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Worldwide Solutions Sales & Marketing Group
Business Plan

Education Organizations Sales & Marketing

Sally Jenkins, Group Manager

Overview
The following pages summarize the business plan for selling and marketing to Education Orgardzatior~ in fiscal
year 1995. The Education Organization plan focuses on iacr~,.Jiag mmtcet
that o~ler! Slrategies and tactics for fiscal year ’95 will center armmd five coR goals:
¯ Drive technology integration into instructional and adminisumive settings
¯ Increase mind share and demand - c~ate

¯ Develop a su’ong, consistent image for Microsoft as an effective con~ibmor to the ~chnology evolution in
Education

Achieving .these goals is dependent on worldwide leverage and �ollabor~o~ mnong ~ll sales, marketing,
product, and operations group~ and strategic parmers. This year, more than ever, there is ¯ keen interest and
desire shown by educators, government, and the priv~e sector m enhance the edacatioual process through
technology use and integration - not just in the classroom, but also in rmming the business of education.

Microsofl’s Solutions Strategy provides the foundation for respo~ling to this growing demand. 1"be sheer
ambers of perents, children, educators, goveramems, m~l private sector cumome~s ~hat are influenced lhrough
local education organizations presents an impResive polml~on of potential lifetime cu~ome~s. The creation ~d
crisp execution of ¯ highly lever¯gad m~kedag and ~les model i~ es~od~ for m~cce~ in this marl(at and
~¢bin~ other marke~s R feeds to ~ucceasfully develop these lifetime customers. The model musl reach the
mass~., economically and ef~,’iently and must fully integrate all of" Microsofl’s core products and systems

To accompLish this, sales channels will be broadened and improved to respond to growing demand and limited
Microsoft direct sales resources. High imI:mCt Solution Providers will be targeted,
¯ xtansious oftbe worldwide sales force to deliver wodo’wide academic and edminisuadve solutions. Core
sustaining marketing programs dedicamJ to gsaeradag demand and mind share will be outsourced for optimal
efficiency and reach. A clear, concbe public relations plan will be executed oriented towards solutions stories
and Microsolt’s conuibudon to education. Product groups will be engaged in the marketing process and best
selling practices f~om around the world will be collected, supported through marketing programs, and shared to
ensure optimal use of resources and Mondest reach is achieved.

Mission
Establish Mk~osofl in Education as:                                                        MSC 00404383
¯ the worldwide leading s~pplier of software to sckonls;
¯ the primary influencer ofedminisu’adve and instructional technology solutions; and
¯ an effective, enthusiastic, and visionary participant in the process of" education and the technology evoindon.

6091"/65

HIGHLY
CONFIDENTIAL last modi~l 8/3/94

FLAG 0021117
CONFIDENTI"/~L



1/28/’9510:44 AM

Where We Are Today
REVENUE
Much of this section is based upon education market experience and hislory in the United States. Counn’y
reve~u© end ma~kct data will be added to p~ovid¢ a worldwide perspective, as individua~ counties submi!
information. For the past tour years, measurable revenue (limited to academic edition $ku$ only) has steadily
increased, with the exception of fiscal year 199:) wh~ the IBM ACIS $’20 mfllio~ dollar revenue
d~creased to I�.~ than $5 million. The upward Ire~d is expected to ¢onHnue in FY’95. We believe this year
marks en opportunity for high growth that will be fueled by the release of our core systems and server products
and the momentum that will be crated by the product launch efl’o~. We believe a similar effect o+¢urred in
1991 when Windows 3.0 was brought to market.

Fiscal Year ’Igg0 Fiscal Year ’19~I Fiscal Year 1992 I Fiscal Year ’l~g3 I Fiscal Year 1994
$28,897,689 $42,640,803 $56,495,574l        $55,929,9551       $60,000,000"

*es’dmaled

The U.S. channel is ¢omla’ised of" 9 di~tn’butor$ and frenc.hise~ ]500 Authoriz~ F.~b~afi<m Res~ll~r~ (AF__.~).
Also selling to Educa~on are ¢erlain large volume r~eIler~ - Egghead, $00 Software, ASAP Sofl~are, Corporate
Software, Matrix. OF.JVb include IBM, Dell, Jostens, Compsq, Acer, Packard BeLl, Tandy, AST & Gateway.

Trends impacting the increase in technology integration in Education include:
¯ Micmsofl’$ Chicago will enable universal acc.e~ Io information end r~ourees, facilitadng collaborative

¯ School~ are migrating
to  .,do. Chi.+o PC Purchases - K-12
fast! At the end of

1  3-1  4:60?,000 U ts
purchases of new
Windows dasktops in
K-12 classruoms 260K 347K
$urlm,,~,~! Apple. Of
tbe ~7,000 to~lunits

204K 266K

year, Windows

¯ In I-ligh~

~pi~ntin$ more than
70% of the total
in.~Iled base of 1.9
million de~ctops. Tolal Inslnm’Ikm Admlnlstmtlon
Higher Education

at a~ a?l~oxima~ 20% aanua] re~ ~ith the mix of system~ pla~om~ rema~in~ fa~’ly �o~a~t - ?0%
win¢~,~,,~, ~,~ U’N~%M~in~~.                                    HX 6097766
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~CCA Co~uldn8 1992-93 Higher" £d~cadon ]~-~chmark L~stal]ed ~ end Marke~ Share S~_dy
~CCA Co~uld~8 1992-9] Higher F.do¢~o~ [nforma6on Tre~ds Study (sy~dic~ed)
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¯ Early indicators of the Back-to-School college
.~o~ ~ ~o ~owing. s~ie miF,~on to Comparing Computer HW & SW
Mi~osoft off~ (~om �ompeti~vc o~r~- Expenditures in US Higher
Lotus SmanSuite and WordPerfect/Borland). In
the f~ month or~m~er, Mi~osun en)o~ed, Education and K-12
s;% m~ke=h~ u~o.~h *~ ~rge~ ~m~ 1992-1993
distributor for the suite catego~! or’products. The $1.57 B
platform mix is 99~ Windows and 1% Apple for 2
Microsoft Office duri~ the first month of the
Back-to-School promo. ~2.~8B

¯ The technical workplace is suJrving for trained Hlghor Ed
recruits. Schools m-e viewed as the public u’ainin~
and "re-uainkg" ~ronnd. Schools are investing in
certification l~ograms, such as Microsoft’s
Authorized Academic Training Program to respond
to public outcry and state-mandated reu’aininK acts.

¯ There is money to spend on teclmolo~y integration generated by numerous gov~3unent initimives and tax
levies, at local, state and federal levels. They spent more than ~4 billion in 1992-93.

FY ’95 Goals
¯ increase mgrket shar~ and installed base by I0 percantage points
¯ Increase academic edition revenue by 20% worldwide through AE product and licensin~ programs
¯ Guide the development and signing of 10 "high impact" Solution Providen for adminisu’srive and

instructional sohttiuns that integrate BSD and POSD products
¯ FaciiJtat~ the migration of 50+ K- 12 ctm’iculum producls to POSD and multimedia platforms
¯ Increase the nnmbe~ of Certified Professionals through the implementation of the Authorized Academic

Training Programs in at least 5 cOunlries to satisfy Solution Provider, LORG, and S/MORG slaffin8

¯ Deliver 3 turnkey selling tools to worldwide education manage~ to pmidvely impact Microsoft’s local
presence and landed revenue

Strategies
Much like the small and medium organization segments, success for Microsoft in Education relies heavily on
developing an extended sales force through channel parmers, and heightening awareness through broad-based
marketing programs, demand genera~iun, and image building. To that end, core smtlagies include:

Build and arm the channel (SP, Reseller, Distributor, OEM) and worldwide sales
force arsenal to win institutional and end user desktops.

channels of dism’onfion - Back-w-Schonl (~aturinK Office for school work producbvi~), Holiday SOuoa -
"Home for the Hofidays" - (featuring the Home line), College Bound Seniort - as examples.

¯ Position MOLP as the best licensing optk~ fer most education organizations’ buying habits and t~Jmoio’gy
ne~L~ and as the best licensing optioo for Solmion Pmvide~ who Rly on selling MS pmdum as part of

¯ Train the channel on the benefits of selling MOLP through a "re-launch of MOLP, and routine
communiques and marketing materiah. MS(3 00404385

: NX 6097767
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Drive the integration of Microsoft technology into instructional and
administrative solutions via targeted SPs, ISVs, partners, and individual faculty
development efforts.
In certain scenarios, Education orga~zafiom serve as their own internal Solution Providen through delivery of
in-service training for teacher~, computing proficiency �ounes for students and faculty, and sophisticated
adminislnfive systems developed by internal information technology staff and students. They also rely on state
depanmems of education ,-,d third parties to assist in technology integratio*~ - both u-aditional resellers and mor~
sophisdcat~l integrators. Tactics for FY’95 to support this process include:
¯ Team with the Developer i~letloas Group to deliver an ISV Education Summit for curriculum developers to

¯ Deliver and manage integration of AATP program into worldwide vo-tech aad technical traini~ courses.
Explore medumism to "feed" trained C.P.s back to the terJmical w~k fore and extmd AATP �om~es and
certification to K-12 schools.

¯ Develop migra~on stntagles and account relationships, in coordination with sales force, to sign 10 high-
impact, strategic Educadoo Sohnion Providers. F.nsm~ client solutions er~ Chicane-ready and
network/serven are migrated to BSD solutions. Targets include: Jostem, CCC, IBM Edaquest, Compaq,
NCS, CASPR, Exeter Systems, Sequitor, SCT Banner Systems, Chancery, other OEMs as appro~inte, and
key textbook publishers.

¯ Recruit texlixx)k publishers to incorporate Certified Professional subject matter and leanfing outcomes into
their MS product texflx)ok titles for use by AATP sites in generating ~

Drive demand, create awareness, and sell via one-to-many activities.
¯ Develop and deliver "Teacher In-service Training" to increase l~J~nology use in the classroom and decrease

technophobia. Program will cover all Microsoft product lines.
¯ HELP ’94-DS....S sb’aighffor, var~ workshop ~ educs~or~ tvho ~vest ~ techno/ogy

(formerly known as AdminlsUsmr Technology Days). Woridwi~ tour preseming a total solution for
incorporating technology into K-12 administrative end insmtctional settings. HELP ’94-95 highlights the
best of Solution Provider solutions, third party Windows/Chicago/Multimedia-based curriculum, and all
Microso~ ~ from Dinosattn to Daytona and Chicago.

¯ Assemble and develop worldwide higher education advisory cotmcil and on-line support fonnn. Leverage
the EMWAC for worldwide Windows N-r and server applications supporL

¯ Conmruet and deliver two issues of Windows On ~ampu~ - ¯ third party publication (sponso~d exclusively
by Microso/~, but not advertised as such). Reaches 200,000 education decisioa makers.

Capture student and parent loyalty and purchases by exploiting the
Home/School connection and seasonal opportunities in coordination with end
user organization.
¯ Deliver Fsmily Technology Nights to engage parems, teachers, and students and stimulate sales of Home

snd POSD products. Deliver technology "help" infon~adon at events to help psrents bet~r ~d what
is available and how techoology is used in the education process and how teclmology cm ext~d.the
education process to home.

Turnkey Sales Tools
¯ Assemble Model School Portfolio to mist in technology intagrmion deciskm-making that includes renl*llfe

examples of networldag CD-ROMs, mcceesful AATP implementations and examples of technology plans
centered around Microso/t’s products snd Solution Providen. Early sdopters of Chicagn and BSD solutloes

¯ Whitopape~. UNIX to W’mdows NT Misrafion for Higher Education Settings (October)
M,~:; 00404386¯ Whitel~er:. Why Chicago ls the best client for higher edu~lon (Jantm3,)

Directory of Academic Texlbooks: For Mk~osofl Products for use by worldwide sales force and chanael to
deliver ¯ total curriculum solution. Information included will be publisher, MS Produ~ tergeted.(instru~io~al or
computing proficiency in focus), targeted grade level, whether soft’were learning tools ar~ incht~ed, and if the
publisher is an AER. - - I~X 6097768
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Guide the delivery of an aggressive public relations campaign to achieve
placement of education solutions wins in key education and business media
worldwide. Develop a consistent, strong, and effective image in worldwide
markets.
¯ Develop 10 Solutions-ln-Action case studies In 1~’95 and use as edito~al placemem mechanisms and

general aw~ess pro’poses.
¯ Design integr~ed, educa~on solutions-oriemed press ~elease contem timed to leverage the momentum

product ia,,-ch
¯ Integrate press gmeradon materials imo cot~ marketing programs, such as Family Technology Nights.

Working Together
As we make ot~ execul~on plans we a~e �ouafieg on ~e ~�~fi~ of~ W~ FieM ~d ~
G~. ~ ~1~ we have hi~li~t~ ~1 co~ ~m)~ ~!~. Mm ~ ~ we m ~ ~d ~at we

Org Ctmtorner Other HQ Sub~idildes Worldwide
Unit Sales Force

Buil~l and arm the ¯ ~o~ danr~ ~ ¯ l~odm ~oW ¯ ~
channel (SP, Reseller, .~ ~ m pnx,o ~ far ~ sw4x~

Distributor, OF-M) and ~ dan~J ~d ~ r~.S.m m (.,~ o~=
arsenal to win of~n for ~x~ ~ , bm m ¯ S~ MOL~ ~d
institutional and end oq~dz~m ¯ Fx’u ~ . Lo~,

user deslrtops. ¯ ;t~..~ ,M ~ Wonx~ ~

~~ ~ ~ S~um~

M~~hnol~ ~mSm~ ~~ ~,~

¯nd ind~du~ ~cu~ x0 ~ ~ ~ ~ ~
~v~m~t afroS. ~ ¯ ~ ~ ~ ~

~ ~p ¯ ~~~m~y ¯ ~Me ~ ¯ p~ ~ ~ ~

HIGHLY ~t modred 8/3R4
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Capture student end ¯ Family Tecbnolo~, * Product ~ * LocslLa= FImily ¯ Use FTHs for
parent Ioya~ and ~i~ ~ ~ ~ ~ T~ n~. ~:~ ~.inS

p~ ~ ~t ~d ~n~ ~d ~

Hom~chool ~1 O.�. ~,
~~ and ~o~ ~1 b~
smonal ~n~ ~)
in �~ina~ ~

~ a~~ publlc P ~ ~ ~ ~ ~ ~ ~ ~

~ in key ~a#on ~ ~ "~ ~ ~ ~

~i~in "~ ~
~de ~ ~

Campaigns
The e0mmml positkming of Microsoft in Education is summed ~p in 3 core campaigns. They include:

Cremb’ng L/feline Customers - by delivering access to Mi~omfl t~olo~k= and mlutiom to all ages
and lvv~b of onmpum" ~perfi~ in support of the edmmfion ~

2. Bridging the Gap - by mabling technology integr~on, u’m)ugh solutions, ~ all levels of education and
rambling ~tucators and dt, vcJop~s ~�~=ss to more and ~ information md u’aining.

3. Pac#ita~Ing Life Long Learning - by providing ~,-tmining oppommiti~ ~ the �ollege and post college
~ through accrodited ~ and privaxe education programs that will tramsla~ into jobs in the
workplace.

Projects under considerstion
¯ ~ ~ section (4-page ins~) on Microsoft products ,rod se~vic~ in education. Readenfl~ is

aplxoximm¢ly 6 million.
¯ Academic T~book cmliflcadon and logo. Publishm3 incorporating C.P. subject ma~tm- and learning

outcomes into their titles would b~ �omides~d for

Timeline . First 6 Months
Monffi Delivermble

Ju~ ¯ Educational Soltwam Developem Confemm:e in Redmond
~uOust ¯ Global Change Conference (Vice President N Go~) - Announce

Mk:n:molt K-12 SohYdons for 1994-95 Sc~ml Year
¯ Back.4o-Scho(d Office Pmmo (ongoing through Oct. 31)

M,S~ 0040438~¯ ,~’rP Program (community colleges ~ fal semester)
¯ Finalize P.R. Plan

September ¯ Publish Sok,,bon Provider targets and profiles to field and DRG
¯ IMndows on Campus (late September) Issue 2 - Focus on Chicago,

distance learning, Innovatom in Higher Educa~on Grant (focus on DDT
Products), Solut~n Provider Directory

¯ ,~’rP push be~,~ - FL -/~G )021122
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October ¯ HELP ’94-95 - K-12 Technology Workshop Launch
¯ Family Technology Launch
¯ Education Solutions Directory
¯ Education Sec’don in Indusby Help File
¯ Whitepaper: ~ to W’mdows NT Migrafio~ for Hi~hm" P_~!ucafion

November ¯ Educom - Comdex of Higher Education Faculty
¯ CAUSE - Comdex of Hi~lher Education A.dn~nistrators

December ¯ Home for the Holidays Channel P~ (?) - Home Products
¯ Teacher In-Service Training for Office end Chicago
¯ Textbook directo~

NOT£: De.lied I=O~ms av~il~b]e oe \\~oizmda~blk:~lucam\
95prdae (ldgher ed), 95pmkI2 OG12), 95procc (�omm.ai~j r.olleges), 95proa~ (Au~orized
P.ese,ers)
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Worldwide Solutions Sales & Marketing Group
Business Plan

Appendix to the Education Organization Sales & Marketing Plan

For:. (Country)

Local Market Conditions

Market Segment Data

Top Local Goals (linked to ww goals)

Local Strategies

K~y TacU~

¯                                            MSC 00404390
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Requirements for HQ Org Customer Unit (what must you have ?)

MSC 00404391

NX 6097773
" C0NFZDENTZALHIGHLY

~.ONFIDENTIAL

FL AG 002112.5
CONFIDENTIAL


