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Agenda
¯ MS Virtual Team
¯ . G-.W Business Overview
¯ GW Produc~ Mitt, Manuf, Model Strategies
¯ GW Organization

¯ Opporttmi. "ties, Challenges, Trends
¯ AccoUnt Objectives

¯ Customer Sat Survey and Next Steps

¯ Budget
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Virtual Team :Organization
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Additional Team Resources
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Gateway Business Overview
¯ CY98 $7.5B revenue (19"/, YTY growth)
* CY98 3~6M PC shipments (35% YTY growth)
¯ #30EM in USPC shipments

- CPQ 16.7%, De1113~2% -
- GW 8.4%
- IBM 8.2%, I-~ 7.8%, PC.6.9%

¯ #60EM in WW PC shipments
- CPQ 14.8%, IGM 8.8%, I~ll 8.5%
- I-[P 6.4%, PB 4.2%, GW 4%
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GW’s Markets/Product Lines

LORG 20% E-Series

SMORG 25% G-Pro
Desktops

80% Consumer/
SOHO GW Performance
55%

GW Essentials
Portables LSMORG

z5% Solos
Convergence C0n~rtzmer Destln~tion
Servers 5% LSMORG ALR
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Gateway Sales Cycle
¯ Typical consumer cycle
* Need-business sales to even out

’:::::::: ..........................

7

HS-PC4 1492172



Gateway Strategic Objectives
¯ increaseSales to $25B by2001
, 300-400 Cotmtry Stores by 2000
¯ Commitment to direct and indirect sales ¯
¯ Commitment to eorporate market
¯ Expand globally
¯ Gain serious presence in. education market
¯ Strengthen tirand awareness
¯ Become price leader in corp market

¯ Continually improve customer s.ervic~ and spt
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Gateway Organization
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Product Strategy

¯ : Price~perfremains high, but industry is
passing them

¯ GW has reorged to focus on market.
s~gments.

¯ .Working on new form factor offerings
¯ Personalization
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Market Strategy
¯ YourWare = 40% rev ~", 1 ..00% net profit
¯ Increasing market sh~re.

II
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Manufacturing strategy
¯ Dramatic increase in efficiency
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.Business Model Strategy

Q4 margin: desktops 19~2%, ~bl~ 32%, ~ 28.5%
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ḠW Distribution
..-.~

¯ Home and business telesales
¯ Corporate field sales

¯ Country Stores                             ~
- 15% of GW’s sales
- Forecast eadi store will net $12.5M in 1999
- Higher than retail AUP ($2000)

~¯ Pending VAR recruitment campaign
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GW BuSiness Opps/Challenges
¯ Orrpo~ties

- Small.Business (Cntry Store, s, Portal (reemnd))
- Education market
- PersonalizatiOn

~ Small Business (lack. of solulions/services)
- Channel conflict
- Corporate market
- International - lack of infrastructure
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Business Trends

.Or~mmitieS
- Personalization PC
- Solution oriented marketing

Chall~ges
- Low-end (MS HW and apps)
- Portal
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FY’99 Revenue Objectives
¯ OS: Increase NTW penetration on biz desktops liom

18% to 30% l~y 6/99                         .--:
,. Porlal: Migrate.GW to MSN co-branded portal

coinciding wi.th Apollo 7/99
¯ Win Platform: Drive GW’s acceptance by them

adopting 2 significant Windows technologies by 6/99
¯ Application Suites:Maintain 100% coverage and a

rain. of~c
¯ ConsumerApps: Increase coverage from FY98 10%

to 20% in FY99
¯ Hardware: Maintain. $20M rev f~om FY98 to FY99
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FY’99 Relationship Objectives

.M..rk.~ang: Secure GW engagement on FY99
marketing programs by 9/1/98, delivering to

" objectives on quarterly basis
Execu~. e: Obtain GW/MS executive
communication and agreeraent on goals by
I0t98 and ongoing regular communication thru
FY99



OS Objective
Increase NTW pen. on biz desktops18% to 30% by 6/99

¯ Strategy: Dh’ect - Leverage Cntry Stores to enter
small biz mk-t

¯ Key Accomplishments
- NTW l:~netration program

~- Maxketing MOU and projects tmdetnway
- NT4 biz direct sales training completed (200+ reps)

¯ Key Ta’cti~s
- Re~olv¢ technical "NT4 Can’t B~ld" list, Win2k reacfiness
- Complete l~rf4 and server sales and spt t~aining and tools
- Continue mktg pgms (e.g. VAP engegement, messaging)
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Portal Objective
Migrate GW to MSN co-branded portal

coinciding with Apollo 7/99
¯ Strategy: ~ - Sh~ow GW how Apollo is the

be.st strategic soludon
¯ Key Accomplishments:

- Engaged with GW decision maker
-.GW relayed pros and cons of MSN offer
- Gained GW’s buy-in to continue to discuss opps

¯ Key Tactics:                               ’~
- Apollo m~ting w/GW 3/99
- Clarify key me~ic~ for success



Windows Platform
Drive GW’s acceptance by them adopting two

significant Windows techno!,ogies by 6/99
¯ Strategy: Divisional - show GW how Win

teclmologi~ such .as IE, active desk’top, and ICW
c.~n achieve GW’s goals ofd~g spt costs
and increasing cust. pc~som~lization

- GW is now ~ on ICW
¯ Key Tactics:

- Identify n~, owners aft~ GW’s reorg
- Gain agr~c’me~t to move forward o5 key projects (’PID,

"wait state" sys, IES)
21
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Application Suites:
Maintain 100% coverage and a rain. of $33/PC

Strategy: Indirect - Change buy criteria from price to
~alue by showing how MS,.C~. provide all apps needs
Key Accomplishments:
- Increased SBE price ~u g/00 ¯

- Sold GW on the value of Wofl~ 2000

Key Tactics:      ’ "
- Close GW on full coverage low-cal apps deal
- Engage GW on Office 2000 launch
- Engage in Office Pro ups¢ll push as ~propriate
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Consumer Applications
Increase covc~rage fi~om FY98 10% to FY99 20%

¯ Strategy: Direct - Show how IMG products bring
the value, fl~x~/lity~ and nmrgins GW needs

¯ Key Accomplishments:
- Closed Co .~r bundle deal thru 8/00
- Closed on 6 too. Com~try Store pilot

¯ Key Tactics:
- Engage GW in consumer marketing MOU and

implement ~olutio~.e~iented nmrk~ng
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~ardwar~
Maintain $20M rev from FY98 to FY99

¯ S .tTategy: Divisional - show GW how MS’s breadth,
value, and brand can increase their margins/AUPs

¯ Key Accomplis .hmcnts:,
- Have gotten operational issues under control
- Defined opea-atioml Froce=e~ to work forwm-d fi’om

¯ Key Tactics:
- Identify business decision maker, s)
- Develop commodity solution for new ~tials line
- Engage GW in leveraged HW plan for other GW lines
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Marketing. Relatiomhip
Secure GW engagement on FY99 mktg pgrns by

9/1/98, delivering to objectives quarterly
¯ Strategy: ,hdireet ..-. Increase p~rcepfion of the value

of a strategic relationship w/MS ~a Fy99 marketing
engagement and funds

¯ Key Accomplishments:
- 1st qtr Small Biz MOU completexl and proj~Cs underway

¯ Key Tactics:
- Complete Small Bizprojects Q2 MOU (~mcl. Serve’s)
- Expand MS/GW.mktg activities to Cons’tuner market
- Engage GW in Office 2000 hunch
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Executive Relationship
Obtain.GW/MS executive agreement on goals

by 10/98 and. 0ngo’m. g communication thin FY99

¯ Stratcgyi Direct - Have GW understand a good
mlationsllip’w/MSts, faster path to achieving objs than
cr=ating pmma~ pts via lxtss,

¯ K~’y Accomplish~nts:
- GW "op~a¢~! up" m: issues at ¢xecutiue review 9/98
- GW r~g~za~ioa

¯ Key Tactics:.
- Crain GW;s bu~-in t~cxt review wig be jointly presented
- Create report card of last ~zview’s projects
- Send monthly status rq~ort to k~y MS/GW ~xecs



Cun’ent Challenges
¯ Issues w/Gateway

- Differing biz models, e.g. GW suppli~" mentality
- Lack ~)f trust

¯ - Lack ofGW business owners and process

~ "Delight the customer" MS internal issues:
- Wizard, Electronic sign-off, Type 1 Billing
- Lack of notification and input into MS programs
- Lack of MS operations ownership
- Laek of MS recognition for global support issues
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Customer Sat Survey Results
¯ Overall: Keep the account team, MS is too rigid
¯ Business Relations:

- Hits: Understand biz needs, empowetment, turnarotmd

- Could.improve: Win exppolieies, ISP conn. potlvies
¯ Marketing:

- Hits: quality; fQllow-thru, value add
~ Could improve: Informed, identify new opps

¯ Technical:
- Hits: Installation, testing stds, dist of fixes,. ARs
- Could improve: WHQL, getting QFEs, timely info
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Customer Sat Survey Results
Plan Moving Forward

¯. Business Relations
- Evangelize progress/success to GW
- Gain buy-in to work with biz decision makers

¯ Marketing
- Direct contact between MS/GW mktg de~ mkrs
-. Bi-annual Marketing Reviews (BMRs)

¯ Techrdbal
- QuarterlyTechnical Reviews (QTRs)
- Identify 3-5 key projects to complete
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FY’00 Budget/Forecast
¯ Report Units/Revenue: FY’98 Actual

¯ 3M dirat ~ysmm (9’/, N’rW),

¯ - U~i~: Pro611, SBE
- Rt, v~ue: Pro S69.a, SBE $70, H/lZ $11.4, W~dr.~ $2.2

¯ ~Units/Rmenue: 7k

¯ FY’~ Actual/Forecast
¯Ac~ ~v.l ~% ov~ budg~

¯ ~/. ~t ~ for c~ I~A
¯ 4~81M d~~ 12.4k~

-
~0
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GatewavlAU~ Fortcastina Toot Based on FYgSQ2 Flnandal Data

Unit % of Totd
Product Fam~ . ~o. Avg Prk:e/Unlt Revmue Revenm

krTW 9~ $110.16 0% $7,314,844.32
08 Total 137,393,474.72

A~ps 76%
Ot~ce Pro 13% $80.41 10% $7,712,444.74
Ofr.:e Pro w/Booksh~ 3% $60.00 1% $1,328,040.00
,SBE 48% $52.78. 24%
H/~ 11% .$20.15

.- .Hal’dwarB..-: - , . .:.. . -: .-. .

KeyV~.d 3~ $34.02
Hanlwam Total $8,093,785.32

Consumer

All Olhe~ 203% $3.92 2~ $5,871,117.28~

NTS (a~ p~oc ==~) 0.02~ $1,0~.~ O.~S%
Sen~rTo~ $ i 55,487.74 ~~~..~

RS-P~ 1~92196


