WorldWide End User Customer Unit

March 21, 1994

MMemo FIRST DRAFT

To: WW Sales and Marketing Managers

From: 'WW End User Customer Unit Team

Subject: FY95 End User Customer Unit Mission, Objectives and Strategy

cc: Bill Gates, Mike Maples, Steve Ballmer, Mike Brown, Ray Emery, Pete Higgins, Hank Vigil,
Brad Silverberg, Brad Chase, Patty Stonesifer, Ruth Ann Lorentzen, Jim Allchin, Rich Tong,

Roger Heinen, Cameron Myrhvold, Jonathan Lazarus, Nathan Myrhvold, Craig Mundie,
Deborah Willingham, Paul Lovell, Eltog Welke, Russ Seigetman, Jeﬁ_’ Wirth, John Connors

The End User Ct'istomer Unit Mission
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identifying, targeting, and developing lifelong customers Sfor Microsoft home and
business products through effective sharing and implementation of direct and channel

Pariner communication, marketing and saleiq_forts.

The End User Customer Unit Team

The Worldwide End User (BU) customer unit team is comprised of key participants representing the
major customer units and geographic areas of the MS WW Sales organization. The representatives are:

2 ReD oS errativ o Geopraphy or Customer Unit

Michael Appe United States

Michel Lacombe Europe

TBD ICON - APAC ]

Phil Welt ICON - Latin America

TBD ICON - AIME Plaintiff's Exhibiq

Tony Laudico Far East

TBD Canada 7719

18D OEM Customer Unit _

John Neilson izational Customer Unit - Comes V. Microsoft
| Jeff Sanderson WW Channel Strategy

OPEN WW End User Strategy
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WorldWide End User Customer Unit

The WW EU customer unit team is assisted in their efforts of developing global strategies and directions
for end user and reseller channel customers by the support and involvement from participants representing
other key areas of the Microsoft organization, including:

= Representative = ] oo “iRepresenting .
Deborah Willingham . PSS

Paul Lovell WW Operations

Rick Devenuti North American Operations

Elton Welke MS Press

Hank Vigil Desktop Applications

Brad Chase Personal Operating Systems

Rich Tong Business Systems

Cameron Myrhvold Developer

Ruth Ann Lorentzen Consumer

Craig Mundie Advanced Consumer Technology
Russ Seigelman MS On-Line

Jeff Wirth ITG

John Connors Finance

The End User Customer Unit - Customer Foctgs and Objectives

’
“We need greater customer focus. We need to spend much more time with customers and key partners.
We must put ourselves in our customer s shoes and ensure the sum of our offerings serves the entire

spectrum of customer needs, !

L. The individual home or business user
2. The reseller channel segment that sells to and supports all of Microsoft’s ultimate consumers of our
products (be they End User or Organizational Unit customers) )

and End User Strategy groups outline the specific objectives, strategies and tactics that will be
recommended for Worldwide or other local implementation to fulfill the EU customer unit mission,

Worldwide End User Customer Unit Objectives

The primary objectives of the EU customer unit parallel many of the objectives autlined for the Worldwide
Sales and Support Organization in the FY95 Planning Memo. These are:

L Achieve sufficient revenue and profitability HIGHLY
2. Successfully launch Chicago c

3. Gain Office share ONFIDENTIAL
4. Build the server business
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WorldWide End User Customer Unit

3. Deliver business value to a broader set of organization customers and partners
6. Extend effective points of sales and satisfaction among end user customers
7. Broaden the Microsoft image

8. Increase efficiency

(bolded entries note focused effort araa{ Jor the EU customer unit)

Some of the strategies and tactics to accomplish these objectives that are called out in greater detail in the
separate End User Customer Strategy and Reseller Channel Strategy memos include:

Developing a common EU customer and reseller channel taxonomy.

Creating programs and policies to ensure Customer satisfaction and retention,

Developing seminars, events, and sales training for end users, resellers and end user field people.
Creating a renewed competitor focus.

Developing greater efficiency in communications, marketing, sclling to and supporting end users and
Teseller channet partners,

Assisting in efforts to develop more efficient operations,

Making decisions quicker and executing faster once decisions are made,

Implementing consistent worldwide terms and conditions (where applicable),

Leveraging our worldwide distributor relationships. .

Further developing a shared best practices approach.

Ensure a positive experience for end user or reseller channel customers needing the service of our
PSS organization or affiliates

® ¢ 6 a2 o o

The End User Cﬁétomer Unit - Product Focus and Objectives

“We must simplify our messages to customers and ers. We are overloading the market with lots of
complex messages. This does not necessarily mean we need to have Jewer products. We need fo
consolidate SKU's and develop clear themes that pull together what we say about our products. We will
group our product activities into seven dlvisions to facilitate this, ?

The primary focus of the WW EU customer unit is to concentrate communication, sales and marketing
efforts in support of the goals and cobjectives of the following three product divisions:

L. Consumer
2. Personal Operating Systems POS)
3. Desktop Applications (shared responsibility with Organizational Customer Unit)

HIGHLY
CONFIDENTIAL
FY95 Product Objectives
“After years of virtual obscurity to corporate vendors, the consumer PC market is on a roil, and anybody
who's anybody is Jjumping on for the ride. In recent months, a slew of top-tier PC vendors, including

COMPAQ Co » ) X
MPAQ Computer Corp., AST Research Inc., and Dell Computer Corp., have carved out Separate MSC 00298388
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WorldWide End User Customer Unit

consumer divisions and wooed management talent from consumer industries fo tackle the emerging
arena. Analysts expect the channel to mushroom Jrom 2.7 million PCs shipped in 1993 to 5.9 million
units in 1997. A number of pieces have come together fo ignite the consumer boom. Low PC pricing,
mass distribution, and the emergence of technologies such as digital convergence, CD ROM drives, and
easy-to-use consumer software have certainly been major factors, according to Jon Hulat, industry
analyst at BIS Strategic Decisions, a market researcher in Norwell, Mass. "

“Computers are now found in 25 to 33 percent of America’s 96 million households, depending on who's
counting. Meanwhile, consumer sales of personal computers rose 17 pereent last year, aceording BIS
Strategic Decisions in Rockland, ™

The following outlines the key objectives of the End User customer unit as it relates to the objectives of the
three key product divisions that are a focus of this unit;

Consumer Division

“It's never say die at MICROSOFT.” said Charlotte Guyman, director of marketing for the company's
Consumer Division in Redmond, Wash, "It sounds funny for MICROSOFT, but we have been
appropriately ... humbled by consumers and the consumer market.”

The key goals for the Consumer Division product line to be addressed by the End User customer unit in

FY95 include: )

*  Meet or exceed the revenue and BOI objectives for the Consumer division in FY95

Establish a world class distribution program for Microsoft Home titles

Develop programs to support up-sell and cross-sell of Microsoft Home titles

Continue to build the registered user base of Microsoft Home users

Establish a dominant position for Microsoft in the home, education and home-business market

through effective promotion of the Microsoft Home brand and line of products

¢  Establish beach-heads in key emerging markets for PC consumer titles including book and video
stores, on-line systems, CD-ROM distribution, etc.

¢ Ensure broad depth and breadth positioning and stocking of Microsoft’s Home Line particularly in the
retail and mail order market segments

* Increase secured customer satisfaction rating to 40%+

Personal Operating Systems (POS) Division
“Moving both the first and second wave customers to Chicago will be q challenge. For both, Windows

Th: key goals for the POS Division product line to be addressed by the End User customer unit in FY95
include: T

Meet or exceed the revenue and BOI objectives for the POS division in FY95

Successfully launch Chicago and attain a 25% adoption rate in the first 6 months

Establish a world class distribution program for POS products including Chicago - reach 20K outlets
Continue to build the registered user base of Microsoft POS products

Establish beach-heads in key emerging markets for POS titles (including Chicago) in book and video
stores, on-line systems, CD-ROM distribution, etc, .... . __

® 5 ¢ s

HIGHLY

CONFIDENTIAL
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WorldWide End User Customer Unit

*  Ensure broad depth and breadth positioning and stocking of Microsoft’s POS line particularly in the

retail and mail order market segments
* Increase secured customer satisfaction rating to 40%+

Desktop Applications Division

The key goals for the Desktop Applications Division product line to be addressed by the End User

customer unit in FY9S include:

*  Meet or exceed the revenue and BOI objectives for the Desktop Applications division in FY95
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Establish a dominant position for Microsoft in the home, education and home business market
through effective promotion of the Microsoft Office brand and line of products

¢ Help to establish beach-heads in key markets with Desktop Application titles by aggressively
promoting such licensing programs as Sclect, MOLP, CD-ROM distribution, etc,

*  Ensure broad depth and breadth positioning and stocking of Microsoft’s Desktop Applications -

particularly Office - in the retail and mail order market segments
* Increase secured customer satisfaction rating to 40%+

WW Deliverables of the End User Customer Unit

The deliverables of the End User customer unit will be targeted at providing support in the following
1 .

areas:

‘f 1 i NWorddwide. b h onal . i - -Siibsidiary = 7.

1. Mandated Implemented when Implemented when managed by regionaf
practices & or decided by WwW decided by Regional SVP & local GM's
policies Directors & Steveb SVP

2. Agreed standard Implemented when Implemented when managed by regional
practices & or global MS and/or regional benefits can be SVP & local GM’s
policies customer benefits can be shown

shown

3. Recommended Implemented at the Implemented as market Implemented as market
practices & or discretion of Regional | or customer conditions | or customer conditions
polices SVP’s & Steveb dictate allow

4. Shared best Implemented gver time Implemented over time Implemented over time
practices & or where benefits can be and in regions where and in subsidiaries
policies proven benefits can be proven where benefits can be

proven

The Worldwide EU customer unit will focus attention and call out action on policies, programs, terms &
conditions, etc. as outlined above to ensure recommendations are presented and discussed in a consistent
context. The separate memos from the Reseller Channel Strategy and End User Customer Strategy groups
winaddrmthespeciﬁcdeliverablesofthmmepecﬁveunitsinFY95 as it relates to the format above.

Operations Aspects of the Worldwide End User Customer Unit

The Worldwide EU customer unit will focus primary attention on addressing the mission, objectives and
strategies outlined in this memo as well as in the separate Reseller Channe] Strategy and End User

CONF'IDENTIAL
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WorldWide End User Customer Unit

Worldwide End User Team Alias - An email alias WWEUTEAM will be established for communication
among and to the members of the Worldwide End User Customer Unit Team outlined in the beginning of
this memo. The purpose of this alias is to provide 2 means for broadcasting important global
communication to the team, escalating key strategic or operational issues and for general team
communication and discussion.

~

Issue Escalation Procedure - The escalation procedure for directing actions to the WWEUTEAM will be
as follows:

*  EU issues that can be managed inter-country should be handied at the direction of the local GM or
management team.

*  EU issues needing attention or direction outside of the local subsidiary should be escalated to the
regional EU customer unit team member with copy to the regional SVP and local subsidiary GM.
Where appropriate and able - the issue should be handled at this level.

*  EU issues needing attention outside of the regional EU customer unit contact should be escalated to
the WWEUTEAM by the regional EU team member with copy to the local GM, regional SVP and
Mike Appe. ’ .

®  All escalated issues should receive responses within 24-48 hours.

¢ North American, AIME, APAC Sales Meeting or European Sales Meeting
e Worldwide Directors (WWDIR) meeting
*  Worldwide Sales and Marketing Managers (WWSMM) meetings

The goals ard objectives of these meetings will follow the format established by Steveb for the later two
and a format to be published by the WWEUTEAM for the Sales Ieetings,

Metrics of the End User Customer Unit

ThemetrimformmningthesuoomoftheEUmstomerunitmmwiﬂ be outlined in greater detail as
part of the separate Reseller Channel and End User customer memos, Following the format for the FY95
objectives as outlined by Steveb, below is a brief list of some of the key metrics that will be established for
the EU customer unit:

L Achieve sufficient revenue and profitability
¢ Attain End User customer segment revenue and profitability goals

* Achieve individual Consumer, POS & Desfitop Apps divisions revenue & BOI goals
2. Successfully Iaunch Chicago

HIGHLY * Ubgrade 25% of the installed base within 6 months
CONFlomT AL MX_4048364
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WorldWide End User Customer Unit

¢ 100% penetration on new machines shipped
* Leverage the launch to increase market share and presence of other MS apps
¢ Leverage the launch to broaden MS image
3. Gain Office share
*  Attain 75% Office category market share
s Attain 60% individual Win apps market share
4. Build the server business .
5. Deliver business value to a broader set of organization customers and partners
6. Extend effective points of sales and satisfaction among end user customers
* Achieve 40%+ secured customer satisfaction rating
¢ Increase MS product distribution (depth and breadth) by 25%
* Reach 20K+ outiets with Chicago
7. Broaden the Microsoft image
8. . Increase efficiency
*  15%+ BOI for Consumer division products
* xx%+ BOI for the POS division products
¢ Yy%+ BOI for the Desktop Applications division products |

HIGHLY

CONF]
DENTIAL MX 4048

365
TIAL
MSG 0026 CONFIDEN

poge7 M Confiderttial




£6€86200 oSN

| FOrUE wnuspifuon go#8ud
TSUS DD
HonnquUIsIp sy g 953q wiep uoneysifas Wswdss
Hun 3ouas31d puw sreyspumy YL PG am sv 2980 pus 13uueyS nopnqinsyp
J3osno Jesn) pug sip samdvo ooy 00 1n0qe a10ur 9Busanzy S0 soussasd pue
Jo 1red sv sjuawilss sosn) SIMSUS JeT) SfepereLs pue wus] om jep dmyspunw saunydus gpy ssanred puy suswidss
PUg 3112 jo sotmunopad pUv ‘sumiGord ‘sofnens &asua 2p sdsuorupay SINSUD Jou S Jouuvs Sudsouzs spupred puv susutdss
31} To Souepng Jo mswdopasp N9 sapoesu pue Bupnen suaSord PUR mau Sumelng puw [outrey> Sudsows puy
Spiaod puv soymopy SR ABUIPIO) e OWYSTIqRIST . ‘Slamnsdopaag e IoQnupi w g iy . asupimpus guuspy .
SIS ToUtvE 35pi0
HSA 3 punoging oy uy awdss
un. Jawoisnd Jssny puy souassud puw suwyspunu Aoulouo) [suEsts punoqing stndas
3T 3o wed se suswdse saamdeo ofvopys Pum Lepot saandsfqe )1 20mosad pup [suuwgo punoqing o 1y
PUUIE) Sapsoy 531052 YU s[RLww 0T 3 U6 Bagp IvspUI saanydeo S souasard pus areyspurcn
am o soutuopsd puw ‘suraBosd ‘sarfamens TR O UNSUD 03 155% SIS I SRR Bumydio uy gpy 1swese wwdes ey
Y} 50 3auuping Jo wsuidoaasp 2300 ¥ $% 35%q WIWP Jasn Pum ‘Buten ‘suredord o1 jsmt vopnqysp Punioqing o1 u} soussasd
Spiaoid puesoyoy . SHoWUIpIo) ¢ | paisiBaimouisan o Sfoensdopasq o JROTAMMPITIOOL o | puromypmmamdy o
$Boumss e WSwdos
Driae sy ur soussaud puw [oumren retas sty waudes jsuuwyyy
savdsyiays “aryspup souasad puv sondsyrons 121 31 ut svussaad puy
U 35Wwosny 1350y sarmdes oFearysy sunsus skupred ‘areyspuny saarmdes gpq SowdsgIays ‘Avyspur atugas
PUH 23 40} So1new puw 1 sty pus dno uiduraaa g SIS uqy SjYEEL Sunnydes vy gy se1s5e [PUUEYO (1w i Uy
‘spodas ‘sjoo Suniodas ‘swresBosd ‘soiBorens jo Apovdea uonesmnusIIon PuR “Sumunen Ssusdasd OF jSuuRys vopnqusip Fouasaud puy eovdygjors
- Woundeuvwr s dojorag » atudoaasp o Asuyg . % $3[us Jno agvauuy ‘Sdensdopasg e AWM P MO0y o ‘regpuml amdvy
W3 [P TUSTyEes
puns] odeapyy &0 35p10 Jiew a1 vy gy [PULY 23p20 [rew
nun o Supnp spopasd sy pus uo Jusds ¢ Suneysew 0y sotvsard spvumep AN S 20g 30trassad wsmdss
Jewogsna Jasf) puy oy 2430 305 pagga , savar +d vonespunuRLos ¥ 1RO Jutp spRLIEWY SINILIOP ¥ Syess) [PULRYD J9ps0 [rews
JoJ wRmzels T 2 g Mm U5 yopes,, 3 jeas pauswias 39 poreding puv ‘Bupnay ‘nreiSosd O} [suuels wonnqrasIp i 13 SN Jof voussosd
Smuonuvpmddpraoly - o | orsuogospowmpiooy e TAVAD]IS 230US ST ‘w@mmdopasq . SPITYNN puv w00 o BULOP YWD »
- OFVamD 30 Goune]
WRI3LGS 29 sjqugesd ot
01 P83 Y1 5,0 pUR s, |, . sdrysuonepes
pu¥ ‘suresdoud ‘sorSagens suoisialp ajdnyniSsoany nred sofpesu
Jouuwte J3fpas0a SPOSU (1] $33appR Jury WRISIPS 3 ajquoad
5950 puR JO younz] S[apoLY BonvOmNURIGY o1 pes] U 5,0
liun Jswopsnd sas) Pur uonwuHtsduy % sopes Sunaxpmy pue s, 1, puv ‘swwsSosd sdmsuoneos oupred sdiysuonzjsu
PUY a1y J0J Juatumegs Juaudofoasp RLAMOL it Bupes; ‘sordasens UONNqIIsIp Japlyye S3myred so119591 ey
TRISNFPRsAg  » 3 SuIpIo0)) 19AN3p pue szmumdg PuuRe Jajissas dojoaay e Figeguddopasy o Veuygoddopasgy o
suonjeradq youney “Adaeng Aseng UM uT AT saojgay
“Z1g Puuey)/ng o3eapy) Jasn pug [PuuBq) Jsoypsey uopnqLysiq

NP vopEZIUESIQ BROPIUNg Hun AIOISHY) J35() pug g0

(Y Samiopsn) szspy pug spiygpriog

HIGHLY
CONFIDENTIAL

MX 4048366
CONFIDENTIAL




$6£88200 OSW

PEATE wguspfie) gy 69%d
4
%D ¥5.] PUS Sizwm
Sunayreus ‘nuvifoad
WIYARK [atnmpy
ssopedwos Loy uo
Povapsay Apumspiaolg o
‘ suresdosd UMOL SHIN W3l auop
03314 J0 Younwy sy ue wondussqns/Antas $RYIN TRYM 03 Joutrei
SUOISIAIP S8 Bupiasrepy PuB ‘osuq Sos “Junaprew Fefjus Uy ydaouas
‘P[RS MM 2P Raap sroiadinios £sy uo A0}S S ¥ samsydun
Ylim VoIS UIpI009 sunsug Xovqpasy Kjount spracty ojunBord wdojsasg o
[
02831 Jo Youasy ay PUS pux SN usamiaq
U0 SUOISIAID suolIvIxd() suresdosd vonduosqns
PUR ‘S3uRupg upai PR Apminre suo-op-suo sued pus syuswley
Buunpwynuepy o Hoddns o swspreyssw oureto SurBzsws puw
A BanwBIRIoss ainsug SARRES dojeasgy MU B pU Aruop  »
odeoN Jo Susd
GIung] 54 U0 SUOISIAIP 8135 pua S Jof Suyes U SN pazuoyne
wnpoxd zgo puw TORIRSHVS D0t Jo vonwws)dosy
SOd #1 yitm saptanow + PaINSSs U osvarsyy »dosd insu
3o uonwtipIo0s aunsug 15103 U sy P sdwv ‘dojansg o
A Jo stuatados snopwa ooy SHW
sy uruoladmos Jo ypune] 3y uo jusmBas moySnosy juswatnsyans Womdss
o1 wuopssd-pno, oy moy [PuRL/IstucisnD PUR 950 51 unsud pg Joutreyd/swoino
00 SUOREPUIUNLOSSS RIO0 M Pw saryanoe Auwsouoxe swowns ssn NE0 39 s sopranss
PUE UORWUUORT 9placs] o Jo UopEUIpIcO ansuy PU3 Hounuoa ¥ dojsasg JO uRlmUIpI003 ainsug
. 3N JSWoISNS Josy) -
Pug oy Jo sourunoyiad 039 3o youny] 5%q Uopensi@a dasn wauzdlss vonnqunsip
pue Aniquygord o113 UG JuIos [atnuyo PUa Jno Jo imosd pue usuBar oty Mpusyps 5098,
ot Supoweyuo 9piaoad uonnjog 1 SRS Yim SsouaTRmy splaclg uonnjog PUB S301ATe [ottrags PUR S911ARSY [atnreys
J0J SUOHEPUNLI039] LM SIAMATY ano uspeoiq 01 aBeopyy U Yim saianos siomeduics o uo siomadues £33 uo
dojaasq 30 uonetiploco asmsuy 30 youney s s8esacy Jouopsupiooounsug o | ysuqpesy Apumepproly o RS AU opiacs] o
suonsiadg qonnery LV ETTNITY Khienig FLETEY AT SuoLSoy
Z1g puusyy/ny o3vamD Jo5n pug [puuB) Joppsay uonnqLysIq

{p.uod) anpngg uonezmediQ [euopsuny yu() Jawojsny J38) pug §n

Ru() wiopn) a5 pug spiipiiog

MX 4048367
CONFIDENTIAL

HIGHLY
CONFIDENTI4




