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~" To: List
From: PSGMktg; DADMIctg
Date: December 21, 1994
Re: Planning for Desktop 95 (Win95 and Ofe95 Sire Ship)

This memo summm’izes the key resource tssues, programs, and p~-~s for the joint launch and marketing of
Win95 and Office for Win95 (Ofc95)-- otherwise known as "Desk-top95". "Vne goal i.~ to provide
everyone, particularly in ~e field, with the informati~m they need to plan effectively and allocate resources
properly, Of course tbm~ will be individual plans from the PSD and DAD marketing teams �overmg issues
specific to the respeeuve products. Any questions or comments should be forwarded to XXXX or XXXX.

Basic Principles and Recommendations

I. "Desktop 95" is th¢.lOint launch of Win95 and Ofe95. These two product launches should be viewed
as tightly integrated effort. This has several components:

Integrated planning for a unified eharmei push. The goal is sire street date availabili .ly Plan
maximize leverage from Microsoft’s chnnnel ftmds to link charmel marketing and sales oF
"Desktop 95"
Aggressive int~grat~ messaging across all communications vehicles, with a disciplined focus on
synergistic

, Aggressive joint effort to speed Corporate adoptions of’Desktop 95" across all segments (LOP.G,
MORG, SORO)
Integrated resource planning for manufacturing, dismbution, sales training .PSS and customer
s~rvice logistics.

We are not saying that every Win95 effort and every Ofc95 effort must be joint. We are saying efforts
should be focused on maximizing sFaergy and leverage. For example, while we will have significant joint
PR uctiviti~ them will continue to be very important specific PR activities for each product group-

2. Budget planning for "Desk~p 95" should not be distorted by the overlap of FY95 and FYO6. Plan
"Desl~op 95" as a coh~nt effo~ with the component budgets of Win95 and Ofc95 intem.~liy
consistent ~ an integrated effort For the reznamder of FY95 planning you should:

Assume no rev~tte in FY95; Tier 1 countries (except Japan) should plan for revenue for both
products in Qlb’N’96 wish most other countries in Q2FY96o
Consider additional plans for ~JStaming marketing activi .ry in Q4FY95 to susta|n sales
(pactieulaxly for Offim products) leading up to thz lmmch.
Budget in FY95 for pt~-Iamach marketing activities for Win95 to prepare the market for this new
produc~

Product Schedule

We recommend the following announcement and street date timing based on the latest RTM inforrnatinn
by language. These dates were chosen with the objectives of(I) preserving the beneflls of sire-availability
of W’m95 and Ofc95 in e~da language, and (2) minimizing the defennent of revenue from holding product.
A complete set of schedules by language can be found in Appendix I.

Date R~_ mmeadatiou on anaotm~aient & ~. ~-~t date
Aug ] win95 ’~; of~9~ stm-amaounce & meei da~ for t~S & ~aSii~ spe~’g s~s. An ~ubs

t*lli~ ~ l~_n~| i~h product.                                                                                            ~"
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Se~t’-’=--~~ ~~-opean and Labn Atom�an announc~’aent or" localized versiorts. Win 8: Office
sim-availabilR.’,/for all Tier I F.uro/LA tanguages. Sim.~vaiinbili~ requ~es them to held
Win95 fo~ 4 weeks. (German. Fren~. Italian. Spanish. Swedish).

----’-’--- ~ 2 Euro~Lafin Amebean ~mguages should paxdc,pm¢ in Sq~ 5 announcements.
Since d~W will not have Offic~ for ]-4 w~ks. b,~t will have alP..ady b,~n holding Win for 2-4
weeks, ¢acb coun~l"y wil| have to decid~ wh~h¢~ zo hold Windows IonL~-~r for sim-avadabihr,.’
or sh,p Windows on Sept S. (Dutch. Danish. Nonveig~ P~...~_~_~~�. F~nish. Brazilian).

Late Oct ~ Easter, Europe---, GreP-L Tmkish versio.s slm-anno~nc© & mm-availabili~. D~tes
" e but Win & Office should have sim-availabiliW in ea~h language.w,LL va~ by lanSua~ _ ~ ~ ~ ~ ~ ¯

-- -- ,-J- "--’~.- ~ .... :--..--.;,.k;,i;~ Dates w~ll va~’y b~ language but m &
Jan ] Bi-Di v¢~ons s,m-announee & s~m-avadabthty. -

OfT-see should have sim.availabili .w in each ~

¯ The dec~sk)n to have En~lLsh produc~ sire-announce & sbn-availability on Aug [ is based on the
a~sumpfion that US/English subs wo~ld not wa~t to sh~p with iocal~zed ~uropeaniLatm American
languages on Scp[ 5 due to the la~© revenue ~rnpact of holding EnBlish Woduct.

¯ The decision m sire-ship Win & OKtc¢ for European & Latin Am©~ican versions means that we are
holding localized Wings vmsions t’or about 4 weeks m e~ch mark,’L d~fcnlng localized Win93
revenue and potc~dallv subsd~r~ some English Win95 sales for tocafized sales d~fin_e that month.
The benefit to waRing’for sire-ship ~s s~ronge~ linkage & cross-soil with Office. iil addition. Au~us~ is
a slow month L~ many ofthes~ matkeF.s. Nole: ~iven the momentum for WingS. some ~t~ers may
choose m launch with English producL making our de¢~smn to wait suboptimal.
Tier 2 European langua~¢s wig hay© ~o m~nage a delta between announce & avaffabilin/ifthe.~
pe~icipate in a European-wide |aunch.

Business Planning

Based on the revised Win95 RTM dates and the related Ofc95 deltas, all revenue for these produc~s should

be budge~d in FY96. Specifically we recommend the following revenue dates by lan~age:
¯ English language product revenue should be forecasxed beginning in August 95.
¯ German, French. Italian, Spanish, gwethsh products will begin generating revenue in September 9-~.

¯ D~tch. Rrazi[ian, Portllgues¢. Danish, Norwegian, and Finnish versions should be forecasted
beginning in October 95.

¯ Japanese, Chinese (traditional). and Korean will begin generating revenue in November 95.
¯ Tier 3 languages will generate revenue in the November to Januaw, timeframe (see Appendix ! for

specific language.

W~ arc currently planning, the following US English p~icmg schedule. The specific "waterfall" of prices
down through al| Select |eve|s will be avadfole shortly.

0~ Su~ ~ $2~

~v 6’fc ~ s3~9 ~ 129"

w~es R~l ’" s:zoe s~o~~" CONFIDENTIAL
+ln~udcs $30 relmm tar version upgrad¢~
~med o~ ~0 g’im¢ tar vU,~on m �omptudv¢ up~nule~ included in New U~ SKU.
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We are currently developing mix and unit volum, projections for Win95 and Ofc95. These will be
available shortly and certainly prior to the

To heIp s~bsidiagies and the US field plan, we have inciuded pivot tables from a s,x month Win95/Ofc95
draft marketing budget. This budget divides the timing of spending into two pm-iods: (t) the two months
prior to launch (L-2) and (2) the isunch plus the following four months(Lm~cIdL÷4). The dam below
ind,cates that a ~mal~ portion of the spending will rake place in FY95. m ~lm" in markets wher~
F.nghsh language product will be sold, One major e.xception is for W,ndows pro.launch education, where
we do need to spend significant marketing dollars to prepare customers- Th~ other exception is
increme~ud promotional work required m sustain Office sales through the lato spring and early summer.
general, however most spendin[[ wi[| fall into FY96, and thi~ means that some planned marketing do]tars
should "fail to the bottom line" in FYg5.

The table t~�low auxnmariz~s the total marketing spend for the Win95 and Ofc95 in the US for the six
months around the ~aunch. Nora that these figures do not include $21MM in Win95 advertising that is
proposed as part of the brand campaign. We sepaxatcd ~t out so that subsidiaries without brand
can guage how much to spend m each category. I~ also assumes thst there will be no Office T’V exccuuons
during the launch fimeframe which i~ still a possibility, that needs to be discussed.

NOTE: WE STILL NEED TO ADD ECU/OCU FUNDS TO THE BUDGET MATRIX AND WILL DOOUT.

§~,n~ of Arnoun~ Tim~
s, rea L-2 Launch/L÷4 Grand Total

Adverttsi~g "];4,482,00’0 $14,205.000 $18.6g7.000

Channel Martials $225,000 $400.000 $625,000

Direct Mktg $200,000 $2,650.000 $2.850,000

Events $150.000 $2,995.000 $3.145o000

Marketing Research ~280,000 S380.000 $660.00(~

Other $11 !,000 $8~0,000 $961

packa~ing/Collatm’al $3 OO.O00 $100,000 $400.00(]

PK $ 1,288,000 $1,150.000 $2,438,00C

Sales Tools 5795,000 $130.000 $925,00~

Sampte~ $400,000 $1,100.00~ $

Grand Total gB,~ [’,000 ~?.3,960,0001 $32.191

This table looks at the same data on a percentage hasps by time period. Not surprisingly, the vast majority
of spending takes plac~ aRer the launch.

Sum of Amoum Time
Area L-2

LaunddL~ [ Grnnd Total

~ Mktg 7% 93% 100%

Ew’n~ 5% 95%] 100%
Mark,.-ring R,a~r~ 42% ~1 ~00~ ~X30491
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Packaging/Cot[at©ra] ?5% 2;5%I | 00%

PR 53% 4?%I
Sales Tools 86% 14%] I

/s~p~ 2~ 73%

~is t~l~ ~mma~s ~ ~m ~ed o~ ~mg d~l~. AdvenisinE is d~ly ~he higher ~nd~g
a~ ahhough PR is si~fic~t prior ~ ~e l~ch m ~ ~t m~ming ~d ev~ a~r ~� ~unch.

....
~U~ 0~ Amount
&~ L-2 ~~ G~d To~l

Cb~nel Materials 3% 2% 2%

Di~ Mk~ 2% t !%1

Ev~ 2% I3%’ I~

~k~ing R~h 3% 2%

O~er 1% 4%
~k~in~Coll~t~l 4% ~ I

PR 16% 5%

~mples 5% 5% ,,.
G~d To~ " I 0~ I 0~ I 0~

~e a~c~d b~g~ file �~ ~ of ~e ~i ~m ~e ~1~. We ~mm~ ~ y~ l~k a~ the

t~uncb~.xls

Mark~g

Overall, ~� prJmm-y objective in PR is ca~atmg positive momentum for the W~dows 95 pl~ le~g

complete W~95 so~. W~5 will ~ue ~o posibo~ imelf ~ ~e ~or to MS-DOS ~d Win 3 .~
~at ~�~ ¢~e of~ wi~ O~5 h~t~ ~ ~e le~ ex~ple of how ~ps ~ ~e adv~
of ~is ~ ¢nv~t. ~ew~, we will ~fion ~c95 ~ ~e next gen~ of ~r I~ing ~sm~
~ca~ons ~at m~e ~ ~i~ to get yo~ job ~ne ~ ~]fi~lly ~ ~v~e of W~95’s n~
~bil~ ~e n~ ~t sh~ld ~ a ~ ~ ~m~ ~t we have one, censist~t ~oct s~te~
¯ a: ~v~ ~ o~ ~d ~ps ~. H~ ~ ~me e~pl~ of PR ~s for ~p 95:

In ~ Feb~, we will �~d~ a je~t ~ m d~o~e appli~o~ ~ppo~ for W~5 wi~
O~ ~d ~ce C~ ~P~ f~ ~ w~ ~ o~er ~ler ~e~ a~li~ti~,
F~ ~e O~ ~v~ i~ ~ ~ ~ ~ ~. ~al~ ~ cmt~s ~ ~e k~

~ c~g ~~ ~i~ ~W ~ ~ ~ly ~ on W~95 ~e~. Once ~ have
MX30491~
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this basic knowledge, we then need to show how our apps exploit those attributes as pro1 oflhe first
Look/reviews Frocess.

¯ Office participation in the second Win95 rev~wers workshop zo be held in April for mdu~w pub
cover dates i~ July/August. Office wi[| also participate in the comumer pubs reviewers workshop zo
be held in the same rough timeframe.

¯ To create joint testimonial oppor~nities. (3~ce marketing will mirror the Windows 05 Goliath and
Marquee account seeding model. We will ~arget 3 accounts who will verbally commit to moving to
Office 95 by launch time and 25 accounts who will act as approved press references during uhe launch

period.
¯ The Win95 team will be able to demo various �omponents/features of the Office appiicafions during

trade.shows and other advanced showings of Win95. A specific set o[ features and capabilities that can
be shown (and appropriate vcnues/audianccs for this) will be available shortly.

¯ We wilt do a joinl launch event for bolh pro(lucts based on the retail availabili .ty dates discussed above.
Specifics of how this will work are still TBD.

A broad advertising push will kick off in both consumer and induslz?,/press at the time of’launch. This will
include a major TV campaign for Win95 as well as related print campaigns for both Win95 and Of¢95
(Ofc95 TV sd[i TBD). Total expected expenditures in the US will be roughly $40M -- seethe budget dam
above for more details. White there are no plans for join1 advertising, we will utilize media phtcement and
the general brand |ook to lie the work together. In addition, the Office advertising wilt incorporate both
Win95 and l~ckOffice as important sub.themes in both lannch and sustaining campaigns. Promotional
advertising for the latmch will be driv¢~ by resetlers utiiLzing marketing oppormmw, funds provaded
through the Dcsktup 95 channel promonon (see below). We may provide some national promotional
advertising as ~air-cover" during d~e launch but that is stall TBD.

Our direct activities will be orgamzed into P, vo components: Microsoft reg base activities and prospecting
offofother lists. Specifically. 7MM Windows registered ~ames will be corm’acted out to key Mail Order
resellers who will offer both Win95 and OTC95 apps upgt-ades, In addition. Office may direct mail offers
for individual apps and Off.tee to its own xcg base with an emphasis on targets we can identify outside of
Morgt~.org accounts. This would include an offer for Win95 (b~teries required).

NOTE TO BOOP REVIEWERS: The issue of whether we provide a direct mail offer (as opposed to
providing notification that points p~ople to channel) is an area where the Windows and Office teams are
not yet in agreement. We need to reach a decision before the final memo goes out,

On the prospecting frcmt, the Win95 team has developed ~ highly qualified prospect lisl of g(Ik key
individuals in S2k medium-size business sites (representing nearly Smm PC’s) who will be targeted for ",.he
W-m95 Prewew Program. Office will leverage this prospect list (and those who participate in the prewew
program in paxticular) as a lead geaeration source. All preview program p~rficipants will be mailed a
special Office 95 upgrade offer when the product ships.

Retail/Sorg Activities Plan

Overall, we have tom" objectives in the retail (inbound) channel where we will emphasize Sorg customers:

Maximize W~P5 & MS �omplementary I:¢oduct revenues            FL AG 0018269
¯ Lam~ch Ofcg~, establish MS as Win95 platform leader
~, Achieve an attach rate of X% of Ofc95 on new Wbt95 porchasas CONFIDENTIAL
¯ Sustain high post-Lmmch ran-rates; prepare for Holiday 9:5 promotion MX3049-t 23
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i ,,,,,,, ~,

W© will focus on a Desktop 95 channel promotion that uses three tools ~ a~nd th~ Win95 launch:
(I) an ~d ~ o~e~. (2) a �~el ~e, and (3) ~ed ~g ~ ~dm~.

~e ~ic end ~er o~ is ou~ ~low along wi~ ~e ~ s~ we will use:

"B~ Wi~o~ 95. get ~ ~o $50 off a~ ~ Widows 95 pr~uc~ ".

O~ce 9~ ~o~ Excel, A~esx ~ P~ H~e ~zl~ l~ ~

9~ S 1~

Home ti{ies g~t~ ~ $1~
M~e & Kevb~

3̄2 ~k Ho~ ~[~ - ~ 95. ~b~ 3. ~f. B~lf95~ ~. ~ ~igh~ ~

"Win95 p~d~c~" ~�lud~ Offic~ apps plus ~ Co~ef ap~ lis~ed above. K~y Pa~e~ will ~w the
option m c~mi~ ~e con~ent of~is offer if~ ~ ~ ~ival~ value ~emative ~ey wish ~
avail~ble~ s~[ ~elle~ will be ~qui~d ~o u~ ~ ~ MS offer. All ~ll~ m~s~ us~ th~
off~ fo~ p~u~ & m~e. We will l~k p~h~ of MS Win95 pmduc~ to 5 ~r EU ~d will
timi~ ~e off~ to a ~ day p~mmion

W~ will p~de ~men~l ~ on ~W~95 p~uc~" ~wnu~. ~e ~e ~ilt b~ ~ on ~he

promotion ~ c~fiy ~g

Marketinff Funds
W~ will w~ wilh ~h maj~ ~o ¢~om~ ~dividual ch~nel p~s for th~ laud. ~is will
enable ~ chann~ to off~ a v~e~ of differen~ offe~ ~ ~ill map c~s~dy ~o our ~vem~l
Wo will ~ke the following ~ will be available for ~is effo~

Fu~g p~
~ 2% of Win95 & win95 produ~ ~v~s
~ $7 million ~pp[em~ m~et~g ~ m ~
F~d~g p~ pfi~

~ ~un~ e~n~ EU off~ ~v~g, ~ s~ff& ~ sp~e ~il & mail

to ~t~ ~g f~ W~95, k would allow OEMs ~ ~clud~ a wmg~ ~upon p~-~un~ m

~om~g ~n~ p~M- ~ ~[l~ will ~ ~ty ~d ~ ~g ~i~ ~ W~
~ ~i~ ~m posi~w sal~ m~nmm ~ ~vid~ m~ canal ~d ~u~ by m~mg ~ ~to a
~. ~, ch~l ~ ~ ~g o~ ~m ~ 4 w~ befo~ ~ ~ymg
M~o~ ~ ~ ~m~$ ~n~ ~ p~$ a s~f~ a~l~ili~ ~t~. ~is ~uld
0~5 ~s ~

~X3049~FL g~ ~18270
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FinallY, as a fol|ow-up to d~e launch proraotion, we are looking at ways. to sustain momentum in the
retai]/sorg channel. One option b~ing considered is an ext~sion of~he "Businass Source" program tha~
Office team is r~nning this spring to reach switchers This wou~d involve a s~milar set or services
(mtgration guides, SP refi~rals, u’ainmg, ~�.) as the curr~t Business Sourc~ campaign except with an
omphasis on versior~ upgrad~n of both Windows and Office apps. Mor~ reformation will be provided.on
this as soon as in available,

MorgZLorg



WinNEWS d~m sheet                                              ~nere r.o ~e~ ~nlw.,a~son

Long L~ Ki~ L~= L=ad Kit SKUs, p~cm~, o~er
- m~�~g materials li~t

~sktop 95 Ad Kit De.top 95 Ad kii" ’ ~x sho~ p~o t’~B l~e. ~’f~

~=sktop 9~ M~h~ising ~il ~p 95 Mc~sing ~it ~i~ ~f ~h~ m=~a~s

wo~ng wi~ ~h~ n=w prod~c~s
on ~eir ~is~ng s~tcm

Leve~ Office ki~ ~ ~’~ng Kit ..... Ssl~ tools kk ~a~ sup~ns
field in I~ve~g~d So~ marketing

H/A V~i~ M~ing Kit S~e ~ a~ve, for L~al,
Ac~untin~ ~d Health Care

S~c~ T~ Ma~a~ S~cm~d ~rial M~rials P~ winos, demo sc~pt, setup

~D~k ~ ~d ~,~ M~g ~ ~uct and demo files

Wm~ 95’ Re~ ’~it Office 95 Resou~ Kit (O~ C~h~e technical
do~en~ati~ on how ~o plan
~d im~l~ ~ deplo~em
Wi~5

D~to~ Gu~e ~pJO~em GU~ ~idelin~ f~ how ~ crem~

D~plo~en~ PI~ ~n ’Ch~ ~ptoyment PI~ G~u Chart Mi~oso’~ ~je~ file

T~plate T~mp~e
~dows 95’ timings ~ Simi’~r ....... C~[la~i ~mm~s~ng key

~efi~ of Windows 95 for
o~g~s~ion~ wffh evi~nce

Windows ~S Ewtu~on Guide offi~ 95 Eval~ion Guide ~alks ~e c~mm~ ~ro~gh
(~peti~iv~ and U~d~ eval~ting ~he ~skmp pro~,u~s.

Even~ & Tradesho~

Our ~op 95 e~t m~g p~an for ~95 will ~ d~si~ to ma~min the momentum t~
~ via ~ci~ ~ ~ evenu ov~ ~e ~ ~ monSs. Below is a ~m~ of~
maj~ ev~ we ha~ pl~ ~ J~ ! 995 ~d ~. ~e ~g~ schedule following
se~i~ inclu~ ~ ~ for ~ of~ese Cv~, ~ ~ll ~ ~ I~ md~ ~d~ho~ at whi~
we’ll h[g~ight W~ows 95 ~d Office 95.

~ Janun~ th~-~h gsy t~s                                      FL AG ~] 8272
BoB W~95 ~d Ofc95 will ~e us~ ofMS~. ~e Widows 95 Tmin~ h a scfies of~t ~FIDENTIAL
~e~ on MS~ wh~ ~ g~d to~ hi~ I~el IT m~e~. sol,on p~vi~. VA~. IS
~pl~ente~ ~ �~ si~ �~ help d~ ~d s~ ~f~io~s ~d ~. Conm~ will
f~ ~ ~o major ~: ~Y ~ve to w~d~s 95" ~d "H~ to mow ~ Win~ws 95." One of
~ s~i~s will ~o ~s~ h~ m c~ O~ mi~ w~ W~. Pl~e see App~d~ !1
f~ a s~ul~ ~ ~ W~ ~ ~d mpi~ ~ be ~v~ Offi~ ~sm~ will ~nt~uv ~o mn
mon~ly (~tly ~ ~ #3) ~ d~i~ a~u~ Offi~ ~ a solu~ p~fo~. F~ F~ApH1. w~
will ~ a ~ 5 ~ ~ which ~l[ ~ s~ n~ ~JliW ~ Ofc95 ~ we ~ will~ to
~w p~licly. ~ May, we will ~t ~ ~o~g ~e ~y (M~u~ ~phy) ~d ~ ~



prepanng for the move to Ofc95. Sol)sequent to the Munch, these O~ MS~ ~ions will foc~s on the
new cap~ilit~ i, O~ ~d ~e impli~i~ ~ ~e co~ u~r. A ~h~ul¢ for th¢~ ~ssions will be
wovided sep~te~.

Wlndo~ 95 Muldm~ia Revi~ Wor~ho~: Feb. 1&2. 1~
~ ~md~s 95 Muhim~d~ ~vi~ Web,hop w~ll ~ h~ ~ Mi~ �oyote ~pus Feb~ I

~ions we will ~mmuni~e the key mu~imedia m~ ~e ~tl I~k to ~e s~sidi~ to identi~’

~pp~pr~ mult~m~iajo~l~ who sh~ ~ ~

~indow~ ~ Worl~ Tour: ~gv th~u~h ~uly. 1~                                                             :
~e No~ Am~i~ I~g of~e ~indow~ 95 ~ortd Tour will visit ~ sit~ in ~e ~S

can ~ found in A~nd~ I~l. ~ obje~ve~ of~e ~ ~ to gene~te exc~ent for
enthus~ a~ fi~t waw ~ demon~ ~ ~ilt-m ne~ork~g $~p~ for ~ic~ ~nd Novell
n~o~s to VAWs. ~E’s ~d �o~ ~e~. ~liver p~-laun~ Win95 ~e~es. ~ demons~
Ofc95 as a ~m~er s~ of Win~5 apphc~ons. O~ ~m~ wilt be ¢onfm~ to ~e~ures d~gn~d
lcv¢~e W~95; ~is will not ~ ~ unveil~ag of~e ~ti~ Ofc95 f~ s~t. The f~e~

¯ Help g~em~ excitemcng ~d a=en~ for ~e ~ent wi~ accoun~ ~ugh vorio~
~ount calls, di~ n~sl~e~, wo~ of mouth).

¯ Provide 5 or mo~ ~ff on-si~ for ~e event to help field ~zlo~, provide g~e~l support, and show
a s~ng MS ~ence.

Event ~arkedne
In ~ly ]~W w~wili ~ ~un~�~g ~� demib era pm~ by which ~� field and subsidiarzes can
o~er mat~ls for their ~ent ~d ~sh~ ~ i~lud~g signage, la~] pin~. d~h~ ~nd
"SWA~ mazeT~a]s whi~ ~ be ~d to hi~[i~ ~ of ISVs. [HVs ~d O~s dcs~mg p~duc~ to
~ Windows 95 compatib~. ~1~o~ of the ma~iab will need to be �~inated by the ~bsid~a~s.

~unch Event ~ate & ~atlon ~D~
S~:fic laugh event p~ ~ �~iw ~ y~ m ~ de~, lde~ ~d s~ses~tons ~houtd be
to Shauu~.

Progra~ Schedule

~h ~l~ ~~ ~e ac~v~ ~ ~e ~g ~ctio~ ~d the~ ~ocimed t~in~.
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Appendix H

Wiln95 Train~n~t Schedule
The Mid, soft Windows 95 T~t is ~ vm ~lti~. F~ ~lliw c~inax~

t~ 800 numbs. ~ is no ~gi~ f~ ~ if~ wish to

Topic

to a Novel H~Wa~

~ B ~ op~i~ f~ R.~ler, LORG. SMORG ~d SP fie~ reps to build even~ s~dmg the
b~L ~s should ~ miio~ for ~� ~cific ~ce. ~e follo~g ~s a rough ~mework for

¯ ~ Deii~ a s~n to VA~ whi~ ~es ~em ~ how
~so ~ ~ on h~ to ~pt~ ~ "~P 9~ Migration C~i~ge with ~ew c~tomc~.

¯ ~: ~e LORG’s on ~efiu of ~ws 95 for o~mfi~ ~d ~]iver key t~

FL AG 001_8277
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Appendix II1

T~n~atlve ~/orld Tour Schedule (North American Leg~                                                             ’

Sealtle Ma~C~ I
Salem ~ 6
Pa~de~ ~ 7
OmngeCo. , ~13 ,,
San F~ ~ 15
~ui~lle Ma~ ~
SL Lou~ ~ ~
~u~ ’Ma~ 28
~n 0~o Ma~ 30
San ~mn~ ~,,3
Dallas ~14
Okla~ ~1 10
De~i .’ ~pd113

N~ Yo~ ,Apdl ~
Cotu~uS April 24 , ,
Phi~ = Ap~127
Tom~ MW 8
Chi~go ~ 11
Bo~ M~ ~6
WA DC ,, ~ 18
At~ M~ 29
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