channel Strategies

2.1 LORG and the sales force

Large organizations will want to use MSN s a tool to communicate with, market to and support their
customners and channels. MSN will enable companies to publish product infonnation. maintain private
BBS services for their channels, and sell product via email forms based systems. The sales force will be
trained and provided with tools to promote private (access lumited to an approved list) and public MSN
forums. An annual fee strucrure is being developed and MSN forum space will be sold to LORGs by the
sales force. Additionally. the sales force (for all channels) should direct organizations interested in
creating an MSN forum 1o the MSN developer and design conferences planned for both the US (May 93)
and Europe (date TBD).

Late in FY96, new services are planned that will be specifically targeted at LORG and SMORG. These
services will extend customers LANs to connect directly to the online world. These will run on Backoffice
and provide: administrative control so that IS can manage what MSN services are visible and available:
local replicated datastore of selected MSN information; and internal publishing capabilities based upon
Blackbird. The sales force will be able 1o use these planned capabilities as another reason for accounts to
standardize on Microsoft Backoffice. This effort will be supported by the SE's supporting Exchange who
will be trained on this strategy.

Large accounts will also want to use MSN internally as a source for PC support and information from
Microsoft and other vendors. Corporite account billing will be available (while end users will pay for
subscriptions and usage with credit cards or direct debit.)

2.2 SMORG and Solution Providers

One of the goals of MSN is 1o provide small organizations with services that generally are only available
in large organizations with infrastructure and scale. Wide area Email and BBS cominunications for
internal use, interacting with suppliers. and to support their channels without capital invesunent or
technical support are available on MSN. Additionally. business services from third parties are being
developed and will provide a range of services including: database marketing. legal, accounting. printing.
information databases. etc. A complete description of the plan is found in the SOHO (small office/home
office) beachhead plan found on \whitesox\mktpublplans.

Solution providers will want to use MSN as a tool to prospect, sell 1o and support their customers and
should be sold MSN forums for this. Some Solution Providers will also be used to provide various
services to ICPs including: Blackbird design; backend database integration consulting; forum setup and
maintenance: email forms based order systems development; and other customn applications based upon
Blackbird or the MSN SDK.

2.3 End user channel

Since Windows 95 will be the product that retailers sell and there will be no MSN SKU 1o be sold. the
channel promotions will be those tied directly to Windows 95. The main opportunity for retailers and the
distributors will be to use MSN as a tool to better run their businesses. This includes the same
applications described above - to communicate with. market to and support their customers and channels.
MSN will enable distributors and retailers to publish product information, maintain private BBS services
for their customers, and sell product via email forms based systems.

Online shopping for software will be possible before online delivery is practical (generally only simall add
in products will be practical to deliver at dial-up modem speeds.) Therefore, some of our retailers will
begin experiments in online selling in FY96.
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The retail sales force will be responsible for selling MSN forwm space to retilers for both shopping and
comnunications and support applications on the same terms and in the saume way that the sales force will
to LORGs.

2.4 OEM

The OEM sales force will have the same opportunities to sell MSN forums to OEM:s for the same
applications as other channel partmers. Additionally, for larger OEMs. MOS marketing people are
recruiting them to run information, support and marketing areas for their customers as part of the “the PC
information and support seeker™ beachhead.. For key OEMs we will waive the MSN forum fees.

3. MSN as a Microsoft tool

3.1 Online Product Support Services

Local PSS services will be delivered via MSN as per the PSS plan.

3.2 Marketing information and communication

In addition to PSS support services. Microsoft will have a coordinated set of services and information
available for customers. Each product and service group in Redmond is planning to provide a set of
services for the channel and customers on MSN. This includes product information. knowledge base and
PSS support. Add in products like macros, templates and clip art will be available for download :ind MSN
will be used to get direct customer feedback. This effort is being driven by Stevewil in the MOS group
who is working with the groups responsible for Microsoft comununications to our customers and is
detailed as a part of the PC_indus.doc plan found on \\whitesox\mktpubiplans.

Subsidiary marketing should plan to extend these areas with language and local market specific
information. local newsletters, price lists, and other information can be posted to location specific BBS
and download read only areas or, be added to the product areas. The Sysop® management of marketing
information areas should be done with existing headcount from the marketing staff.

4. FY96 Goals and Plans
4.1 FY96 Budget Goals

The primary goal for MSN in FY96 is to acquire the maximum number of Windows 95 customers as
subscribers to MSN. Given modem penetrations. telecommunications charges and differences in ICP
provided content, the US should attract and retain the hi ghest percentage of customers followed by
Europe. The goal is to get a high percentage of Windows 95 customers to try MSN's free offer. The trial
percentages are as follows: 15% in the US and Canada. 10% in Europe and 5% in ROW. The
subscription goal is to get 60% of those who trial to subscribe.

Revenues will be forecast by each subsidiary and will come primarily from customer subscriptions and
hourly usage during FY96. Additional revenue will come from online ansactions for infonmation,
services and products and from advertising but these will be minimal in FY96.

Worldwide revenues are projected at §165M Yor FY96.

-
\OS™

-%See MSN Terms
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4.2 Recruiting Independent Content Providers

Extended’ and base services will be developed for MSN by publishers. retailers. service businesses and
others. In FY96 the sales force will recruit these third parties for MSN as a part of the overull sales
mussion. Currently recruitment and management of these relationships is done worldwide by MOS staff
{Johnwil and Alex Knight organizations in US. Gerardb organization in Europe.) The MOS group will
continue to staff personne! in EHQ and Redmond and add heads to support the ROW who will support
these selling activities with marketing materials. demonstrmons multinationad agreements. tenns
negotiation and approve non-standard tenns.

In addition to organizations that Microsoft currently has relationships with (currently Microsoft
customers). the volume of interest from other third parties is very high so, the MOS team has
implemented a program to “automate” the relationship with potential third parties who want to be on
MSN. This includes email (MSNINFO@Microsoft.com) and faxback (1/800-4MSNFAX or 908/885-
6439) services for infonmation about how to work with the MSN and developer and design conferences.

4.3 FY96 Staffing Requirements

End user marketing programs will need to be implemented in local markets including PR, promotion. ICP
co-marketing, local sales training and support. pricing input, and events. An MSN product manager(s) is
recommended in each of the major subsidiaries and regional offices. The MSN product manager will be
responsible for the development and implementation of Jocal programs. This person should work closely
with the local Windows 95 product manager and the MOS international product manager (Mauroc).
Additonally. SEs will be necessary to support the sales and marketing efforts. These heads will be hired
by and report to local subsidiary management and take strong direction from MOS management.
Recommended staffing levels are shown belowin Section 11.

The OCU sales group will be trained to integrate MSN organizational services into their marketing and
selling. but we will not add dedicated heads in OCU. MOS will add a small number of heads to support
OCU selling.

MSN Marketing

MSN access will be a feature of Windows 95 therefore, the primary customer acquisition tool will be the
otfer inade to new Windows 95 customers during setup. MSN marketing will be a part of Windows 93
messaging and additional MOS specific prograins will be implemented to attract and retain MSN
customers. A quick feed direct mail program will be initiated to offer MSN to customners who don't trial
soon after registering Windows 95. Co-marketing programs will be developed with third parties to arget
their current customer base. The MSN marketing budget for the subsidiaries will be a percentage of the
Windows 95 marketing budgets .

6. MOS Contacts

European business development: Gerardb, EHQ

Beachhead plans and ICP factory: Johnwil

International marketing plans, pricing, local access coverage: Mauroc
News, Weather, Sports, Stock content: Keithro

Sysop recruitment: Robmich

Customer service and support: Georgeme

Organization Services: Dianam

Shopping, database: Kenschn

’See MSN Terms
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7. Customer Support

Customer service. product support and billing will be outsourced for MSN. The vendors supplying these
services are described below. These groups will interface with Microsoft PSS and calls will be referred
between PSS and these organizations as appropriate.

Customer Service
MCTI’s Business Markets group will provide customer service for MSN members in North and South

America. MCI's primary responsibility will be to support in-bound customer service calls and MSN on-
line messages. The call center will initially staff approximately 125 Microsoft Service Professionals
(MSPs) offering 7 x 24 coverage.

Decisions Group will provide customer service for members in England, Scandinavia. the Far East. and
other English speaking and minoritv languages from their facility in London. England. They will wWso
provide Technical Support for certain small volume languages.

Merit Comynunications is a sister company of Decisions Group and is located outside Brussels. Belgium.
They will be providing customer service to the rest of Europe and is managed by the Decisions Group.
Between the two companies, they will provide service to 33 different countries in 18 languages starting
with 65 MSPs between the two sites. Given the time zones covered, they will effectively have a7 x 24
operation although there will be some limitations in service depending upon language. Toll free customer
support is being provided in most countries.

Product Support

Corporate Software will provide technical product support from two locations. Dallas, Texas and Leiden.
Netherlands. Corporate Software already provides technical support for many Microsoft applicitions
including support to Microsoft Lid. from their Dallas facility. Initally, they will have approxumately 30
support people in Dallas and 15 in Leiden. MSN tech support will be a toll call.

Billing Services

Microsoft Network will be priced in 19 different currencies. We will offer two billing options, credit
cards for most consumers and direct billing for Corporate Accounts. We are contracting with
NABANCO. the largest credit card processor in the world to provide authorization and collection of credit
cards. They will be able to provide the local currency processing we require. Corporate Account billing
and collection is being outsourced to Dun and Bradstreet and will be managed out of the US and London.

8. Strategic Relationships

The Microsoft Online Services group has developed several strategic relationships to ensure wide
availability of MSN and Internet services for Windows 93 customers.

In December, we announced a relationship with TCI, the largest cable operator in the US. TCI's
Technology Ventures group has made a S125M investunent in the Microsoft Online Services Partnership
(MOSP) for which they will own a 20% share in the profit and loss of MSN. This in no way affects our
strategies, ICP relationships, relations or flexibility with other carriers. or our MOS staff.

Why did we do this? First. Microsoft — and its ICPs— gain access into TCI's 20 million homes for cable
service. Given TCI's participation in the profits of MSN, we gain a strong and highly motivated
marketing parmer who will help ensure that cable is a popular way to access MSN services. Finally, the
technical solutions that we develop with TCI will help us provide high speed access from other cable
operators. Although we are open to other equity relationships it is unlikely that Microsoft will add
partners to the MOSP unless another unique opportunity is found.

In January, we announced our Internet strategy. We announced a strategic relationship with UUNET, one
of the original local access providers (LAPs) for the Intemet. UUNET will build out a TCP/IP network
with dedicated capacity to provide our customers with the quality and reliability of service which they
expect from Microsoft. We believe that our entry into this market will dramatically increase the usage of
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the Internet and since the existing Internet infrastructure is insufficient to support our projected demand
we plan to increase the dial up infrastructure commensurate with the amount of traffic our customers will
generate. The service will support up to 28.8kps modem and ISDN access. Qur goal is 10 provide one
button access 10 the full Internet available worldwide (staged buildout with first avalability at end of
19935) for all Windows 93 customers via MSN, We have also acquired a license for NCSA stand:rd
Mosaic from Spyglass, which we will enhance and use to provide Web viewing in MSN and Windows 93
(note that this capability will not be included in Windows 935 and will be downloaded to MSN customers
in late '95.)

Microsoft has previously announced agreements with AT&T, Sprint and British Telecom for dial-up X.23
network access. This UUNET agreement is in addition to those existing relationships. UUNET will be
Microsoft’s pnmary provider of dial-up access using Internet protocols. We may add other access
providers (local PTTs and cable operators) in the future based upon pricing and access speed but. we
believe that we have good carriage for our launch and do not expect 10 add camers/new infrastructure
parmers, except in Japan. for some time.

Microsoft has also created and announced a Joint Venture with Telstra in Australia to provide MSN
services 1o that continent. We will consider other strategic relationships (currently evaluating in Japan)
hut we are not actively looking for them. )

9. Terms

Independent Content Provider - an organization who offers a service by creating a forum on MSN.
Includes publishing, media. retail, and other 1ypes of organizations. Also called an ICP.

MSN forum - an area created by and managed by a ICP or a Microsoft contracted Sysop. A forum could
include product and service infonmation (price lists. collateral. advertising. dealer lists. etc.) support
services. and support tansactions for information, services and ordering goods. The ICP will pay a
“rental” fee for the forum and a percentage of revenues generated by transactions 1o Microsoft.

Sysop - asystem operations person. Generally catled a forum manager on MSN. Muanages the
administratve functions of a forum and inanages and drives the community of the forum (in some cises
this includes creating content for download libraries. securing speakers for chat sessions and other
producton). Many are paid Microsoft contractors who mmanage forums that MOS wants 10 drive to hoth
atract and retain customers. Others are employees of third parties who have MSN forums.

Beaci head - 1« market segment that is given specific focus by MOS marketing to ensure that a critical
mass of content. services and ICPs are available for that segment.

Base services - those services available for the MSN subscription price

Extended services - those services available to MSN subscribers which require additional subscniptions or
ransaction fees in addition to the base MSN subscription and connect fees. These can come from third
parties including from Microsoft product groups (such as the Consumer Division).

Organization services - a set of services targeted at organizations enabling connection to MSN services
and adiministration of those services from a Windows NT server. Availability is planned for end of FY96.
Dianzun is contact within MOS for more information.

Information Provider - a term often used for ICPs who publish information as a prunary business. Same
as IP.
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10. MOS Revenues

FY96 FY97 FY38

Revenue

Subscription & Connect Timne $142.039 $353.241 $504.674
Net Premiuin Service Revenye 2.998 43.060 120.686
Advertising Revenue - 35.000 56.000
Total Revenues __ $145,037 $431,301 $681,340

Y

Cost of (;oods Sold 50'1: w5

Telecom Charges $88,491 $194.470 $275.5¢2
Royalties 9,000 12.000 16.000
Disk Duplication Costs 4,073 1,003 988
Billing & Collections 8.368 29.697 57.378
Total Cost of Goods Sold $108,932 $237.170 $349,568
Gross Profit $35.105 $194 131 $331.372
End of Period MSN Subscribers (1000’s) 1,462 2,608 4,331

A
7, }-D
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"
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11. Access and Localization

Countries w/ Mktg SE Localized In currency In language Base
network access Heads Heads Client billina support Content
US:Regions::: Y L X o X : X
Austria
| Belgium
Bulgaria
Czech Republic
Denmark

GE' -
FRENCH

> ix
it
> ix

Finland
France 2 1
Germany 2 1
Hungary

PO

ireland
ltaly 1 1
Luxembourg
Netherlands
Norway
Portugal

XX

HKEFCIDCEXCIDCIENRIINEINK I
PCIXEXCINCIDCICII IR NI

)i X

Romania

Russia
Spain 1

Sweden 2 1

Switzertand

UK

> i i
G i i
XN

APAC:

>

Australia

Singapore

>xix

New Zealand

_Indonesia
Philippines

_Malaysia
Thailand

Far East

Hong Kong

.Japan
Korea

Taiwan
AIME ..

India

Israel

Kuwait

Oman

South Africa

Nix

Turkey

‘Latin:America.

Mexico

Venezuela

Peru

> ixeixeixiid
Xixixix
m 3
z
0]
r

Colombia
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FY96 Localization Planning
Business Case Process

David Brooks
Director
International Product Strategy

Microsoft Corporation

FY96 Localization Planning

¢ Davidbr team mission and role

¢ Summary of planned localizations
¢ By localization level, rtm, delta

& Details for Office components

¢ Summary regularly updated

Microsoft' vs pca 2615008
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Business Case Process
¢ Regional Dir coordinates business case
¢ Simple 2-3 page business case
¢ “Multiplier” benchmark
¢ Decision and escalation process
¢ Accountability
¢ Review at MYR and FY planning
Localization Decision Process
e T e P e e i ke e [P
v No
No Regronal Director
Yes decides to escalate?
\ ] v Yes
R"L“.'L:%Z“"’;; In1 VP agrees oo o e
18 strategic? strategic? Y Vs
PRl O il
WPG VP supports? PP
No No No No { No No
alate to DavidBr
{Recommend ation
to BOOP)
prseadl g D
\ B Y VYT
Project Rejected - No Further Action
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To: February 1995 WWRDM Attendees

From: David Brooks

Date: January 17,1995

RE: FY96 Localization Planning and Business Case Process

This memo is an overview of the FY96 Localization Planning Process. A list of
localized products proposed for FY96 will be attached to this cover letter when
distributed to Regional Directors for review in February.

For pre-reading, we have attached a draft of the pro forma business case process
to be used for requesting changes to the proposed list. Please review for
WWRDM session. Key issues to discuss:

* Review of escalation path
¢ Accountability of subsidiaries and product units
e “Multiplier” concept: merely a benchmark

Timeline

Dates will be included in planning memo distributed in February.
Localization Planning Schedule

January |Davidbr Team fy96 localization planning - WWRDM pre-reading

February {Davidbr Team preliminary list distributed

End Feb |Regional Directors submit requests for changes, with business case, to IMMs
March Regional Directors negotiations with Int’l Marketing Managers

March  |Int'l Marketing Managers {forward unresolved requests to Davidbr

March Davidbr Team review unresolved requests, forward to BOOP for resolution.
March BOOP review unresolved requests

March 31 |Davidbr Team publish final list (to be in synch with budget process/timeline)

Business Case Process

The process for handling requests from subsidiaries for changes to the list has
been revised and clarified. Based on past process feedback, the key rationale
behind the new process is to clarify decision making process, simplify criteria,
and provide accountability.
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Changes from the pasf process summarized below:

Past Process Proposed Process
Sponsor General Manager Regional Director
Process & Owner Not clear Defined
Cost Data Not included in sub’s analysis Included
Accountability Weak ‘ At MYR and FY Planning
(Sub and WPG) ,
Escalation Not defined In stages, ultimatelv to BOOP
Criteria Varied by product unit Vary by product unit, with
common corporate benchmark
Localization Plan Alternatives not defined Specific levels defined
Planning Horizon Fiscal vear Product life cvcle

Proposed business case key points:

* Requests for additional products or other changes will be the responsibility
of the Regional Director. Subsidiaries should forward their requests, with a
business case, to their Regional Director - not to the Product Unit in
Redmond or Ireland.

* Regional Directors will be accountable for the financial impact of projects
requested by their subs. Actual results of projects requested by subs will be
reviewed at MYR and FY planning and compared with business case
projections.

* Estimated localization cost data are being distributed to assist in business
case preparation. These are rough estimates only, but they are useful in
evaluating the potential bottom-line impact of additional projects, etc.
More refined data will be prepared if required.

* A “multiplier” concept will be used to assist in decision making. The
“multiplier” is as follows:

Multiplier = Incremental Revenue / Localization Cost

For decision-making purposes, projects with a multiplier of 5 will meet
FY96 profit goals. Projects with a multiplier below 2 are unprofitable, and
projects in the middle are marginal.

* The “multiplier” will be calculated on a lifecycle basis - not a fiscal year
basis. Evaluation of the profitability of a project will not be impacted,
therefore, by delays in RTM. Per Steveb’s instructions, however, subs will
be held to FY96 revenue targets regardless of slips in RTM.
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* Requests will be reviewed initially by the International Marketing Mana ger
in the appropriate product unit. If the IMM and Regional Director cannot
agree, the request will be escalated to the VP level. Remaining unresolved
requests will be reviewed by my group and presented to the BOOP with
our recommendation.

A flow chart summarizing the process and a list of IMMs for each product are
attached. '
Localization Decision Process

Lo Yes Redmond Yes
Meets multiplier . . o] Project
P Int' Marketing Mgr Approved

dedision
{ No

Regional Director
Yes decides to escalate?

Subsidiary GM | | Regional Director | Y65,
prepares decision guideline?
business case

Neo

y Yes

Reg;onf;Dil.’fector Y In¢1VP agrees Does Int'! VP ,
1 ecl: et‘x agree to escalate?
ocalization
is strategic?

Y

localization is
strategic?

Yes

MM escalates | ves _ | Projeat
to WPG VP, 7| Approved
WPG VP supports?

No No No No | No No

Escalate to DavidBr
(Recommendation
to BOOP)

Yes Project
BOOP review - Approved
and decision

\d y y y y 7N°

Project Rejected - No Further Action

* Subs’ requests channeled through Regional Director - responsible for
reviewing business cases and negotiating with product units.

* Simple business case (2-3 pages) high-lights what's requested, revenue
opportunity, marketing & support plans, strategic rationale, etc.

* “Multiplier” test used to identify projects likely to be unprofitable.
Multiplier = incremental revenue divided by incremental cost (recommend
guideline: 5). Projects that fail the test can be proposed as “strategic”.

Request is initially reviewed by product group (Int'l Mktg Mgr level).
Product group decision based on own financial goals, resources, vendor
capabilities, etc.
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» Projects turned down by product group can be escalated through Int']
group to BOOP.

* Approved projects added to sub’s FY96 revenue plan - actuals reviewed at
MYR and during budget.

Decision Criteria and Other Considerations

Subs’ requests will be handled on a case-by-case basis - there are no “automatic”
approvals. In addition to financial impacts, other criteria that affect the decision
include resource availability, strategic importance, technical issues, and vendor
qualifications. Product groups may choose to apply their own criteria in
reviewing proposals - these may be overturned in the escalation process. A
number of considerations should be kept in mind:

» Consumer Division’s international strategy is to focus on a small number of
markets with significant home PC shipments. In accordance with this
strategy, and due to the cost and difficulty of localizing content-rich
products, Consumer Division has indicated they will not be able to approve
additional requests.

* Deltas for almost all markets are planned at less than 120 days, and our
ability to shorten them further is limited. Windows 95 and Office 95 will
ship at approximately the same time, creating a huge peak in localization
work. This will severely limit our ability to respond to requests for shorter
deltas for these products.

Other Comments

The business case process is designed to provide a mechanism for subsidiaries to
obtain product they believe necessary in their market. Some required products
may not be profitable -- this does not preclude them from consideration. The
strategic rationale for an unprofitable product should be spelled out, though, in
the business case submitted. Subsidiary GMs and Regional Directors will be
held accountable for the commitments made in business cases - business cases

~ should, therefore, be based on conservative revenue projections.

If you believe the data in the attachments are incorrect, are having difficulty
interpreting the attachments, or wish to propose changes to the process please
get in touch with me directly. Otherwise, business cases should be presented to
the people identified in the attached list of IMMs.
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International Marketing Manager (IMM) Contacts by Division

Product Division Intl Marketing Mgz - Primary Contact Secondarv Contact
DAD Matt Mizerak France Buvle
POS Christian Wildfeuer Andreas Berglund
| BSD Dwight Krossa Thomas Reinemer
DDT Bjorn Hovstadius Miguel Rabay or
Alfredo Pizzirani, Europe
Consumer Shane Kim or Randy Thatcher, Hardware

Business Case Coordinators by Language

Language Regional Director
Arabic Brvan Nelson
Bahasa Indonesia Jeff Lum

Bahasa Malavsia Jeff Lum

Basque Umberto Paolucci
Brazilian - Portuguese Orlando Avala
Catalan Umberto Paolucci
Czech Christian Wedell
Danish Mats Wennberg
Dutch Patrick de Smedt
Farsi Brvan Nelson
Finnish Mats Wennberg
French Jean-Philippe Courtois
French Canadian Frank Clege
German Christian Wedell
Greek Brvan Nelson
Hangeul Charles Stevens
Hebrew Brvan Nelson
Hungarian Christian Wedell
Italian Umberto Paolucci
Japanese Charles Stevens
Mandarin Charles Stevens
Mandarin Chinese Charles Stevens
Norwegian Mats Wennberg
Polish Christian Wedell

Portuguese - Iberian

Umberto Paolucci

Russian

Christian Wedell

Spanish (Latin America) | Orlando Avala
Spanish (Spain) Umberto Paolucci
Swedish Mats Wennberg
Thai Enabled Jeff Lum
Turkish Bryan Nelson
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APPENDIX A
PRO FORMA BUSINESS CASE

LOCALIZATION BUSINESS CASE: [Product Name] Example: Word 6.0 for Windows Slovenian

DATE: 10/14/94

TO: [Intl Marketing Manager, Division]

FROM: [Regional Director /Requestor, Title and Subsidiary]

cc Intlstra [Davidbr Team|]

SUBMITTED: {X] During planning cycle [ ] Outside planning cvcle

[X] Meets multiplier [ ]Strategic| ] Change delta [ ] Change localization level

APPROVED: [X] YES [ ] NO

BUSINESS CASE INFORMATION: Completed by Requestor.

Previous localization: [ ] Yes [ ] No Cost

Localization level: 1[ ] Full localization $450,000 (from database)
2[ ]Localized software, doc, help, few add-ins $250,000
3 [X] Enabled, localized box/doc $100,000
4 ]Enabled $50,000

SKUs: [X] Retail 5.25” [X] Retail 1.44” [ | Upgrade [X] Competitive Upgrade

[ ] Academic Edition[ ] CD ROM

REVENUE OPPORTUNITY: Completed by Requestor. Over product lifecycle of 18 months.

English net revenue without localization:

Product Units Net Rev/Unit Net Revenue
First 12 months English 500 $300.00 $150,000
Rest of lifecycle English 1,000 $300.00 00,000

English net revenue without localized product $450,000
English net revenue with localization:

First 12 months English 100 $300.00 $ 30,000
Rest of lifecycle English 500 $300.00 $150.000

English net revenue with localized product  $180,000
Localized product net revenue:

First 12 months Slovenian* 1,000 $350.00 $350,000

Rest of lifecycle Slovenian 2,000 $350.00 700,000
Net revenue of localized product: $1,050,000
English + localized net revenue: $1,230,000

*Breakdown forecast per market for languages with more than one market i.c., Spanish.

Incremental net revenue of localized product: $780,000

[English + localized net revenue] - [English revenue w/o localized product]

Net Revenue Multiplier: {multiplier] = [incremental sales] divided by [localization cost]
7.8 = $780,000/$100,000
Metric: [7.8] >=multiplierof5? [X]Yes [ ] No

If multiplier > 5, then proposed localization increases corporate profitability.
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APPENDIX A: Pro Forma Business Case Cont’d
Market Information and Strategic Rationale

MARKET INFORMATION: Market info derived from localization database.

Region: Eastern Europe (list box)

Market: Slovenia (list box)

GNP growth: 50%

Per capita income: $ 15,000

Population: 2,300,000

# language speakers: 1,000,000

PC (Intel) installed base: 75,000 PC growth rate:

PC installed base - networked: 25,000 PC networked growth rate:
PC installed base - home: 5,000. PC home growth rate:
# Windows: 30,000

# MS product English version: 1,000

Piracy rate: 40%

COMPETITIVE ENVIRONMENT: Completed by Requestor.

Competitor: Lotus AmiPro
Competitor product localized: { TYes [ I1No
Competitor product localization level: [ 11 [ }J2[X131[]4
Top competitor local product units installed based: 10,000 '
Top competitor market share: 20%

Features, add-ins required to be competitive: Slovenian font styles
Timing issues, need by: Spring 95 Trade Show

STRATEGIC NEED: Completed by Requestor.

If strategic product, describe rationale and major opportunities.

MARKETING AND SUPPORT: Completed by Requestor.

Briefly describe marketing plan for product:

Support plan for product

List those involved in marketing and support for product:

Name Title % Time
localiz.doc Microsoft Confidential
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APPENDIX A: Pro Forma Business Case cont’d
Localization Planning and Metrics Information

LOCALIZATION PLANNING/IF APPROVED: Completed by Product Division.

US release date: 1/1/95

Target Localization RTM date: 4/1/95 Delta: 90 days

Localization start date: 12/1/94 (if approved)

Localization site: [X] Dublin{ ] Redmond | | Far East| ] Other:

Manufacturing site (PEARS confirms) [ } US [ JIreland [ } Singapore [ ] Australia
[ 1Mexico [ }Brazil [ ]Japan [ ] Korea [ ] Taiwan

Will be reviewed: 1/1/96 Mid-vear

POST LOCALIZATION METRICS: Completed by DavidBr Team.

Actual review date: 1/1/96 Reviewed by: David Brooks
Actual release to manufacturing: 3/20/95 Actual delta: 80 davs
Product released on time: IX] Yes | ] No # days off estimate:

Product actual cost: $100,000

Product sales to date: : Projected Actual
(6/1/95-12/1/95) 500 units $125,000 200 units $70,000
Actual annual rate: 1,000 units $350,000 400 units $140,000
Product meeting sales target [ 1Yes [ ]No

Next review date: 5/1/96 (12 months)

localiz.doc Microsoft Confidential Page 8

HIGHLY

CONFIDENTIAL MS-PCA 2615015



Aoend

MS-PCA 2615016



Antipiracy Task Force
Review

David Curtis
General Counsel, International
Law and Corporate Affairs
Microsoft Corporation

Antipiracy Task Force

Recommendations and Status
¢ Antipiracy Business Manager
¢ COA-like anti-counterfeiting measures
¢ Covert anti-counterfeiting measures
¢ Software ID
\ 4

Other issues

Microsoft: MS-PCA 2615017
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* ¢ o

Next Steps

Compiete implementation of
approved measures

Develop a business plan and metrics
Identify/prioritize other steps

Make a measurable, demonstrable
impact on revenue

MS-PCA 2615018
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To: February 1995 WWRDM Attendees
From: David Curtis

Date: January 20, 1995

RE: Antipiracy Task Force - Update

Summary:

An Anupiracy Task Force was formed at the Worldwide Directors Meeting last July. It
included representauves from a cross section of product, marketing and administrative
groups. | It was charged with developing a set of top-level recommendations to be
presented to the BOOP to address the problem of software piracy. Recommendations
were presented to the BOOP on January 5, resulting in the following decisions:

¢ An “Antipiracy Business Manager” will be hired in WWPG reporting to Chris
Williams with responsibility for corporate antpiracy product and marketing
issues.

¢ COA-like anti-counterfeiting measures will be broadly implemented on all retail
product packages.

» Covert anti-counterfeiting measures will be broadly implemented on all retail
product packages.

* The SMS group will assume responsibility for future technical ownership of
Software ID (an internally developed tool for auditing software usage). The
new Antipiracy Business Manager will be responsible for exploiting the
product as an antipiracy tool.

This memo explains these recommendations and current implementation status. Feedback,
including particularly additional thoughts on areas for follow up and priorities, are
encouraged.

Background:

We have all seen the various published estimates of worldwide losses to software piracy,
as well as internal information and estimates.” All indications are that software piracy is a
huge drain on the revenues of this company - it is not unreasonable to assume that piracy
costs Microsoft at least what it makes each year.

Historically, we have approached anti-piracy work as a three-pronged effort (public
policy, marketing/education, and litigation) conducted mainly through industry
associations but with a significant additional Microsoft-only component, particularly in the
counterfeiting area. When we started making a significant investment in anti-piracy work

! See the Additional Materials section below for the location of a roster of task force members.
> See the Additional Materials section below for the location of a copy of this presentation.
> See the Additional Materials section below for the location of information on estimated losses.
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in 1987, actvity was centered pnimarily in LCA. As time has passed. increasing attention
has been focused on piracy in marketing groups, product development, PR and other areas
of the company. Microsoft has steadily increased the resources it devotes to piracy across
the company. We are by far the largest contributor to BSA both financially® and in terms
of human resources, and have significant additional resources devoted to actvity we
undertake independently.

It has not been clear that we are being as smart about this challenge as we can and should
be. Many groups within Microsoft have an interest in this topic and often communicate
with each other quite well - but we could do a much better job coordinating between
groups. Many people around the company have insights and expertse that could help us
all be smarter and beuer about the anti-piracy work we do - but we don’t have a very
efficient way for those insights and that expertise to be shared, or to be brought to bear on
designing strategies and setting priorities. Too many projects are undertaken on an ad hoc
basis rather than as part of a larger, coordinated strategy.

The Antipiracy Task Force was formed with this background in mind. Its purpose was to
bring together a cross section of people from around the company to develop a set of top-
level recommendations to address the problem of software piracy. The members of the
Task Force met periodically between September and December, and a series of
recommendations was delivered to the BOOP on January 5, 1995.

Recommendations:

I. Anupiracy Business Manager. The first recommendation was to designate an
Antipiracy Business Manager in the Worldwide Products Group to assume
responsibility for corporate antipiracy product and marketing issues.

Current responsibility for developing and implementing antipiracy programs is
distributed among multiple product groups, multiple sales and marketing groups, and
LCA. While there are many good reasons to continue to give some responsibility to
multiple groups, there is also redundancy (as different groups ‘reinvent the wheel’ over
and over again). Additonally, there has been only infrequent attention paid to
Initiatives which appear to offer global benefits (geographically, in terms of the
universe of products and/or in terms of the range of types of piracy we encounter).

Further, to the extent any single group in the company has ‘owned’ piracy at a global
level historically, it has been LCA. This is due to the primary focus on legislation and
enforcement (litigation) which has been so important to our antipiracy efforts.
However, as our efforts have evolved, more attention has been paid to initiatives
which are not areas of LCA expertise - e.g., initiatives to “market” an antipiracy
.message, initiatives to develop product features which either deter piracy, assist in
managing software use or help detect piracy, and initiatives to better measure the
piracy problem and the relative success of antipiracy measures. The Task Force

¢ For example, Microsoft will contribute approximately 43% of BSA’s CY1995 budget.
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concluded that the company’s antpiracy efforts would benefit significantly from
designating a corporate Antipiracy Business Manager who could bring more focused
product and marketing expertise to bear on the issue, working closely with LCA to
better leverage the enforcement and policy activides for which it will continue to be

responsible.

The Task Force recommended hiring an Antipiracy Business Manager and a technical
assistant. The BOOP agreed that we should hire the Antpiracy Business Manager but
deferred the technical assistant. '

Status: This position will reside in Chris Williams (Director of Product Development)
group. A draft job description is under review,’ and recruiting should be underway by
the time of the WWRDM. [ will update this part at the meeting.

2. Overt Anucounterfeiting Measures. The task force also recommended that we broadly
implement COA-like anticounterfeiting measures on retail product packages.

We have seen increasing counterfeit activity in recent months. Beyond the products
radidonally victimized by counterfeiters (MS-DOS and Windows in particular), we
have started to see counterfeit business applications and consumer products,
particulartly CD ROM versions. Currently, few of our products include
anticounterfeiting devices such as the hologram or 3M Confirm label which is used on
the Certificate of Authenticity (COA). Such measures deter counterfeiting by making
it more difficult to product a high quality counterfeit. and make it easier for us
(internally and through law enforcement partnerships) to detect and prove
counterfeiing activity, even if the counterfeiting devices themselves are copied.

The COA includes additional covert anticounterfeiting measures (e.g., microprinting)
and serialization, which has proven useful in addressing OEM unbundling issues. It
would cost approximately $0.26 per unit to add a full COA to all retail product
packages (or roughly $8.6 million for FY 1995 based on budgeted shipments®). The
task force recommended affixing a hologram and 3M Confirm label to all retail
product packages, which will cost $0.061 per unit (or roughly $2 million for
FY19957).

The BOOP approved this recommendation.

Status: A working group has been formed to develop specific design and
implementation recommendations to be presented to Mikemap, consisting of Alison
Gilligan (LCA), Dave Thomas (Director of Product Engineering, Engineering
Services), Jeff Sanborn (Strategic Materials Administrator, Operations Planning),

5 See the Additional Materials section below for the location of a copy of the draft job description.

® See the Additional Materials section below for the location of a detailed analysis of this cost.

" This cost is based on the same unit production figures contained in the detailed COA cost analysis
referred to in the Additional Materials.
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Martha Dale (Print Production Group Leader, Corp. Services). Katie McAskill-White
(Print Production Specialist, Corp. Services) and Cynthia Kraiger (Marketing Ops
Manager, DAD). Recommendations are expected by March 13, 1995.

3. Covert Anticounterfeiting Measures. The task force also recommended that we
broadly implement several low- or no-cost anticounterfeiting measures in product
packages, including particularly microprinting and a 3% gray screen on various
components (registration cards; boxes and manuals). These measures should provide
additonal assistance in detecting and proving counterfeit activity.

The BOOP approved this recommendation.

Status: The same working group referred to above will develop specific design and
implementation recommendations for Mikemap, on the same timeline.

4. Software ID. Software ID is a software audit tool developed by corporate audit and
LCA. 1t is designed to inventory software on Intel-based pc’s, and to be used for
formal evidence gathering, informal self-compliance checking and everything in
between. It has undergone one successful beta test, and is close to being ready to use,
at least internally. The BSA is interested in using it for audits and litigation, and
distributing it as a software management tool.

The task force recommended that Microsoft give Software ID a permanent home for
technical purposes (including maintaining and updating the database of products
against which it searches), as well as for purposes of exploiting it as an antipiracy tool.

Status: The SMS group has been assigned ownership of the technology going
forward. Exploitation of the product as an antipiracy tool will fall to the new
Antipiracy Business Manager.

5. Research. A recommendation was made to invest in additional market research aimed
at confirming the size of the problem, understanding why piracy occurs and
understanding what measures and messages are likely to be effective in combating
piracy.

The BOOP declined to approve any immediate research initiatives, but invited the new
Antpiracy Business Manager to develop specific research proposals.

6. Other Areas For Follow-Up. The recommendations above are by no means an
exhaustive or comprehensive list of things Microsoft can or should do to address the
problem of software piracy. Many other ideas were presented to the task force and by
task force members.® One of the key benefits of then new Antpiracy Business

® See the Additional Materials section below for the location of a representative list of 20 other antipiracy
ideas that surfaced during the task force's work.
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Manager will be the creation of a resource that will enable us to bring more focus and
follow through to many of these other ideas.

Additional Materials:

The following additional materials are available on \\gabriel\public\aptf:

Reference Description File Name
BOOP Presentation  Powerpoint presentation of Task Force aptfboop.ppt

recornmendations, January 5, 1995

Roster Task Force Members members.doc
Losses Estimated Microsoft piracy losses losses.doc
Loss narrative Explanation of how the Microsoft piracy expl#s.doc

losses were calculated
Other ideas 20 other antipiracy ideas for follow up ideas.doc

COA Cost Analysis  Detailed analysis of the cost of adding COAs  coa.xls
‘ to all retail product packages
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Input Device Group
(Hardware)

Rick Thompson
GM
IDG / Works

Microsoft Corporation

The Conclusions

We'll make Hardware a $500MM BU by FYS7. by
bringing focused Sales and Marketing to:

Market/Sell $125MM worth of Keyboards in FY96.

Market/Sell Mouse-Win95-Upgrade Soft Bundle Programs.
Get Home Mouse down to a $29 Street price.

Sell 1MM (we're close!), then 2MM OEM mice per month!
Market/Launch Joystick and Kids Mouse.

Maximize the Thumb-Wheel / Office’96 opportunity.

Mmsoﬂ, MS-PCA 2615025
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Four Upside Opportunities for you to Consider:

e Huge Keyboard volumes are arriving!

eThe Mouse-Win95-Upgrade (soft) bundle
>Super cross-selling opportunity!

e A Retail “Burst” against Logitech

@ The Office’96 Thumb-Wheel Mouse

Keyboard Development Direction

e We've struck gold! Build all we can make!
e Built 95,000 in December
e Keytronic at 200K/month capacity in April.

e Second Source on-line June ‘95.
» Lower Keyboard COGs: Down from $27 to $17!

e Overall capacity above 300K by August!
@ No version 2 till at least FY97.

Micresoft: Ms-PcA 2615026
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Thumb-Wheel Mouse (for Office ‘96)

A Wheel built into our Mouse: Zoom in and out in XL and Word.
Potential Upgrade Generator? Bundle with Upgrade?

Piracy stopper?

Adds less than $1 COGs. Total Mouse COGs of $6.

Means a Mac Mouse version?

Huge Opportunity!

New Products Summer ‘95
® Joystick:

»

»

Cool gameport joystick.
Two SKUs: Stand-alone and bundled with MS Game

» Bundle $59 street price. $46 to distribution. COGs: $25.

»

Stand-alone: $49 street. $38 to distribution. COGs: $20

® Kids Mouse:

» Large Trackball with a multiple input device driver.
» Target market is 2+ year old first time computer learners

(400K to 600K per year in USA)

» $39 street price. $31 to distribution. COGs goal: $17.

MS-PCA 261502




What Bets Are We Making in the Input Devices:

o We bet we tan sell a new Mouse to more than half of
Microsoft Office {'96 & beyond) users:
» That's 15M retail mice over 5 years (FY96 through FY2000).

e We'll be the OEM Mouse share leaders by FYS98.

o Keyboards are a long term sustainable business:
» This biz wiil settle out at $125M/year as soon as FYS6.

Joysticks will be a $50M business for us by FY98.
Someday, we'll sell a ton of TV and ITV Remotes.
Kids Mouse will lead its category.

We'll ship a cool pen product in 1996.

We’'ll be THE player for all sorts of Input Devices.

MS-PCA 2615028
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To: February 1995-WWRDM Attendees

From: Rick Thompson, Beth Featherstone

Date: February 1, 1995

RE: Pre-Reading: Input Device (Hardware) Group
The Message

Microsoft’s Input Device businesses has returned to growth. The Natural Keyboard has been a
huge success. Two new products ship in September 1995 (Joysticks and Kids Mouse-Trackball). We want
to build the Input Device business from $202MM in FY94 to $500MM in FY97.

|FY95 Q3 & Q4 Unit and Revenue Objectives ]

1. Finish FY95 at $260MM total Input Device Group Revenues (up from $202MM in FY94).

2. Ramp FG Natural Keyboard business to 750K units and $60MM from 190K units and $15MM in the
first half of FY95. -

3. Sell 1.IMM Mouse 2.0 units for $50MM (vs 1.35MM for $67MM in first half).

4. Sell 200K Home Mouse units for $4MM (vs 300K units for $7MM in first half).

5. OEM: Sell 5.5MM OEM Mouse units for $50MM (vs 4MM units for $46MM in first half).

|[FY96 Unit and Revenue Objectives ' |
1. Drive total Input Device Group Revenues from $260MM to $375MM (FG and OEM).

2. Build the FG Natural Keyboard business to 2MM units and $125MM revenue in FY96.

3. Sell IMM incremental Hardware-Only Mouse units in the 90 days following the Win95 retail launch.

4. Increase Total Mouse FG units from 3MM to 4MM, and revenues from $128MM to $1 50MM, in this

Win95 launch year. Capitalize on the Upgrade!

Launch the Microsoft Kids Mouse-Trackball. Sell 100K FG units for $3MM in revenue.

Launch the Microsoft Joysticks. Sell 750K FG units for $30MM in revenue.

7. OEM.: Sell IMM Mouse units per month. Sell 100K Keyboard units per month. Drive OEM revenues
from $100MM to $140MM.

|Marketing Objectives B

1. Drive sales of Mouse 2.0 and Naturai Keyboard to meet business objectives.

2. Develop programs that will turn the Windows 95 launch into the most successful holiday selling
season ever for hardware products.

Increase share of the Home Mouse in the low-end mouse category while maximizing revenue.
Create a foundation for the successful launches of Kids Mouse-Trackball and Joystick.

Develop a positioning framework that drives users to purchase multiple Microsoft input devices.
Insure that the following subsidiaries and/or regions develop and commit to a revenue development
plans for Mouse 2.0: NA, UK, France, Germany, Nordic, Japan, Canada, Australia, Latin America,
AIME, APAC, Far East.

Qtrategies ]

1. Increase customer awareness of Mouse 2.0 and Keyboard by developing new channel opportunities:
Outbound and mail order for Keyboard, mail order and expanded retail coverage for Mouse 2.0.

2. Develop a leveraged program to make people believe they need a Microsoft Mouse 2.0 and Natural
Keyboard to get the most from Windows 95.

3. Take share away from Logitech and clone manufacturers at the low end of the mouse market by
decreasing the street price of Home Mouse to $29 and increasing breadth of distribution.

4. Utilize the mid-year review process to gain backing from Steve Ballmer and commitment from the
subsidiaries on Mouse revenue development plans.

5. Create solid launch plans for Kids Mouse and Joystick that are supported by the channel and are
successful in generating pre-orders.

6. Consolidate existing Hardware messages into a defining Microsoft Hardware positioning statement.

S

oL AW
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|Tactics |

1. Increase customer awareness of Mouse 2.0 and Keyboard by developing new channel opportunities:
Outbound and mail order for Natural Keyboard, mail order and expanded retail coverage for Mouse
2.0.

* Participate in the March Office/Consumer promotion targeted at SOHO.

¢ Spend $1 mil on Mouse 2.0 and Keyboard line advertising in Spring 95; develop upgrade line
advertising for Mouse 2.0 and Keyboard and POS for Windows 95 launch.

¢ Direct mail to 200K MIS, Risk Management professionals. Work with LARS to follow up on
sales leads.
Create a cost effective way to cross sell Mouse and Keyboard in-box.

¢ Develop Hardware sales and marketing opportunity plans for all direct accounts and Sr.
Partners.

* Create mail order and outbound channe! opportunity plans.

¢ Develop long term in-store merchandising program.

2. Develop a leveraged program to make people believe they need a Microsoft Mouse 2.0 and Natural
Keyboard to get the most from Windows 95.

Make Mouse 2.0 and Keyboard a Focus Product in the Win95 launch and channel campaigns.

Recommend stocking levels and secure pre-orders for Mouse 2.0 and Keyboard.

Make Keith Kegley an integral part of the Windows 95 marketing team.

Develop Hardware line advertising campaign for Windows 95 with a “We're the best gear for

Windows 95" message.

¢ Prepare to achieve the same breadth of distribution as Windows 95 for Mouse 2.0 and
Keyboard.

¢ Leverage the Windows 95 in-store activities with hardware POS that ties to both our
advertising and the Windows 95 POS materials.

¢  Secure end-caps for Mouse 2.0 and Keyboard in the hardware section in-store.

3. Take share away from Logitech and clone manufacturers at the low end of the mouse market by
decreasing the street price of Home Mouse to $29 and increasing breadth of distribution.

¢ Increase both sell-in and seli-through of Home Mouse in Q4 by reducing the street price to
$29 on April 1, 1995.

¢ Utilize price reduction to increase breadth of distribution and stocking levels in price sensitive
channel segments such as mass merchants.
Fund circular advertising in named Home Mouse accounts to promote lower price.
Create a reseller awareness/training program.
Conduct reg. base call downs to profile customers. Learn who is buying, where they are
buying, and why they are buying.

®  Meet with channel partners and segment managers in segments where it is moving and not
moving to gain insights, analyze resuits, and recommend FY96 action plans.
Perform ongoing sell through analysis and collect sales data from distis and resellers.
Develop FY96 Holiday pians based on the above findings.
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4. Utilize the mid-year review process to gain backing from Steve Ballmer and commitment from the
subsidiaries on Mouse 2.0 revenue development plans.

e Develop hardware slide for mid-year reviews to be part of the Consumer review.
o Create templates for the plans and distribute to the subsidiaries.
Tour the subs after mid-year reviews to follow up and secure commitments.

5. Create solid launch plans for Kids Mouse and Joystick that are supported by the channel and are
successful in generating the forecast amount of pre-orders.

e NDA meetings with hardware buyers at named accounts.

¢ Recommend stocking levels and secure pre-orders.

Create PR, advertising and launch programs to drive sales and gain channel support.
Be everywhere consumer software is sold in the channel.

Seed product for maximum PR and channel exposure.

Develop solid merchandising program in-store.

Secure the budget in FY96 to support launch efforts.

-
/ .

6. Consolidate and crystallize existing hardware messages into a single defining Microsoft Hardware
positioning statement.

*  Work with Waggener Edstrom and Consumer Division brand managers to review our product
messages and perceived customer perceptions.

¢ Develop the positioning framework and messages for the Hardware family of products from
Microsoft that encourages multiple purchases.
Test and validate the framework with consumers.
Create sparklers that fit the message.

¢ Integrate the message into all our PR, advertising, field communications, RSP training, and
collateral.

|Concerns we've heard which need to be addressed: ]

1. Clear strategy of OEM vs retail: We catch OEMs dumping product, we know who they are, and we do
nothing. Europe is losing the most to OEM unbundling. What is our strategy? What do we want to
accomplish

2. LORG: attitude of LORG sales force is that we are not part of Select.... “Hardware is not part of
Select... so not a LORG responsibility.” Hardware IS part of Select (attach product... as a bonus they
can buy 50 packs). What do we need to do better”? This is IMPORTANT because the Natural
Keyboard needs to sell in volume through LORG.
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Advanced Technology Sales
Update FY95

February 8, 1995

AT Sales Mission

Own account relationships,
secure MS product design wins,

with leading network operators
and their partners,

for use in electronic commerce.

FY’95 AT Sales Midyear Business Review
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FY95 Goals

Complete AT Sales team

Identify and establish relationships
with core Netops worldwide

Actively engage target partners in MS
BBN evaluation

Secure systems integrator and OEM
partners in support of ACT business

Achieve design win with Microsoft
Exchange in at least one Netop

AT Sales Oreanization
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AT Sales Organization
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1H FY95

¢ Alpha trial commitment with Rogers,
SBC, Deutsche Telekom, NTT, Telstra,

US West

¢ Participation of 18 Netops, 4 OEMs, 5

SIs, represented by over 180 staff at

ACT Summit, Nov.. ‘94
¢ “We were surprised by that one - we

don’t know why they chose Microsoft”
referring to SBC’s selection of MS
technology for their Richardson trial

Larry Ellison, Barron’s, Jan. 9, 1995

6

FY’95 AT Sales Midyear Business Review

HIGHLY
CONFIDENTIAL

MS-PCA 2615035



Netop Summary |

Product Focus:

North America

Broadband Exchange NT Services

ATE&T TR3 MS Fax
[Amentech Disnev TR3 SMORG Deskiop
Bell Atlantic Insight Observer / PlatCo ISDN
Bell South Disnev

vnex PiatCo ISDN
Pacific_Telesis Insight Observer / PlatCo TR2 ISDN
Southwestern Bell Dvip Partner / Disnev ISDN
US West Insight Alpha TR3 Octel. ISDN
GTE Insight Observer Evaluation
MCI TR3
Sprint Insight Observer TR3. Mail 3.2 MS Fax
fComcast Insight Observer
[Rogers Insight Alpha
[Time Warner (US West) Insight Observer
Viacom insight Observer

Netop Summary

Product Focus

Europe, FE/Asia

Broadband Exchange NT Services
Europe
elgacom Insight Observer TR3
British_Telecom Insight Observer IR3
Deutsche Telekom Insight Alpha Datex J MCS trial
Franss Telccon _losighl Alohy TR3 Mail 3.2
Far East/ Asia
ong Kon Insight Observer Interest
Josl Insight Observer
Insight Alcha FAX/FNET
] Inlemmet access |
elstra Insight Alpha/tMSN JV Commutted
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Insight Partners

Network Operators OEMs - Server
Rogers
France Tel Intel
’ Compagq
NEC
System Integrators OEM:s - STB
SI for TCI Olivetti
Lockheed Alcatel
NTT Data Anderson
9
Insight Program

16 worldwide network operators and 5 worldwide system
integrators

Collaborative program providing
» Training '@
» Test “Viewing”

> Design reviews
> Pre-release beta code testing

Further refines the system

Provides network operators with competitive advantage for
early deployment

Assist network operators in evaluating IBN options

Belgacom , BT, Cox Cable , GTE, Hong Kong Tele. ,
Korean Telecom , Pacific Telesis, Sprint, Viacom

FY’95 AT Sales Midyear Business Review
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Insight Program Schedule

01-02 FY"95

TRAINING
Insight Insight Insight Insight Insight Insight
Module1l Module2 Module 3 Module 4 Module § Module 6
Pre-Alpha Alphal ADK Alpha2 ADK  Beta IADK & Beta 2ADK &
ADK & NIK & NIK & NIK NIK . NIK ;
r4Q 94 1Q95 2Q 95 3Q95 4Q 95 1Q 96 2Q 96 3Q96 | 4Q 961
T JA T\A \ T \ Tﬂ :
K - - + >
Pre Alpha Alpha 1 Alpha 2 Beta 1 Beta 1
(1/95) (5/9%5) (Q495) (~5/96) (~11/96)
NIK
Pre Alpha Alpha 1 Alpha 2 Beta 1l Beta 2
@ns)- (6195) (1Q 96) (Mid 96) (4Q 96)
Phase 1 Phase 2 Phase 3
(Pre-Alpha) (Alpha 1) (Beta) 11
Netop Goals Q3/04
¢ Continued focus core accounts
¢ Negotiate business terms on % of
revenue model by May
¢ Implement I-Program (CD, Online, .

events)

¢ Focused NT activities with LORG team,

BSD marketing
»Exchange
»RAS

- »MS Fax
> Internet Access

v

"y
N

FY’95 AT Sales Midyear Business Review

HIGHLY

CONFIDENTIAL

MS-PCA 2615038



System Integrator Goals Q3/04

¢ Continue evaluation of AT&T and

Establish Anderson and Olivetti
netop engagements

¢ Assist Rogers’ with SI selection

Northern Telecom as SI partners
Execute SI phase 2 plan

OEM Goals Q3/04

¢ Establish European set-top partners
¢ Sign definitive agreements with

Resolve HP evaluation of Penguin
business case, secure commitment to

build for TCI

Compagq on server plans

Match OEM suppliers with Alpha
partners

Establish marketing and branding
programs with OEM partners

14
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2H FY95 Summary

¢ Ongoing competition / Market
Window

¢+ MSN Corhplexity

¢ Continued focus approach to BBN
> I-Program

¢ Expand BSD product focus

¢ Increased support / cooperation
with field

¢ FY96 ACT Products Plan

15
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= | Microsoft Corporation Tel 206 882 8080
One Microsaft Way Telex 160520

Redmond, WA 98052-6399 Fax 206 883 8101

Microsoft Memo

DATE: October 20, 1994

TO: Jeff Raikes

FROM: Bruce Petersen

CC: Barry Kurland, Laura Torina
RE: Special Agreement information

As we discussed, there were mistakes made in large license agreements in the past. As
you stated, these are mistakes we don’t want to repeat. To ensure that you have sufficient
information prior to the Price Waterhouse discussion tomorow, here are some details that

Anne Roe and Eileen Conover have put together.

Select was developed in response to the demands of dissatisfied special agreement
customers. Before the development of Select, special, direct agreements were
Microsoft’s only method to address the needs of large, worldwide, volume-purchasing
customers. Legal concerns forced Microsoft to work directly with these customers,
frequently at very low prices and always shrouded by a strict, however unenforced,
confidentiality clause. These agreements took as long as two years to negotiate and were
a constant administrative headache to both parties throughout their term.

Problems in creating another direct agreement.

¢ Lack of Confidentality

¢ Erosion of per-license revenue

* Inefficient administration

¢ Former special agreement customers are dissatisfied and are gradually transitioning to

standard Select agreements.

Our past experience and the feedback from our largest customers tells us that Select is the

best solution for volume licensing customers.
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. Lack of Confidentiality

ARCO: In spite of the strict Confidentiality clause included in the ARCO Special
Agreement, shortly after finalizing the Agreement, the cover of PC Week contained an
article describing the very first “Site License” Microsoft had just finished negotiating
with ARCO - along with amazing accuracy of the details of the Agreement such as
number of desktops and price per desktop.

GENERAL ELECTRIC: Weeks before the General Electric Special Agreement was
finalized our PR agency received a call from Rob Kelly of Infoweek asking for
confirmation of the details of the Special Agreement. All of the information we were
asked to confirm was surprisingly accurate, such as number of PC’s covered, products

and price.

CHEVRON: Despite the fact that Chevron agreed to be bound by a strict
confidentiality clause, they neglected to inform Microsoft that they had sought the
assistance of a LAR to handle the cumbersome administration of their special, direct
agreement We realized that Chevron had violated their confidentiality clause when we
began receiving payment for purchases made under this special, direct agreement from
Egghead Software on behalf of Chevron. . o .

MS-PCA 2615042
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2. Erosion of Per-License Revenue

e CHEVRON: Under their special, direct agreement, Chevron is able to purchase each
of the products that are components of Microsoft® Office for a total package price of
$141.11. They are able to use each of the products separately and concurrently off a

SCIver.

e GENERAL ELECTRIC: General Electric paid $12.5 Million for the right to run
Office Professional and Schedule Plus on all 71,450 PC’s. This included maintenance
on all PC’s as well. This translates into approximately $175 price per desktop, as a
comparison under Select on a per desktop basis would be $300.

¢ INTEL: Intel Special “Package Pricing Options” i.c. $285.00 for Excel, Word,
PowerPoint , DOS-Upgrade and Windows. Individual Apps. pricing, i.c. $80.00 each

for Word, Excel or PowerPoint

MS-PCA 2615043
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3. Inefficient Administration

[ ]

INTEL: Despite the fact that Intel sought out a direct relationship with Microsoft,
Intel recently requested that Microsoft allow a LAR to administer their special, direct
agreement to off-load the administrative burden associated with the agreement.

REUTERS: Inside Sales was responsible for manually accumulating over 100 Disk
Sets in localized languages and distributing to multiple locations worldwide. In
addition all P.O.s were administered through Inside Sales.

ARCO: Inside Sales was responsible for manually shipping disk sets, manuals and
upgrades to multiple locations.

THE COCA-COLA COMPANY: The Coca-Cola Company’s special agreement
required extensive reporting to be collected from approximately 100 different

reporting sites worldwide and compiled by The Coca-Cola Company on a quarterly
basis. The administration of the Agreement was so burdensome that, after working for
over a year to negotiate this “special deal”, The Coca-Cola Company was willing to

throw it out and start over with Select.

THE COCA-COLA COMPANY: Because of the'unique, i;lm;naﬁona]
accommodations which were granted in The Coca-Cola Company’s special agreement,
Microsoft found that its internal systems would not support the agreement and we
have not been able to bill The Coca-Cola Company for the products it has consumed
during the two quarters that the agreement has been in place. Microsoft Treasury will
establish a special, multi-currency account to collect a one-time payment after the

agreement is terminated.

MS-PCA 2615044
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4. Transition of Special Agreement Customers to Select

Transitions from Special, direct agreements have been completed or are in the process of
being completed for:

e Bankers Trust

e Chase Manhattan Bank,

* Northemn Telecom

e Nestle

¢ PPG Industries

e The Coca-Cola Company

¢ Emst & Young

e Baxter Healthcare

e Exxon

MS-PCA 2615045
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SPECIFIC AGREEMENT INFORMATION

1. GENERAL ELECTRIC:

e $12.5 Million total e $175 per desktop
e 71,450 PCs

2. CHEVRON:

e $141.11 for components of Office e 2yearterm

Separate, concurrent use of components e U.S.,, limited international distribution

3. INTEL:
$285 for Word, Excel, PowerPoint,
MS-DOS Upgrade and Windows

$80 per each individual application

4. ARCO:

e $4,286,598 total e 10,000 PCs

e $380 per desktop for MD-DOS ¢ 10% off MCS engagements of 3+
Upgrade, Windows, Word, Excel, months, 20% off MCS engagements of
PowerPoint, Mail, Project, Schedule+ 6+ months. .

* 5 Premier PSS enrollments and 10MS e 10 one-day transition seminars given by
Support Coordinator Program MS personnel
enrollments

¢ 1SE onsite for 6 monf.hs e 3yearterm

5. THE COCA-COLA COMPANY
$4.5 million total e 2 yearterm

Participation of non-owned or

controlled bottlers
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6. KPMG
e $5,965,200 total e 3 year term
e MacWord, MacExcel, MacPowerPoint, e

Mail Client for Mac

Maintenance
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