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I Executive sSummary

Thig launch plan is designed to grow galeg of DR DOS through the '
following: .

A) Increase industry and end-user awareness of DR DOS as a
superiocr alternative to MS/PC-DOS 3.3x or 4.0.

B) Maka additional inroads into the OEM channel by providing
a superior product with a highexr profile. '

€) Increase attention on the need for alternpative operating
gystems, focus on the shortsidedness of relying on Microsoft
as the gatekeeper of microcomputer advances.

D} Make DR DOS available to VARs and end users by placing
it inte diastribation (befozre Microsoft does).

Thig will be accomplished through an aggressive advertisling and FR
campaisn. B8ince we do not have the financial resources to

blanket the industry with our advertising message, the plan iz to
place esye-catching ads in a limited number of high-profile -
publications.

In addition to advertising, we must campafgn for increased . -7
discuasion ¢f the wiasdom of the current O/S monopely. ..- ..  ~-. %

1 L
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Marketing Objective

A state of the market

DR DOS ias currently scld to OEMs, System Integrators and &
gmall number of VARs, Because of the product limitations of
DR DOS 3.41 and earlier versions, this was the best channel.
Our OEM customers were responsible for providing support to
their dealers and snd users.

currently, MS-DOS and PC-DOS packaged product are not
available through the retall channel without hardware.
However, resallers have sold grey market coples for many
years to end users, VARS and system integrators who do not
gqualify to purchase from Microsoft. Microsoft has plans to
take MS=-DOS retail in Summer 1990.

-] Product Positioning

The Leopard Launch marks the first time that IR DOS can
truly compete head-to=head with Microsoft. The new version
will have answered the Network and CD ROM issues while
providing contimued software compatibility and enhanced

product features. In order for DR DOS to have a bright - o TR
future, it is necessary to immediately expleit our product - - f-TiRTdw

superiority and gsin name recognition. This is ouxr - '° - °.
oppertunity and we must take advantage of it., - oot b

L

Because of market uncaertainty about the status of the naxt -

DOS release, we need to make an aggressive statement +to *- = - -

generate immediate product interest. We must maintain our -
dooinance ian the embedded O/S market and recapture those
sccounts that have chosen to go with Microsoft s ROM
version. -

c Target Markets

One of +he obgtacles DR DOS has to overcomea im our lack of
name and uct recognition. This is true not only for DR
DOS but aleso for Digital Reseazch as a whole. Some pecple
know of the GEM product line, few assocliate it with Digital
Regearch. We have a stronger reputation for opexating :
pystems, but few know of our complete line.

In a market where a 5 year-old company is remarkable, our 14
years gqualifies us as a near institutzon. Becaucse few

peoplae have been involved in the industry this long,

memories are short. Bill Gatea has evolved from a .
programmer {who purchased Q~DOS from another small company.
made some modifications, and sold it o TBM as MS-DOS) to V
»an industry pioneer who designed the operating systen

coftware for the original PC.* (Wall Street Journal, s
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pecember 28,1989). Digital Research is a founder of the
micro-computer industry; we should capitalize on our long
history.

D Pz-'oposed Sales Channels

We will continue to aggressively market DR DOS to the OEM

channel, but we will also take it into retail distribution.
the ultimate destination for DR DOS is the end user. Leopard is .= -
the product that can be sold through the retail channel as a L
superior alternative to “The Other DOS.”

1) OEM Markets Since Digital Research always designed our
operating systems for RAM and ROM since the company’s
beginning, and our DOS ir ROM is currently shipping, we
should exploit our markst strengths and cur 0/S
products’ good reputation. DR COS’ success with OEMs
has attracted the attenticn of Microsoft. Microsoft s
decision to produce a ROM DOS validates cur prediction
that embedded systems represent an impertant growth
market. Intel’s Eraseable Flash memory technology will
eventually make ROM operating systems attractive
golutions for all platforms,

our key OEM market opportunity is still with Enbedded
Systems. ¥We have the superior, available produet. - Our . <"
secondary market opportunity is with standard Po- s B
platform bundles, here we atill have to overcome the*
"H5-DOS clone" lakel. ; R R

Other then through a direct sales call, the best.
contact OEM prospects would be via direet mail i
camnpaigns. The mailinge will promote DR DOS features®
designed for the OEM marxket: laptop enhancements — ;&
ineluding patented Idle Detection and ROMability. ' Text
will alsc ke included on DR DOS password protection and
the easy installation/reconfiguration procedure.

pepending on the budget, we may do an introductery . &
mailing when the product shipe and cegnd cut olther
subsequent anncuncements or a large, flashy -:-'.:
introduction kit. . o Lo

Top OEMsS should roqularly receive copies of preig L R
releases, article reprintz and copies of our newsletter. et

2) Reseller This umbrella term refers to VARsS, Master
VAR®, glass front resellers, chaina, disecount houses,
mail order companies, consultants, syetem integrators
and other ptill undefined companies that sell product
to the end user. Operating system software has been
sold through the retail chanpel for some time. Although
IBM and Microsoft do not currently provide P0OS packaged™—:
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for resale, it has always been avallable, More
regallers are selling non-brand name computer
equipment. (See VAR Business Decamber 198%).

Although 80286 machines still account for the majority
of DCa sold, more resellers are choaing to sell 386
machines. All machines require an operating system;
but often manuafacturers skip systema without 2 P
designated 0/8. Resellera then purchase operating
systems separately to bundle with the CPU, or the ¢/S
is available as a separate cption from the OEM.

Because DR DOS has the disk partitioning capability
(not avallable in 3.3x) and software compatibility
(inconsistant with 4.0), it is a more attzactive
product for a reseller to offer.

Bacause of Micrasoft's Summer 1990 plan to take DOS

retail, we need to take advantage of the opportunity to
immediately launch Leopard upon releage and get a share

of the market. Because of Microsoft’s history of using

large national distributors, I recommend teking the

product through volume/supermarket type distzibutors
(Ingran/Micro D)} with possible additicnal support from .
value-Added digstributors (small ragicnals or nationale . >
like Tech Data or Gatea/FA}. We will not be vailable ,.: - ‘.7
through software only distributors like Kenfil or :.3 Jwitg ik
Software Rescurce. I x

Adyvapntases of Supgrmarkeg Strateqy (with support 'fox .
Value-Added Distributors) = Resellars who purchase »p .5
software ugually prefer to use a one-stop-shopping -in5 =
strategy, DR DCS will be available to rasellers who buy -
guantities of software from the distributor they s ST
currently use. Thye don’t have to call sround to find - . * M7
tha product. BHoth Softsel and MicroD also carry :
hardware and are increasing their technical support
department, s8¢ support for these resellers would be

_available. The value-added diastributors will alsc ba

able to offar technical support as well as opticns for
bundling the product with a variety of hardware
productsa including drives, eystems, and networks.- -1 i -
In addition, Microsoft currently uses Ingram/MicroD, - -
Softeel and Microamerica for dimtributing their-1).: - ..y -
application products. Supermarkaet distributors often
Erovide a faster 9ales ramp for non-technical products,

t helps if the vendor supports them with marketing
activities of some kind. :
Disadvantages of Supermarket Strategy  Supermarkets,
carry a lot of products; we could get lost in the
crowd. Thare are limited typas of marketing programs
available through large distributors. A low cost- -
product doesn‘t usually get the attention that a higherw.—: -
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priced iten (and bigger margin) might get from
diptribution sales without effert or invesiment from
the vendor. (This is true for any product in any
channel}. -

1

Competitive Issnes and Counter Strategles

1) Hindows/DOS All indicationas are that, although
the upcoming Microsoft retail product will be an
enhanced 4.0, DOS 5.0 will be a Windows DOS.

2) Shell Prooram DPOS 4.0 currently ships with a
shell program utility. DR DOS has always offered
the GEM shell opticn, but the new version of DR
P0S will offer a shell as hgart of the product.
¢ course, OEMs can remove this feature.

3 taas Storage
d c CD ROM The next versicn of DR DOS will
support CD ROM extensions.

-] SCsI prives Because industry standard SCSI
interfaces and extensionz have not been
established, DR DOS SCEI support has been
inconsistant. Our goal is to suppert the
most popular drives by including Saagate, o
Fujitsu, Western Digital and Corvos as beta -~ - .

sites. . R
- T :’:;?ﬁ’h’g
o Bernoulll Drives Support for these ‘drives

has alsc been a problem area that will-ba 5%
addressed in the new version. Betn gites
will include testing on Bernculli drives.:t

4} 3xd Party Bundls to coupter Worka/DOS We are
currently evaluating AlphaWorks as a possible
prodoct offering; however customers have not been -
fvpressed with the product. We are also talking
with WordPerfeect about thelr new version of - -
HordPerfect Executive, due 2¢Q 19350. . x0T

i

5) Natworking DR DOS 3.41 is currently compatible’ &y
with Nowv

all Netware, but does not support some MS- .. 7

Net extensions. The Leo release fully -~~~ ...
supports MsS-Net and similar networka (3Com, Tops,
etc)., We are investigating the possibility of

have 3Com, Banyan and Novell as Beta sites.

5) Brand Recoopnition One of DRI’S go#ls for DR DOS
should be to increase user acceptance and .
awareness. Increased industry exposure and strong
market support can facilitate our OEMa’ saleg; it
is easier to sell a product with a positive, high

profile, T
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IIT Advertising

DR DOS ads will be produced for threes distinct markets: CEMs,
resellers and end users.

Everybody loves an underdog, as long as they have a guality
product. Microsoft has a small fan ¢lub. PC/M5-DOS 4.0 han
some well-documented compatitibility problems. Many people are
not only confused about their 0/8 chojces (to upgrade or not to
upgrade}, but are antagenistic toward Microsoft as well. They
want to stick with DOS becanse of their investment, but they want
a comfort level with the moftware. The launch campaign should
capitalize on these feelings of dissatisfaction and the
shortcomings of DOS 4.0 and promote DR DOS as a superjor
alternative. This would be a much more aggresslve position than
DRI has ever taken, but it can sueceed with this product.

Message: DRI is committed to the continued design and deldivery
of DR DOS as the operating system that extends the functiconality
of the computer while maintaining compatibility with the user’p
hardware and software.

Specific product featuresm %o be emphagized in advertising:

o Software compatibility with 3.3x

o Support for large capacity drives

o Storage options: CD ROM, WORM, SCS3I, etc. R

o Network compatible: Novell and MS-NET °© = - -

o LIM 4.9 - T
o Pass rd protection for t.h, dirxectory, file and - 7-
o bireTl Program ‘ } '

o ROMability )

o FEigh memory managesent ) 4

° Help screens

a

Dynamic Idle Detection W

In addition, Digital Research ads for operating eystems will

promote the puccess Digital Research has had with opexating

systems by including, in all advertisements, a summary statement

similar to the following: Digital Remearch created PC operating

systems and haa over N operating systems installed worldwide ..
eince 1976. We offer a.complete line of operating system -~ -~ . o
solutions including: single user DR DOS, multi-dsar multi-tasking )
Concurrent DOS, and real-time multi-user, multitasking Flex0S.

1) QEM Ads will be primarily directed to the embedded
systex and laptop market and promota the use of DOS.in
ROM. These adsa, positioning DR DOS as a suparior
produoct, will compliment the ads in end-user
publications. In addition, they will provide
application/platforn specific product feature e
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information., In these ads, testimonials from happy
uaers/O0EM customers only will be used. Sample DR DOS
: platforms and a partial list of 0/S OEM will also be
f P included. , '

! Mesgage: There is ons ROM-executable 3.)x compatikle

| . DOS - and it isn‘t available from Microsoft. Cur
operating systems have been available in ROM eince the
introduction of microcomputers. DR DOS offers one
operating system for all platforms, disk-hased and ROM-
baged. .

I

DR DOS is also available in modular configurations
according the needs and budgets of our customers.

2)  Besgller Ads in reseller publications will position
DR DPOS as a headache-free galsa.

Message: A system sale requires an operating system
gale; DR DOS is the operating system that will make
your sale hassle free. It‘s a beiter product with the
compatibility of 3.3X and the attractive features of
-4.0 without the problems.

- it’s the product to sell for: (a} customer upgrades for
l irmproved functionality with software compatibility = .
; sell with the large ¢apacity hard drive; (b) network L
sales - make Bure thé existing systems on the new . N
network, or network upgrade, Axe using a compatible of8 [ 0 O
i that still lets them access their old files = sell with ¢ - 2
! . the network; (c) systems shipped without an O/S ar no- . . =
] nama clones - bundle DR DOS. '

User testimonials from unhappy DOS 4.0 umers, or Dress

'y quoten, will be included ag samples of what resellers

! hear when they don’t sell the right 0/S — DR DOS. To
gain mind share we may also want to put together a
s8piff or contést of scme kind for the reseller sales Trep.

3) End User Theae ads will aggressively positiona pr nos
, as the superior DOS. y ) )

i ' Mesgage: Users no longer have to decide between . - -
maintaining software compatibility with DOS 3.3x or ” :
' supperting larger drives with DOS 4.0. Users can have
, batgogoftwa:e compatibility and hardware pupport with
PR . ‘

Two suggested formats have been attachad. The copy S
outlining DR DOS fsaturaes will be matter-of-fact . . -
without fluff. Testimonial captions from unhappy DOS

users (listing their name and company) recounting a

major problem with DOS 4.0 will be featnrad. A quote

from & happy DR DOS ugser or favorable preas review willw—: -
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. algo be inciuded. Digital Research will offer an

| upgrade to MS/PC~-DOS users who send their 0/8 diskettes

| and pay a nominal fee ($25-30). The ads will be placed

| - in PC Week and other end usezr publications. A ccpy of
the ad schedule is attached. An over view ¢f the

‘ suggested program for tha upgrade promotion is

attached. ) -
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Iv PR Campaign

A Press Tour/Conferences

DR POS will go on the road for end-user, reseller and OEM
publications. We will focus on preduct features as well as
the options DR DOS offers to the market as alternative to
the other DOS. We will talk to Xey industry writers
{Dvorak and PC Week) upon submission of the patent, the
estimated time is the first week in March. Press releases
anncuncing the patent submission will also be sent out to
all other publications upon approval from Legal. A press
tour to monthly publications is scheduled for the fist wesk
of April, with Steva Tucker. This time would allow us to
expaect articles in monthlies in June/July. The weekly press
tour should be scheduled at tha end of April, but this date
may need to be adjusted depending on the Microsoft Windows
3.0 announcament currently scheduled for April 27.

Publications to be addressed include: standard industry
publications (PC WEEK, ComputerWorld, Byte, InfoWorld,
Electronic Business, PC Magazine, etc); reseller
publications (Computer Reseller News, VAR Business, System
Integrator, ate.); and OEM books (Embedded Systems, EDI,
EDN, Datamation, etc). In addition, DRI should also seek
coverage in general business publications (Inc., Business
Week, Wall Street Journal, Fortune, etc.).

Overall the press toor should address these issues:

o Current definition of the operating system and
-. 8ignificant playsrs (DQS, UNIX, 0s/2, XENIX,
proprietary 0/5) ‘

o DR DOS product definitieon - DR POS is our single
user, single tasking operating system from cur
corplete line of OS5 solutions.

o DR DOS feature overview and target market =
dynamic idle detection (battery powered systems),
password protection (multi-platform), ,ROMable
(Embedded Systems), shell {desktop users), ete. .

o DR DOS/DRI market strategy DR DCS is a high
performance DOS~application compatible alternative
to PC/MS-DOS.

During meetings with editorial contacts, DRI would push for ¢
increased press coverage guestioning the dominance of one .

0/S, and ons company. This deminance effects the industry-

as a whole and its impact should be examined. The press may -
choose ta say that there are 0/S options available; and they——: = .
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may chocse to identify DR DOS as one of those options; but

we would not be leoking for DRI propaganda pieces.

1)

Encourage editorial discussion of Microsoft industry
doninance. This topic should be encouraged, in one or
all of the facets discussed, in any publications
dealing with buesineas, computers, resellex imsues, etec.
The issue has relevance for all users of computers. 1In
addition, a ghost written article should be created and
made available to publications.

The PR campaign weuld look for additional e:éposure on
these issues:

a) Restriction of software jnnovation Because the
0/5 is coantrolled by one firm who receives over
half its revenue from application acftware, the
market should be concarned about the ckviocus
advantages of designing in 0/3 changes into
applications before the rest of the market has an
opportunity to do so. In addition, since one
company dictates the developmental direction of
the 0/3, their application software is designed to
take advantage of thasa changes and to easily .
accomodate the next update. Other application 5i
software developers consta.ntly play catch O - o

E
Because there has been no histor:l.ca.l 1nc1:.natxon
to iaosure compatibility from one release to.the 3
next, these develcpsrs are in a double ‘.b:l.nd of R4
attempting to improve their own produoct. teatu:es 5 4
while mainteining compatibility with various “[ . -
incompatible versions of the -same®.operating .-,
gystem. The O/S/Application davelcper can also
brild in a requirement that only their operat:..ng
system be used with their own application
software, not clones, even though these O/S clanes
are fully compatible.

- - 4
b) na:ﬂnn:n_innnza:inn_dis:a:ad_hz_nls;manntn&:nzaz R
The markat assumption that allegiance to the O/S :" "' // o7

standard be maintained at all costs has-’ ‘*j:f vt

dramatically effectad hardware :.nnov-atian. ;.Often
advances in technology can not be accessedunkil

the 0/8 deoveloper has detsarmined its desiraa.‘bil:l.ty
and the advantage of supporting it.” Examples of .

this belated and scmetimes partial support: EEHS, g
Large capacity drives, CbU ROM, ROM cards, Flash T
memory, etc. The O/S develcper also determines  °° .
how this support will be available. The choice. ' -
nay be an extension of an existing technology. Tt
whether or not that is the superior choice. T

The O/5 developer has the opporturity to shut dowmr—3: -
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2)

innovaticns because of their lack of interest or
support. Hardware manufacturers beccme more
conservative in thelr designs because lack of /S
backing often means product failure.

c) Oaar uncertainty and hesitance about ipveeting in

of DOS (Staying with the tried and true). MS=DOS
has become the industry standard not because it’s
an inpovative, superior product, but thers’s no
awareness of alternatives. Microsoft owns the -
market and isn’t about to let it go. Usars are
afraid to investigate options because they’ve been
intimidated into believing that Microsoft is the
only route to the future, -
Application stories Application stories provide
examples of product innovations as well as validation
that DR DOS i¢ a viable and desireable product. These
stories can be worked from many angles (strictly tech
to buginess oriented information stories). A minimm
of one story per quarter should bhe prepared.

DRI has a superior product that is designed to ba
compatible and easy to use. This is a tested product
with over 4 Million license worldwide. We have

no intention of abandoning DOS. We do intend to '
contlaue to support and improve the product.

Stories to ba igsued would ba; -

o Corporate installaticns (Marriott) -

-] OEM contracts (Eeadstart) o .

o Testimoniale from happy users regarding . .- -
product supariority (Panam) - .

o , Innovative uses for DR DOS and embedded
system platforms that take advantage of -
special features of DR DOS (Axrche, MSI,
veridata) ¢

These stories should be reprinted and distributed to e
OEM sales paecple, CEM business partners and targat -:° - TR TS
accountsé, and authorized distributors and resellars. . - - ™. i

In addition, public attitudes are leaning towards a —
preferrence for non-proprietary operating systems in
hand held machines. (Wall Street Journal, 11/27/8%) DR
DOS in ROM not only provides accagss to standard DOS
software but was designed to increase functicnality in
the battery powered system market. This feature should
be promoted 8o that eventually it ias requested by
laptop purchasers. We should make the announcement
when the patent has been filed. o

The application stories will inform users, OEMS, softwara. . :
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resellers that there azre ©/5 cptions available., DRI

§ bas an opportunity to remind people of the problems

: they have had with their 0/5 and upgrades: loss of

L —r— data, inability to acceas files, software and hardware

incompatibilities, lack of informetion about how clean ,

l the Boftware really is, having to hear of prcocblems

: ' ' th=ough the press and never knowing when or if they

j ’ will be addressed, lack of clear meuage from the S .

! | manufacturer as to tha continued support of DOS (and RN
consequently the life of most user’s systems). The Lt
operating system is more than just a C:\, it's the
engine that makes the whole system run - or not.

3 pigital Research affiliations with othar key e
manufdcturers, such as Intaland Borland and hopefully 2%y
Novell and WordPerfect, and our involvement in bringing »
out new technelogy with crganizations including PCMCIA, .
need recognition. DRI needs to gain increased exposure
as an industry innovator,

B Spokesperscn
. The press announcement of Leopard should be made by an ! )
" upper-level management person within the GPOS growp. This T
.. person should also be able to address global marketing . . -
L isgues. In addition, they should understand.the technical 3

el aspects of Dynanlc Idle Datection and be able to present i
-t them in layman's terms. Sieve Tuacker wounld be the' preferred
spokesparscn, Greg Ewald would be the spokespers or the

' LS . US.
c Reviewer Kit Contents -
The reviewezr's kit should contain the tollowingi
complete product including documentation
list of bota test sites and current users

list of changes since iast release
list of special features ﬁlar cnmpat.:l.h:.lity N

[N+ NN

information - P A RN A
- system requirements if any Gone R o
o pricing information (retai:l.) and where to bu]r ST
: o company contact (8) -, Lo
o company backgrounder N
. ! o feature comparison with campet:ltion -
| o Q& Afli.st 1 L
© set of product collaterals
‘ o photo of product lggpa'—
j * R Lo el
Ve i ™y
o] Announcement Strategy =D '
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Press Teleases to anncunce the Leopard product will be sent
upon tha igsue of the patent for Idlae Detection. Thesae
raleases should be sent to sales proapects as wall as to the
press. The press tour should begin in April. The following
is a summary of the press releases to be created for.the
Lecpard Launch. Thas dates listed are the earliest
anticipated times when tha relexse would be required. PR
will be informed when they can actually be sent.

1) Idle Detectipn Parent_Submitted - T
- Date: 1 March 1990 ' ‘

Pubsy Weeklies {PC Week, Infoworld, ComputerWorld,

ete), Business Publications (Ine., WSJ, etc), OEM Pubs

(Embedded Systems, Computer Design, EDN, etc), resaller
bookg (CRN, VAR Business) -

Target Audiencer Computer users, designers, and resellers

Market Position: This product feature will affect the
dasireability, functionality, design, cost, weight and
market of portable battery powered products, especially
laptop and handheld cystenms.

Objectiva: This announcement should reinferea Digital :
Resaarch’'s position as the operating system develgz:r‘
committed to the development of DOS, and to providing
inereased 0/§ functicnality to the DOS marketpla .
Key Message: Digital Research has applied for’a?
on a feature incorporated into DR DOS and available
manufacturers of battery powered systems.* Called /i
» 1t interacts with the #53
eystem hardwars to increase hattery life - 2

Key Feoaturce/Benefits: RLynamin Idle Rateqhion !

the system to sense when it is idle. When this power &
wasting is detected the software will switch the system i
into a low powar stata.” The idle status .is reqularly

- evaluated. The uscr does not ge.rceive any losszof W

power and there is no degradation of performanca’’

addition, battery eavings are available without #3
modifications to .standard DOS applications. :w

. 7 N - ’ :

- - \ . - Y
Summaryt The Dynamic Idle Detection feature will
revolutionize the portable system market., We -
anticipate that portable system users will demand this
feature, 1) System yeight: Because the weight of a
portable system varies, according to the size of tha

battery configured, a battery saving feature could

allow for smaller bhatteries to be configured in the

machine. A lighter box, with a longer battery life, -~u—: -
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2)

will be more attractive ta purchage and sasiar to gell.
2) Cpst to Implement: OEMs can configure systems with
DR DOS in ROM or RAM and take advantage of

the Idle Detection technology .immesfimsmte.. The battary
originally configured with the system would have

an immediate power extension; or a smaller battery
could he used for equivalent power.

In addition, contracts signed with key OEM(g) should

also be included, with 2 quote from the gigned :
company(s). Separate releases should alao be prepared

for each actual contract signing.

Lecopard Product Relsase

Date: 15 May 1990

Pubs: Weeklies (PC Weak, Infoworld, Compute:ﬂorld,
eta), Business Publications (Inc., WSJ, etc), OEM Pubs

(Embedded Systems, Computer Design, EDN, etc), resellerx
books (CRM, VAR Business) -

Target Audience: RAll computer users in all industry . - el
areas e

Market Position: This product is available to system:
users who want extended features with full DS

compatibility. It also offers an option to 'those’
want to upgrade thelr opersting system but are v
concerned about the reported problems with DOS4.x.™

Objective: Thim anncuncement ghould reinforcas Digita
Research’s position as the eperating mystem developer -
committad to the development of DOS, and to providing ™
increased 0/S functicnality to the DOS marketplacs.

Rey Message: Digital Research has the DOS operating
systen designed for the user with increased - -
functionality (command line history, help screens,” and
shell), enhanced features (password protection, high .77 -
mexory management, ‘and large disk support) and £ull- DoS .
application compatibility. It’s POS the way it shoumld : v
be done. © e - - w L T
Key Features/Benefits: The following is a list of the

features provided with DR DOS: \ .

support for disk partitions larger than 32MB

high memory management
help sereons .
password protection for systems, directories, .
files, and hard and floppy diska \
shell pregram with full mouse and keyboard L
support - TN

0000
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file link facility

cursor utility

enhanced ROM-disk support

executable from ROM

jdle detection

retail availability

; . upgrade program available for DR/EZ/PC/MS-DOS
i | users (discount/rebate for limited time)

I
!
0000000

! DR DOS is the enhanced operating mystem
dea d to provide additional functicnality to the
bi.nion dollar investment in DOS software and hardware.
1

I 3) DR DOS Now Available in the Retail Channel

Date: 15 May 1990 .

Pubn: Weeklies (PC Week, Infoworld, mmputerﬁorld,
I

etc), Business Publications (Inc., WSJ, ete}, OEM Pubs
(Embedded Systems, Computer Design, EDN, &tc), reseller
books (CRN, VAR Bueineszs)

areas

N R A
Market Pemsition: DR DOS is now available in the retail
channel; for end users to purchase and for reselletcs to
provide with syatems, hardware or stand-alcne.:#DR DOS
iz the operating systemg that providas axtanded - )

‘ Target Aundience: All computer users in all :’.nduatr;v;

| . features and DOS compatibility without tho hsada.::hes.
. Key Massage: The enhanced operating system with
. extended faaturss and DOS comgatihility is DR DOS and .
L it’s available through general distributicon. Reséllers -
can rely on DR DOS to provide & headacha free addition
to a new or existing system.
Rey Features/Benefite: The following is a liet of the - .
features providad with DR DOS:
Q ~support for disk pa.rti.tionn larger than er
© . high memory management PRI L
o ‘help screens T SERCIA I |
o .password pxotaction for sy-tens, di:e::tor:.as, ST
. £iles, and hard and floppy disks -~ .« B
3 o shell program with full mcuse and keybo R S
support Tl
o file link facility.
-} cursor utility
| -] enhanced ROM-disk support oo,
o exscutable from ROM :
o idle detecticn <,
| -] retall availability with list of distributors
| o upgrade program available for DR/EZ/PC/M5-DOS%: -
| 17 DRI COMPANY CONFIDENTIAL
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users (discountlrehate for limited time)
(-] list of authorized distributors

Summary: DR DOS haa been available to OEMs to bundle
with +heir hardware since 1988. How DR DOS is
available, by popular demand, to all computar users.

Trade Show Participation

We ars currently scheduled to participate in the following
industry shows:

FOSE This March show 1s scheduled before the product is
ready to ship., However, at this time the patent for Idle
Detection should have been issued and announced.

Privats demonstrations to OEMs may be scheduled,

PC Expo This show is scheduled for June 1590, after the
scheduled ship date of Leopard. All product features are to
be demonstrated.

This show is scheduled for Juna 1990 in Taiwan,
after the echeduled ship date of Leopard. All product
featuzes are to be demonatrated.

Comdex Spring PR DOS should have a suite for showing R Tt ﬁ
demonstrations of the product to OEMs, © rate accounts, i . T ¢
the press and val.ma distribntors and rese lera._ )

Hannovst Fair Th:l.a show is acheduled for lta:ch. before ‘I:he A
product is available for distribution. However, the ‘patent o=
for the Idle Detection Feature should have been issued and -#-3%
announced., Demonstratiops to potentlal customers would be = ¢
apprepriate.

Comdex_Fall The product should already be readily available u"“"-wé
in the yetail channel. wWe should ke able to diaply OEM S
products which utilize the Idle Detection feature.

This show is scheduled for September in

Embedded Systema
San Franciso. DR DOS should exhibit with FlexOS and
possibly CDOS. The show attarcted designers of embedded

" “

e ,@*@' éﬂ“i& o
CP\."}'&?& ,_,”\Q' (M®)> ——n

>
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vy systens. We should also anestigata tha pogsibility of
S presant.;.ng a paper.

! v Sales Plan
I - A Sales Activies

f Advertising and PR activities have been outlined in previous
* gections. Section C presents an overview of the s
5 l collaterals, mailers and presentatione to be prepared in

} support of the sales groups.

I B Training See section VI or Training ;
c Collaterala The following brochures will be produced.

1) Story reprinte These will be reprinted for sales
: pesple and resellers and will inelude application
I stories, favorable product reviews, and letters from
satisfied, big name usera. The back of these
tegtimonial eheets may have a product overview and/or a
I ) comparison of DR DOS, DOS 3.3x and DOS 4.0.

I 2) DR DOS Brochures The following collateral pleces will .
. be created specifically for the Leopaxd pradnct. )

- o 'J:'he roduct data sheet and brochura will ba
] - cmbined and will include quotes Ifrom happy -users
‘ ar positive reviews. It will also cnpit'.il:l on &
I DR DOS’ superiority to the other DOS. A 1°
N comparison of PR DOS ve DOS 3.3x and 4.0 will be
J included.

I o Comparison Chart - cempa.r:tson of DOS 4.0, 3.3 and
: DR DOS \ e

§ - veritest - One Veriteat sheet would contain a list
of tested networks and communications products. <.

; - ) - This list would be widely distributed. Tha second -

J‘ list of compatibla appliaations would available as
regqueated.

l} o List of Bata Sites This wonld be a printed list
Q of the bata sites where the product was tested.

l ° Reseller Bales Guide Thie guide will be !
i condensed with the listing of compatible
roducts removed. The gition of this document
! : Es: you as a reseller will have to sell an
, aperating system whan you eell a computer, sell
) che that will make your life easisr. The guide ~==—: "~

I. : - 19 DRI COMPANY COMFIDENTIAL
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should alsc focus on sales issues that may be
brought up by customers: why DR DOS over the other
DOS, who is using the product, what’s the difference,
etec.

List of OZMa for all ¢/5 products
Ad reprints

Corporate Brochure This would be an overview of
Digital Research as a company and would ineclude
copy oni company history, market
philosophy/strategy, product focus and

direction, successes worldwide, etc. (This is in
process in the Marketing Department).

QEM Merchandising Kit This kit would contain
logosheets for Digital Research and DR DOS, sample
taxt for use in ads, and product shots {1 B/W
half-tone, one line shot and one color elide or
transparency}. Rules for the use of these items
will be included with a list of available
collaterals, (literature samples and current

DR DOS ad reprints). These will bae available for
our distributors as well as our OEMs %o provide
to their retailers for promotional purposes. -

el b

H

DR DOS Kewsletter This quarterly pnhl:.cat;on T
will provide information about DR DOS :eatures, .
applicaticns and improvementg. .Additional S
information to be included: media sr.-:hedule, mjors.-
contacte signed, show schedule, favorable - - -
review/quotes from the press, and other marketing
j.nfoma.tion. !

Operating System Brochure (Tentative) This
brochure will include descriptions of all
operating mystem products: DR DOS, Concurrent DOS and
FlexCs. Features regquested in this piece are:

list of oEMe for all three products, examples and
photos of platforms, and editorial on how ..

DRI‘s three Operating Systems offu.' a_ - oo
complate .OIS solution, ’

OEM Data Sheet Thia,piece will specitically be

‘directed to OEMs who are jinterested in the ROM

version of DR DOS. It will address the advantages
of a ROM 0/S and will describa why DR DOS, beczuse
it has alwvays been ROM~-able, is the choice for

enbedded systems. It will also describe the tools

" required and the support available from DRI. Thic

plece will be more technical than any of the other

brochures.
Wy T
'
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Direct Meil Pieces The following direct mail campaigns
are scheduled:

o Embedded System OEMs - This mailer iz actually
scheduled to go out in February to embedded
cyetems manufacturers. The mailing list will
include names provided by OEM sales, as well as a

" 1ist of subcribers to Embedded Systems magazine,
and attendees of the Embedded Systems Conference.

o Packaged Product Piece = This will be sent to-
- gmaller non-specific OEMa to promote packaged
' product - This mailer will be degigned to provide
an overview of the packaged product program. The
piece will be sent to the OEM mailing list and
additional copies will be available for use by the .
OEM sales group.

-] VARg -~ This mailer will be sent upoa the -
introduction of DR DOS into the retail channel,
‘the malling list will be provided by VAR Pusiness.
The mailer will outline tha authorized reseller
progran and provide a list of distributors who
gstock the product. The suggested retail price
will be included on the piece, but no additional
pricing will be ligted. Copies of the mailer o

would be available for the distributors to mail to. s

their custoner basa. Co
o MIS departments of Fortune 1000 companies " I
mailer will be sent to MIS department heads ‘of ¥
Fortuna 1000 companies, The mailer might include,
a demo product offer. B PEF

o Government accounts mailing - This piece“wuuil;d_
either be dent to a mailing 1ist from a federal

computer magazine or to a list provided by IOSC or
ATGI. R

E ' Packaging - . C '
1) Box The entize box will be redea:‘.gnéd lfori"'abr“s

retail lcok (in kesping with the corporate ' - '-%"L -

" identity program still being defined). : The

back of the DR DOS box will be more sales
oriented and will, again include comparisons

of DR DOS and DOS 3.3x & 4.0 and a list of
features with information of how easy it is

to access them. Screen ghots of help

display, installation menu and shell

interface would be included. The format . »
would he pimilar to the boxes deaigned bl
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for graphics prodi:qts} to insure a consistant
corparate lock. .

2) Documentation The documentation ia being .
completely re-written for the pew product -
release. The new wveraion needs to better
accomodate the first tima user with more
command examples and an explanation
of technical terms. In addition, because

ect bound texts tend fall apart and are
hard to read while working on the system, a
spirel binding of some kind is Buggested, A
new registration card would be designed., we
would also include a quick start card to
inform users of hints they should know when
using the product (DEBUG=SIDS86, EDLIN=EDITOR,
etc.) The informatiocn to be included will
iou:e from a review of current tech support

BEULE.

¥ Prasentations

A presentation ls being created to show the features of
Leopard. It would be produced on colaor transparencies,
presentation will cover Bpecific product featuras. 7" o2
Corporate information will include: international offica
locations, sale figqures for operating aystems since the ” :
company’s beginning, product history, company organization, i
list of O/S OEMs, company #irsts, etc. . The presentation ~5i
may be customized as needed and additicnal elides could be

added as needed. . oy \'§~_‘{{=§; >3

~

t et '-.}".' P o
For training distribution and reseller sales 'people,%lides
will also be prepared on the cperation and function of - -
oparating systems and a comparison of DR vs HS-DOS commands,
product size, and comparative performance. -7

Eaa E Y]
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’ Vi Tzainji.ng Plan
( e

A : Sui:port Personnel Training

Training would be provided to the following Digital
! Research support pecplsa: Corporate Marketing, Customer
; Sarvice, Cugtomer Support, and Retail and OEM Sales.
In eddition, training would also be provided to
distributor sales and tech support staffs., Training
would be provided by product marketing in conjunction
with the training department.

F
3 : B Training Tools and Presentation Materials

All or part of the presentation prapared for sales ‘-
will be used to train DRI retail sales, customer LT
service and suppozrt, OEX sales and marketing, as wall -

ag distribution and reseller sales and tech suppore.

Spacifically, the training will include the ~
following:

I Digital Raesearch Histery (5 - 10 minutes)
This cverview will cover the CP/M and languag';g
produete, and the development of our current line
of 0/5 and GEM product lines,

Iz Operating System Market (10 - 15 minutes)

A Evolution of the 0/5 . ~

] B Current state of the market and trends

III Introduction of DR DOS (20 — 25 minutes)
] . A Design Criteria

- : B Feature Overview & Sales Opportunities T
v P Installation/Setup ¢

Coaee - ‘T e e T Password Protectieon v T - }

. .Y @& , Relp me - -

’ . Ll ©  Idle Detection _ ¢ A )

" oS © Shell Program

-, " ° £ comparisen with PC/MS-DOS 3.3 & 4.0 .

] Product Evelution and Future - Product

introduction dates and target markets
will be included,

J L In addition, the training itiverary will be modified as

St ) follews for tkese groupa. " ———

23 DRI COMPANY CONFIDENTIAL

\l

.

MS-CCP-MDL 5009752

MS-CCPMDL 000005009752




A

OEM_Sales Training Features desigmed for
ROM/Embedded Systems, space/memory requizements,
high memory management, Shell, and any differences
from MS-DOS.

pistribution Training Telemarketing group at the
distribution offices will receive an overview of
the speclal features of DR DOS. We will prepare a
5 x 7" card with a comparison chart and list of
features for vse by sales and technical pecple.
The diatributor(s) will work with DRI t0 organize
gaminars for resaller introduction to DR DOS.

Eupport personnel Customer service will recelve a
product overview., Topics to be covered are:
features and benefits, installation procedures, Q

& A - why to buy, and list of OfMa and

distributors that carry the product. Customer -
support will algo recsive a copy of tha 8 x 7=
feature ecard dascribed above.

Marketing ' The marketing department a combinatien
of tha customer gervice and OEM sales training.
- . Along with a general product overview, a
-, description of tha features for the embedded
. ~ oyatem market will be provided.

(
-

Becausa the retail sales group has a
broad focus (retall stores, corporate accounts,

i R . o . govarnment and digptribution) The training will

provide a product overviaw and feature and
benefits suuwnazy.

a Training tools and presentations required
A modification of the sales presentation can ba used
for the product overview. This game presentation will
be usad for distributor sales trainiag.

c Training Schedula

- Training should begin 2-3 wesks before advertissments
are running in magazines. -

i 3
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Tha
.. falf
. referred to as Digiial Research. The fulfillment house would

VII Upgrade Policy

OEM sales will determine individual upgrade policies for sxisting
contracte. However, an upgrads policy should be established at
this time for end users. I have included the proposal for
providing upgrades to existing DOS users, we could make this
available to DR DOS users as well. Thip upgrade procedure is
bazed on using an outaide fulfillment house, but manufacturing is
investigating the requirements for implementing this plan in-
house.

Upgrade Procedure: PC users who wish to upgrade their operating
system would hear of the program in all of our end user
advertising.- In addition, resellers would also hear about the
program in VAR Business as an offer for a demo unit or evaluation
copy. . Ads would include a coupon for the raader to ¢lip and
send, a copy of ths co would alio be accepted. We want to
make it as easy as possible for paople to get LR DOS. The reader
would gend the ccupon, a check for the determined amount
{approximately $25), and their "oOther DOS™ diskettes. Tha
diskettes conld be lagal product or pirated disksttes.

ﬁcket {(coupen, disks, and check) would ba sent to the
lnent house, the address will be included on the coupon and

_receive packaged product directly from DRI for fulfilling the

- ... coupowr, of fer.; The product would be manufactured in plain white
.- boxes.# The, boxes would have a nessage (#.g., Your copy of DR

bOS), and tha faulfillment houoss would simply label the box and
send it sut, Thae box wonld contain complete product incliuding
manuals, diskaettes, gquick reference card, registration card, a
thank you letter and the DRI product brochure.

The fulfillment house would enter information £rom the coupon
onto a database. The information includes pname, address, comany,
phona number and five market research fields that we detarmins.
Additional fielda can bes included for a fea. I have initially
requasted weekly summarige of the promstion response. At the end
of ths promotion we would receiva a full accounting of every
participant., This information will) bs printed for us and
provided oa disketts. Because the procedure is fairly
uncomplicated, Carlick estimates that the handling costs would be
fairly low. Tha following is a summary of thelr cost estimates.
A.nt;*" indicates that this figure represents the high and of the
estimates.

Dascription Cost
Processing Tee - per unit $5
Program Managment Fe& - per week - $75*
Program Setup $1500~

If we choosa to make tha program available from the lavnch of tha
product May 14 until tha end of June, the total management fee

25 DRI COMPANY CONFIDENTIAL
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would be $350-525 for 7 weeks. The total fixed cost would be
$1350~2025, plus incremental costs. This c¢ost would be

ineltuded in the cest of goods for the produet sald. This asgumaes
that the program will be moderately successful. If oply 1000
units are distributed, the total cost per unit would be $7.03 for
the admjinistration of the program, The product would weich 2
lbs.* £irst class postage would be an additional $§2.40.

D_gscrintian 1000ean - 2500aa 5000aa
" Processing Fee 5,007 5.00 5.00
Management Fee .53 .21 .11
T Program Setup - 1.50 +60 «30
2ostage 2,40 2.40 . 2.40
Progzam Cost/Unit 9.43 8.21 . 7.81
Low Estimate 8.75 7.94 7.67
Total Program Cost 9430.00 20,525.00 39,050.00
Low Estimate 8750.00 19,850.00 38,350.00

T will investigate other dalivery opticna like UPS or 3rd/4th
class_.mail'u. ’

. rhgel-'fbilav}ing is a revenue estimate. Of course, if wa take the

administration of the progran in-house, the shipping costs would
remain the same and the true costs would not be readily apparent
(handling, database maintenance, ate)

s 1000=a 2500L__.__5.m=3
With Fulflilloent House

1 Gross Revenue $25 $25 $25
Production Costs $9 $§9 $9
Program Cost - High $ 9.43 § B.21 $ 7.81
Program Cost -« ILow $ B.75 $ 7.94 ¢ 71.57
Total - High $18.43 §17.21 $146.81
Total -~ Low $17.75 $16.94 £16.67
Net Revenue - High $ 5.57 $ 7.79 $ B8.19
Net Revenue — Low § 7.35 % B.06 5 8.33
Gross Revenue - High  $6570 $19,475 $40,950
Gross Ravenue - Low $7250 $20,150 $41.650
2 Gross Ravenua s$30 $30 $30
Total - High $14.43 $17.21 $16.81
Total - Low $17.75 $16.94 $16.67
Net Revenue - High $11.57 $12.79 $13.19
Net Revenue - Low $12.2% $13.086 513.33
Gross Revenue = High §11,570 $31,37s 865,950 T
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ok, The
s the: postage and weight fiqure. Thers would also be additional

Groesa Revenue « Low $12,250 $32,650 $55,650

In-house Administration
§1 Gross Revenne - $25 $25 $25
Producstion Costs ‘39 $9 $9 . \
Program Cost $ 2,40 $ 2.40 $ 2.40 [
Total $11.40 s$11.40 $11.4’0 :
. Net Revenua . 513.60 ’ $13.60 $13.60 o |
' Gross Revenue $13,600 . $34,000 $68,000 K |
... $2°¢ Gross Revanue  ~ $30 -§30 - $30 !

+ Production Costs $9 $9 ) $ 9

"~ Program Cost - $ 2.40 . $ 2.40" $ 2.40 \
Total $11.40 §11.40 $11.40 '
Nat Revanue $15.40 $16.40 $16.40
=058 Revenue 516,400 541,000 $82,000

‘current packaged prndu’ct with Gem desktop was used to gat

unit; coast reductions from discounts for volmme product

. preduction. The figure used was an estimate based on the current
p:g:aged product and has becn padded to abaorb the changes in the
' product..

Issnes that would need to be addressed are: support requirements
for product buyers, sales tax reporting, desireability of credit
card orders (not always cost effectiva and time consuming),
g\;&za:rlxteea to buyerp and their administration, and determination
of price.
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V1II Beta 'Test Plan
A wé:view of bata plan

The bata sites will concentrate on hardware compatibility

isgues. Twenty-one sites have been selected includings:
. ATE'T, Borlaad, Quarterdeck, WordPerfect, Ontrac, SyQuest,

~ - NCR, Fujitsu and Seagate. The contract will includs a
ce ‘ ' releasa £or DR DOS to list beta sites in any collaterals.

B Teating Objéctive & Highlighted Significant Features

N - The goal will be to confirm compatibility with MS-NET type
TR networks (Novell, Tops, 3Com, MS-Net) and a variety of
R < drives including CD ROM, WORM, SCSI, and removable

s {Bernoulli).

In addition, we will also test the second beta with ona or
two novice users. This will allow us to get tha type of
feedback that wa would get from first time users -before the
product is released.

c Outaide tasting service reguirement

‘Veritest confirmation of metwork and application
compatibility would be required.

< 7 B - pata test administratoxr

Beta test adninistrators are Sue Wageotte and Brad Kerth.
Mike Ahern will ba the centact for any OEM beta
participants.
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IX

Reference Documenta

WSJ= Palmetop Computers (11/27/89)
VAR Business -~ System sales
Computer Reseller News

Leopard PRD

2%
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X Product Lauvnch Schedulae

The dates are indicated by the week that the projact must be
completed. -

- . _ March § Complete Ad Specification with Agency for Embedded
System ad #1 -

Co Submit proposals for all Collaterals (Fact Sheet/Product
T Brief), Feature Comparison, Q & A List, OEM Data Sheet,

- T Resellar Referenca Guide, Merchandising Kit, Beta List,
: atec. . , .

CQméIefe Idle Detaction Press Relsase. Tpon approval-
from legal, fax it to key industry targets (Uvorak and
PC Week), mail to other contacts. Phone follow-up.

Gat préliminary approval for End-user and VAR ad..
Present to ad agency.

L : Have upgrade program in preliminary stags. Establish
v s . bill of materials and cost of goods. Decide venue. ;

Prasﬁt Lecpard to retail sales.
Submjt.Exbedded Systenm Majiler
Get Idle D\etection info to 300 support

Specify Merchandising Xit

Pinish Distributor presantation
Box Dasign — get comp for ads

¥March 15 FOSE

Scheduls meatings with targsted east coast
distributors.

Assenble press kits

March 16 Cet photo shoot of official box for collataerals, press
releases and merchandising kit. Also line up sample
platforms for photos as well for ¢ollaterals.

Specify mailers for VARs, government accounts and
Fortune 500 per PC Week program.

;

Mail Exbeddsd Systems mailexr {
" ———
L
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Aprll 2
April 23

April 30

May 7

May 14 -

. manm-.}. covers. s

Monthly Press Tour with Steve Tuckex
wWeakly Press Tour (West Coast)

rinish additional contents of packagad product (letter,
hot sheat, etc)

Get white box designed, line up printing
Train sales, and DRI support

_ Start on printing of official packaged product box a.nd

. . ¢
press follow-up phone calls
Start manufactore 0f upgrade product (disk and manuals)
Train digtributors

Praduct releasa
Send out reviewers kits

Send out press relsasaes (thay will be gent ont earlier
with a release data to pubs not included on tour)

" T

31 DRI COMPANY CONFIDENTIAL

MMW

MS-CCP-MDL 5009760

MS-CCPMDL 000005009760




