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Scope

A
The purposa and scope of this document is to provide a tactical marketing framework for
the 1aunch of DR DOS 6.0 over (4 and QL. It has been written as 2 supplement to the
STEAMROLLER “Tass your DOS” business plan, The STEAMROLLER business plax.
wrilten only 4 manths ago, stilf contains sccurate and timely information {ie, risks.
threats and opportunities). This documesat is intended 10 set a clear direction for DR DOS
6.0 launch activities. Additional detail on topics or items marked with an asterisk (*) can
be found in the original source material: STEAMROLLER Business Plan, Product
Positioning Statement provided by our UI office, high-iech positioning and corporae
background information, or the "Revicwer's Guide™ provided again, by our UK. office.

Goals and Objectives

1. Double channe] sell-in )

Sell 100,000 DR DOS 6.0's into the channel from product 1axunch oo September 9,
1991, to the esd of the first fiscal quariér oa December 31, 1991, 2nd generate
$6.5 million in revenue

2. Increase channel sell-through by 50%
Usepunmmﬁn;mchniqmmincm:hesen-wﬂbyso*hsochm\d
invemories

do not increase (o unmanageabls levels, Unit inventories will
increase, bot we will hold the days of inventory In the channel stzady ax 30 10 45

days.

3. Upgrade at least 33% of DR DOS 5.0 registered users
Upgrade 6,600 DR DOS 5.0 users 10 DR DOS 6.0 by November 30, 1991.

4. Increase prodect awareness
Increass DR DOS awareness and penemation in the reseller and OEM channcl.
and in Fortmoe 1000 accouny. Although the "Toss your DOS® campaign was

extremely effective, due 1o the fack of advertising and promotion aver the past
few months, we must effectively “re-launch” DR DOS 6.0 lo build product

awareness.

“Digital Research Confidential
Page 4~
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5. Create positive product image

| CENFIDENTIAL TREATMERT Big

AL S

e

Establish DR DOS s the innovative and compatible leading-edge DOS
alierpative that does everything betier. Begin to sej the stage for the added markat
laverage of Novell.

6. Position DR DOS 6.0 as the truly compatible alternative DOS

Position DR DOS 6.0 in the market as the nnovative technology leader. Continve
to reinforce 100% compatibility and leading-edge PC operating sysiem
technology.

Product Description

DR DOS 6.0 is 1 powerful single-user operating system designed to run alt DOS
applications (100% compatibly) on Inizl 80x85-based and compatible microcomputer
systeras It gives the user mors memary, mote disk spece, und it sippificantly increases
PC performance. DR DOS 6.0 is a quantum leap ahead of any DOS wechnology availsble
today.

With DR DOS 6.0 users can:

Increase PC performance

More memory for applications (up to 625k)
Fastast disk cache oa the markst

Disk defragmentation

Fully iniegrated task switching

Double hard disk capacity
o Autornatic file compeession

Seaure their PC
° Password protect disk, directories or flles
o Keayboxrd Jock-out

Use the easier DOS alternative
o Quick and easy installagon
o Ou-line kypertext belp for each coremand
° Simple sysieou reconfiguration

Ger more valpe

Powerful file undeltic
PC-to-PC serial file transfer
Cursor size and blink rate settings
Craphic memory map

Unformat

1
(-]
]
4]

o0 000

-
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Situation Analysis )
Sell-in/Sell-thru
DR DOS 5.0 1990 £1991 {forecast)
1950 1891
Dollars (3) Q31 & Q1 2 O3 o
Sell-In (000) G 516 1210 2200 2,225
Sell-Thru (00 1] 1,120 1,350 1,160 .
1990 1991 °
Units Q3 Q4 Ot Q2 Q3 Q4
Sell-thra a 0 10 12 19
Inventories levels of DR DOS are low, bawever we will want to minimize the 5.0
19 6.0 product swap.
- - - - — Channel Inventories
Disgitators House Accts. Total
- Units 12,800 2400 15,200
. “Dollars 650,000 168.000 818,000
Registered user base
Anﬁmymmmmmmlmgmpﬂguunqw.nnws 5.0
experienced significant market penetration. R
Product Registered
users
DR DOS 5.0 20,000
Other (Jeads) 50,000
Digital Research Confidential
Page -6~
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External Perception

DR DOS 5.0 has been received extrernely well by end users, 15Vs, OEMs,
VARS/VADs, and most importantly key induswry pundits and the press. The
success can auribueed 1o a few key elements: 2 great techaical product, good
tachnical support, a strong marketing campaign ("Toss your DOS™), and to some
exient the industry Ening np against Microsoft (David and Goliath).

The pending Novell merger will significantly stwengthen the credibility of Digital
Research Inc.. DR DOS 5.0 and DR DOS 6.0

Internal Perception

DR DOS 6.0 is perceived internally as a leading-edge PC operating Sysiem with a
growing instalied bass.

Press Perception

Incredible! Extrernely favorable reviews. DR DOS 5.0 has generally recrived
marks more EIYOI_'I-bk over MS-DOS 5.0.

Market Analysis

Penetration

There are twenty five million DOS PCs installed in the U.S, Sixty percent are 286
machines. MS DOS has nearly 95% penetration, while the DR DOS 5.0
penetration is 10%. -

DR DOS registered user base segmentation

We're working with Jody Qlifton to gather some data from the registered users.
Key da includes: Where product purchased, cicy, state and zip code. Once the
data is collected, it can be used to determine patierns 50 our marketing programs
£2n be more targeted,

We will have to change the regisiration cands (next build} to cotl=ct-more detatied
information. Al a minimum, we'll have 1> collect and segoent

L. By industry
2. By company sz
3. By departient

LY
Digital Research Confidentizl

Page -7- L
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Channe] segmentation

DR DOS 5.0 has good diswibution, but the focus is with two key distributors —
IngramMicro and Merisel. The corporaie reseiler chanpe] exists but is geactve lo
end-user demand. Gold disk sales have beea strong in the past two moaths and

. may dsmonstrale that the efforis made (0 peneqate corporaie America overs the
past aine months ars finally paying off, The pending Novell merger well
srengthen our relationship with distribotors. :

Competitive Analysis - MS Das |

Pricing
The MS-DOS 5.0 SEP is $99. Microseft thea discounts the product roughly 51

pcinu(inmmechmelztm.s{)).‘rhesneetpdeeismsa&

Distribution

- . — —— — -Microsoft has much broader distribution than Digital Research; and has the added~ — — —
teverage io force sales of weak product liney through te-in sales with successfol
products.

Sales Foree

“The Microsoft sates force is very large — over 400 and growing. Although thew
pmductoﬂ‘uin;suzveryhmd.wimmeirshnﬂmberofmp& they are ablc 0
provide excetlent coverage direstly to Forune 1000 accounts, reselers and retad
mmmmmlymdamdmhdmprmmipmm
reselier and corporate markets. .

OEM

Strong OEM accoants, who have shipped incredible volumes of PCs, have paved
the way for Microsoft's DOS success.

Momentum

Although Digita] Research was able to delay MS-DOS 5.0 and cause a slight

hiceup in sales, Micrasoft claims they've shipped 1 million units. Microsofl is
trying to ride the wave Windows creatcd with its announcement in May of 1990

-~

™ Digital Research Confidential
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Product Strengths ‘ Bbunﬁm nA[ TEE"‘EEE‘&T ? EquSE H

Micvosoft’s claim 10 fame with M3-DOS 5.0 is memory management Other
strengths include: ¢

L. Begter network driver support {with LAN Man)

2. Safety — all DOS software is wsted using MS-DOS; DR-DOS is tested by

only a few, compared o MS-DOS, of the leading software and hardware
manufacturers.

Campetitive positioning

1. DR DOS 6.0 is the mast advanced genenl parpose PC (DOS) openating system
availsble today. |

2. DR DOS 6.0 will bécoroe the product of choice for Novell-based LAN
installations.

3. DR DOS 6.0 provides nsers with more memory, mor= disk space, significant PC
performance gains, greawy security, and better integration with LANs.

4. DR DOS provides OEMs and users disect benefits 1hat g0 further than any other
DOS products to exploit hardware and software capabilities.

5. DR DOS is fully compatble with DOS- and Windows-based applications.
6. DR DOS provides the optirnum solution for Windows and Windows applications.

DR DOS 6.0 refines the new Yechnologies incioded in DR DOS 5.0, such as raemery
management and easy system setup. But DR DOS 6.0 goes considerably funher. Tt
Gelivers increased perfarmance from unchanged hardware, doubles available disk
siorage. includes more sophisticaled task switching than MS-DOS 5.0 olfers — and it
provides 3 -wide range of cazy-io-use utilities. ’ .

These davelopmemts beoafit the users of networked, Stand alons desk-top, tap-10p, ang
notsbook sysems. Each segment can use the features specifically designed for them.
8086 and 286 machines, which represcot more than half the installed base of PCs, benefit
gmmmwmmeﬂsmﬁommmmmtmuime

Digital Research Confideatial
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Pricing

. DR DOS 6.0Masketiog Plan . September 30, 1951

s !

DR DOS 6.0 SKU AND PRICING BREAKDOWN,

SKU SRPS Margin % Channel Probable
. off SRP Price $ Str. Pricc §
DR DOS 99.00 N 45% 54.45 59-69 ea
5.0
50-60 995 a/a na a/a
Upgrade
#1* :
5060 24.95 na nia wa
Upgrade
#1* .
SixPack/PO | 594.00 43% 326.70 $9.00 -
S bundie* 69.00 ea
Educaconal | 59.00 40% 3240 49.00
»
Industrial Proposal VAR bundle
- T coundiey* nerated” | i el et K01 ')
Evalualion® | 19.95 nia nfa nfa
[ ]
Preview 9.93 na na Free
. Disk-.
. d Novell
Gold Disk Froposal
generaed
Direct 49.00
® available in two SKUS - 3 /2" and § /4" '
*Spctto be resold -
n'a = not applicable

Upgrade # - If DR DOS purchased by August 8th upgrade is available directly from
Digital Research for $24.95 plos shipping and handling.

Upgrade #2 - If purchased on August 9th tuough Noveraber Sth time-frarne, upgrade is
$9.95 which includes shipping and handling.

Digital Research Confidential
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Target Markets

T
FeTr=

-~

1. Instalied base .

Registersd users are the best prospective customers for DR DOS 6.0. This highly
targetzd market is our jowest-cost and bighest-rerum segment. Unregistered users
are harder to pesch, but this segment also has 3 high close rate. Sales cycle for the
entire installed base segmant is typically short.

2. New users

New users ars most affectad by compatibility, value and performance. The first
decision poini is: "is there lcunpellingren:nnmbuymkpmam?‘.Mmond
criterion is product suitsbility — “nice feattres, and they mean-someshing o me.”
Corzpatibility is only important if it docsn’t exist — it can be 1 purchase
disincentive, but it is rarely » sufficient inceotive 16 campel the purchase of the
praduct
Newusersmbcfunherscmnwd.\ufouows:

Small to mid-size tmsiness
:Ihislsmueellcntroppomﬁc; for hmmmm&o;peﬁ:iv; pmd:x:t -
salection evalaations are unusug] and sales cycles are shore Public relations, word
of mouth, positive reviews, direct mail and telemarketing are the best and most
cost-cifective approsches, although 2 sufficiently large advertising budget can

helpmuummmdinmlwelmhelppu'aboveuumiu.' We selt
racst of our gold disks to mid-size businesses,

Fortune 500
" “This market is vital to our 1oag tem success and is pant of our long term srategy.
The sales cycle is long ad more formal thas in mokt other sepments. However,

. the payofY is grest, and this s a very swrong market segmeat for Novell, We need
wmwmmmdmmz:mempfa&emm“m.

Fortune 508 - 2000

These accounts alse have a rather icogthy decision procest, but they may be less
reluctant W switch standands becasse their MIS/IC management tends to be less
mﬁmmmmmmmqﬂ:mmm,mmm
Formne 500 accounts but the key, as with the Fosune 500, is Lo get to the MIS
and IC managers — the influencers and the specifiers.

Digital Research Confidenial
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3. CEMs

DR DOS 6.0 offers 1 superior. high-performance operating syswem that exploits

the polentiz] performance of OEM bardware. Features such as BaueryMAX,

MemoryMAX and ROMability create opportunities for hardware manufacurers
10 add performance-enhancing value 10 differentiate their products,

The new high speed disk cache, which iy estimated to be some 34 times faster
than Microsoft Smart Drive, gives the OEM's DR DOS-equipped PC an
epormons performance advaniage — and the OEM get3 a significant cost saving
by not having to license a cache separately. A DR DOS 6.0 hard disk can store
twice as much data as i1s MS-DOS cosaerpart . Thiz enables OEMS to offer
high-specification machines without incurring any sdditional costs, resulting in a
more competitive product

4. Government

The selliing cycle is Jong and the markzting is difficult however, governmen
basiness is like an annuity once it's closed. Memory management for 286-based

PCs is a crucia] competitive adventage DR DS 6.0 has aver MS-DOS 5.0, The
- government s1ili-has - lot of old Zenith PCs>: —- — — — - -

5. Education

In Suly we entered this markst with 2 separae educationsl plan, sot covered in
this document This market is all incyernental business for DRL

6. The Channel

Even though the Channet isn't the flnal consuraer of DR DQS. it is the focus of
Sales; therefore it is & target. .

Tactics

Muarketing lactics emmpbasize DR DOS 6.0's technological advaniage. Programs ars small
and extremely well focased. Gorilla marketing helps us keep the smessage and programs
extremely concentraed, and focused on our competilor °s weak points.

Digital Research Confidential
Page -12-
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The DR DOS 6.0 launch will ridz on the coattails of Microsoft's M5-DOS 5.0 release.
Industry leaderss. pundits and reviewars are all telling DOS users to upgrade from MS or
PC DOS 3.x and 4.x.. bt it is dilficult for most consumers (o initiate the vpgrade
decision process ("whai do I need thiz for”). But once 2 customer decidas (0 upgrade, we
have an oppottunity to switch him 10 DR DOS ~ if he knows about it. and if e make

the reason (o buy sufficieniy compeiling.

3 I SRPPRARS T =1 fa S |t - b pusmmd s L H Hue I e P

e gy —————y W WYy - gy T e LT

sofme carporations to upgrade 1o Windows, we will

stress that DR DOS E:‘\'t-j—usfﬁ;e best

DOS aliernative, it's 2lso the best foundation for Windows.

Digitat Rescarch has several of the four macketiog “Ps” wixking to its advantage over

Micrasoft.

1. Product - Superior io tlmost every way.

2. Price - - Even

3. Place «~  Strength in Jow-end (8086 and 286) PC market, Swonges
product in almost every way.
4. Promotion ~  Good coverage with temp-reps and good resslier merchandising

programs.

- -Some goals-and objectives overlap {for example, increasing-awarencss will help the— — ——— — — —
—rrnogt a1 injucoeraouantdy puhlic meiations 10 rade <hoe uw coeecign

sections. Qur Lictics by market segment are: -

1, Instalied Dase

1ananys

o Upgrade malling: A clear no-nonsense direct mail picce followed up by
tekemarketing and at least one mors wave of direct mail is the best and most

cost elfective way 1o upgrade

users. The direct mail pieces will be

sent (0 registered user of DR DOS 5.0 and will contain a cover lener, product
n shest, and a BRC. Roceipt of purchase will be required

brochure,
for free upgrade (59.95 S&H).

o Advertising: The main thrust of our advestising activities wil) be aimed 2t

new purchases: however. there will be a
from our print advertising.

Yarge spill-over into other sactors

o User group activities: Heavy advertising in major user publications.

Advertising will be followed up by user

group speaking engagements and 2

spesial $49,00 offer on DR DOS 6.0 cither direct of through a reseller.

MS-CCPMDL 000000360599
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2. New business customers
New business customers will generate Lhe bulk of the increasad chaanel seil-

through, which in turn will drive future chansde] sell-in programs. This group is
segmented as follows:

o Small- to medium-sized businesses: users are most affected by compatibiliry,
value and performance. The first decision point is always "is there 2
compelling re2son to buy this product?”. The second is product suitzbility and
third is compatibility.

Advertising and programs that stress benelits and communicale a clear and

compelling message, plus genuine value coupled with product availabilivy are
most elfective.

o Fortune 500: Consistent adventising, song reviews, exscutive briefings. and
seminars are best marketing vehicles, This is the bome of the network — 1he
Novell nerwork

o Fortuns 500.2000: Programs with Corporate Software, SoftMart and
SofmmSpe:uummexeeumlmysmm(e awareness and coatinue o
-penemite new doCOUALS . - . . . e —-——

Advertising

I. Goals

a Increase channel sell-through to 25,000 units 7 month
b increase awareness by S0%

c. Creals positive product image

d Position DR DOS 6.0 as the ouly compatible aliernative DOS
2. Target audience

MIS Directors / PC Managers in large corporations, [deally urgeted to cucrent
usars of DOS 3.x ot 4.x who are considering Upgrading their DOS. We don't want
to prechude MS.DOS 5.0 users.

Advanced users who want oo upgrade their DOS and ideally are using vtility
software.

Everyday users who ane looking for ways to squeeze more perfonuance out of
their hasdware and additional benefils from their software applications.

Y
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A Ad/ Message

The ad agency will design a 4-color donble-truck {spread) ad and 2 one-page
adaptation. The gurpose of this full-color ad is"o announce the availablity of the
leading-edge altemative DOS operating sysiem, which is superior to any other
DOS currently on the market The ad must also be easily reproduced in black and
white, and the one-page ad mast be adapuable to smaller sizes (i.e. sizndard book,
B&W, junior page aad spread, €ic.).

The raessage will be benefit-oriented, provide a solotion, tell the reader what (he
prodnctwmwmdelﬁmw:wnds.hanamshudﬁm.be
scannable, perhaps contain an element of sarprise, include a srong call to action,
contain a comparisos chart, and show (be package. A "Fax you the Facts”
mmmwﬂmumndjmuwmiammmﬁmm. Anyone with
a touch-lons phone and a fax machine will be able to participate in this program.
This program is designed to get product infermation in prospective cuswomer’s
hands fast and serve as first line in qualifying leads. The ¢ost of this program
should clearly fund itself, and some, dirccily from calls our own customer
service peopie will not have to field, postage and literature fulliliment.

Key benefits: DR DOS 6.0 gives your PC more memary, more hard disk space,
greater securiry, and it increases your PC's performance. 1¢ is fully compatible
and easy to install and use.

Prodoct Brochure

8- to 12-page d-color coves saddie-stitched piecs used for upgrade mailing.
reseller six, trade shows. sales force. This piece will be the main sales tool

Digital Research Confidential
Page -15+
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Gold disk pregram

| CONFIDENTIAL JREATZEAT RE0UESTED |

We will expand Gold Disk sales. To do this, wg have increased dealet margins
and lowered the minimum quantities, 5o smaller businesses can qualify. A
separaie pricing proposal has recently been submited for pricing SofuMan

consideration

For SofiMan, Navell Netware gold disk pricing comparisons:

[Netware 2.2 Netware 386 3.11 DR DOS 6.0 ]
[#Usess SRP (e2) ¥Usen SRP (ca)  #Users SRP (ea) |
5 3895 20 $A495 10 T390
(179 (174.75) vi))
10 1995 100 6.995 50 3.450
(199) (69.95) (69
|50 3.495 250 12,495 100 (le) 5,900 ]
\Digiul RcPs?;ech‘(;onﬁd:nnﬂ
Hllllllﬂlc G A
722734

MS-CCPMDL 000000360602




DR DOS 6.0Marketing Plan «  Sepzmber 30, 1991
Rev 20 _"\\rl:'g.-q—| TRY T ey
| CSRFIDENTIAL TREATERT Rediiars

1

3. OEM

A SoftMart retail business will drive a SoftMart OEM business. There are number
collaweral pieces and a direct mail progzam that has ba:q;dcvclopcd specifically for the
OEM market

4 color sumber 10 size (vest packet) DR DOS 6.0 product brochure,
Product comparison SofiMart DR DOS 5.0, 6.0 and MS-DOS 5.0.

& panel 2 color family brochure.

Comdex/DR DOS 6.0 5,000 piece mailing

ol ol o il

4. Education

A SoftMart business plan was zpproved with the “TOSS your DOS” campaign.

5. Government

Advertising is fairly effective as 2 me2as of communicating to the retail (GTSD
government customer, but it wont work for govermment contracts such as
Deskiop 4. In marketing 10 the government thexe is no substitute for personal and
persistent sales contacts and added-value programs. A cusiomized government
e — —— . _version of the produci is an innovative.concept that i5 relatively new but effeciive. -

GTSI has been receptive to our product and we're adding them 1o the Tist of
"House Accounts.” Mere agein, we must stimulate demand in order for GTSI (o

aggressively market our products.

1n Phase | of this product launch, we do not Anticipate any advertising or
collatzrals specifically targeted at this segmenl

6. Channel

The user scgments above are Marketing's targel markets, The channel is the target
market for the sales force — and if we are successiul in the channgl, we will g=1
added Jeverage for our saies force (each store sales person whe is s0ld on DR
DOS 6.0 is an extension of our sales force).

Consequently, we ate focusing 3 large part of our marketing efforts on the
channel. We will lavnch DR DOS 6.0 into the reseller channel with
comprehensive marketing and promotional programs.

“Digital Research Confidential
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Channe! lagnch compenents
o SixPack Reseller Kit
Descripti

[

This provides merchandising materials as pant of DR DOS 6.0 *SixPack™

purchase, which is a special disribuor SKU.

Contents of SixPack SKU:

o Printed shelf display carton that holds 6 sell-able copies of DR. DOS 6.0.6
comparison theets, 10 end-user rochures, and 3 Shelf-talkersiiznt cards.

o DR DOS evaluation pastcard - $19.95 (61l out name, addsess, eicfretum to

DRI).
o One casel.

o One bounce-back post card that entitles the reseller 1o get one free T-shint.
Reseller can also order exira literatare, or POS Merchandising System

(explained below) or point of sale picces (Le. banner, easel, eic.). The bounce-

back card enables DRI to capure the names of resellers purchasing and

actively promoting DR DOS.
Obiectiy

To ensure that independent computer stores, franchises, and chains receive DR
DOS colfateral and promotional maserials whea they order six copics of PR DO3

6.0.
Schedule

DRI will begin shipping six-pack SKU to diswibation on August 28th

Digital Research Conlidential
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o POS Merchandising System
Pescription s
The POS Merchandising Sysiem is for resellers who purchase the SixPack SKU
and actively promotz DR DOS. It cao be uscd as an end cap display or as an

.independent POS. The Merchandising sysiem also comes with 2 DR DOS banner
to hang in the store, on¢ header panel, and an empty DR DOS 6.0 box.

All piecas will fearure the theme used in the advertising campaign. This is
offered free through resellers upon requist. To order, they must buy at least one
SixPack, which also contains the merchandisiog system order farm.

Objectives

High - profile merchandising display for DR DOS. Give prominent visibility to
DR DOS using banners, boxes, e,

Schedle

T T he merchandising kit will be availablé for Shipmeat from DRI By SepErmber 167

o Packape

Pach;edesipshoﬂduuunminémondswmmmcpmdnctiur
does and be colorfial so as lo jump out at 3 prospective customer.

o Brochure

8- to 12-page 4-color cover saddie-stitched piece used for upgrade mailing.
mﬂnmmwﬁfmmmwmumemﬁnsmsmL

o Marketing Development Kt
Black and white star sheets, ad slicks, 8 172 x 11 biw phota, colar slides of the
package 10d two screen shots, for reselless to produce their own customized
artwork and ads.

o Posteards

Generic 4-color posteards that will serve multiple functions; for exampic. reseller
muailings, insevions in sraall publications, atc.

il L]
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@ Coupons

Two-color coupons to be dropped in various boxgs. Graphics and MDYOS for the
DR DOS bozxs, 2 DR DOS 6.0 coupon for the graphics and MDOS boxes, a DR
DOS 6.0 coupon for third parvy softwane vendors, and a DR DOS coupon for
books.

o Product comparison sheet
Two-page 2-color comparison sheet comparing DR DOS 6.0 with MS-DOS 5.0.

o Fact Sheet

Two-page 2-color fast fact sheet used for binge lead fulfillment and “Fax you
Facts program.

o Direct mail programs

1. Pre-stwirce taaser mallioy

DRescripion

A mailing will be seat to all DRI and Novell resellers (17,000+) in the DRI
reseller referral database and Novell's list. (We will not imiail to resellers that are
regulated by their corporate offices — where all information and purchasing is
controlled by its corporase office - such as Babbages and Waldensofc) The
mailing will be very eye-catching, with a mescage from DRI that 6.0 is coming .
(pre-onder today). We will work with the corporate chains o send out their own
announceroent to their store managers.

Obiceti

Entice resetlers to “be on the look-out” for the DRI announcement. This should be
very effective in light of our receat front-page coverage of the DRI/Novell

Schedule
Mailing is scheduled for the week of August 12th.

Digital Research Confidential
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2. DRI Reselier Announcement Matling
Description s

This follow-up mailing will deliver what the pre-announce teaser promised. The
mailing will go to all resellers wha received the pre-announce mailing and will
SoftMart announce DR DOS 6.0. It includes:

o Cover Jetter - will tie in with laanch promotion theme and provida
pertinent information, such as why DR DOS is the beuer DOS, pre-
ordering information, SixPack promotion, and upgrade informadon.

o Foact Sheet )

¢ DR DOS/MS DOS comparison sheet

o Evalustion erder coupon/postcard for $19.95 (return postcard mailer).
The order forrn will inciudz a box to check feor more informaticn on our

merchandising displays pieces. This encourages the dealer to participate in
the launch free of charge.

— &hiedtives —-— — - —— — - — — — —-— —

1. To annonnce DR DOS 6.0 and it give the dealer a *kick stan” information
packet 1o arouse interest

2. To pull product through the distributors by focusing on ordering DR DOS 6.0
now through diszribution,

Schedule
Scheduled for mailing the week of August I9th.

A Diseributor tarpeies mallings

Description

An announcement mailing from the disoibators similar to the DRI reseller
mailing. The mailing will focus on the saoe topics as the DRI mailing, but it is
modified for distribution purposes. The suggesied promotion is to buy a six-pack
and get 2a evajuation copy (not-for-resale) free. The recommended targeted
resellexs are top DR DOS 5.0 customers, Volume Purchase Account (VPA)
customers, Novell gold and platinam VAR, minus any overlap.

Digiul Research Confidental
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Rav 2.0 .
Obitetives
1. Have full stocking of DR DOS 6.0 channel-wide by September 9th.
4, Turn distributor inventory Tor Septzmber re-order.
-uchegdule
Mailing to go out the day after DRI ships inventory to the disributors.

0 Telemarketng - Reseller
Description
Hire ¢ temporary telemarketing staff to cali resellers in DRI'S reseller database.
Stan with “preferred active,” then “atiive,” "prospects,” and so on Each
telemarketing person will fili out 2 form and note any changes or any masketing

data we also wish 10 captore (questions shoukd be simple and not require much
ume).

e Obisctives L e e

I. confirm that the dealer received our mailing.
2. encourage the reseller 10 pre-order DR DOS 6.0 through distribution:

3. pass along any special pricing or merchandising promotons offered through
distribution, soch as the SixPack SKU:

4. take orders forextra literanue; and

5. validaze oor reseller database for changes of address. phonc number, interest
level in DR DOS, exc. . . ;

Scheduly

The welemarkriing campalgn will begia three 1o five days after the DRI rescller

annowncement mailing — approximately Avgust Z7th. Telemarketars will be

trained on Monday, August 26th and assigned waorkstations and reseller nares,

telephone numbers, and addresses. The reps will be expected o make 10 calls per

haur for seven hours. the eighth hour will be for breaks, caich-up calls and
miscellaneous work. (70 calls by 13 reps, or 4550 calis.)
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| o Telemarketing - Distributor

Description 5

A pre-ordering telemarketing campaign will be conducted by each disrivutor,
The targeied reseliers aze DRL Novell. Lows, and MS DOS dealers. The
-resallers who will be contacted are those who received the targeted mailing from
the distributor. SPIFF and DR DOS give-aways will be given to each distributor
1stemarieting rep. DRI will provide a script that includes a follow-up 1o the
announcement mailing from the distributor, pre-order incentives, the SixPack

push, eic.

We are alsa discussing & DR DOS 6.0 “voice-ad” a1 MeriseL, This ad is heard
when the reseller cails the distributor and is

placed on hold. The recording emphasizes ordering DR DOS now, pricing 1nd
availability, promotions, cic.

Obiceti

1. Insure foll stocking of DR DOS 6.0 channel-wide by September Sth.

T3 Follow up the anRoUNCEMERt MATNE.
3. Have diswibutors notlfy the resziler of special promotions on DR DOS.

® .
First week in September.

Cost
Co:qesmunfMDF

L] Déler incentives
o Sales training
0 Other colinterals
Reprints of reviews as available, sales puides, erc.
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o Marketing Development Fund Kit
Descripti .
35mm color box shot
b/w 8 1/2 x 11 photo
logo sheets
ad siicks
ad reprints
MDF claim forms

Obiecti

Astist reseller chains and corporae seszilers (o create their own DR DOS
marketing caterials.

Schedule

o TempRep tour

" The TempRep Proprud has plAyed d key Tole in maximizing our success-inthe
channel. Out of 1650 resslier stores visited, 1320 reseilers were added to cur
referral database. Previously these resellers either a) had not heand about DR DOS
at all, or b) were not actively selling it. Upon corapletion of the tour, 100% of the
resellers were given a demo of DR DOS and/or were told abont its top features
and benefits. Approximaisly 40% who were not previously selling DR DOS. s3id
they would stock or special order it. And 60% who aiready knew of DR DOS,
were aow rauch more knowledgeable about it and 3 significant nuwmber of
reseilers Rid they would recommend it We are plansing another tour Lo the sume
resellers visited in the Spring.

Descripuion
‘The tour will inclzde 12 TempRcps in the largest metropolitan areas around the

conntry. A lotal of 1650 stores will be visited and gives DR DOS 6.0 deracs.
These are the same stores the TempReps visited and demonstrated DR DOS 5.0,

Oblecrives
1. Visit 1850 resellers o promote DR DOS.

2. Educate reseliers on DR DOS and the differences between DR DOS and MS
DOS.

3. Increase sell-through and siocking with each reseller.

-
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Schedule
Training is scheduled for the first week in Scplpnber. The actwal tour will begin
about Seplember 11th,

Retail channels of distribution

Distributors

Strong distwributor programs are critical for 3 successful launch. They are effective
in reaching a large number of reseliers through direct mail and telemarketing
since they can segrnent their resaller list For specified targeted mailings. We need
10 mansge for best seller Lists. Success breeds success.

DRI Distritnstors

Ingram-Micro

Merise!

Software Resource

T T T Distribitor dfich ComponEentsT T T T 7

SixPack Resetler Kit
Merchandising System
Brochures

Logo sheers

Pastcards

Coupons .
Product comparison sheet
Direct mail programs
Telemarketing
Promotions [T77]
Voice-ad

0000000000

Propasad distributor lsanch components

Dmlolheshminphunmuﬁmlimo(mishumh.mwillprobablynotbeable
mmykmﬂzfoﬂwhgimhomﬂ.wmmmwmmﬂm
have tmoe:

Channel »d (recommended) in Computer Reseller News 1o promote the SiaPack
and single units. The goal is 10 have as many resellers as possible stockung the

product immediately.
LY
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Proposed bundies:
New information

CORFIETIAL TREELES REUESRD

Independent dealers (single location)

o

Due the success of the “Toss your DOS™ campaign, dealers are now starting to
pay attention and give shelf space 10 DR DOS, Effective programs enhance the
reseller's margin or allow the reseller to pass along savings o the customer in the
hope of generating fastey turns. Reseliers are primarily motivated by two factors:
fnventory tarms (sales raie) and gross margin

Programs or promotions that lead to sdditional foot traffic in the retail store are
alsp effective. We will provide sales materials that clearly point out the
compelling reasons to buy. We can compete againg Microsoft by being more
responsive. The key is clcarly inventory tms.

o SixPack Reseller Kit
o Merchandising Sysiem
o Brochurss
o Logo sheets
o Postcards
-—a~ Coupons
Product comparison shest
Direct mail programs
Telemarketing
Dealer incantives
Sa) L
Crher collaterals
MDF

TempReps

oooo00Cc00

Chains » Software Only

¥of

Identified 1arger
Software Eic, 235
‘Waldensoft 70
Babbages

Egghead
Saftware City {fran)
Eleczonic Boutique

300
197

Stocks DR DOS 5.0
Stocks DR DOS 5.0
Swcks DR DOS 5.0
Does aol cary

100 (12 sug) Special order
" Special

order

~
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We are strongest in this sepment. Many of the chains stock DR DOS as standard,
which coatributes to healthy and regular sales. Price point is key -- MS DOS 5.0's
lower street prics (by $10 - $25) has negatively infpacted the number of DR DOS
5.0 sales The lack of training about the differences berween both operating
sysiems ~ and inadequate DR DOS merchandising pieces — also impasted sales.
Information and prograrns must be initiated and distributed through the store's

corporate office.

We will mest with each chain’s corporate headquariers’ executives, markaling and
purchasing manager. The DR DOS 6.0 product and laumch campaign will be
introduced and agreed upon in cariy Avgust. Announcernents and advertisements
will be placed in internal publications. Since thess chaing purchase DR DOS
through distribution, marketing promotions will be paid for by:

1) the diswributor passing on acerued DRI MDF, and/or
2) DRI funding promotions with free product. -

Software chain stors launch components

0 SixPack Reseller Kit
0 Merchandising Sysiem
Brochures

Logo shess
Pasteards

Coupens

Product comparison shest
Direct mail programs
Telemarkzting

Dealer incentives

Sales training

Other collaterals

MDF

TempReps
Chaing - AHardware / Software

QGOOOOOOOOO?

Inacomp/Valcom (fran) 700 Special order
Electronics 600-700 Special order
Connecting Point 32 Stocks DR DOS 5.0
Bizmart 80 SweksDRDOS 50
Eote 44 (M
MicroAge (VAD) 50 Special order ..
Computerf and (VAD) 1000 Special orger

~
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CONTBNML REATEST 20T |

DRJ will communicaie with thase stores through their corporate office or, il 2
Franchise, throogh diroct mail We will meet with marketing managers of cach
chain to identify opportunities for both stand-along, and tundied DR DOS
offerings and 10 review the launch plan. We will participate ia internal/external
publications — reviews, advertising, e, -

Chalns — hardware and software -- launch components:

SixPack Reseller Kit
Merchandising System
Brochures

Logo sheets

Posteards

Coupons

Product comparison shest
Direct mail programs
Telemarketing

Dealer incentives

Sales training

Othver collaterals

LY

2020000000000 Q .

Ideruificd targats £ 0f siores Cupent Stans,

CompUSA (national) 20 Stocks DR DOS 5.0

Frye's (reg] - Calil) 5 Stocks DR DOS 5.0

Computer Warchouse 777

Electack (reg1- Chicago) 777

47th Str. Compoter 7

MicroCenters (reg1 -southeast)

SAMS - wholesale from rackjobber Siocks DR DOS 5.0
(JD Products-Dallas)

Sear OfTice Centers purchases frota rackjobber
(Liberman in Mina)

ComputerLand (Atanta) New - locking inlo

COSTCO Targeied account

‘Walmart (throogh SAMSs) Swocks DR DOS 5.0

Price Club

Office Clab

Leachmeres

Both supersiores and mass merchandisers rely heavily on walk-in twraffic from end
users who aiready know waat they want, Customers are price-sensitive aad will
buy on impulse. The superstores ae more software focused, while the mass
merchandisers carry 8 iider product line, ranging frora software and hardware to
elecrronics (phones, Typewriters, etc.). DRI will meet with corporate offices or

Digital Research Conftdeatial
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the purchaers of sofrware for thess stores, such as r:r.‘k)obbers. We should find
out who these rackjobbers are and then meet with them about DR DO3
oppormunities. DRI w supply MDF kits as needed.
s

Super Store/Mass Merchandiser launch components:

SixPack Resetier Kit
Merchandising Systern
Brochuwres

Logo sheets

Postcards

Coupons

Product comparison sheet
Direct mail programs
Telanuhun;
Dealer incestives
Sales training

Other collaterzls

MDF

TempReps

QU000 OQVOOQEDD

~  ~ Direct Marieters (Direct Mall/Catalogsy ~

Idenified largets

PC Connection

Com

47th Sueet Computers
Priority One
Compuability

Dustin

Jade

DRI to meet with cach of these and establish marketing launch plan for DR DOS.
DRI 10 supply MDF kit as needed.

~
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Direct Marketer launch components:

SixPack Reselter Kt c
Merchandising System
Brochures

Logo sheets

Posicards

Coupons

Product comparison sheet
Direct mail programs
Telernarketing

Dealer inceatives

Sales training

Other collaterals

MDF

TempReps )
Industrial or Value Added Distributors

Identificd 1ArgCLS
SED
. _Hamilton Avnet
Armow
Robec

Tech Data

0000COOODO0OS0

This segment represents our greatest growth opportunity. Now that our Indusurial
Distribution Program is in place. this segraent can sell DR DOS 6.0 in two ways:
as a stand-alone bootable copy at the suggesied retail price. or bundled with
hardware throogh our Value Added Dealer (Industrial) program. This group sells
to VARS. system integrators 20d olher vendors that sell either an integrated or
umkey soludon. DRI w0 supply MDF kit as needed.
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{ndustrial or Value Added Distributor launch components:

SM Reseller Ki‘ e
Machandising System
rochures

SRREL
E
3
;

7. Corporate Reseliers
The corporaze resellers such Corporalz Software and Softman are having very

~ " lirniled seccEss. THik is due 10 a number of faciors, including corparauvely small
sales force, small support siff, limited advertising and peomotion dollars, ewc.
Programs that maintain the end user perception of value added are mast effective.

Most major software publishers sell a significant percentage of their sofcware into
the Fortune 1000 accounts through these corporate resellers; however, thase
rescilers only aggressively market products with demonstrated pull.

Corporate Reseliers (House Accounts)

This segment targets Fortunc 500 companics and purchases direcily from DRI
‘We will train their c2lemarketing and cutbound sales staff. and do targeisd
mailings and seminars. DRI w provide MDF kit as needed.

-
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Corporats Reselier launch components

P oo o0oodbovac

SixPack Resslier Kit

(2]

Merchandising Syswem
Brochures

Logo shests
Postcards
Coupons

Product comiparison shaet

Telemarkating

Sales training

Other cotlaterals
MDF

Digital Research Confidential
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Public Relations

Ads will create awareness, but PR and word-of-mopth will sell DR DOS 6.0. We have
iraplemented comprehensive long-lead and short-led press tows, We are invesugating a
more aggressive program of press betas, one-oo-ane meetings with key presS influencers.
and an informal press advisory board. We are also developing a plan 1o visit key nser
FHOupS 2cTOSS the county.

o Long lead press wur

Canopus with Will Zachman
Sofrware Indusiry Bulletin
PC Magarine

ByteWeek

DC

VAR Business

- - o Cresive Swategies— - ¢ - e e
Dataquest

] Short Lead press tour

Trade Shows / Events

‘I main shows foe the fall are Comdex and the Fall PC Expa. We are investigating 2
theater presentation, a Comdex event, and otber alternatives. Details will be filled in
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Page 13- WA
€0055272
722151

MS-CCPMDL 000000360619

i




Q_:-ulr‘ i1 1‘ r."'l_'_";_s e '::‘_
. GonnigE .T:.‘s_l TREATH T h:%h:STED
DR DOS §.0Markering Flan ; e =
Rev 2.0 :

Phase II Programs
Direct Marketing Programs

"

Newslettes

Corporate mailing
chnupuﬁwHt
Serial cable offer
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APPENDIX A: Launch Activity Timeline
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el mrmae | GONFIDENTIAL TREATHERT REGLESTED

To: Joe Taglia

Capy Yoty Corey. Dave Valenting, Sue Hageotta ¢

frods Jody Clifton

Date: August 7, 1921

Subject: Technical Support Sraff Requiresents for Buxton

I spoks with Dave Valeatino snd he gave ae the following DR DOS 6.9 sales figuress

Pull Progucc  Upgrades

September 17.008 200
October 25,000 1.09¢
Rovesber 20,%9 2,009
December 24,929 4,000
Total 82,000 7.200

What we have seen in the pamt L8 we typically get phone calls anywhers from 15 to R days
after wa sell intn the distributors.

Plaase f£ind below the Technical Support statistics and sell thru for the pericd of March
thu July. ’

Mareh 2199 1822 €362 H/A

April 483 1985 1556 .4 calls (7e@%)

May 3995 3133 7201 .4 calls (7428)

June s 228 a9l .5 calls (5582)

July sy 3254 2509 .9 calla (3211)

Average 3375 2806 5528 .5 calls per box :ld
'Imtmmpmmnmzs-nunmsmm.u:unmmmﬂm
panth {n half and addad it eo half of the curvent soath. The mmber in parenthesis indi-

uu-mmnbe::hntu-dto:g-uinqthnmﬂrotnnspnrpmd\muid. The over—
all nusber as you can see hould be noted. This shows that we have to provide sore stabls
nors informative in our doSumantaticn.
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Page 2. \ul}hflb'-‘. ..s.v“.'.. FJNA W T v

T took David Yalentino’s ssll in figures and averaged them out over a 4 monch period. [
came up with the following mmberss .

Eatimarad ¥Wo. Fumber of Noaber of
Sell Thya  gf callg . €alla per Ageny Agents Needed
[
Saptember 22,309 11,1% (.5 calls/box) 29/day or 40d/month 28
October 22, 3@ 11,150 [.5 calls/box) 20/day of 4@d/month 28
Rovesbar 22,309 13,150 {.S calla/box) 29/day or 42d/wcath 28
Decexber 22,320 11.58@ (.5 callasbax} 20/day or 4dQ/ponth 28

Thess figures age startling to say tha very least, I used only .5 talls per box which i
the average, instasd of high of .9 Decause Sua falt that we will alleviats a lot of ocur
nuisance callers because of our unavailabilicy. I realize with the companies currsnt

finances, we carmot hive anathar 28 peopla. Whab I suQgest is at the very aininus we do

the following.

1. EHirs on a perasnent basis 1 Supervisor and 1 Secrwtary/Adsinistrwcion person and oo a
LeapaTaIY OF persanent basis 1@ Technical Support Analysts. Please 3¢2 a coot break
dowia of this at the std of this pemd-

2. Install an on-line bulletin board service whersby pecple can down lcad tips and tech-
niquas., Dapanding ofi Iesources, We EAY allov thal o lLaave messages as well.

3. Obtain a fax service that has DR DOS 6.0 tipe and teshniques available 24-houra,

4. take all of tha tips ant tachnigues available on CompuServe.

S. Insure that pruduce shipa vith a detailed readms fils and ralease pores, and includes
a Hemnry Managempent. Trouhlashooting Guide.

Presently, we anly have the Releass ¥otes available. Ihe Nentarey Technilcal Support SCALX
can get a readme file togutbar, byt wa da not have the tima ts 4o the troubleshooting

guide nor do I fael that it should f£all into cur area. Simon Lucy bhad suggesced that Jobhn
do this, but he has been unable to sccomplish due ©o lack of resources. T was won-

ihility of Mary Allssizi’s documentation departaent doing something
be

Total hourly cost 816,09
Total Moathly Pee 52,548 00

.18
Total Monthly Cost 525,600,080

LV

€0055285
722164
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Fage 3.
Perzonnel - 19

Honehly Salary 51.6850.00 tTo $7,000.00
25% behefics 4 N

—5863.80 —t309,0Q
Total Monthly Salary 52,313,900 52,500.00 ¢
s

. 10 X190
Total Monthly Cost $23,120.00 §25,000. 00

) SV
Total Montly Coat 538, 400,209
fardvare - Rental
Honthly fee
Zar an 38§ IG5, B

12 (£or 12 peupla)
Total Honthly Const 57.200.90

ona of the bigyest problemsa T have currently iz that I unly have roos for an addirTisnal
two psople. Unless, I cogvert the ird floor conference room and tharefore, I could housa
an sdditional 3 people. A3 a remilt, obe of Do things have to happen and they are either

L realize that this iz a lot of information. X apprecists you giving se this opportunizy.
I know that the level of support that a company provides will sithar maks or break an
organization. Just ask WordPerfast how thay cbtained their suceeas, Since our product ia
very competitive with Microsafe, this is the one area wers v could really excel and .
I_!vmslsnv-wmmmw"mmnm.plem!nl.txeemounmnum—
Jiomn .
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| CONFIDENTIAL TREATHEST RPnisren |

(%]

Avguss 7, 1991

MG RANT Y
TQ: Savis Valaniino
E; Xaren O°RAzley

Rt, Customsr Sarvacs Stalling STaTus 2nd Recommendatlions

CURRENT STAET
PESRMANENT C.§. PEFS TEMPORARY €.§. BRES
Lisa Johnson Scots Shigly (exp. 3/13)
Jason Chaikin Robin Gates .
Jan Jorgensen Xin Young =

SUMHARY OF CALLS STATS UURIRG STEAMROLLER

Haxch 1591 3,917 calls
April 19m1 5,269 calls
May 1991 2,483 calls

In addition, tha phone gyssem ZaForred an axtTemaly aign ~abandon Tate” wnlsh
vas most Likaily dus to baing shorti-gtalfed and Training Dew sSTar”s, We
expandad ocur staff to 8 which was adequate Lo cCover calls ané otwner responsi-
balities such as: support for reseller darabase activitlas, responding to
62+/m0. incoming carrespodsnce, transcribing lirarature & voice mailboxes
which were large during this period, trade show data entry, lead reportang,
and daily cuscomar mailings and reseller referral mailings.

STAFFING RECOMMENDATIONS POR UPCOMING BUXTON LAUNCH

Fogeseeing a Iepeat of Stasmroller (and probadly highar} and due o the 5 002~
resellar wailing 8/20/91, Upgrade mailing to registered DR DOS 5.9 users, and
ad campaign scheduled for Septamber-December, I recoumend 3 staff of eiqght
CUSTORSE I4CVICE Ieps To cover the following saticipated workload,

- avg. 36-40° calls per day x 7 reps x 21 days/mo = 5,292 - 5,880 calls/mo.
-~ the 8th rep will be davotad to Opder and Refund Inquiriss

= although the reps could conceivable handle a greater mmber of calls per
day. they each have other clerical responsibilicies as described above vhich
prevent then from fecusing solely on calls.

Therefore ue must add two addiTional temporary customer service reps. I would
recommend these two additicnal tgzps be approved for hire as 3oon as possible
since screening/hiring and training of reps can cake 4T least Thres weeks. OO
Ocrober 1, 1991 Wwe Should re-svaluate and if necessary change the status of

three Tesp positions to perzanent making a total of ¢ persanent. and keep Two

o | R

22167
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Digltai Research, Inc.

Buxton Launch

Media Plan

Preparad by Mediasmith, Inc.
August 7, 1991

MEDIASMITH, DNG., 555 DeHART STREET SUITE 350 SAN FRANCISCD, CALIFORNIA S4107 4157252039

RN IR
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v

DI ttal Rasurch Ine.
L
Madia Oh]

Madls odjectives for the Bundon Launch Includa:
Empmha:lhmmmf'capodﬂmmw“

ﬁ'ﬂa.pm of major corporations
VoSS AR ST L

- S R

4 %mmms& inhtisl scvertising should ba schedulad Irom Septambar 1o

. acg%w 'and fraquancy wil be smphasized over rssch. Publications witt not be used
ona 1x only basis.

a%d!-mommbommd. Spraads and pages will also ba costed

August 7, 151

LT T
J4
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D —

DRI
Buxton Leunch
Magazins Ratlonale

PC Waok
thoae s for purchasing/purchase Influsncs for 14.8MM of tha est-

Raachos
matacd 21MM 1BM PC compeatiblea In the rmark:
Umitad to those sitas with 10+ IBM PO

Highast (39%) percantage of readers using DOS.

s us i .
T
High (81%) of readsrs invoived with LANS. :

%:.mnborw

Gensrally onthele ednehdsmmamumm.mt’umamm
software standpolnt.
Raguiar ecilt (ot just news) on utiies and oparating systams.

o _ HghE1%) ndr_udmmooa o L
R et e i rsponcmy,

']

. The nurnbar one magazine devoted exciusivaly to the IBM PC compatiblo marketpiace.
Emphaats | s el Opin ok

. Doenlhoboen MMWSNdeNWNW|hM

g&(ﬂ@?r,l)pmnum o& readers ! D08,

intoworid
gy:umu&m&mﬂm scit. (IBM, MAC, i)

High (75%) atmm ) m&.
CRN

Wmuu’m azinas In the schodule reach the channal, at logst ohe publ-
mmhmn?‘g.o?sMbammm

Highast (B1.6%) of reagsrs in channal,

:

-
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. MEDIASMITH, INC.
OIQITAL REBEARCH, INC.
FALL 1991
MEDIA PLAN

D -~ -

. .2‘
Veours

wln[_ HEAT i'g FL-_J.. l

—— --—'-"-F-"""'_

PCWEEK - 8P4CB 08/081 &ITAN0

SP4CE  03/30/81 20353

PACB 218 $18,718

P4CH 111181 818,15

P‘Cﬁ . 120281 15,18

BYIEMAGAZINE  GP4CB  1ONSMt $28107

Syaca 11201 31,233

[ LTl 12/01/91  $15.888

PO MAGADINE SPaCB W20/01  §54,680

; SP4ACH 11142/91 854,680
! P4CH 12/10/01 $28,330
T T T T INFOWORLD ~ ~ ~ SPACE  CW/0/OT  $36,700
ATHCOV OG8N  §22600

ATHCOV 10/28/81 $22.600

. ATHCOV 112601 $22800
. ATHEOV 127299% 322,800
CAN 3P408  03/0881  $203%0

QPIAD  3AAsdc 420,380

L] warzwsly  5osrs

P£CB 1AV $1078

DR DOBBY JOURNAL SPaCH 10101 513710

) P4CB 12/01)81 $8,855

LOTUS SP4CA  10/01/91  $28,360

8sP4ca 110191 $20.380

P4aCHB 120t01 $13180

TOTAL $003,553

L

722172
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- | CORFDERTIAL TRENTMENT REQOESTED |

DRI
Buxion Launch
Magazine Profile

——Tha-BYTE reader k& involved in. scthviliag (D5% nctly
de%wmaa&ﬁme %gﬁm T T T
sohwars for Eﬂtdﬂnuuncﬂowfuw

PC MAGAZINE Is for buysra of PG's, software, pariphacals and acoassoria writton
topfmlduwnnmummdadhor:'&m &:ﬂmﬁPq'rdn-dpmd.&ugl:rdhub
axtansive ’ red Lmd . anhancamartt .
axa product um on leb tests daparimants,
For 81% of the subscribers, salecting brands of PC ls part of thatr formal job responsibll-
1y, an additional 10% gre involved in onani?uorrrdm moj?gmown
homs computers apanding an eversge of 4 per yaar on (ess Sysiems.

722174
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Eo nm;zt TREATENT REEEEEID )

CRY 8 weeidy tablold, is editad for aMVARs.dlmmnndvmdnuao-
mmwmﬂfeﬁgﬂm’? ded% nu]orsoo-m
analysas on amerglig mérkst trend publcation

m:m-?:.umm Hardwars, Soltwars, VAR Naws, The CGhannal, and

acceptance of 8 resallecs sitar-
mmmrmemutmwmhmmumhhmndam 1% N
of the danlers sall MS/DOS opersting systams.

. DR.,DOBE'S JOURNALls eﬂhd for the profsssional sohwara who desl
B e e
= TS %&a
are

chﬂ- used under m““ and other

The resalias plays an important rols in an snd-users purchase. 80% of tha end-user

™he ;mmw besidos Lotus 1-2-3. use avan%:fmm peckagen
nc.Nonnn es and PC uusoompuuruhammd
alrmltﬁmm pan of a nanwark.

A DR
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mmwmmw

- CAN i weskdytaol o $ of computern, goltware end tts ecto-
ral focus upon p systema and netwark intsgra-
el e, B gt S L 0 et

as
inth R i
muud p:rﬂdm:dmo.mmmmprm In additian Lo the woaldy
focuses on conaol and optimiz=tion products.
mmmduaﬁmmdanmmmmmwmwma
the PC who £0% share of the
o maumm'; mwu owns . purdm-

VARBUBINEES Is publishad for Valus-Added Resaler and Desler. Editoral focuses on
issues and wends - dehﬂpVMs{VADS thekr busi-

pimants, vertical merket
w action VARS. rﬂ’ inciuding
'Méﬁcﬂwlamm +.wumamum?sm

®e - DRI TR ey

——

Ovar DA% of the subdaribers hold ransgement iites, 23% purchase soltware direc,
Dlw“ggn Supac VARS and 32% use both, The pescent
putt::‘ym Mwwo%mw msmun.gmmmmm
d 2 20% Incroasa In the past 2 years.

August?, 1891

IR
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Auguml ) Septamber | Ociobet | Novenber | Descemier Yot * % olTousl
COUP & FROMO {T563) [ ] ' ]
wﬂmw 5.000 10,000 0,000 10,000 W ! asom :
TOTALCAP 3000 10,000 0.0 10800 | ibgo6 133000 . Jwe
[TRADE SHOWS (7530) ' !
- 1
Provitonal Nerms [] 2|
| haaiar Progangaion L) e !
Comaex Brent ] R T
P fupm ] ]
[T [ 5,000 [ 5600
Tirtad Tiacy Shows 3 3 5,090 . [ $.000_ 0%
-
ﬂ'h 17 15,000 70,008 30,650 o001 eooe
Prass Tours 7 1,500 ,mt 2. :a ‘| 1§!mg !
W 250 10 1 Y \ . ]
[Tow Public Felasons Z70o00_1_ 28000 11,500 ui 1t 560 wson V. Taw
E--é_r;_—‘_i'mrw“ 5
Proavcanoe 10,000 gt |
L _ 19,000 | wgod_: |
Ganaeal 12500 1250 |
Provvew D 700 .
| Six-pack SNU) L
Chaive 24 24800
e 000 b s
Banners 400 200 4000 |
| Premumicdtons e _ o ¥e® [ awo | Gwe | ago o 2w
Crantve 2.5 [
Provang 2,800 5,500 1 T w50+
e —— e S
[Torg Ouid Varviargior | sas0 | = 20 | rsee T Seed | imees 3 jeuk
Advertilng (T418} . -
| Ad Dwvelcrssmnt Y- N 44,000
| Ad Repreks 250 I Y
Mise 2500 20 | o0 | 2000 ] 19,000
| Sobrtowl Agency Som 1 2000 3 3000 1o00 41,300 ST%
| Mia Pl _ I e
Wesh saeas ] s | D ] 1A713 101,999
ase | yawes | ees G 32838
- cen e | SO0} L A0 | MIED
Joend e BSOA ) 4344 4 24344 334 | 0N
CRY ¢ e 29040 ] 96N | 980 ) 18,400
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