To: List

From: PSGMkug; DADMkig

Date: December 21, 1994

Re: Planning for Desktop 95 (Win95 and Ofc95 Sim Ship)

This memo summarizes the key resource 1ssues, programs. and plans for the joint launch and marketng of
Win95 and Office for Win®3 (Ofc95)} — otherwise known as “Deskiop95”. The geal is to provide
everyone, particularly in the field. with the information they need to plan effectively and allocate resources
properly. Of course there will be individual plans from the PSD and DAD marketing teams covering issues
specific to the respective products. Any guestions or COMMENts should be forwarded to XXXX or XXX,

Basic Principles and Recommendations

{. “Desktop 95 is the Joint launch of Win95 and Ofc95. These two product Jaunches should be viewed
as tightly integrated effort. This has several components:
« [Integrated planning for a unified channel push. The goal is sim street date availabiliy Plan ta
maximize leverage from Microsoft’s channel funds to link channel marketing and sales of

“Desktop 95"

s  Apgressive integrated mesSAgIng across all communications vehicles. with a disciplined focus on
synergistic PR

«  Aggressive joint effort to speed Corporate adoptions of “Desktop 957 across all segments (LORG.
MORG, SORCQ)

« Integrated resource planning for manufacwring. dismbution. sales training PSS and customer
service logistics.

We are not saying that cvery Win95 effort and every Of¢95 effort must be joint. We are saying efforts
shauld be focused on maximizing synergy and leverage. Far example, while we will have significant joint
PR, activities, there will continue to be very important specific PR activities for each produet group.

3 Budget planning for “Desktop 957 should not be distorted by the overlap of FY95 and FY%6. Plan
“Desktop 95" as a coherent effort, with the component budgets of Win95 and Ofc95 intemally
consistent as an integrated effort. For the remainder of FY95 planning you should:

« Assume 0o revenue in FY95; Tier | countrics (except Japan) should plan for revenue for both
products in Q1FY96 with most other countries in Q2FY96.

« Consider additional plans for sustaming marketing activity in Q4FY95 to sustain sales
(particularly for Office products) leading up to the launch.

« Budget in FY95 for pre-launch marketing activities for Win9$ to prepare the market for this new

product.
Product Schedule

We recommend the following announcement and street date timiog based on the Jatest RTM information
by language. These dates were chasen with the objectives of (1) preserving the benzfits of sim-availability
of Win95 and Ofc95 in cach language, and (2} minimizing the deferment of revenue from holding product.
A complete set of schedules by language can be found in Appendix I.

Date Recommendation on announcement & street date
Aug 1 Win95 & Ofcds sim-announce & street daw for US & English speaking subs. All subs begin
selling English product.
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Sept 5 Western European and Latin Am

ertcan announcement of localized versions. Win & Office
sim-availability for all Tier 1 Euro/LA languages. Sim-availability requires them to hold
Win95 for 4 weeks. (German, French, {tatian. Spanish, Swedish).

Tier 2 European/Latin American languages should pamicipate in Sept 5 announcements.
Since they will not have Office for 1-4 weeks, but will have already been holding Win for 24
weeks, each country will have to decide whether to hold Windows longer for sim-avalability
or ship Windows on Sept 5. (Dutch. Danish, Norweigen, Portuguese, Finnish. Brazilian).

Late Oct

Far East, Eastern European, Greek. Turkish versions sim-znnounce & sim-availability. Dates
will vary by language but Win & Office shoutd have sim-availability in each language.

Jan |

Bi-D)| versions sim-announce & sim-availability. Dates will vary by language but Win &

Office should have sim-availability in each language.

The decrsion to have English product sim-anngunce & sim-availability on Aug | is based on the
assumption that US/English subs would not wait to ship with localized EuropearnsLatim American
languages on Sept 5 due to the large revenuc wmpact of holding English product.

The decision to sim-ship Win & Office for Eurapean & Latin American versions means that we are
holding localized Win95 versions for about 4 weeks 1n each market, deferring localized Win93
revenue and potentially substituting some English Win95 sales for jocalized sales during that month.
The benefit 1o waiting for sim-ship 15 stronger linkage & cross-seil with Office. In addition. August is
a slow month in many of these markers. Note: given the momentum for Win®5. some resetlers mav
choose to Jaunch with English product. making our decision (o wait subopiimal.

Tier 2 European languages will have to manage a delta between announce & availability if they

participate in a Eurapean-wide taunch.

Business Planning

Revenue Planning
Based on the revised Win95 RTM dates and the related Ofc9S deltas. all revenue for these products should
be budgeted in FY96. Specifically we recommend the following revenue dates by language:

English language product revenue should be forecasted beginning in August 95.

German, French, lialian, Spanish. Swedish products will begin generating revenue in Septemmber 95
Dutch. Brazilian, Portuguese. Danish, Morwegian, and Finnish versions should be forecasted
beginning in October 95.

Japanese, Chinese (traditional), and Korean will begin generating revenue in November 95.

Tier 3 ianguages will generate revenue In the November to January timeframe (see Appendix ! for

specific languages.

We are currently planning the following US English pricing schedule. The specific “waterfall” of prices
down through all Select levels will be available shortly.

Product New User (SERF) | Upgrade (SERP)
Office Standard $499 $299
Office Pro $599 $399
Tndiv Ofc Apps $339 $129°
Schedule* $% 579
Win95 Retail $209 109 Fcloﬁl:ﬁlgﬁ}%sz

Thcludes $30 rebate 107 versin upgraders trom mdividual app or Office nself

*Includes $30 rebate for version upgraders

:‘Bmd on $20 rebate for version of competitive upgraders included in New User SKU.
Expected avg stroet to be 399 and below.
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We are currently developing mix and unit volume projections for Win95 and Ofc95. These will be

avaitable shortly and certainly prior to the WWRDM.

Te help subsidiaries and the US field plan, we have included pivot tables from a six month Win25/0fc®3
drafi marketing budget. This budget divides the timing of spending into two periods: (1) the two months
prior to launch (L-2} and (2) the launch plus the following four menths(Launch/L+4). The data below
indicates that a smaller portion of the spending will take place in FY95. 1n particular in markers where
English language product will be sold. One major exception is for Windows pre-launch education. where
we do nead to spend significant marketing dollars ta prepare Customers. The other exception is

incremental promational work required to sustain Office sales through the late spring and early summer. In
general. however most spending will fall inte FY96, and this means that some planned marketing dollars

chould “fall to the botiom line™ in FY95,

The 1able below summarizes the total marketing spend for the Win95 and Ofe®5 in the US for the 5ix
months around the launch. Note that these figures do not include $21MM in Win95 adventisimg that is
proposed as part of the brand campaign., We separated it out so that subsidiaries without brand execution
can guage how much to spend n each category. it also assumes that there will be no Office TV executions
during the launch timeframe which is still a possibility that needs to be discussed.

NOTE: WE STILL NEED TO ADD ECUACYU FUNDS TO THE BUDGET MATRIX AND WILL DO
THAT BEFORE THE MEMO 1S SENT OUT.

[Product [(Al |

Sum of Amount Time |

Area L-2 Launch/L+4 Grand Total
Advernsing £4,482,000 $14,205.000 $18.687.000
Channel Materials $225,000 $400.000 $625,000
Direct Mkig $£200,000 $2,650.000 $2.8£50,000
Events £150.000 §2,995.000 $3,145,000
Marketng Research $280,000 $£380,000 $£660.000
Cther $111,030 £850,000 $961.000!
Packaging/Collaterai $300,000 $100.000 $400.000
PR $1,288,000 $1,150,000 $2,438,000
Sales Tools $795,000 $130,000 $£925,000
Samples $400,000 $1,100.000 $1.500.000
Grand Total $£8,231,000 $23.960,000 $32.191.000

This table locks at the same data on a percentage basis by time period. Not surprisingly, the vast majority
of spending takes place after the launch.

[Froduc (AT |

Sum of Amount Time |

Arca L2 Launch/L+4 | Grand Total

Advertismg 74% 76% T00% 0018267
Channcl Materials 36% 64% 100% FCLD.;““C:‘mgm AL
Direct Mitg ™ 93% 100%

Events 5% 95% 100%

Marketing Research 42% 58% 100% MX3049121
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Other 12% £8% 100%
Packaging/Collateral 15% 25% 100%
PR 53% 47% 1%
Sales Tools 86% 14% 100%
Samples 2% 73% 100%
Grand Total 26% 74% 100%

This table summartzes the data based on
area. although PR is significant prior to the launch as are direct marketing

markermg discipline. Advenising is ctearly the highest spending

[Product leall -

Sum of Amount Time |

Area L-2 Lawnch/L+4 | Grand Total
Advertising 54% 59% 8%
Channel Materials 3% 2% 2%
Direct Mktg 2% 1% %%
Events 2% 13% 10%
Marketing Research 3% 2% 2%
Other 1% 4% 3%
Packaging/Coilateral 4% 0% 1%
PR 16% 5% §%|
Sales Tools 10% 1% 3%
Samples 5% 5% 5%
Grand Total 100% 100% 100%

The attached budget file contains all of
specific pivot mbles for Win95 and Ofc95 since some timing and functional spending areas differ

significantly between the two products.

tsunchg2.xis

Pablic Relati

Overall, the primary objective in PR is creating posi

up 1o the launch. At

complete Win95 solu
that increases ease of

and events after the launch.

the detail from these tables. We recommend that you look at the

Marketing Communications

tive momentum for the Windows 95 platform leading
the same time we want infinentials to perceive Desktop 95 as the finest and first

tion. Win95 will continue to position itse!f as the successor to MS-DOS and Win 3.1
use, with Ofc95 highlighted as the leading example of how apps can take advantage

of this new environment. Likewise, we will position Ofc95 as the next generation of our leading business

applications that make it easier to
capabilities. The net result should
that drives both our systems and ap

get your job done by specifically Laking advanage of Win95's new
be a view from customers that we have one, consistent product strategy
ps business. Here are some examples of PR activities for Desktop 95:

« Incarly February, we will conduct 2 joint tour to demonstrate applications suppoart for Win®3 with
Office and Office Compatible apps featured along with some other smaller category applications.

«  From the Office perspective, its critical that we educate press, analysts and customers on the key
attributes of a great Win95 apps -— this is especially important given that our early contacts with the
press covering applications indicate they arc pretty poorly informed on Win95 itself. Once they have

FL AG 0018268
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this basic knowledge, we then need to show how our apps expioit those atmbutes as part of the first
look/reviews process.

s Office participation in the second Win95 reviewers workshop 1o be held in April for mdustry pub
cover dates in July/August. Office wall also participate in the CONSUMEr Pubs reviewers workshop 10
be held in the same rough timeframe. .

« To create joint testimanial opportunities. Office marketing will mirror the Windows 95 Goliath and
Marquee accomnt seeding model. We will target 3 accounts who will verbally commit 10 moving 1o
Office 95 by lannch time and 25 accounts who will act as approved press references during the launch
period.

e The Win95 team will be able to demo various components/features of the Office applications during
tradeshows and other advanced showings of Win95. A specific set of feamres and capabilities that can
be shown (and appropriate venues/audiences for this) will be available shortly.

« We will do a joint launch event for both products based on the retail availability dates discussed above.

Specifics of how this will wark are stitll TBD.

Advertising

A broad advertising push will kick off in both consumer and industry press at the ume of launch. This will
include 2 majot TV campaign for Win95 as well as related print campaigns for both Win95 and Ofc93
(Ofc95 TV siill TBD). Total expecied expenditures in the US will be roughly $40M — see the budget data
above for more details. While there are no pians for joint advertising, we will utilize media placement and
the general brand look to tie the work together. In addition, the Office advertising will incorporate both
Win05 and BackOffice as important sub-themes in bath launch and sustaining campaigns. Prometional
advertising for the launch will be driven by resellers utilizing marketing opporwnity funds provided
through the Desktop 95 channel promonon (see below). We may provide some national promotionat
advertising as “air-cover” during the launch but that is snll TBD.

Direct

Our direct activities will be organized wmto two components: Microsoft reg base activities and prospecting
off of other lists. Specifically. 7TMM Windows registered names will be contracied out to key Mail Order
resellers who will offer both Win%5 and Ofc95 apps upgrades. [n addition, Office may direct mail offers
for individual apps and Office to its own reg base with an emphasis on targets we can identify outside of
Marg/Lorg accounts. This would include an offer for Win95 (batteries required).

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

On the prospecting front. the Win95 team has developed a highly qualified prospect list of 80k key
wndividuals in 32k medium-size business sites (representing nearly 8mm PC’s) who will be targeted for the
Win95 Preview Program. Office will Jeverage this prospect list (and those who participate in the preview

in particular) as a lead generation source. All preview program participants will be maiied a
special Office 95 upgrade offer when the product ships.

Retail/Sorg Activities Plan

Overall, we have four objectives in the retail { inbound) channel where we will emphasize Sorg customers:
Maximize Win95 & MS complementary product revenues

.

e Launch Ofc95, esblish MS as Win95 platform leader FL AG 0018269

e Achieve an attach rate of X% of Ofc95 on new Win95 purchases CONFIDENTIAL

«  Sustain high post-launch run-rates; prepare for Holiday 95 promotion
MX3049123
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We will focus on a Desktop 95 channel promotion that uses three tools cemered around the Win9$ launch:
(1) an end user offer. (2) a channel rebate, and {3) targeted marketing fund spending.

The basic end user offer is outlined belaw along with the rebate saructure we will use:

“Buy Windows 95, get up ta 550 off another MS Windows 93 product”,

550 off 530 0ff siéoff
Office 95 Word. Excel, Access or PPT Home titles iess than
95 $100

Home titles greater than $100 | Frosting
Mice & Keyboards

*32 it Home Titles = Works 95, Publisher 3. Goll, Bookshelf 95. Arcade. Dogs. Flight, Oceans

“Win9s products” includes Office apps plus the Consumer apps listed above. Key Partners will have the
option to customize the content of this offer if they have an equivalent value alternative they wish to make
available: smail reseliers will be required to use the standard MS offer. All resellers must use the standard
offer format, products & message. We will limit purchases of MS Win95 products to 5 per EU and will

limit the offer to a 90 day promotion period.

We will provide incremental rebates on “Win95 products” revenues. The rebate will be based on the ratio
of Win95 products-to-Win95 units. In general the higher the number of Win95 products purchased relative
ta the number of Win95 units purchased, the higher the rebate. The precise ratios to be used m the
promaotion are currently being defined.

We will work with each major account to customizz individual channel plans for this launch. This will
enable the channel to offer a variety of differentiated offers that still map consistently 1o our overall goals.
We will make the following funds will be available for this effort
s Funding plan

= 2% of Win95 & Wm93 products revenues

= $7 million supplemental marketing funds to be allocated
s Funding plan prioritics

= Pre-launch channel RSP training, education, communication & cvents.

= Launch events, EU offer advertising, secure shelf & page space (retail & mail order}

= Collateral, sales, seminars & training kits

Due to Win95's visibility, there are two channel-related activities that are planned just before jaunch.

These two programs are cutlined below; details are still being defined with OEM and ECU.

e Win95 OEM coupon progrem - this program is designed 10 minimize the distuption to OEM sales due
to customers waiting for Win95. 1t would aliow OEMs to include a Win95 coupan pre-launch in
retamn for an incremental royalty.

« “Coming Soon™ period — Some resellers will start early and begin reserving units pre-street. We can
turn this into positive sales momentum and provide more contral and equity by making this into a
program. The channcl could start taking orders from customers 4 weeks before street, saymng that the
Micsosoft products are ‘coming soon’ and providing a specific availability date. This could inciude
Ofc9s apps as well.

124
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Finaily. as a follow-up o the jaunch promaotion, we ars looking at ways to sustain momentum in the
retail/sorg channel. One option being considered is an extension of the *Husiness Source™ program that the
Office team is running this spring to reach switchers This would involve a similar set of services
(migration guides, SP referrals, training, etc.) as the current Business Source campaign except with an
emphasis on version upgraders of both Windows and Office apps. More information will be provided.on
this as soon as its available.

Morg/Lorg Plan

=  Prepare customers io begin deploymem of Win95 and Ofc95 within 30 days of launch
«  Move 30% of desktops 1o Win95 and Ofc93 within six months

¢  Stimulate use of SMS as deployment tool

«  identify & capitalize on other BackOffice sales OppITtunitics

- =

The Desktop 95 Migration Challenge program is a set of tools and a process for using thetn designed to
lead customers through each milestane in the deployment process. The progrusn will be executed both by
the Microsoft LORG aceount teams and by Solution Providers. For every silestone in the planning
process there is 2 specific deliverable which will be monitored either by the Microsoft Corporate Migration
Challenge Team (for participating LORG's) or by the Solution Provider or Outbound Reseller parmer. The
key milestanes are listed below. The associated field deliverables arc currently being defined and wiall be
distributed shortly:

Evaluation _____, Evaluation team First phase intemal ___,  Pilot deplovment planand .,
Kickoff briefing formed testing complete test complete

pilot ., Final phase testing ., Deployment begins
deployment complete
plan revised

As with Sorg’s, we will develop customized programs with key outbound channel partners and solution

providers, This pramotion will be based on the following basic ideas:

a  LORG promotion: Micrasoft will give a $50 credit for every combined install of Win95 and Ofc95 by
March 31, 1996. The credit can be applied toward a set of products and services (consulting, on-sue
installation/configuration support. training, etc). The amount of credit that can be applied toward
services versus product, as well as which products, is under discussion. Likely product candidates are
Win9s, Ofc95 and BackOffice products.

MORG promotion: TBD
Marketing funds will be applied as described eartier in the Retil/Sorg section.

, FL AG 0018271
Key Field Tools CONFIDENTTAL
The following tools are available to implement the Windows 95 and Office 95 Migration Challenge:
Windows Tool Office Tool Tool Description
Win 95 Reviewers Guide Ofc 95 Revicwers Guide Comprehensive description of
product features g
Support Resources Listmg Part of ORK, could be separate as | Comprchensive of mformation o
well and training sources >
N «@
>
=
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WinNEWS data sheet

Where to get informanon on-hne

Long Lead Kit ong Lead Kit SKUs, pricing. order info.
marketing materials list
[Deskiop 95 Ad Kit Desktop 95 Ad kit Box shots. promo tag line. offer
description
Desktop 95 Merchandising Kit Desktop 95 Merchandising Kit Point of Purchase materials
Desktop 95 Retail Tramning Kit Desktop 95 Retnil Traming Kit Traimng materials
Windows 95 Interactive Demo Office 95 autodemo Gives customers the feel of
workimng with these new products
on their existing system
Leverage Office kit Sorg Marketing Kit Sales tools kit that supports the
field in leveraged Sorg marketing
activities.
N/A Vertical Marketing Kit Same as above, for Legal.

Accounting and Health Care

PPT wnotes,

tured Trial Materials Structured Trial Materials
instructions
CD/Disk ser and license Marketing beta Product and demo files
“Windows 95 Resource Kit Office 95 Resource Kit (ORK) Comprehensive technical
(WRK} documentation on how to plan
and implement the deplovment of
Win93
Deployment Guide Deploymem Guide Guidelines for how to create 2
deploymem plan (part of WRK)
Deployment Plan Gantt Chart Deployment Plan Gantt Chart Microsoft Project file
Template Template
| Windows 95 Business Case Similar Collateral summarizing kev

benefits of Windows 95 for
organizations. with evidence

Windows 95 Evaiuation Guide

Office 95 Evaluation Guide
(Competitive and Upgraders)

Walks the customer through
evaluating the desktop products.

Our Desktap 95 event marketing plan for
established via participation at indusiry ev
major events we have planned between Jan

Events & Tradeshows

CY95 will be designed to maintain the momentum that we've
ents over the past several months. Below is a summary of the
uary 1995 and launch. The program schedule following this

section inchudes the timing for each of these events, as well as the largest indusiry tradeshows at which
we'll highlight Windows 95 and Office 95.

Both Win95 and Ofc95 will make use of MSTV. The Windows 95 TrainCast is a series of broadcast

FL AG 0018272

events on MSTV which are geared towards high level IT managers, solution providers, VARs, IS

implemeenters at corporate sites, corporate help desk and s
focus on two major 1ssues; “Why move to Windows 95"
these sessions will also discuss how to coordinate Office mi

upport professionals and trainers. Content will
and “How to move to Windows 95, One of
gration with Windows. Piease see Appendix 11

for a schedule of the Windows broadeasts and topics to be covered. Office sessions will continue to un
monthly (currently on show #3) with discussions about Office as a solutions platfonn. From Feb-April, we
will add a short, § minute segment which will show some new capability from Ofc95 that we are willing to
show publicly. In May, we will highlight an on-going case study (Muscular Dystrophy} and how they are
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preparing for the move 10 Ofc95. Subsequent to the launch, these Office MSTV sessions will focus on the
fiew capabilities in Ofc?5 and the implications for the corporate user. A schedule for these sessions will be

provided separately.

pAOWS [1E<LLE - : orks X
‘The Windows 95 Multimedia Reviewers Workshop will be heid at Mictosoft corporate campus February 1
and 2. We hope 10 draw at least 100 qualified, muliimedia-oriented jourmnatists. Through demo-rich
sessions we will communicate the key multimedia messages. We will look to the subsidiaries to identifyv
appropriate mukimedia journalists who should astend the warkshop.

The North American leg of the Windows 93 World Tour will visit 22 sites in the US and Canada: each

event is expected 1o draw 2,000 - 3,000 antendees. The preliminary schedule for the North American tour

can be found in Appendix [1. The objectives of the tour are to generaic excitement for Win95 amongst PC

enthusiasts and first wave customers, demonstrate the built-in networking support for Microsoft and Novell

networks te VAR's. CNE's and corporate customers. deliver pre-launch Win95 messages. and demonstrate

Ofc95 as a premier set of Win95 applications. Office demos will be confined 1o features desipned 1o

leverage Win95; this will not be an unveiling of the entire Ofc95 fearure set. The field has been asked to:

e Provide a customer list of no more than 10,000 o include in each city promotional mailing.

«  Help generate excitement and attendance for the event with accounts through various methods (e.g.
account calls, district newsletters, word of mouth].

« Provide 5 or more staff on-site for the event to help field questiens, provide general support. and show

a strong MS presence.

In early January we will be communicating the details of a program by which the field and subsidiaries can

arder materials for their event and tradeshow programs ncluding signage, lapel pins. datasheets. and
“SWAT™ materials which can be used to highlight booths of 1SVs. IHVs and OEMs designing products to
be Windows 95 compatible. Localization of the materials will need to be coordinated by the subsidiaries.

Specific launch event plans and creative are yet 1 be determined. Ideas and suggestions should be directed
to ShaunaB.

Programs Schedule

This calendar summarizes the activities in the preceding sections and their associated timings.

Event CES Winter - Las Vegas, NV Jatusry 6-9
Mktg Comm Tndusiry Anslysts Day (Win 95 event) January 20
| Mkeg Comm Office Weekiies Press Toar January 23
Mktg Comm Monthly PR Tech Tour January
WS Traming | Regiomal Sales Migs (Désktop 95 Mipraticn Challenze KackOfl) January
Event MSTV - Office Broadeast Januery
Evemt MSTV TrainCast Brosdessts - Rrosdesst fram MS Canpus Janunry 24
Event Win 95 Mulimedia Revicewers Workshog - MS Campus February 1-2
Mikig Comm Nisothiy PR Tech Tous — yoint GicIs/Wings demo of 3rd Farty Wind5 support February
TORG/MORG Migration Challenge Kickoll with LORGs, 5Ps February -
LORG/MORG Migratian Challenge scminsrs with MORGs Febroary ~ X
HO Atvity MIS Ads Februry o E
Event Office Compatbic Developer's Conterence Fehraary o i
Event MSTY - Office Broadcast February 3 g
2 5
5
S 8
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Event

s

Broadeast from MS Campus

MSTV TramCast Broadeasts -

MS Training

Mtz Co Monthty PR Tech Tosr March
LORG/MORG Migration Challenge seminars wita MORG's March
LE)TtEmonc Windows Preview Frogram distributed March
LORG/MORG Marquee and Goliath Accounts Sceding Program March
HOQ Activity MIS Ads March
Renil/'SORG Long lead kits to resellers Match
Retail/SORG Tech training kits 10 resellers March
RetiWSORG Top resclier account visits March
Event MSTV - Office Eroadcast March
Event MSTV TrainCast Broadcass - Broadeast from MS Campus March 14 & 28
MS Training, SE Foram - New Orfeans, LA March 3801 |
Event MSTV TrainCast Broadcasts - Broadcast from MS Campus Apnt 11 & 28
Event - Office Broadcast Apri
Mkty Comm Wia 93 Reviewers Workshap 1l April
Mkig Comm Wiz 95 Consumer Press Workshop April
Mktg Comm Monthly PR Tech Tour Apnl
Retail/SORG "ad kits — reserving ad space aad developiag ads Aprud
Retsil'SORG Resellers sales training kits and raimng prep Apri
ReAM/SORG Reveiters piace imitial orders at distis April
HQ Acuviry MIS Ads Aprit
Event Windows Waorlg & Spring COMDEX - Allants. GA April 24-27
Evest Windows “Windows 95" World Tour (N. American Leg) 24 sites (US & Toroato) May-July
Evemt MSTV - Office Broadeast May
Eveal NSTV TrainCast Broadeasts - Broxicast from MS Campus Mav 9
Mirg Comm Monthiy PR Tech Tour May
HOQ Activity MIS Ads Mry
Reseller Guaraniced imitai resciler orders due to Microsaft May

District Tour

PC Expo - New York

Merchandising Kits ¥
RenillSORG TRescler Sales Training Juiv
HC Activity Exd User ~Comaug Soon™ Ads July
Event Windows Warld Chicago - Chicago, 1L July 26-28
HQ Actimity Windowa $5/0ffice 95 Launch Event Aug |
HQ Activi End User ads Aug
LORG/MORG Select 3.0 agreements Aug
Event Windows World Dallas - Dallss, TX Sepieimber 12-14
Evemt Nerworid + intevop Fall - Atianta. GA Scpiember 25-29
Event COMBDEX/Fall 94 - Las Vegas, NV November 13-17

Page - 10
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Appendix 1
This spreadsheet summarizes Win 95 & Office 05 availability situation for each language on August 1. the
proposed date of the US/English announcement.
Woridwide RTM & Ship dates for Windows & Office ‘96 T
75 O 9% RTNWWRGE+Z weeks Ismrowt date nace

Piaaas 548 sXpananons at porom of auge.
Tier L Loz deltas Build AT™ Inventory buit  |Sueet date: 1-Aug
T35 On8a| tme | Wings _ONe6 Wings OREE Win 95 ol 85
1 Eng. US cd Od Bw| 1Z~un  ZE~Jun 24-Jul 7-Aug Ship 5 w burld only
Eng. A ad 0 d| 6w 12-Jun 26-Jun| 24-Jul 7-Aug Ship 5 w buikdt only
Eng. ZIAA nia 10d 6w nia (3% T wa 17 nia 4 w bund only
Eng. EE 1ad nfal 4wl 26-um el 2400 wal  Sho nin
Garman 7d 30d a4 w 19-Jun 26~ 17-Jul 23-Aug Ship 1 w Build only
FrenchiFC 7¢ 404 4w 19-Jun S-Aug| 17=Jul 2.5ap! Nat RTMd
iakan Md  30d Aw el 26-dull  N-dul 23-Aug|  She + w bulg only
Spansh 210 40df 4w T SAwg]  3tdui__ 2-ep| Sk Not RTMd
Swadith 21d 454 ‘w 3-Jul 10-Aun| 3MJul  7-Sepl stp Nat RTMd
Japanese 90d 900 aw| 10-Sep  24.Sep s0ct  22.0ci] NotRTW'd  Not RTWd
2 Dutch 29d 554 aw aul | Z0-Augl  M-ul 17-Sep Ship Not RTMd
Brazhian 2td 554 aw g 20-Aug|  31Jul 17-Sep Ship Mot RTM'Y
Owrush 35d B85d Aw T J0-Aug]  14-Aug  27-Sop|2 wbuld onky Not RTM'
Norwegan sy 754 4wl «7-Jul 9-Se)| 14-Augy 7.0ct| 2 w bustd onty  Not RTM'd
Portugunst ssd 80d 3w oAug  24-Gep| 27-Aug  15Oct] Mot RTMd  NotRYTMd
Finrush 456 B0d 3w 2T-Jul  H-Bep| 17-Aug 5.0ci| 1 wbudd only  Not RTMd
Cn. Trad. s0d s0d & w 14-Sep 24-Sep a8-0cl 22-0ct] Not RTW'd Not RTM'd
Korsan o0d 90d 4w 10-5ep 24-Bwp 8-0ct 22-0ct] Not RTWY Hot RTM'd
a Polish T ) s d 3w 10-5ep 18.5ap 1061 13-0ctf Not RTM'd Nal RTMa
vungaren | io0d ood] 3wl _20-9ep 7eGep| 110t 150ct| NotRTMd  NotRTMd
Cinch 1006d 934d Wl 05ep  z2asep| 11-0c  70-0cl] Het RTM'd  Nat RTMd
Ruasian gad 1000 3w ID:Sep 4-0ct 104 25-0ct] NotRTM'D  Not RTM'
Turkish 1t 1104 Iw 30-Sep 14-00 21-0ct 4-Nov| Not RTMd Mot RTM'd
Graak 1100 1109 Sw| 30-5ep 14Oct| 21-0ct aNovl Nol RTMd  NoitRTMd
Catglan 120d 120 d Te| 100c  za0ct| 31-Oct  a-Now| Not RTMd  NotRYM'd
Slavenian 1200 1204 3wl 0oa  240cl|  31:0s  14-Now| Not ATM'd  Not RTMd
Chin Swen.] 1204 120d] _ 3w| 10Ot 240c] 31001 i4-Nov| NotRTMd  Not RTMd
Acab.US 1200 iBod] 3wl  oDec 23Dec 300ec  i3-Jan| NotRTWMd Mot RTWd
Heb U5 18Dd 1804 3w aDes  23.0ec|  30-Dec  13-Junf Mot RYMH Not RTWd
Avab SR 180d 180 o Iw oDec  230od  30-0ec  13-Jan| NotRTME Mot RTM'Y
Farst nfz 1804 Iw wa  23Dec na  13-den| nia Not RTMD
ThaUs 120d 120d 2w| f0.0ct p4Oct|  3%-Oct 14-Nov| Net RTMd  Not RTMd
Sah-ing. 1204 12049 3wl 1000t 2600 3100 1a-Nev] NotRTMd  Not RTMd
v, hJ
e dutia for eoch Hanguage 8 | [Number of wooks } [For sach ] H:.\an
relaive 10 US RTM Win and Off | |needea to build | product, RTM | |product snd For a given Street data
jdeitas mre indepandaent of one v and fill m 1 |date for each | |lsnguage, entered at 10p, thase
anoihar {axcept Bi-Di, DBCS) |channel, for asch G m. tory build show the atatus
. WingS delias are officially 45-80 | |product. l Product US |vemm 10 aaded of sach product and
ifor Tier 2. 90-120 for Tier 3. For § |- Potonual capacty I RTM + delta o RTM datet  [1BOgURQS varsion:
calculations pumeses, & specific | |problams dus to Wi calcuinte shp 1. *Ship": Inventory
duts within he mnge was and Off cenep not | aare defined in “Bulid tme™
isssipned 1o each language her. Immm hore. has been bult.
_p & Fl e Tier 3 lang for ' 4. ™% w build only™ RTM
Oifice, but are induded in Ther 2 | imedosck wel be ‘E bit inventory nat fully L
hafe 10 ap 1o WNE5. | b
o e 9 WSS e e, m mm
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This spreadsheet summarizes Win 95 & Office 95 availability situation for each language on Sept 5. the
proposed date of the European & Latin American announcements.

Worldwide RTM & Ship dates for Windows & Office ‘85 r““_"_'—"'—,Emrm —_— -
Fleasn 3ne explanstons at botton of page i/ O 05 RTW=Winge~2 weens | 'stmet 000 o
Tier Languagy Loc deltas Build RTM . Imwentary built  |Strest date: 5-5ep
Wn 85 OF85| tme | Wings OfBs | Win3g O 96 Win 95 O 35
1 Eng. US od 0d Tw|  1Z-mm  28-Jun 24-Jul T-Aug Ship Ship
£ng. A& od od 6w 12-Jun 28-Jun 24-Jul 7-Aug Ship Ship
Eng. ZIAA na 10d 8w nia H-jul nis 17-Aug nia Ship
Eng. EE T4d | 4w  28-dun nie|  2eut nra| S nia
Garman 7d 304 awl|  19-Jun 26l 7Ju | 2a-Aug] S Stup
FrenehifC 7d  a0a|  aw] 19dun  S-Augl 170 2-5ep]  Ship Stp
Itation 214 300 aw Tl 28du]  didu 23Augl  She Ship
Spanmh 214 a0g «w AuJul S-Aug 3tdul 2-Sep) Ship Ship
Swadish 21d 459§ 4w 3-Jui 10-ALg ol 7-Sep| Ship 4 w build onty
Japanase s0d  90d] 4wl 10-Sep 24-Sop 80t 22.0ct] MotRTWa Mot RTM9
2 Outch 21d s5q] dw 3-Jul__ 20-Au -de (7-Gep]  Shp 2 w buiid only
franhan 2td S84 4w A-dul 20-Au 3t-Jul 17-5ep Shp 2 w build only
Dansh 3%g  8sd Aw 17-Jul A-Aug 14-Aug 27-Sep Ship 1 w tuild onky
Norwegan a5d  7id 4w 17-Ju 5-Sep| 4-Aup 7-Oct Ship Mot RTMd
Portuguess 55d 904 3wl G-Aug 24-Sap 27-Aug 15-0ct Ship Not HTMd
Firinumi a5¢ aod Iw 27-Jul  14-Gapl  17-Aug 5-Oct Ship Not RTWd
Ctun, Tead. sod 90d aw| 10-5ep  24-Sep 8.0ct  22.0ct| NMotRTME  Not ATl
Korean go¢ o0d ew| 10-58p  24-Sep -0t 22-0Oct] NotRTMG  Nat RTM'd
3 Pohsh gog B5d Jw| 10-Sep  19-Sep] 100 10-Cctf NetRTM'D  Not RTMd
Hunganas nbd S0d Iw 20-Sep 24-Sep 11-0ct 180ci| Not RTWwd Mot RTM'd
Czech wod 95d 2wl  z0-5ep  28-Sep|  11:0ct  20-Octi NotRTM'd Mot RTM'd
Russian 40d 100 3wl 10-Sep 4-Oel yOct  25-Oct] NetRTMd  NolRTMd
Turkaah 110d 110d 3w 30-5ep  t4Ocl| 21Dt aMov| NotRTMd  Wot RTMW
Gresk 10g¢ 110d aw 30-Sep 14-0ct] 21-0ct 4.Nov| Not RTM'd Mot RTard
Catalan 120d 120d 3wl 10-0cl  240ect]  31-0ct _ t4-Nov| WotRTMW — Nat RTM'Y
Shovaruen 1200 120 d] 3wl 100ct  24.0ct]  31-Oct _ 14-Nov| NoiRTMD  Wai ATM'd
Chin. Simp.| 1204¢ 120d 2a] 100t 240l 31Ot taNov| MorRTWD Nt RTMW
Aran.US 180d 1804 3w 9.Ooc  23Dec| 30.Dec  13-dan| NotRTMG  Not RTMd
Hob JUS 1804 180 d| Iw bpDec  23Dec| 230-Dec  13-Jan| MWotRTMd Mot RTW'd
Arat JFR tedd 180d aw o.Dec  23Dec] 30-Dec  1l-Jan| NotRTMd  NotRTMd
Fars: na 1B80d Iw nia 23-Decl nia 13080 nia Mot RTWd
ThawUS 120d 1204 3w|  1060c  24-0¢t| 3106t t4-Nov| NotRTMo  Wol RTMd
Bah-ind. 7200 120¢] 3| o0t 240af -0ct  V4-Hov) NoLRTMD  Not ATMd
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Appendix I

The Microseft Windows 95 TrainCast is broadcast via saiellite. For satellite coordinates and more
information call 1-800-206-3000 in the United States and Canada. Registration will be centralized through
the 800 number. There is no regismration fee, but if attendees wish to acquire the training materials thev

will need to pay $50 per set.

Date  |lLength
1734/95]2 brs

Topic

T"The I Tour: An edited version of the current 1S tour with product demos and educanon tor L5
Managers.

T Reducmg Suppart Costs for Windows Desktops: conference Sessicn addressing ways (hat TIA95[4 hrs
organizations can reduce their desktap support Cosls using Windows 95, featunng mdustry
cxperts from the Gartner Group, Masie Instrute, Corporate Software, and Usability Sciences,
Inc.

$ Setup/Intsall and UY support issues: Detailed traiming on what to expect when vou sct up
Windows 95 in stand alone and networked cnvironments.

3 System administration and fosls: An MIS manager's guide and TOubleshooling resonree (o | Y137/95| 4 firs
remote adminstration of Pcs in a heterogenous envirenment.

TNetworking with Wiadows J5. Supporimg Windaws 03 bascd PCs connecied 1o Windows NT| /2 Trs
and other servers.

% Netwerking with Netware: Supporung and troubleshoating Windows 53 based FCs connected | 47117534 brs
to a Novel NetWare server.

mﬁmmmnum TTI5/93(4 hrs

that Windows 935 will suppor.

T What we've learned about support from the beta programs: MiCrosolT's Own 5upport Stail 4 hres

will provide 2 first look anf real-world data on what to expedt in rolling cut Windows 95.

A28/55]4 hrs

There is an opportunity for Reseller, LORG, SMORG and SP field reps to build events surroundmg the
broadcast. Programs should be tailored for the specific audience. The followng is a rough framework for
potential events by audience at the field offices:

s  VARs: Deliver a session to VARs which educates them on how 10 make monev with Windows 95 and
also train them on how to implement the “Desktop 95 Migration Challenge with their customers.
« LORG's: educats LLORG’s on benefits of Windows 95 for organizations. and deliver key tools to them

to beip them plan deployment.

L AG 0018277
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Appendix ITI
. Four Schedule (North American L&z

Sentile March 1
Sacramesnto March 6
Pasadena March 7
Orange Co. March 13

San Fran March 15
Louisville March 20
St. Louis March 22
Houston pMarch 28

San Diego March 30
San Antohio | Aprif 3

[ Dallas Apeil 4
Qklahoma Aprit 10
Detroit April 13

Minneapolis Apnl 17
New Yark Aprit 20
Columbus April 24
Philadeiphia April 27

Toronto May 8
Chicago May 11
Baoslon May 16
WA DC May 18
Atlanta May 20
FL AG 0018
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