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Our efforts over the past few wesks have been centerad around taunching the WordPerfect response
programs, gearing up for several PR tours/initiatives, devealoping FY96 plans and forecasts, and preparing
for the WWSMM. Most of the "juggling” from the reorg is now aver and work is procseding to develop full
plans for each group. Here is some detail on the various activities related to Desktop Markating:

1} DEMAND GENERATION
* PR actwity: Over tha past several months, we have implemented an "editor buddy” program where we
have designated various MS marketing people and executives as tha primary gontact for key editors and
analysts, Calls ars made to these press peopie about once every two wesks., We've gotten good feedback
from the editors on our "Increased availability”, and have generally improved our ability to have some
influance over staries. Recently, this generated generally pasitive coverags for our Notas FX plans and our
NT apps plans. In addition, we spent the past two weuaks praparing for tours to launch the *Oftice
Compatible™ program and to position pur workgroup strategy (tied to £EMS fong lsads and BillG speech this
wesnkl, Expected coverage avar the naxt two weeks includes: T

--CAN will have a major story this weask on Office Compatible based on a ieak from an ISV,

--Apps angles on BillG's EMASworkgroup speech.

--MacWeek story about our approach to licensing across 68K and PowerMac platforms.

--Follaw-up stories on Lotus' decision to drop the Mac platform {see below).

--Complete ~official* coverage of Otfice Compatible {press release due at end of April). ;

--Office Assistant announcement.

.-NSTL suite review should ba reteased shartly; should be good with a few workgroup dings

--Manthty Access 2.0 first looks should hit shortly.

*Advertising updata: Wae continue to roll-out our businass prass awareness campaign supported by both
launch ads {Access and PPT) and leadership/momentum ads (Word, XL, Offical in the PC press. Over the
last 6-8 weeks O&M has bsen gerting us berter placemsnt in tha pubs, including several in-side covers in
Time and Business¥aek along with good Section A platemenis in the WSJ. Note that our WordPerfact
responsa ads (pushing the 330 rebate on competitive upgrades) have started running in the WSJ and USA
Today. Local and radio ads plus CRN/CAW channe! ads for this prome will begin running this weak.

*Access faunch: Feedback from the Accass launch event has baen vary positive so far. Over 6,000
paople attended and the praliminary data on the evaluations showa 30 + % giving the event a *S out of 5"
rating. Lotus and Sorland have bean making lots of noise about the fact that the product isn't available yst
but this will be put to rast shortly as units raach the channal, Wa havs a large numbaer of database
comparative reviews coming up sc this is a key focus of our work right now. We are also assisting with
the Internetional launches of the product over the next couple of weeks. Finally, the Fogus magazine and
direct mail upgrade pieces will drop at the end of the April.

*\Wa will ba dropping the Proj 4 upgrade mailing in tha U.5. on 5/11. Wa ara blanketing North Amarice
{U.S., Canada, Maxico) w/ 1aunch seminars on Proj 4, many of which are joint saminars w/ PowarPoint.
Danielg is on ioan to MS Francs for 3 months to help tham put togethar an infrastructura for selling and
supporting Projest.

2} VITALS

We just recieved the January 94 Offica Market Share data, which shows that Office continued to rule in
January, Excessive inventory in the channel by both Lotus and Borland resuited in low shipments in
January. Qur market shars figures are as follows:

US & Canada Jan 94 3 mos avg Jan94
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units 89% 75%

dollars T 87% 79%
International

units 91% 81%
doliars . 97% 86%
Worldwida

units 90% 78%
dollars 93% 83%

“Word and XL sales: Overall, the past 45 days have been slow for Word and Excel (Win and Mac). On the
Mac side. this is directly ralated to tha proguct cycle and our early announcement ol new versions. On the
Win side, based an channel inventory information, Word sales should ba picking up but wa have seen ha
upswing yet — we will monitor this closaly. XL inventory is still a bit high so we don't expect much sales
pickup until Mid May.

*Draft torecast: Wa ara now finalizing eur unit forecast for FY95 and have put praliminary information in
Budget Workbanch. Based on some early estimates ot rev/unit and mix, this foracast will generate roughly
7-8% revanue growth aver FY84 in the US. We will work with MSUS to finalize the mix, seasonality, and
rav/unit estimatas over the next 10 days. For anyons who has not already saan it, here is & copy of the
FY95 averview markating plan that was prepared for the WWSMM, Derailed plans 1o follow over the next
3-4 weeks.

< <File Attachment: OFCOGPLN.DOC > >

3) COMPETITIVE UPDATE

*Lotus naws: Two majar pieces of information from Lotus this week. First, 8 WSJ article cleims (and
Lotus basically confirms) that they have decided to drop their Mac desktop spps development efforts. = -
They will continue to do interop work for Notes and cc:Mail. This is great news tor our Mac apps AND for .
our Win apps which can now claim to be the only Win/Mac cross platform choica. We are working this
story with several cther press contacts to generata follow-on articles, Second, Doug Barney from
infoWorld broke a story about SmartSuite 3.0. As expected, this will includa a new varsion of Approach
and minor updates to the other component apps. Lotus will also introduce a workgroup adition of <
SmartSuite that will probably inciude the Notaa clisnt and some special Notes applets that rely on
SmartSuite. Only Approach will support OLE2 with this release and none of the apps are axpected to have
LotusScript. They will probably also integrate thair setup program and fix their equivalent to MOM so that
it works whan AmiPro isn't running. Overall, this is good news for us, and with tha exception of the
workgroup area, shoutd give us a product lead through the Chicago launch.

*Novall/WP news: Two pieces of news on the Novell front as well. First, CRN reported that WP will lower
their channel discounts to levats roughiy simitar to ours -- which will lower the current street price gap
betwean our products. While in the short-term, this means that the channel will stock up {and perhaps not
stock as much Ward}, longer-term this is a positive for us. Second, PCWesek reports that WP will ship an
update to the Bortand Office in August/Sept. This will probably includa the naw QPro {assuming it gets
donel, WP's presentations produet, and QLE2 support, 1t could also include their InfoCentral PIM and some
doc mgmt/workgroup tools. Article notes that WP has not decidad if they will keep Paradox in the office
suite, which is odd given that Noveil bought 1M copies. ’

4) INTERNATIOMAL

“WWSMM: Wa participated in several sessions at the WWSMM, including a "main tent” presentation plus
an End User (general directions) and Org (smorg) breakout sessions. Overall, we raceived good feedback

on our preliminary FYS5 plans and on our aarly efforta at working out worldwide planning issues. We will
cantinue this process over the next 3-4 weeks so that we can produce solid worldwide plans by mid-May.
We did raceive consistently negative feedback on the names "Office 95“ and "Chicago 95° - people

agreed that some form of link between the naming is good but did not like the specificity of the "model
year® approach. We also got several broad locaiization strategy quastions along with some specifics about
certain langueges and products., We are working now to address theses quickly so that sveryone .
understands the pians.

§) PRODUCT INFORMATION

*Access and OHice Pro: Access 2.0 and OfficePro 4.3 are now in Mfg and will ba shipping to the channal

Ehorﬂv. Thasoﬂécial channel availability date for Access 2.0 is 5/6 and the official availebility date tor
fficePro is 5/13.
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*QOtfice 4.xicl/FX relaase: We are currently planning an Otfice 4.x (c) release {for Office Sud, Pro, and tha
individual apps) that will RTM in June. The primary purpose of this release is to add Notes FX functionality
into Word/XL/PPT — we will also include some bug fixes for Excel and possibly PowerPoint at the same
tme. In addition 1o the same FX stuff that SmartSuite has, we will include 3 rew file filters that intagrate
XL and Notes [view import, view eaport, XL table import). and an installation option which overwrites your
SmanSuite icons in Notas with Office icons. A couple of other gpecitics:

--There are no Ul charges except tha Heip\Abourt dialog changes to reflact the “¢” version,

--Wa will position this as a patch or maintenance release....only really needed by Notes users.

-Wa will have maintenancs disks available for existing usars for a "shipping/handling® charga

--Goal is 1o win with this in corporate account selfing situations,..not a huge retsil priority for us.

*NT Office: Word and XL for NT will go inte beta 3 weeks after Daytona bata and will ship a fow weeks
atter Daytona reieases, Nots that we plan 1o do an "NT Otfice Standard” that will include 32-bit Word,
a2-bit XL, and 16-bit PPT. We are stilt working out soma issues (integrated setup, MOM, etc.) to finalize
our ralease date.

*Wa had English ATM on 4/14, we expeact to be in the U.S. channal starting 4/29. Our goal is to RTM
German by /4 and Franch by 5/18.

*Ren focus groups: We conducted Ren focus groups from April 11-13, 6 groups in 3 cities. We spoke
with MIS, smorgs, corporate users, and Office users. Here ara the topline results end recommendsations
based on the resaarch. A completa (and long) summary of tha focus groups’ commants is attached below,
--Peaple thought that it made complete sense to include Ren in an office suite
--Ren definitely needs to coexist with paper planners.
--Printing is incradibly important with gveryone agreeing that this is criticat functionality.
..Ren can be the user's "hamabase”, particularly in an office suite.
--All focus groupa voiced the sama barriers to using an electronic PIM over a paper planner:
+ Inputting information is a hassle |particularly address book info},
+Updating information is & problem because people don’t want to retype written notas.
« Portability of PIMs is a problem [even with laptop computsrs).
--We stifl need to work on tha name since no name tested exceptionally weil.
--Warkgroup functionality seen by most as a key part of product; would pay mare for this,
--No clear concensus yet on positioning and pricing; we nsed to close on thess quickly.
< <Fite Attachment: RSCHSUMM.DOC > >

6) PROGRAMS STATUS

*WP rasponse plan: Very sarly feedback on our efforts to move WP users 1o Woard through the $30 rebate
progtam and increased ad/promotions presznce has been positive. Its stil to aarly to say how this will
sffect sales. but we'va been pratty successful sigm‘n? up resetlars, and expect ancther $200K of
commiments from CompUSA, ElecTek and Bast Buy (see doc attached for reseller plans thus far), 10
senior pariners have also submittad plans for tslemarketing efforts, and wa've had reasonable telephona
cali voluma from the WSJ ads, We have made proposals to CompUSA, Packard Bell, and ComputerCity on
the idea of special bundtes of Word with their hardware sales in sxchange for strong promotional pushes
from them. Final decisions are pending at PB and ComputarCity -- have not had direct fesdback from
ComplUSA yat. We'll provide 4 mors numeric summary of progress in our naxt status report.

< < Fila Attachment: WORDSUP.XLS > >

*Envislon: We will be pardcipating heavily in the 10 Envision locations over the next 3 months. This will
inciude major resalier training sessions plus horizontal and vertical smorg prasantations. The vartical
sessions will cover Insurance, Legai and Accounting and will be done jointly with appropriate SPs (AMS,
Maad, and Great Plains, respectively}. Biggest concern so far is ensuring sclid attendance isnd thus bang
for the buck) across ail sessions and {ocations.

*Power Guarantea proma: This promotion, which allows currant Mac apps purchasers 1o gat free upgradss
te either our 6BK or PowerMac apps when thay ship, bsgan on April 1st and will run untit our Mac apps
ship. Early fesdback has been pretty sclid with MORs and other channel partners advertising it. FOS
matarials should start appearing in stores over the next 10 days, More detailed data in our next status
report,

MX3258555
Page 3 CONF;DEN.” AL

FL AG 0095864
CONFIDENTIAL

H!GHLY CONFIDENTIAL



e Office FY95 Plan

Executive Summary

Our misshon is to develop the most successful deskiop productivity tools in the world, marketed both as
suites and standalore applications. Our worldwide market share goal is B0% for office suites and 60% for
apps including spreadshest, word processing, presentation graphics, database, and project management.
Achieving these goals hinges on our ability to sustain product development momentum, leverage other
Microsoft technology (e.g. Chicago, EMS, Ren, etc.) and non-technology assets (e.g. registered base, PSS,
etc.), and create intovative marketing approaches to help differentiate MS from competitors like Lotus,
Borland and now NovelWordPerfect. At the same time, we have aggressive intemmal goals for reducing
costs - particulacly cost of goods sold and documentation and localization costs - and increasing
development and marketing efficiency.

Our overall FY93 revenue forecast for Office and the component applications is $2.1-2.3 B.! Wewill
achieve this performance in FY93 through several key initiatives: aggressive gromations and
merchandising to sustain Office applications through the launch of Office 85" with Ren; leveraging the
Jaunch of Chicago, EMS and other Microsoft technologics; creating an efficient and profimble upgrade
engine; penetrating new markets and geographies to drive share growth; building s third-party
infrastucture to leverage Office as a development platform; testing potential distribattion and sales tools
such as CD Unlock and Microsaft Online Services (MOS). and fighting piracy with compliance checking
{CCP). Outlined below is a high-level view of the market today, the competition, and the product and
marketing strategics needed to continue 1o graw the business profitably in the next fiscal year.

FY95 Revenue and Share Objectives

Our initial workiwide Desktop Apps forecast for FY9S shows a revenue increase of 7%, including an
upgrade business which we forecast at 13% of revenues. The major upside opportunities in this outlook
are growth in the Access business, economic recovery (and growth) outside the US, higher upgrede/cross-
grade sales, Ren standalone sales, and a higher percentage of OfficePro in the mix. Although overall unit
category growth for new users in FY95 is projected 1o be 75% for suites and roughly 25% for component
applications, we are anticipating continued price pressure and increased OEM units in the mix. This
price/mix effect, combined with the fact that we will not see much revenue from Office 95 in FY95, lead us
10 be conservative aboul overall revenue growth. See Appendix [ for projected revemie and mix
percentage for the various Office SKUs.

Our goal is o hold worldwide Office share at 80%. Withio Office sales, our OfficePro target is 25% of our
averall mix worldwide. These goals will require an incredibly strong push as Lotus continues to challenge
with a new version of SmartSuite, aggressive pricing, and OEM bundling. The Novell acquisition of Wp
and Borland Quartro Pro promises to make the Borland Office a more credible player in the office suite
category as well. We must fight hard and look for new markets to help us gain and defend share.

At the same time, we must increase individual produce share. Our goal is to increase wocldwide share for
Word, Excel, Access and PowerPoint to at least 60% by the end of FY93. Focused switching campaigns
combined with broader distribution, instore merchandising and argeted smali organization (SMORG)
marketing will enable us to achieve these gains, We must aggressively launch and market Ren both in the
Office and as a standalone app to penetrate the PIMAworkgroup information management category’.

FY95 Product Strategy

' Numtbers are draft estimares that will be refined aver the next several weeks.
! This is a tentative name for the product which still needs to be finalized.
¥ & separate Ren masketing plan and forecast will be diswibuted in May.
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3/10/95

The office suile category is the fastest growing in the business and is an area of competitive advantage for
Microsoft. We hifvé moved to a “12/24" release schedule that allows for major architectural releases every
24 months and competitive releases cvery 12. Individual releases will be synchronized beginning with
Office 935, making it ¢asier to code, design and market products together. Although Office 95 is technically
a 17 month retease, the inclusion of Ren represents a major acdition to the preduct. Office product strategy
for FY95 comters ordeveral key events and principles summarized below:

«  Release Office 4.2 (c) to counter SmartSuite/Notes workgroup message. We are currently working on
a slipsream “Office 4.2 (c)” release which will support Application Field Exchange (FX) and save
documents into a Notes database* We are counting on this release to neutralize or at least slow any
Notew/SmartSuite momentumn until we have EMS shipping, We curzntly plan 1o localize this relcase for
the tier | languages and are evaluating whether it should be locatized for tier two languages.

e Ship Office 4.2 for the Mac, PowerMac and NT platforms. We wili ship a 68K version of Mac
Office (and the component apps) tarly in Q1 of FY95 and versions optimized for the PowerMag
approximately 30 days thereafier. We will ship 32-bit NT versions of Word and Excel in the
May/June timeframe along with an NT Office (which will have 15-bit PowerPoint).

o Launch Office 95. Microsoft’s ability to set industry direction is a key assct for the compeny and the
productivity applications mission. We wili work to time apps releases with the release of other MS
products for maximum benefit. Specifically, we will focus on leveraging:

Chicago: We expect a March 1995 RTM of Office 95, a release designed to exploit Chicago
capabilities. Office 95 will be an outstanding Chicago app. providing more robust suppert for
OLE 2.0 (since Chicago has OLE built in), better crash protection, support for long filenames,
true multi-tasking, improved system security and a better memory model 50 that users can
really work with all of our apps together. The carrent plan calls for a 32-bit version {only)
for Chicago and NT with scparate versions for RISC platforms TBD. The focus of this
release is on exploiting Chicago and integrating Ren (see below); there will be more modest
additions (¢.g. 4-5 competitive [eatures) to the individual applications. Note: the current plan
of record calls for o 16-bit or Mac versions of Office 95.

Ran; The most significant addition 1o Office 95 will be Ren, an integrated workgroup
information manages (some would say “PIM™} that will be included in Office 93. Ren will
give Offlce 95 significant new breadth funcilonality and bring resl email functionality into the
Office (as opposed to today's license). Tt will also provide a new level of integration berween
our applications and messaging products and will leverage EMS, taking advantage of stronger
securily and information sharing scenarios. Although we are still complering inidal
projections of Ren sales, early estimates of standalone sales run berween J00-500K units
during the first 12 months, Pricing and retailVOEM mix assumpiions will be finalized within
30-60 days.

EMS: When EMS ships,} Office 4.1 users will experieace richer message and file handling
capabllities and find sharing documents casier. Users will be able to iniegrate Office both
with the EMS$ server (e.g. sending documents from within applications to public foidersy and
with the Capone chient {e.g. 10 directly drag and drop objects from applications into mail).
With Office 95 and EMS, users will be abie to do visual editing, browse public folders (tbd)
from within applications and ndd custom properties to Offics doc files for easicr message
management.

* This release is scheduled for May/June 1994. MX3256557
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Y1093

»  Add value tp Office. We will continue to add value in the form of additional product depih
funciionality and value-added dara and services. Possible bits for Office include Word Assistant,
Office Assistant {templales, wizards, etc.) and other SMORG-oriented bits. Add-on bits should be
localized For all markets where Office is sold (or at least Tier | countries, We are currently exploring
ways 10 jevernge other Microsoft applications—such as Publisher and Money—to benefit both the Office
and the individial applications.

¢  Be the best platform for business sohrtions. Productivity applications are increasingly being used as
part of company-wide solutions, including solutions that automate important business processes.
Office 95 will provide a berter soluifons platform: PowerPoint will expese an OLE-based abject
model; Exce! will offer an improved version of VBA which will feature better data access capabilities;
Excel and Word will et users build custom solutions with EMS through richer support for MAPI 1.0
and ODBC. Word, Ren and Access will support OLE automarion but not have internal VBA uniil the
Office 96 timeframe {(March 1996).

» Localization. Our goal is localize into all Tier 1 languages within 60 days; Tier 2 and Far East within
90 days. and Tier 3 within 120 days. We are currently working to get Office localized in every
country where we have a subsidiary on the ground but this is pending approvak

FY95 Marketing Strategy
To continue 10 grow the Deskiop Applications business, we must build new marketing asscts and strategies
tha specificalty address several key challenges coming in FY25. These challenges inchude:

No major DAD applications relcases until Q4 FY95

The launch of Chicago and other key Microsoft technologies (Ren, EMS, etc.}

Slowing category growth, saturation of traditional markets and opportunity in new markets
Changing business models of our major competitors

Growing potential of new dismribution channels (e.g. superstores) and vehicles {e.g. CD, MOS)
Evolving customer segments with different influence and purchase behavior

Erosicn of pricing and revenue/unit due to OEM bundling and competitive pressure

Ongoing cannibalization of retail sales from piracy

in light of these business challenges, the Office marketing team will focus on several key initiatives in the
next fiscal year. The following initistives map lo the above challenges and are the “core strategies" around
which we will target most of our spending and resources:

e Ran sustnining marketing programs to maintain product momentum through Chicago lannch,
This will be a key focus through most of FY95 as there will not be a major new Windows apps release
unti) Q4. 1n addition. we need to use this sustaining marketing activity to address the share we have lost
(at teast in the US and some other markets) on individual apps sales, excluding Office. Although
strategies and tactics will vary from subsidiary 1o subsidiary, alt regions must work to create marketing
naise and excitement until the launch of Chicago and Office 95. In the US, we will split marketing,
resources roughly 65:35 between Office and the individual apps while focusing on thess sustaining
activities:

»  Continue aggressive switcher campaign: We will continue to run very aggressive switcher
campaigns focused on WP and Lotus users. In the WP case, we have a great, short-term
oppoTunity 1o gain share, and we plan to capitalize on the market uncertainty created by the
Novell/'WordPerfect merger to switch WP users.

o “Counter-launch” to neutralize new SmartSuite. When Lotus introduces the new version of
SmartSuite this summer, we will be ready with a detailed counter-launch program to slow
their momentum. Sohngab will provids this plan separately by §/15.

MX3256558
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310/95

+  Disrribution push: We believe that this is an impertant ebijective for the US, particularty given
efforts ta sustain Office momentum and 1o win share in the SMORG market. This objective
may not be relevant for all subs but we wili design programs that can be scaled worldwide.

o Retail push: The Office marketing team will launch a fall enduser promotion {details
forthcoming) for Office and the individual applications that can be leveraged worlwide. We will
invest n building a better merchandising presence in key retail accounts {e.g. superstores and
office supply in the US) and MORs.

«  Mac apps efforts: We need 10 generate significant momentum in the Mac market as we launch
the 68K and Powerlac apps. This is a2 major transition poiot for Mac users with Apple
aggressively pushing new hardware, and we need to map to their effores closely to
maintain/regain mindshare as the leader in Mac apps. Increasingly, we need to link/combine
our Mac and Win sustaining «fforts so that we talk to segments like SMORGs in a unificd way.

«  Office Compatible program’: Inwroduce the Office Compatible program to aitract third-parties
and build momentum behind the Office platform.

s PSS Marketing: We will continue to emphasize PSS (both quality and untimitedfna charge) as s
key differentiator. This will include building PSS messages into all of our materials (Ads, PR,
etc.) and evahiating how we can make this more relevant for users. Note that this meszage will
have to be adjusted for various regional differences given that there may be some countries where
we have to charge for support.

+  Leverage Chicago momentum {PR, channel, etc.) to accelerate sales of Office 95, We will work
closely with Personat Systems Group 10 ensure that the positioning, PR, packaging, promotions and
overall marketing direction for Office 93 leverages and builds from Chicago. The integration of Ren
it Office 95 will provide exceltent value-add for the product and open up new co-marketing activities
for Office (e.g. with Franklin Planner, Day Runner, Covey Leadership, <tc.)

» Build an «fficient and profitable engine lor selling to ihe instslled base. We must generate more
revenue from our installad base on 8 regular basis by upgrading 2 higher percentage of them and by
moving mora to Office. This includes not only moving people from Word or Excel to Office but also
meving a significany percentage of Works users up to Office. In FY$5 we will begin to turn our
upgrade business into a “circulation machine,” testing programs (including personal maintenance or
“subscription™ selling) to sell more product to our installed base. Our goal is 10 increase our overall
upgrade rates and drive more of our version upgrade business through subscription by FY96. New
offer strategies in FY95 will give us a way 10 move single app owners to Office ownership and help us
lead customers 1o the appropriate channels (e.g. direct, instore, MOR, OEM, etc.} and purchase .
mechanisms (#.§. subscription, Select, MOLP, etc.). We will also develop and test altzmative setling
vehicles (¢.g. catalogs, ontine, CD, etc.) to maximize exposure and sales.

»  Penetrate new markets 10 grow workiwide share and revenue. The initial focus will be to raise
awarcness among SMORG influencers with business press advertising; increase visibility and
availability of products in selected retail environments, and leverage SPs who develop solutions within
targeted segments (accounting, Jegal, real estate and insurance},

s  Focus additionsl resources on high-growth international markets. We will provide additional
tocalization resources and product marketing attention on key growth markets. Areas 1o be given
special attention in FY9$ include the Far East (esp. Japan, Taiwan, Korea), Latin Ametica and Eastern
Europe, Qur plan is to provide Office 4.2 and Office 95 in all markets and to wark more closely with
each region to implement appropriately scaled Office marketing plans.’

* This program will be announced in the US the week of April 25th. Judych will provide guidelines for
scaling 1o subsidiaries.
" Localization plans still being finalized by Mattmi eam; English PPT or Access will round out Office 4.2
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CONFIDENTIAL
Office FY35 Plan _ Page 4 John Sage
FL AG
CONFIDENTTAL

- HIGHLY CONFIDENTIAL



Y1095

s Leverage CD to increase distribution, trial and more profitabie sales of Office. The expecied
proliferation of CD-ROM drives creates an opportunity for increasing our mix of CD Office sales and
increasing profitability per unit. Our goal in FY95 is to increase our CD unit mix from 10% to 20%,
thereby contributing more than $14MM 10 the bottom line®. The dramati¢ increase in CD adoption
opens up new distribution and packaging opportunities as weH, We will begin testing “CD Unlock™ this
fal} with the hope that it will be a usefut tool for promoting trial and broadening distribution (2.,
through QEM seeding, eic.). 1t will also likely change the model for purchasing software, enabling users
1o buy the functionality they want as they need it and giving us a means for selling incremental bits to
our users, We will also look to test Microsoft Online Services as a potential mechanism for delivering
on-line registravion, suppost, vertical solutions, documentation, easy upgrades, and add-ons.  ~

s Increase efforts 10 recrunit and train third-parties/ISVs to sell and support Office and Office-based
“business valoe™ solutions. Our averall strategy is to: 1) foster the creation of Office-based solutions by
¢vangelizing our development approach to solution providers and developers, equipping them with the
tight oels, and providing those who reszll to other organizations with a compelling business model for
setling solutions built with our products; 2) create enduser demand for Office-based solutions in large
and small companies by arming SPs and by reaching them directly through MS field, PR and vertical
marketing activities, and 3) reinforce Office solutions positioning through ongoing PR. Our VAR and
SP efforts are especially important given the strength of Novell's CNE network. Addidonal tactics for
meeting these strategies will be published separately.

»  Accelerate push for CCP to reduce piracy. We will roliout localized versions of compliance
checking that will detect competitive versions. Note: this will require an incremental commitment of
sub or HQ) resources to gather competitive product information and ensure smooth implementation of -
loctlized CCP. - ‘

»  Reduce product costs by improving development and marketing efficiencies, Our goalisto
redyuce Office COGS by more than 10% in FY'95 by streamiining and simplifying packaging and
manuals. The Office team is working 1o drop the number of Office SKUs and Johngab is drivihg these
efforts and can provide details as required.

Positioning and Communieation

Office positioning will remain largely unchanged in FY95. We will comtinue to describe Office in
advertising and collateral as “full-featured applications that work together as one™ and emphasize three key
dimensions to Office leadership with what we call the “beyond messages™ and the cotresponding
technologies that make the massages credible.

1. *“Beyond ease of use™ with lntelliSense (e.g. autofeatures, Wizards, etc.)
2. “Beyond cut and pasie”™ with OfficeLinks (e.g, consistent design, OLE 2.0)
3. “Beyond personal productivity™ with Micresofl Office solutions (VBA, OLE, Access Basic, sic.)

The only change 1o Office positioning is in the change in the third support message from “beyond macros™
to “beyond personal productivity,” This change enables us to incorporate several points about our
workgroup story (EMS, FX support, Ren, etc.) and to spesk more broadly about our range of VB-based
sclutions development technologies.

Target Markets
There are four target markerts that the above marketing programs and initiatives are designed 1o reacly:

»  Large accounts will remaio an important segment, although our message will evolve to be more
solutions-oriented; productivity apps will be used increasingly as camponents in business solutions.

¥ Assumes [3.5 million new licenses x 10% increase] x $~40/unit COGS savings = $14MM MX3256560
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We need tq develop the infrastructure (SPs, tools, programs, ele.) to promote our products as a
development platform and to get design and standardization wins. Finally, we need to position Office
25 a key companent of any downsizing strategy.

s  Small and medivm organizations represent more than 50% of the desktops in N. America and are
growing faster than the market overall, Many of the larger subs have reported similar data, and we think
there is an oppertunity to roll-out plans that can be scaled/adjusted to meet needs in many countries.

«  Existing users of Microsoft and campatitive products are the target for the many programs that witl
test of rollout in FY95. Notz that while the characteristics of these two groups are different, we will
experiment and use many of the same vehicles for reaching them. Cur existing users will become
increasingly important as we move to generale upgrade revenue in late FY95 and carly FY96. By the
end of FYS7, we hope to generate 2549 of our revenue {rom upgrades.

= Solution Providers apd VARs are a critical rarget market given our need to work with leveraged
partners o penetrate both smatl and large accounts,

Competition

Our competition in FY95 and beyond will be Loms and Novell. Although there are a few other companies
challenging us in specific ¢ategorics (c.g. Claris. Borland), we are focusing on the two best able to
challenge us on an enterprise-wide basis. Below is a “snapshot” of the key strategics and marketing tactics
we expect each to deploy over the coming year.

Lotus: Lotus will position Notes as an operating platform and their apps as the products that best

exploit it. As part of this smategy, they will focus on leveraging the equity in [+2-3 as 2 means of .
penerating SmantSuile acceprance. They are also pricing aggressively o capitalize on OEM )
bundling and retail channe! opportunities. Lotus is spending heavily (est $34M in 1994)on -
corporate ad campaign and will certainty continue to pesition themselves as a “technology and

groupware pioneer.” We expect ther to release a new version of SmartSuite in the summer which

will incluge a major update to Approach, pessibly a major update 1o AmiPro (still not clear), and <
minor updates to 123 and Freelance. In addition, we expect them to split the product into two

SKUs—the existing one pius a higher-end, Notes-enabled version. We also anticipate & Chicago

version of the SmartSuite apps around the time Chicago ships. Lotus has several strengths or

sirategic assets 1o leverage, including a large installed base; strong share and awareness among small

and medium businesses; potentially strong alliances (e.z. AT&T); perception as workgroup leader;

and aggressive remail markering, Their weaknesses include perception as single product company;

weaker individual apps with low market share (AmiPro, Approach, Organizer); tack of Mag line;

slower introduction of some key technclogies (common macro language, OLE 2.0, etc.); integration

of disparate product elements; and workgroup challenge from Novell and MS.

Novelf: Clearly, we are still evaluating Novell's strategic options as a resul of the acquisition (as
is Noveli), but here are some initial thoughts on their likely activities, Novell’s straregy is to
lsverage operating system and applications assets to challenge Microsoft directly. They will
undoubtedly tighten the integration of their apps suite and seek to win the workgroup battle by
leveraging the strength of Netware and their strong VAR channel. It's possible they will bundle
Netware Lite with their suite and initiate aggressive retail and OEM pricing in an effort to quickly
gain share. Novell is likely to create links with WordPerfect Office, a solid messaging and
workgroup product, while exploiting strengths such as a very large installed basc and a strong,
geographically diverse CNE base. Their weaknesses include a short-term defocusing while the
manage the merger, inexperience with enduser business and support and the challenge of
integrating disparate products.

MX3255561
CONFY
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The Office team will produce the following deliverables. if subsidiary managers can provide feedback on
the respective plans, we will consolkdate feedback and distribute final documents by dates indicated below.

Office FY85 Plan Page 6 John Sage

L AG 00958/0
FCONFIDENTIHL

HIGHLY CONFIDENTIAL




i0/93

Deliverable Description Distributed Comments Final Out
Back

PPT drill down on mctics and

S specific programs Lo suppott
Soos FY9$ Office goals
Office Fall Promo ph-i Short doc to define goals and May 2 May 1 May 30
T4 objectivesof fzll promotion
&
Office 95/Chicago Inuncki~  Doc describing oppty's for June 1 June 15 June 27
plan . teverage/synergy with Chicago
. S
Ren Marketing plan > Doc describing Ren positioning, May 9 May 23 Jupe 6
o .3 pricing, sclfing strategy, etc. {first draft) (zecond draft}
ol finak: June 11
MX3256562
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R Appendix I
DRAFT Desktop Applications FY95 Forecast

The data below provides a preliminary lock at the Desktop Applications business in FY935. This forecast,
which shows 7% revenue grawth, does not vet include any Ren revenus nor does it include the Access
business (which we are forecasting in DAD for the first time). Note that this forecast was developed “top
down’ based on early estimates of US revenuc and units. Regional forecasting and roll-up still needs o be
done to understand the differences in our business across different geographies and 10 get more precise
about a worldwide revenue number. Having said that, it is clear that FY95 will be 2 challenging year since
we will nat have significant upgrade reveaue until late in the year end ouc competition will continue to be
aggressive.

We will have more fine-tuned forecasts (and data for Ren and Access) over the next two weeks.

DRAFT Worldwide FY35 Forecast
Woridwide Licanses v Thousands, Revanus n Milions

FVR [ FVSSToee )
3 ure v i C b U Al [ [Tl 2y
80%

r
915 40% 4116 S 264 51086 51% -26% 19%

Office Hew Usars 2578 %055 §
Othar Apps™ Niww Lsers 4371 184 % 02 35% 4257 S$165 § 703 3% 3% M d%
Office Existing Users 543 §138 § 75 4% 581 $129 §$ 75 % % TR -i% T
Ciher Appy* Existing Users 2371 § 88 $ 210 11% 2670 3 74 § 187 9% 3% 1T 6% .
Cther (DOS, athar) $ 83 & $ B2 3% 25% :
ToTal DA Feveroe TTOE TR L2 TR =
* Word, Exced, PowerPoit, Project
DRAFT $/Unit and Product Mix
Workdwige Dala
FYo4 FY93
Office
PR 5440 A5% §420 2%
Cup 5204 18% $280 17%
Licerme 5290 3% 270 28%
Academic 5209 4% 382 %
OEM 232 1% $1K 20%
Towd 355 OO 7.~ T [y f
Indiv Appa®
FPP $272 0% $265 3%
cue S101 14% 594 21%
Liconss 5187 15% $180 17%
Acagamic 575 25% $&1 2%
GEM 555 186% £50 5%
Toisl ST97 TS a7 TR
“Word, Excal. and PFT.
MX3256563
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Ren Focus Groups
April 13-13

Executive Summary

Ren definitely nesds to coexist with paper planpers.
s Printing is very important with everyone agreeiag that this is critical functionality since many
people aren't at their desk all the time.
s Users need 1o customize printing and have extengive preset report formats.

People generally recognized that they need organizational help. All focus groups voiced the same barriers
to usintg a PIM over a paper planner, which we will need o address in the product and marketing:
« Inputting information is a hassie (particularly address bock info).
»  Unpdating information is a problem because people dou’t want to retype written notes and
doubt that they have the discipline to keep information current.
«  Porabillty of PIMs is a problem {even with laptop computers) since people need to schedute
meztings while at meetings.
o Accessibility of PIMs is an issue since many people said that they don’t always wm on their
computers.

We still need to work on the name since no name tested incredibly well. We got clear feedback that the -
name should be simple and should reflect the workgroup functionality since this aspect of the product
resonated the strongest among all focus groups. '
s  Of all the names that we tested, Team and Time fared the best. Even 50, no consensus was
ever reached on these names.
»  Synchromy and Office Manager tested well with about half of the people identifying v
functionality corvectly and agresing that these names worked well in an office suite.
+  Portfolio and Compass put people on the wrong track {investrment package and mapping
package, respectively).
«  PIM+ had strong negative connotations and a fot of people had no idea what it stood for.

Direction on pricing was inconclusive. A lot of people (particularly users in large organizations) were
untamiliar with software prices) 10 we got a huge array of prices, ranging from S49-1300. It is clear,
however, that people will generally pay more if they know of the workgroup functionality.

Na one wanied just the personal information manager functionality. Instead. almost everyone, including
smorgs, wanted to have the workgroup functionaliry. Of the workgroup functionality, people particularly
saw value in group scheduling. However, workgroup features posed problems for pecpie because not
everyone in thelr onganizations use a PC or are networked.

o Ren may slow down Office’s evaluation cycle since it's a workgroup product

Ren can be the user’s homebase, particularty in an office suvite. People thought it was reasonable to start
their day with Ren, and then branch into their other office suite tasks from the product. The product aiso
makes compiets sense to include in an office suite, so we need 1o make sure that this is reflected in the
product positioning ar SUppPOTt poinLs.

Design ideas:

» Sliding bar for start and end time - OR choose of start and duration .5 hr., Lthr, 1.5 hr, 2 hr.
« Condense so it fits and prints on 8.5" x 117
»  Weekly/monthly planning wizard asks uscr to designate available time for mectings.

MX3256564
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LEGEND:

Group 1:  Chicago, MIS, large organizations Group & Bosion, Lacge business users
Group2:  Chicago, Win Apps users, Jarge organizations  Croup 5 LA, Office owners. Large business users
Group ) Baston, Smorg Giroup &: LA, Smorg

e Provide !'-Hi_R—U‘flc'pr shart notes in phone log for tefesales people where the responses sre all the same.
OR something like AutoResponse, “Not interested”, “No money.”

PRODUCT NAME: INITIAL EXPOSURE

What would this product do?
Portiolio

Group | financial management (6/9)

Group 2 investments (&%)

Compass

Group 1 don't know {4)
mapping sofiware
comunications rovter
Al

Group 2 Travel planner
Project info manager
Graphics

Group J don’t know {4)
database
ravel guide
mapping software (2)
accounting?
Mathematical/engineering
scheduler/project manager

Graup 4 Retational database
Car software [0 locate addresses
File finder (2)

Time

Group | scheduling program
perfect name for a Microsoft product
time management
tracking hours worked

Group 2 Scheduling
Personnel time tracker
Time management/calendar
Speed performance enhancer

Group 3 calendar (3)
time tracker
impliea less than deskbook
o do list
musical application, composition

Group 4 calendar, scheduling
billing for CPAS, lawyers

Group § calendar, date planner (majonty)
projest manageroent
timesheet for construction

Group 6 appointment books
home Lse
personal or group info
elecmronic time clock .

MX3256565
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LEGEND:

Group ): Chicago, MIS. large organixations Group &: Boston, Large bisiness vsers

Group 2:  Chicago, Win Apps users, large organizations  Group 5 LA, Office owners. Lirge business uscrs
Group 3:  Boston, Smarg Growp 6: LA. Smorg

scheduling manhours |

PIM+

Group |

project management

infomation management (2)
manufacturing
materials management

Group 2

Personal information manager (2)
Time/task management

Don’t know

Sounds like “pimples”

Group 3

don't know (4)

database

printer interface manager
“project in mind™ + more
personal information manager
financial planning

real estate property information

Group 4

personal information manager ‘
don't know {*something | probably wouldn't use™, sounds like “pimp” hated the
name}

manufacturing

Group §

personal info manager
don't know (6/10) (“bave to be computer literate 1o know this™)

Group 6

spreadsheet {PIN number)
perscnal infe manager (3)
personal inventory manager
don't know

Synehrony

Group |

email +scheduie {3)

project

4 said that it didn't suggest anything
multimedia

integration

network cantrol

Group 2

organize info. synchronize
Symphony?

Files synchronization

Integrated package with modules

windows access to files

Group 3

don’t know (1)

office cakendaring tools for group scheduling (2)
integrated: database, spreadsheet (2)
coordination in multiple packages

Group 4

synchronize files, servers
multiplan software

graphics

pen chart scheduling

software that works with other PCs

Group §

database

Ren Focus Group Summary /1088
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LEGEND:

Group |.  Chicago, MIS, large organizations Grouwp 4: Boston, Large business users
Group 2. Chizago, Win Apps users, large organiastions  Growp 5: LA, Office owners. Large business nsers
Group 3:  Boswn. Smorg Group &: LA, Smorg

critical path produgt

helped other products work together
integrated/suite of products
muttitasking utility

Group &

datahase

scheduling

shared file system

groupware, contacts, scheduling
don’t know but liked the name

Office Manager

Group 1

everything and anything to get office to run
correlatefintegrate file system

office automation (¢mail, schedules, tasks)
organizer, wacking employee time (2)

fow end integrated product

Group 2

Organizer {like Lotus)
Coordinate software
integrated dip & s3

Group 3

bookkecping
accounting/word processor
scheduler/fcalendar (4)

mail merge

Group 4

accty, tax, record keeper
timesheets, calendars, scheduling (3)
small business package for calendars

Group $

MicrosoRt Office or Gifice suile (3)
Smallcompany payroll and billing
Time management

Group 6

bookkeeping

payroll

accounting
task/personneladminisirative/calendar (3)

DeskBook

Group J

simpiec werd processor 1o write notes
collection of things on desk: rolodex, calendar (2)
deskiop publisher

Group 4

Datebook, Personal organizer, Address book, calendar {(3)
Word processing

Desktop publishing software for Windows

Workflow orgenizer

Group 5

dayplanner

time management

task management

Microsoft association since has workbooks

laptop: ¢an take it on the plane: portable computing software

Group 6

itinerary

word processing for writars, desktop publishing (2}
organizer, schedule (3)

accounting

MX3256567

Ren Focur Group Summary 3710093 CONFIDENTIAL Page 4

FL AG 0095876
CONFIDENTIAL

HIGHLY CONFIDENTIAL




LEGEND:

Group I, Chicago, MIS, largs organizaions Group 4: Boston, Large business uscrs

Group 2:  Chicago, Win Apps users, farge organizations  Group 5: LA, QMice owners, Laree business users
Group 3:  Boston, Smorg Group 6: LA, SnxHg

Team

Group 5 office suite

_integrated productivity tools {(daytimer, planner, email} (6}
people oriented: coordinating team on projects
project management
arg chart

Group & LAN systemn software
end users to contribute on 2 document
projeet tracking, organizational program(2)
groupware like Lotus Notes (2)
don't know

SCHEDULING/INFO MANAGEMENT/WORKGROUP NEEDS
What do you use today to manage addresses/appts/calendars/meetings?

Group | s Depts have their own way o organize time

»  Syncing info with paper planger is a challenge particularly for people on the go

Product Mentions: -
Organizer - evaluated, but not adopted
WPO 4.0 « one using, one evaluating with Notes, MS Office. WPD 4.0
benefits are its remote ports to update calendar, has everything, flexible,
cheap
PROFS
On-Time (I Jike ita lot}

3x5 cards

Calendarftickler file

Pocket daytimer: geting info into computer is hard cn a busy day
Used to use Agenda, but hard to kecp up

Organizer, to do lists, Casio, post-it notes

Many used post-it notes

Group 2

Many usedpost-itnotes e

Electronic rolodex, daytimer (write in}, writes on blotier with calendar, secretary.
Too many info stores makes it bard to store information

e  Primary looseleaf notebook tracks to do list & conversation fogs. Multiple other
notcbooks track other peopls's timesheets, logs, & calendars,

e Electronic daytimer: jots down notes; limitations since wants weekly views and
alarm

» Database (dBASE Cams?): prints out to do list but if things aren’t done, the tasks
are lost and can't retricve previous dam. So she writes them ina notebook.

s  Daytimer: 16 months ahead of time. Writes appts for each day and things that
have 1o be done. Secyerary types 3x5 card for appts and to do lists. Don’tuse PC
since schedhiles meetings at meetings.

s Lonx Organizer: hard to maintin since she doesn’t tum on compuler everyday.
Takes awhile to boot up.

s  Maximizer: integrates with other ACT; easier to do things. Used 10 use
Organizer,

« Creates to do list every Friday and recopies it for the next week

Group 3

Group 4 s Creates 1o 00 hists, wrile notes on paper at meetings, then fles away, and tosses
contact info. Tried to use Lotux Agenda but creating to do lists on PC didn’t
work. Orggizer is corporate smndard to facilitaze communication I different

Gr oup Sﬂ"m}' 3210/95 P age 5
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LEGEND:
Group 1:  Chicago. MIS, large organizationy Grouwp 4: Boston, Largs business users
Group 2. Chicago, Win Apps users, large organizations  Group 5. LA, Office gwners, Lasge business users

Group 3. Boston, Smorg

Group & LA, Smorg

‘e

locations.

Wang system: write notes/fo dos organizes all projects on paper. Away from
desk 0 much at mectings to use PC to plan and type up lists.

Uses Sched+ and Mail along with databases. Prints schedules in moming and
takes it with him, and then types notes inte PC.

Phone calls: primary way of doing business and uses ACT to log phone calls and
schedule them. He nesds phone integration.

Wo system (enginesr); Program management takes notes, and he’s disorganized
Office/Mail user: project management in paper and electronic files, but cross-
referencing in history is hard. Company uses an electronic organizer.

Group 3 .

Frankhn paper planner, meetings and prefer it to a computer since ir's a pain to
wm on PC to see schedule, Uses post-it notes. Abandoned handheld organizer.
Tine Management paper planner & software: fakes to mmeetings, group
scheduling, secretary reminds her of things, majoc meetings in PC and alents a3
reminders.

Lotus Organizer: Windows Starmp, likes it since bis handwriting isn’t neat, has
long to do list and can prioritize and carties over, and gives him a record

Used ACT but since her heeds are task/project oriented, nothing meets ber needs.
Franklin software isn’t ciose to the paper planner & 100 closely knit to Franklin
philosophy.

Calendar & paper planner: uses post-its extensively.

Admin schedules his tima on PC. Uses Franklin planner, but very manual
Process.

Doesa’t have his dayrunner all the time, and people want to do ad hoc meeting
scheduling in the hal)

Group &

Post-it notes on phone and calculator

Franklin: try to use it; not with her all the time. QBX software for scheduling
DayTimer: phooe tog, expense list, notes. Usese binders for different categorits
{references, medications, Jead, in, work notes, reporis)

Desk calendar: phone numbers, things to do, bills, reminders, doesn’t write down
everything when busy or writes notes on the wrong date, which causes problems,
Post-its, paper files, tried ta use Organizer but when PC’s not on, inconvenient.
Keeping appts synchronized a problem since sometimes worlks on it et home
Catendar on wall and personal calendar & tape recorder on road

Email used extensively and post its

Yeilow pad: write verything then types in word processing list for to do and
phone calls (sometitmes can’t read her handwriling or misses a mecting). Easier
since PC not always accessible

Paper: write project list and 1y to prioritize

Whai do you think about electronic PIMs?

Group | « Mot as flexible as paper
+ Problem: input on paper and then transfer to computer: why bother?
. Everymehasmbeonitfcrmispmdj_gwwork
Group 3 *  Getting people 1o use this would be difficult especially given insufficient hardware
»  Senior managers, other colleagues aren’t wired
«  Need paper planner at meetings to schedule future meetings.
«  Data input problem
« Keeping up to date hard
Group 5 ° * Software is too slow, takes te long to load program
» & have tried electwonic PIMs but they're inflexible particularly printing, Can’t
customize, told would cost him $13K.,
MX3256569
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LEGEND:
Group 1:
Group 2:
Group 3

Chicago, MIS, large organizations Group 4: Bosten, Large busincss users
Chicago, Win Apps users, large arganizations Group S: LA, Office owncrs. Large business users

Bostan, Smorg

Group 6 LA, Smarg

ACT enables fiexible views, but msutficient. Uses paper planner and desk
planner.

Ascent didn't interface with Franklin paper planner. Mot as friendly to use.
Paper costs can be huge if want to print on special paper sizes

Organizee is integrated in its modules

Catendar Creation + good monthly view, gives nice symbel for days that are
gome, and place icons (plancs)

Group &

e u *

Need to get people 1o use it, problem since people don’t check email now,

Don't have the accessibility to get to PC all the time. Still need to write down info
Typing up discussion is harder since handwriting is freeflowing

Wouldn't use since he doesn’t like computers.

How do you need to improve time managcment?

Group 2

Want a record of what you did

Rejected Newton since no imegration with PC and expensive, but wanis this
Want alarms

Problems updating address books and rolodex

Import and export from database to addresses for labels

PORTABILITY is key: hard to update on paper then put it on PC

Wants business card scanner

Group 4

Group meeting scheduling is to0 cumbersome

Email is great for messages, but not enough human contact

People are all organized differently with different systems

Hard to cross-reference info and look back historiczally to compile statistics.

Group §

'....".l..l..'.

Needs to manage list of tasks & tracking projects

Interface with Gantt chart

Needs to carry it with him

Needs recuring meetings & 1o delete if don't need it

People don’t carry PC with them, maybe have an {HV that ¢an be linked to PC
Wants to search lor dates

How would you ¢valuate & PIM?

Group | + 30 day evaluation cycle with small tese group
¢ Works with current software
+ Easeofuse
»  Need 1o have tmgible benefits (group scheduling decreases phone tag)
e  Senior manager needs to want it (this makes adoption easier)
Group 3 e Could purchase It themselves, but may not get reimbursed
s Would ressarch it and then convince the president/controlier that group needs it
e Evaluare by themsclves (never buy before try), not a demo
s  Need to be convinced themseives that would save time & money
s  Play with it at other law firms .
Group 4 s Could purchase for workgroup, dept and for themselves (but this type of
functionality is best for the organization) .
Group 5 + Topdown
« Enginecers evaluate first
s IS have te buy into this
e  Evaluate by himself and then recommend
s 30 day evaluation & then get sent an invoice
Group 6 e Determine if company would use
+  Ask influentinls for their apinion
Technical people to evalvate
MX3258570
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LEGEND:

Group |1 Chicago. MIS. large organizations Group 4: Boston, Lasge business users
Croup 2.  Chicazo. Win Apps users, large organizations  Geoup 5: LA, Office owners. Large busingst asecs

Group 3 Boston, Smory Geoup & LA, Smorg

What would the predugt have to do for you te consider purchasing it?

Group | s Prove that it works better than s1ais guo

Win product reviews in trade press

Easy to use {most common|y cited)

Cheap {second most commonly cited)

Company reputation

Work with other softwase, including major email: MHS, cc:Mail, MS Mail
Windows-based

Work with major email packages (including cc:Mail)

Be fast to get 1o info while on the phone

Easy to implement and support

Nates + WordPerfeet Office 4.0 all in one or WNotes + Organizer. (Notes is hard to
implement and program)

[ncrease productivity (if everyone uses it)

From admin to CEO will use

* ¢ 8 8 0 8 & ¥

Group 2 Easy to leam; don't want to spend mare on a seminar than on the preduct
Easy to use

Afford to have it on every PC

Eagy installation

Easy to import and expott formats

Systom requirements

Croup 3 Easy to use

Work on the network

Cost

System requirements

Easy o convert from existing system
Qualiry (no bugs)

Alerts for the next meeting

Group 4 Easy to use and learn

Able 10 switch between modules quickly

Company has to support it

Windows or 082

Has to nm on losest common denominator hardware
Reliable vendor for support

Licensing and cost

Integrates with what company has

Vendor's strategic direction & da co-developmen
Bea a beta site

Have to prove that this is better than a paper plamnes

Atmactive

Easy to use {(MS Office is casy and draws people into it)
Economical (need small workgroup license packs)
Compatible with other software

Able to access PIM from any product

System requirements

Cross-platform {FC, Mac and workstation) 5 had PC/Mac
Security

Group 3

.'.Il..".....!.l.....D....I.l‘..l

Other product issues
s How important is printing?
[Group 1 » _ Very important R

MX3255571
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LEGENL:
Group 1. Chicago. MIS, iarge organizations Graup 42 Bostan. Large business He1s
Group 2:  Chicage, Win Apps users, lage orgamizations  Graup 3: LA, Office owners, Large business users

Group 3:  Boston, Smorg

Group 6: LA, Smorg

As many options as possible
Needs to fit Into current planaing books
Put in exact formats

Group 2

Need to be able to print labels

Group 3

Very impartant

Need color printer

Labels {from single to hundreds)

Ability to print different views (day, week, month)
Meedsto fix 8 12 x 11

Group 4

Very important
Many standard configs
812x11

Group 3

Absolutely important
Franklin formaits
Want muitiple options
g$12x 11

Group 6

a ® alo o » 8l @& aje v 9 Gje|e * @

Brinting is important {Organizer printing isn't customizable)
8iRx 1t
FiloFax, Daytimer sizes

s How wonid you learn about this product?

Group 1

Word of mouth
Mot influenced by sdvertising

Groug 3

Demo disks (all had experience with this)

Word of mouth (clients and competitors using)

Testimonials from large organization

Testimonials from same industry segment & size. Smaller companies prefer
to hear success stories of compstitors or simijlar small companics

Group 4

Testimonials from same indusoy (1 person relies on it)

Group 3

Sales person

PC press review
Word of mouth
Business press

Group 6

2e 9 e B S S e WS

Word of mouth from customers, organization IEUs (definitely an influence)
TV commercials, reseller radio ads

PC press magazines & order info from them

Industry trade magazines, business press

Direct mail

Demo disk (1) bui most thought not likely would look

MIS (but a lot of them don't have)

PRODUCT CONFIGURATION
s Which functions hava you pwt logether for your producis?

Group 1 Personal + Workgroup + Management tool
Personal + Project Manager
Group 3 Personal + Workgroup + Document Management
Managers schedule ~ document organizer
Sales + Manager
Personal + Workgroup + Manager tools
Group 4 Document database + Personnet info manager
Personal
MX3256572
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LEGEND:

Group §.  Chicago. MIS, large omganizations Group 4 Soston, Large business users
Group 2. Chicago. Win Apps vsery, largs organizations  Group §: LA, Office owners. Large business users.
Group 3 Boston., Sinarg Group &: LA, Smorg
Group § Group Scheduling + Project
Personal + other
PIM + Workgroup
Group & T Personal + Scheduler for Management
Personal + Workgroup
Dasktop + Network
e IWhich of these products would you be most interested in?
PiM
Group 1 Q
Group 2 a
Group 3 1
Group 4 0
Group 5 1
Email already is a standard and probably woutdn't be great in this PEM
Group 6 0

PIM + information Manager

-
*

Group | 4>5

Once company goes to office automation, will consider this.
Dion’t have enough PCs, 100 hard to get everyone up to speed on email/group
scheduler, and depts aren’t on network

s Current sysiem has everything that they need for workgroups .
=  Want this to be modularized to make it less complex ’
Group 2 [
Group 3 i
e Already have some of this workgroup functional ity in Novell.
Group 4 1
»  The third bas tco much, too overwhelming
CGroup § 0
Group 6 2
PiM :informarfon Manager + Workgroup
Group | 3
e No different from Lan based system, too hard to implement, training is an
issue
This is total workflow and office automation
Group scheduling is great since you can’t do this manuaity, but requires
people to be on net
s Document organizer means cverything has 1o be on pet, which is a problem
for capacity planning
e  Functions should be modular and broken into different versions
+ Task delegation will be resisted due to corporate poiitics
Group 2 7 ~
+ Email & calendar is really important
s  Group scheduling
» Booking resources
Group 3 7
s  Current system has these component.
s One software package makes it easier to move between modules
e One stop shopping and economical
MX3256573
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LEGEND:
Growp 1©  Chicago. MIS, large organizations Group 4 Baston, Laige business users
Groupl:  Chicago, Win Apps users, large organizations  Group 5 LA, Office owners. Large business users

Group 3. Boston, Smocg

Group 6: LA. Smorg

Everything at one place especially for working with group on projects
Some wouldn't use all (centain functionality for supervisor only)

Group 4

Email, share info (could alrsady use Windows for calendar and address book}
ldeal way of conducting business: contact, arganize, route, find

Maybe will grow into this product since has lots of functionality

Workgroup communication is the most important funcrionality

Group 5

Workgroup functionality is critical (but this assumes that all are wired)
Group scheduling is most important

Wouldn't use PIM since ot pertable but would use the project mgmt
Hard copy document based, so would have to change corp culture

Croup &

o« v 0 & N3fe ¢ & 2 e ¥ B e AIE W

Liked cemmunications, group scheduling

Would like to be on network and have email/group scheduling (track aofs)
This will keep youcompetitive since computing is important. (Al agreed)
But compartes may be slow to embrace this.

NAMES: SECOND EXPOSURE/PRODUCT COMMUNICATION
s Which of these names fif the product you like best for PIM/Information Manager?

[ Group | PIM+ (4) |
e Which of these names fii the produci vou like best for PIM/information Manager/Workgroup?
Group | Office Manager (3}
Group 2 Synchrony (2)
PIMH (3)
Group 3 Oftice Manager (3)
PIM+ {3)
Group 4 Compass
PIM=+ (1}
Synchrony
Group § Team (only describes if you know what the product does, but doesn't describe
PIM type functicnality}
DeskBook (1)
Companion
Group 6 Cffice Manager (2)
DeskBook (2)
Team needs more words
PIM+ (2)
Synchrony {liked but it’s too “cute™}
PRICING
s What would you expert to pay forPIM + Information Manager if it were from Microsofi?
Group | £49
300
S100
Group 2 5295
5150-250
| MX3256574
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Group I©  Chicogo, MIS, large organizations - Group 4: Baston, Larpe business uscrs
Group 2. Chicago, Win Apps users, large organizations  Group 5: LA, Office ownery. Largs basiness naers
Group}:  Boston, Smorg Group &: LA, Smorg

£500-400

Cheaper than Lotus

Same as Lotus

»  Phat would yo-u expect lo pay fJor PIM + Information Manager if it were jram Loius?

Group | 5139
same as Microsoft
Group 2 $300 (2) Since a lot of different functonality; as much as a word processor
£600
$150 Half as much as Excel and Word
$200 (2)
Group 4 £50-75 (compared to office suites, this is a personal product)
+  Wha would you expect to pay for PIM + information Manager if it were from Mainstream Sofiware?
Group 1 Less than Microsoft £ Lotus
Group 2 Less than Microsoft & Lotus
s What would you expect to pay forPIM + Information Manager + Workgroup if it were from
Microsoft?
Group | $129 .
5200 -
$300
§2-300 (3}
Group 3 "Same price as Lotus
Group ¢ Sama price as Lotus
Less since Lortus has a huge share of workgroup software. (1)
More since vou see better prodiscts from M3,
Group 3 Higher than Lotus
Lower than Loms {2)
Group 6 $30-50

$400 (1) Lotus is 3400 alone, but workgroup functionality is worth alone.
Should cost more than a database since it does more.

£700-1300 (2}

Free since a lot of functionality already in operating system

o What would you pay for PIM + Information Manoger + Workgroup if it were from Lons?

Group 1 Less than 5200
Same as M5
Group 3 $400-500

$299 (2) Priced around or tess than MS Office
$399 (2) Similar to SmartSuite pricing; If cost less, then won'y abowt the quality
$120-130 Didn’t need workgroup functions

Group 4 $50-100 (1) Akeady in WFW, for a huge company s £0t to be priced here
$400-500 (3} About the same price for Agenda and compared to other software
Group § Less than 5200 (Notes & other PIMs are at this price, Smart3ulte includes
QOrganizer and costs about $300)
5299
5169
$450
Group & Should be equal te what Notes costs
Same as MS
MX3258575
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LEGEND:

Group | Chicago. MIS. large organizations Group 4; Bostoa, Large business users
Group2:  Chicago. Win Apps users, furge organizations  CGroup 5 LA, Office owners, Large basiness users
Group3:  Boston, Smeg Group 6 LA, Smorg
Less than MS
Under §200
s What would vou pay for PIM + Information Manager + Workgroup if from Mainsireom Sofrware?
Group 3 Cheaper than Microsoft since don’t have the name
More expensive since won't scll as much and needs to make mors
Group 4 More than Loms/Microsoft since don't have the name

Less than Lotus/Microsoft (2) since MS has higher supporst quality
Same as long as it was a goed value

Group 5 Higher price since no market share
Group 6 "Cess than MS and Lotus (but might question qualily if (00 low)
OFFICE ISSUES
Which aame fit best if the product were offered a3 part of en office swite?
Group 1 Na conclusive agreement
Group 2 Synctrony
Integrator
Group 3 Office Manager
PIM+ doesn’t work since it's not “personal” but workgroup
Group 4 Compass doesn’t work
Sychrony too funky
Office Synchrony could work?
Group 5 Team
Group 6 Office Manager (works with Microsoft) (2}
Synchrony (works with Lotus)
PIM+ (13 {warks with Borland Office)
Time

What do vou think about including this product in an office suite?

Group | Definitely makes sense

Group 2 Makes sense ta include
Needs to be standalone since alrsady own spreadshest and word processor

Group 3 Yes. ‘
Synchronize with others based on consistency
Lenming process is easier

Group 4 Yes. Would probably purchase i through this.
Critical for another person
[1's the glue for the office suite since the rest are standalone products
Would be casier 1o leam (since know how w0 use Word, can easily pick up this new

product)
Group 3§ Yes. Definitely would fit in Microsoft Office
Group 6 Yes.
How sbould this preduct work with the other products in an office suite?
Group | + DDE/OLE
e Mail mergo
s Imporvexport address book with database
«  Work with email
»  Consistent (keysrokes)
e Work with DOS programs (WordPerfect 5.1 and Paradox for Dos)
MX3256576
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LEGEND:

Group 1 Chicage. MIS, {arge Organizations Group 4: Baoxton, Large busincss users

Group 2;  Chicago. Win Apps users, large orgamizations  Group 5: LA, Offiee gwnerse Large business users
Group 3:  Boston, Smorg Group 6 LA, Smorg

Compatible with Quanro Pro and WordPerfect
Consistent (commands)

Mail merge

Importiexport address book with database
Work with email and attach files

Group 2

Switch berween apps

Link dates to documents (1o remind when a project is due)
Word searches

Mail merge

Track last sent merged document

Have due date on fles

Group 3

Send mailffax/roure from any app

Share info

Mail merge based on criteria in address book
Search info in a database

Group 4

Consistency

OLE

Cut & paste

Search for key words based on projects

Want to do list always on screen & collapsable into an icon
Use schedule to ereate outlines for presentations -

Group 5

Email

Atert regardless of app using

To do Hisvnotes should be in word processing format by default
PIM has to be always there

Group 6

....-....I..'..'.....'IOI.

DEMONSTRATION
We showed a 5 minute video demo of Instant Recall,

What is your overall impression?

Groop ) s Liked links 10 word processor ]

Some said easy, others said people will need 10 be familiar with PC to aavigate
Inputting info is s1ill 2 concern

Wants integration with WordPerfect and 123

Group 2 Similar but easier to use than WFW and Agenda

Looks hard with a lot of mouse movement

Like how scheduier, task list, address book, mail merge interact together
Scared since #t ties her closer to PC

System requirement concerns

Are defaults intuitive?

Some won't allow anyone to do their planning or see schedule.

Hard to update info. Meetings usually scheduled at other meetings. Plan the
week on paper at home, and don’t have a computer at home.

Would be beneficial for secretaries to use this product since not nenworked
Already satisfled with Maximizer

Getting people to use this congistently will be a chalienge

Group scheduling coal, but doa’t want to tied to PC

Scheduling away from the office and updating is a problem.

o o[ & 0 & & ol ¢ &

Group 3

Group 4 Not sure if have enough time to be that organized

Wans closure on outstanding tasks (follow up on delegated tasks)

MX3258577
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LEGEND:

Group L: Chicage. MIS, large organizations Group 4: Boston, Largs business users
Group 2:  Chicago, Win Apps users, large organizations  Group 5: LA, Office gwmers, Large business users
Growp ). Boson, Smorg Group 6: LA, Smorg
=  Functionalicy seems famitiar, but liked phone log and sk sorting
*  Liked the way dates handled and recurring tasks
» Wants phone integration
_» Liked to see at a glance people’s schedules, too many dialogs
»  Better on screen than on paper
* Looks like ACT, if | can program it to keep track of what | ams doing and print out

a report.

Most people liked it except one who said it didn't really organize documents
Liked 10 sze other people’s schedule

Liked phone log, need a hot key 1o access this module

Didn't like people seeing her to do fist

Liked the way the moduics worked together

Liked the rickler file

Calendar section jooked plain, add tabs to be more like a paper planner {Organizer
has bener UT)

Liked rich text

Group 3

4 & & & 9 B @°

Liked calendar, remindets, task delegation, phone log

UT bad and should be more metaphoric. Too hard to use, too many dialogs
Getting everyone to use this will be hard, but peer pressure may mitigate this
Need to be disciplined to use it

Group &

9 * 4l

= How interested would you be in this product?
Group | All liked package and would evaluate for their compeany
Group 2 5/9 would be interested

Cthers want to test drive it

Concern about inputting data

Group 3 6/9 would be inlerested
Group & 5/6 would be interested
But would still need 1o coexist paper planners since away from PC frequently
GQroup § 8/9 would be interested
Group & £/9

s How much would you pay?

Group 1 $100-150

$150-200

$75 (Lots of PIMs on market at this lower price range)
Group 2 some would raise, some would stay

about $15C because add-on 1o suite
5300 - looks like it should be same price as WordPerfact
Group 3 Same price about $300
5400
$150-200 {a lot of products that already do this type of work)
$450-500
Should be less than spreadsheet (1)
Same as a spreadsheet?
Group 4 $100 to have it if in Office
Mot as high as first prices
£100-150
$50-75 standalone, 330 in office suite
Group 5 Add-in to office suice 30 $199
£150 since tapping into other produces” functienality (a couple)

MX3256578
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LEGEND:

Group 1. Chicago. MIS, large organizations Group 4: Boston, Large business users
Croap 2: Chicago. Win Apps users, large orgsnizations  Group 5: LA, Office owners. Large business users
Group }: Bosion, Smorg Group 6: LA, Smorg
Group 6 $7%
$300-600
«  WWhich vendor dp you think this would come from?
Group 1 Microsoft
Group 3 Microsoft
Could be Loms
Group 4 Microsoft (implies that it's easy)
Apple?
Group 3 Microsoft

ISV since the demo didn’t look slick like Microsoft products

o Do the names still wark?

Group | MOM doesn't work (1 person) since already exists

Group 3 MOM still works (one doesn't like since it’s “biah™)
PIM+ works for some

Group 4 PIM+ still works

Synchrony seemed io work
Cne thought name needed to be short and easy
Group 3 Not really a “Team™ anymore, but more of a personal organizer
Time ’
Office Creanizer .
Group & Office Manager (not a PIM), 2
Time (3)

v Other ideas for names?

Group | TVinning Team
Ballet
Organtzer

Group 2 OnTrack

Group 4 ReaiTime
Synergy

Group § Teamn Manager
Teamwork
Team Players
Screenings
Companion
Organizer

Giroup & Your Work

s What about Details/Prism?
Ficst four groups didn’t like thix name

s Could this product be homebase?

Group | Yes, it's possible,
Group 2 Yes. This makes sense

Would be great 1o have it on as background
Group 3 ¥es. 6/ thought it would be homebase,

Getting info in and keeping it up will be hard.
This will be useful for secretaries.

Group 4 Yes. This is how Wang_ 1§ st up like that 1 would have to use it as a homebase,
MX3256579
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Group ):  Chicago, MIS, large organtizstions Group 4: Boston, Large business users
Groop 2:  Chicago. Win Apps users, Iacge ocganizations  Group 5t LA, Office owners, Large business usens
Group 3.  Bosion, Smorg Group 6! LA, Smorg
Click one button and have it autornatically print oul.
Always there and everything runs within it and around it.
This doesn’t have to be totally work related—maybe have Kids pictures.
Group 3 . Yesto organize your day at beginning or end of the day.
MX3256580
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