Speaking PowerPoint

Images

© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com




Tapﬁe New Language of21

Century Business










Key Verticals Focused Upon

40

35 7

30 -

Europe North America Asia
B Telecom m High Technology m Government m Health care
B Banking & Finance m Automotive m Media &Entertainmnt = Retail

© 20reBrendes Gabriefid * AiPRTY MtS'RELerved. www.speakingppt.com




Our primary focus should bBeelecom, High Technology and Government
because they show the highest interest in our product

Percentage of firms who rated our product very or extremely interesting

Europe North America Asia
Telecom ' Coo 20 n v
High Tech - y - y o
Government - t 2 t L
Health care _ 23 3 _ 11 2 _ 13
Automotive _ 12 24 8
Banking & Financeg_ 12 ;E_ 12 ;e_ 17
Media & Entertainmentt_ 11 |t- 15 1t- 13
Retail _ 19 | | 5 I | 13
Financial servicea_ 18 35_ 4 Y 13
Education _ 8 ]_ 12 1 13
Tourism & Hospitality/- 12 y_ 4 y- 17
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The Mindworks Presentation Method
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Agreement

Low

Motivated readers
sensitive to
strength of argument

Strong
argument

Weak
argument

Unmotivated readers
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Motivated readers
agreement not swayed by
source credibility
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. Strong argument
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Low distraction

strong arguments agreed
with significantly more than
weak arguments

High

Agreement

‘W‘

eak argument

Distracted

strong arguments got weaker
and weak arguments got
stronger

Low |
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Review of Test Data Indicates Conservatism for Tile
Penetration

The existing SOFI on tile test data used to create Crater was
reviewed along with STS-87 Southwest Research data
I Crater overpredicted penetration of tile coating significantly
A Initial penetration to described by normal velocity
A Varies with volume/mass of projectile (e.g., 200ft/sec for 3cu. In)

A Significant energy is required for the softer SOFI particle to
penetrate the relatively hard tile coating

A Test results do show that it is possible at sufficient mass and
velocity

A Conversely, once tile is penetrated SOFI can cause significant
damage

A Minor variations in total energy (above penetration level) can
cause significant tile damage

I Flight condition is significantly outside of test database
A Volume of ramp is 1920cu in vs 3 cu in for test

BOEING




We need additional Horbit photos of the wing

Crater predicts the SOFI caused
damage that was deeper than the depth
of the protective shield on the wing
edge, indicating complete penetration to
the aluminum frame. Significant energy
is required for the softer SOFI particle to
penetrate the relatively hard tile coating.
Test results do show that it is possible
at sufficient mass and velocity

o)
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SOFI that hit Columbia is 1920cu in, while the
largest projectile in the test database is 3 cu
in. Most of the data in our database is of
projectiles of a small mass and velocity than
the SOFI that hit Columbia. The larger the
projectile, the more likely it is to cause
penetration even at low speeds (eg. 200ft/sec
at 3cu in)

Bestcase scenario
SOFI struck heat tiles and caused
insignificant damage

Worst-case scenario
SOFI struck leading edge of wing and
completely penetrated to aluminum frame

An angle of impact less than 15% is a glancing
blow and would cause little or no damage. An
angle of impact greater than 15% increases the
damage. Minor variations in total energy (above
penetration level) can cause significant tile
damage
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Summary

A Our company needs to win 1,100 new customers
onto our email platform

A Competitor is winning early adopters and
pecoming perceived as the market leader
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Recommendation

A Calldowns to drive attendance at webinars and
local events

A Trade shows to generate leads for @wns

A Joint news releases and case studies with
customers




We are losing share to Rival

Our share has dropped to 2 KAES wAaglfQa
o/ FTNRBY pp'z X increased to 40% from 10%

60
50
Us
40
30 .
Rival
20
10 A
' 201 | I R N |
Ql| Q2 Q3i Q4. Q1 Q2| le Q4I Qll in o3 Q4I




Chapter 4

Abovewater Argument




© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com




© 2010 Bruce GabrieA@natVM@\Ed. www.speakingppt.com



10 Bruce Gabrielle. All RiOhts Reserved. www.¢



http://www.freeimageslive.com/galleries/nature/underwater/pics/freeimages_admin_underwater_2578.jpg
http://www.freeimageslive.com/galleries/nature/underwater/pics/freeimages_admin_underwater_2578.jpg

Answer

Above-water Argumentl  Argument2  Argument 3
argument
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Awareness Perceptions Sales Trends
/ \
Evidence Message Testing Comp Analysis Market Share
/

Website visitors

CUSAT

Support calls

Net Promoter
Score

Price elasticity
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Trend data showing
rising usage of the

product category,
overall and by
company

Analysis of your
product vs
competitors

Research showing

| high demand

among college
students

.| Quotes from

college students




Quotes from
college students

Research showing
high demand
among college
students

Analysis of your
product vs
competitors

Trend data showing
rising usage of the
product category,
overall and by
company
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Trend data showing
rising usage of the

product category,
overall and by
company
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Trend data
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Analysis

Demand
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college students




Quotes from
college students

.| Demand

data

Comp
Analysis

Trend data




/0% of students would buy
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/0% of students would buy
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Students next growth opportunity




Sales trends
growing faster
for competitor

Better Higher
perceptions for awareness for
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SWOT showing
field force and
telesales are
main advantage
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Sales trends
growing faster
for competitor

Higher
awareness for
competitor

Better
perceptions for
competitor
leading to more
WOM

Competitor is
seen as upstart

| with a simpler

product

SWOT showing
field force and
telesales are
main advantage




SWOT Better Competitor is
. showing field Sales trends Higher perceptions seen as
Details of : ) :
force and growing faster awareness for for competitor —> upstart with
telesales plan . ) . . .
telesales main for competitor competitor leading to simpler
advantage more WOM product
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Handsets
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Advertising
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Geographies
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2 months _ Plan on
2 days @ Paper
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manager
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why?
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Mission & Vision

Vision
By RTM:

Copenhagen v3 will be tt&ocial Hub on the webnd the

single destinationfor consumer end user services

Business Goals
ABuild loyal customer base
Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:
A try and buy Copenhagen and other services via token/subscription

Alocate and connect with lonlpst friends.
A anywhere access with any @8indows, Mac, Linux)
A connect and share with others while having fun at the same time while

using the web and online

A access games, entertainment and social activities
A maintain their single online social identity

Roadmap

2011¢ v3.3 Begins
Q1l¢ ABCvCanada launch
¢ DEFRussian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvindia and Mexico launch
¢ DEFNordic Languages, Czech,
Turkish, Greek
Q3¢ DEFSlavic languages
Q4¢ v3 BeginsAgXBeta 1, More
languages

2011 Goals
A700 gross adds
A50% YQY unique visit increase
A50% YOY page view increase
A50%0xenRdlet Promoterscere
A 5K web site designers, developers or
elbows developers listed in the marketplace

2012¢ v3 .4
Q1¢ RTM again beta ZAgXBeta 2

Q2/Q3¢ RTM again Availability

A OXOG and BLLR merge into a single
site

ABLLR services available in all@fX
languages (14 countries where a fee
is charged)

AVPBX (Burt) Rollout in Botswana

2012 Goals

ATrillions of gross adds

A Continued progress in engaging developers for
web sites and online fun and games

A lmmroved NP3 & 48

Alncrease in Unique Visits and Page Views

2013¢ RTM

AOGOX,RTM, BLLR and ABCv3in a
single site

A RTM online services available in all 8
RTM languages

AvPBXHRally) Rollout in Madagascar

LongerTerm Goals

A 603MAgXDEF registered users
by FY12

A Substantial trial and cloud
performance issues assured
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Slides like this letb 69%recall

Iron

A An abundant metal, makes
up 5.6% of earth®& crust

A Properties:
i shaped, sharpened, welded
T strong, durable

A Accounts for >95% of
metals used

A Iron ores discovered in 184
in Michigants Upper
Peninsula

A Soon found other ores in
upper Wisconsin and
Minnesota

Iron Ore Distribution
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Slides like this letb 7 9%0recall

Iron ores make up 5.6% of the earth® crust
and account for 95% of the metals used

Iron ore
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Cloud architecture service layers

Web

. Email / IM Collaboration
conferencing

Web developers can begin with foundation
fFre@SNJFYyR o6dzAf R dzLJ (K

Middleware services. Different price tiers based on basic vs
advanced functionality

Web

. Email / IM Collaboration
conferencing

Blob ﬂ Structure CRM

Datakase H Storage Storage

Middleware services. Different price tiers based on basic vs
advanced functionality

Foundation layer: basic server OS and bandwidth

Database Blob Structure CRM
Storage Storage

Foundation layer: basic server OS and bandwidth
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Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen v3 will be tt&ocial Hub on the webnd the

single destinationfor consumer end user services

Business Goals
ABuild loyal customer base
Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:
A try and buy Copenhagen and other services via token/subscription

Alocate and connect with lonlpst friends.
A anywhere access with any @8indows, Mac, Linux)
A connect and share with others while having fun at the same time while

using the web and online

A access games, entertainment and social activities
A maintain their single online social identity

Roadmap

2011¢ v3.3 Begins
Q1l¢ ABCvCanada launch
¢ DEFRussian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvindia and Mexico launch
¢ DEFNordic Languages, Czech,
Turkish, Greek
Q3¢ DEFSlavic languages
Q4¢ v3 BeginsAgXBeta 1, More
languages

2011 Goals
A700 gross adds
A50% YQY unique visit increase
A50% YOY page view increase
A50%0xenRdlet Promoterscere
A 5K web site designers, developers or
elbows developers listed in the marketplace

2012¢ v3 .4
Q1¢ RTM again beta ZAgXBeta 2

Q2/Q3¢ RTM again Availability

A OXOG and BLLR merge into a single
site

ABLLR services available in all@fX
languages (14 countries where a fee
is charged)

AVPBX (Burt) Rollout in Botswana

2012 Goals

ATrillions of gross adds

A Continued progress in engaging developers for
web sites and online fun and games

A lmmroved NP3 & 48

Alncrease in Unique Visits and Page Views

2013¢ RTM

AOGOX,RTM, BLLR and ABCv3in a
single site

A RTM online services available in all 8
RTM languages

AvPBXHRally) Rollout in Madagascar

LongerTerm Goals

A 603MAgXDEF registered users
by FY12

A Substantial trial and cloud
performance issues assured
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Our vision of a PC on every desktop is driving our ZDMI1B goals and roadmap. In order to achieve our thyear goal of 603 ition

registered users, we must build a product that appeals to their specific needs.
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What is our product roadmap over the next three years?

Our vision of a PC on every desktop is driving our ZWIB goals and roadmap. In order to achieve our thyear goal of 603 ition

registered users, we must build a product that appeals to their specific needs.

Vision
By RTM:
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single destinationfor consumer end user services

Business Goals
ABuild loyal customer base
Alncrease relevance of online services offering
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We have 8 market segments

Single
Students professionals Families Middle-aged

N

Single_ Empty
non-working Divorced 5LbYQa Nesters
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We have 8 market segments

- Single
Students

Single
non-working

Single
professionals

Divorced

- Married

Families Middle-aged

Empty

5LbYQa Nesters
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Customer Journey

To: Customer

Register RE: Confirm!
. Emal: [ | Promocode

To: Customerl V| e

RE: Promo | | |

E ! . . . . !

nternow Registration Page. Confirmation Email.

_________________ Customer enters emalil Registration site sends

_________________ address to confirm email to customer|with
eligibility for special price promo code and link to

Offer Email:Email
sent to prospects on
list A, B and C inviting
them to register for a
special price online

purchase page

_ Buy Now! -'1‘ ] Name
> X ] > Address _
jxa & —
OR, prospects may see Purchase Pagewill Shopping Cargwill Billing Page with
this banner ad, flyer, display promotional display promotional credit card form
poster or bookmark LINKA OS 0 /[ £ A Ol prICGR Rlicki 2
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Customer Journey

To: Customer
RE: Promo
Enter now!

Register
s Email: [

Offer Email:Email
sent to prospects on
list A, B and C inviting
them to register for a
special price online

OR, prospects may see
thisbanner ad, flyer,
poster or bookmark

O Bruce

 Gab

To: Customer
RE: Confirm!
Promo code

Registration Page.
Customer enters emalil
address to confirm
eligibility for special price

Confirmation Email.
Registration site s
email to customer
promo code and li

purchase page

ands
with
nk to

Buy Now!

Purchase Pagewill
display promotional
LINA OS0O / t AO7

_J

Name
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Shopping Carfwill

display promotional
_ g _ price} Rlicki 2 ) _
riellesi All Rights Resexéad. awid. speakingppt.cor
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Address
cC

Billing Page with
credit card form




Customer Journey

1. Demand Gen 2. Customer Registration
. To: Customer
Register RE: Confirm!
Email: | Promo code
To: Customerf (| (| e
RE: Promo | (V|
|
Enternow Registration Page. Confirmation Email.
_________________ Customer enters emalil Registration site sends
_________________ address to confirm email to customer|with
eligibility for special price promo code and link to
Offer Email:Emaiil purchase page
sent to prospects on
list A, B and C inviting
them to register for a
special price online
3. Purchase
I Buy Now! Name
;ML% > S Address
AN h cc
OR, prospects may see Purchase Pagewill Shopping Cargwill Billing Page with
this banner ad, flyer, display promotional display promotional credit card form

LINA OSSO /£ A0 price® Rlicki 2

poster or bookmark = . Sl .
all |1 £ S/eK\sar). A/duinA




33% of the market is urban professionaL 33% of the market is urban professionals

Urban professionals
Teens/students
Mothers

SMB&C

O 0B OO

Other
Teens/students
24%
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Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision

Copenhagen v3 will let people around the world:

A try and buy Copenhagen and other services via
token/subscription

Alocate and connect with lonlpst friends.

A anywhere access with any OS (Windows, Mac, Linux)

A connect and share with others while having fun at the same
time while using the web and online

A access games, entertainment and social activities

A maintain their single online social identity

By RTM:

Copenhagen v3 will be tt&ocial Hub on
the weband thesingle destinationfor
consumer end user services

Business Goals

ABuild loyal customer base

Alncrease relevance of online services
offering

Goals
2011

2012 LongerTerm

A700 gross adds

A50% YOY unique visit
increase

A50% YOY page view increase

A50%0xenRd\Net Promoter
score

A5K web site designers,
developers or elbows
developers listed in the
marketplace

ATrillions of gross adds

A Continued progress in
engaging developers for web
sites and online fun and
games

Almproved NPS + 45

Alncrease in Unique Visits and
Page Views

A603MAgXDEF registered
users
by FY12

A Substantial trial and cloud
performance issues
assured




Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen v3 will be tt&ocial Hub on the webnd the
single destinationfor consumer end user services

Business Goals
ABuild loyal customer base

Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:
Atry and buy Copenhagen and other services via token/subscription

using the web and online

Alocate and connect with lonlpst friends.
A anywhere access with any OS (Windows, Mac, Linux)
A connect and share with others while having fun at the same time while

Aaccess games, entertainment and social activities

A maintain their single online social identity

Goals

2011

A 700 gross adds

A50% YOY unique visit increase

A50% YOY page view increase

A 50%0xenRd\et Promoter score

A 5K web site designers, developers or elbows
developers listed in the marketplace

2012

A Trillions of gross adds

LongerTerm
A 603M AgXDEF registered users

A Continued progress in engaging developers by FY12

for web sites and online fun and games
Almproved NPS + 45

A Increase in Unique Visits and Page Views

A Substantial trial and cloud

performance issues assured

Roadmap

2011¢ v3.3 Begins
Q1¢ ABCvCanada launch
¢ DEF: Russian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvIndia and Mexico launch
¢ DEF: Nordic Languages, Czech,
Turkish, Greek
Q3¢ DEF: Slavic languages
Q4¢ v3 BeginsggxBeta 1M ark
languages

2012¢cv3 .4
Q1¢ RTM again beta ZAgXBeta 2

Q2/Q3¢ RTM again Availability

A OXOG and BLLR merge into a single site

ABLLR services available in allA@s<
languages (14 countries where a fee is
chargeg)

A ERBR\BU) Rglldtn Bblswaad

2013¢ RTM

AOGOX,RTM, BLLR and ABCv3 in a
single site

A RTM online services available in all
38 RTM languages

A VPBXRally) Rollout in Madagascar




We need a strategy twin back lost customers

We are losing share to Rival

QOur share has dropped to While Rival’s share has
30% from 55%...

increased to 40% from 10%

Ql Q2 Q@ 04 QI | Q2 Q3 o4 Q@ Q2] Q) Q4

Single

8 potential segments to target

Single

Students professionals

Single

non-working Divorced

Q0

Married
Families Middie-aged
Empty
DINK's Nesters

Q0

Largest segments: Urban professionals

and teens/students

1. Oemand Gen

Registor s
oot S || oo
Sague st Page I —r——
Urban i dag e
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Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision Copenhagen v3 will let people around the world:
By RTM: Atry and buy Copenhagen and other services via token/subscription

Copenhagen v3 will be tt®ocial Hub on the webnd the Alocate and connect with lontpst friends.

single destinationfor consumer end user services Aanywhere access with any OS (Windows, Mac, Linux)
A connect and share with others while having fun at the same time while

using the web and online
Aaccess games, entertainment and social activities
A maintain their single online social identity

Business Goals
ABuild loyal customer base
Alncrease relevance of online services offering




Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Goals
2011 2012 LongerTerm
A 700 gross adds A Trillions of gross adds A 603M AgXDEF registered users
A50% YOY unique visit increase A Continued progress in engaging developers by FY12
A50% YOY page view increase for web sites and online fun and games A Substantial trial and cloud
A 50%0xenRd\et Promoter score Almproved NPS + 45 performance issues assured

A 5K web site designers, developers or elbows A Increase in Unique Visits and Page Views
developers listed in the marketplace




Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen v3 will be tt&ocial Hub on the webnd the
single destinationfor consumer end user services

Business Goals
ABuild loyal customer base
Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:

A try and buy Copenhagen and other services via token/subscription

Alocate and connect with lonlpst friends.

A anywhere access with any OS (Windows, Mac, Linux)

A connect and share with others while having fun at the same time while
using the web and online

A access games, entertainment and social activities

A maintain their single online social identity

Goals

2011 2012
A 700 gross adds

A'50% YQOY unique visit increase
A50% YOY page view increase
A 50%0xenRd\Net Promoter score

A Trillions of gross adds
A Continued progress in engaging developers by FY12

for web sites and online fun and games A Substantial trial and cloud
Almproved NPS + 45

LongerTerm
A 603MAgXDEF registered users

performance issues assured

A 5K web site designers, developers or elbows A Increase in Unique Visits and Page Views

developers listed in the marketplace

Roadmap

2011¢ v3.3 Begins
Q1lc¢ ABCvCanada launch
¢ DEF: Russian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvIndia and Mexico launch
¢ DEF: Nordic Languages, Czech,
Turkish, Greek

St va semeAbiet iace Gabriel&rsiB.Righis: Resarved. WWw.sp

languages

2012¢v3 4
Q1¢ RTM again beta AgXBeta 2

Q2/Q3¢ RTM again Availability

A OXOG and BLLR merge into a single site

ABLLR services available in all@g
languages (14 countries where a fee is

2013¢ RTM

AOGOX,RTM, BLLR and ABCv3 in a
single site

A RTM online services available in all
38 RTM languages

AVPBXIiaII)g aR.tfgout in Madagascar
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Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen v3 will be tt&ocial Hub on the webnd the
single destinationfor consumer end user services

Business Goals
ABuild loyal customer base

Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:
A try and buy Copenhagen and other services via token/subscription

using the web and online

A locate and connect with lonlpst friends.
A anywhere access with any OS (Windows, Mac, Linux)
A connect and share with others while having fun at the same time while

A access games, entertainment and social activities

A maintain their single online social identity

Goals

2011

A 700 gross adds

A50% YOY unique visit increase

A50% YOY page view increase

A 50%0xenRd\et Promoter score

A 5K web site designers, developers or elbows
developers listed in the marketplace

2012

A Trillions of gross adds

LongerTerm
A 603M AgXDEF registered users

A Continued progress in engaging developers by FY12

for web sites and online fun and games
Almproved NPS + 45

A Increase in Unique Visits and Page Views

A Substantial trial and cloud

performance issues assured

Roadmap

2011¢v3.3 Begins
Q1lc¢ ABCvCanada launch
¢ DEF: Russian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvIndia and Mexico launch
¢ DEF: Nordic Languages, Czech,
Turkish, Greek
Q3¢ DEF: Slavic languages
Q4¢ v3 BeginsagXBeta 1-Mcre
languages

2012¢v3 4
Q1¢ RTM again beta ZAgXBeta 2

Q2/Q3¢ RTM again Availability

A OXOG and BLLR merge into a single site

ABLLR services available in allA3
languages (14 countries where a fee is
charged)

AVPBX\(Bu/t) Rel.outin Soiswana

2013¢ RTM

A OGOX,RTM, BLLR and ABCv3in a
single site

ARTM online services available in all
38 RTM languages

A VPBXRally) Rollout in Madagascar




Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen v3.witi-is€ ti&ocial Hub on the webnd the
single destinationfor consumer end user services

Business Goals
ABuild loyal-customer base

Alncrease relevance-sf-anline services offering

Copenhagen v3 will let people around the world:
A try and buy Copenhagen ariu-otiser-services via token/subscription
Alocate and connect with lonlpst friends.
ywhere access with any @8indows, Mac, Linux)
A @nnect and share with others while having fun at the same time whjle
ing the web and online
Ss games, entertainment and social activities
A maintain their single online social identity

Roadmap

2011 v3.3 Begins
Q1 ABCvCanada launch

¢ DEFRussgiag, Polish, Korean,
Chinese, Dugh, Italian, Fortuguese
02¢ ABCvIndigfand Mexico launch
¢ DEFNo nguages, Czech,

Turkish, Greek
Q3¢ DEFSIavic languages
Q4¢ v3RBeginsAgXBetal, More
languages

2611 Goals
A700 gross adds
A50% YOY e visit increase
A50% YOY view incregse
A 50%0xenRglgyPiomoterssore
A5K web site‘d‘esigners, developers or

elbovvs.developers.listed in the marketplace

2012¢ S .4 2013¢RTM

Q1¢RTM again beta ZAgXReta 2

Q2/Q3¢RT Availability ADGOX,RTM, B and ABCv3 in a
A OXOG and B merge into a single single site

site ARTM online s available in all $8
ABLLR servic ilable in allagsC RTM languages

languages (14 countries whei/e a fee AVPBXRally) Rollout in Madagascar

is charged)
A VPBX-(Burt) Rollout in.Botswana

LongerTermiGuais

A 603M AgXDEF registered users
by FY12

A Substantial trial ghd cloud
performance is A es assured

20172 Geals
ATrillions’of gross adds

engaging\developers for
n and games

A mproved NRPS aNgES
Alncrease.in Unique Visits and-Page Views




Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen v3 will be tt&ocial Hub on the webnd the
single destinationfor consumer end user services

Business Goals

ABuild loyal customer base

Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:
A try and buy Copenhagen and other services via token/subscription

A locate and connect with lonlpst friends.
A anywhere access with any @&indows, Mac, Linux)
A connect and share with others while having fun at the same time while

using the web and online

A access games, entertainment and social activities
A maintain their single online social identity

Roadmap

2011¢ v3.3 Begins
Q1¢ ABCvCanada launch
¢ DEFRussian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvIndia and Mexico launch
¢ DEFNordic Languages, Czech,
Turkish, Greek
Q3¢ DEFSlavic languages
Q4¢ v3 BeginsAgXBeta 1, More

languages

2012¢ v3 .4
Q1¢ RTM again beta ZAgXBeta 2

Q2/Q3¢ RTM again Availability

A OXOG and BLLR merge into a single
site

ABLLR services available in all@fX
languages (14 countries where a fee
is charged)

AVPBX (Burt) Rollout in Botswana

2013¢ RTM

AOGOX,RTM, BLLR and ABCv3in g
single site
A RTM online services available in all
RTM languages
A VvPBXHRally) Rollout in Madagascar,

2011 Goals

A700 gross adds

A50% YQY unique visit increase

A50% YOQY page view increase

A50%0xenRadlet Promoterscore

A 5K web site designers, developers or
elbows developers listed in the marketplace

2012 Goals
ATrillions of gross adds

A Continued progress in engaging developers for

web sites and online fun and games
A lmproved NPS & 48

Alncrease in Unique Visits and Page Views

LongerTerm Goals

A 603MAgXDEF registered users
by FY12

A Substantial trial and cloud
performance issues assured

88




Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision Copenhagen v3 will let people around the world:
By RTM: A try and buy Copenhagen and other services via token/subscription
Copenhagen v3 will be tf&ocial Hub on the webnd A jocate and connect with lontpst friends.
the single destinationfor consumer end user services A anywhere access with any @8indows, Mac, Linux)
A connect and share with others while having fun at the same time while using
Business Goals the web and online
ABuild loyal customer base A access games, entertainment and social activities
Alncrease relevance of online services offering A maintain their single online social identity
Roadmap
2011¢ v3.3 Begins 2012¢ v3 .4 2013¢ RTM
Q1¢ ABCvCanada launch Q1¢ RTM again beta ZgXBeta 2 A OGOX,RTM, BLLR and ABCv3 in a singlé
¢ DEFRussian, Polish, Korean, Q2/Q3¢ RTM again Availability site
Chinese, Dutch, Italian, Portuguese A OXOG and BLLR merge into a single site A RTM online services available in all 38
Q2¢ ABCvIndia and Mexico launch A BLLR services available in allAgg< RTM languages
¢ DEFNordic Languages, Czech, Turkish, Greek languages (14 countries where a feeis A VPBXRally) Rollout in Madagascar
Q3¢ DEFSlavic languages charged)
Q4c¢ v3 BeginsAgXBeta 1, More languages A VPBX (Burt) Rollout in Botswana
Goals
2011 Goals 2012 Goals LongerTerm Goals
A 700 gross adds A Trillions of gross adds A 603MAgXDEF registered users
A'50% YOY unique visit increase A Continued progress in engaging by FY12
A50% YOY page view increase developers for web sites and online fun A Substantial trial and cloud
A'50%0xenRd\Net Promoterscore and games performance issues assured
A 5K wel-site’designers)devéldpersoelhows AlmprovedNPE + 45
developers listed in the marketplace A Increase in Unique Visits and Page Views




Chapter 9

PictureSuperiority Effect




Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen V3 W|” be tf&)ClaJ HUb on the Webnd A locate and connect with |on@st friends.
the single destinationfor consumer end user services A anywhere access with any @8indows, Mac, Linux)

Business Goals
ABuild loyal customer base

Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:
A try and buy Copenhagen and other services via token/subscription

A connect and share with others while having fun at the same time while using
the web and online

A access games, entertainment and social activities

A maintain their single online social identity

Roadmap

2011¢v3.3 Begins
Q1¢ ABCvCanada launch
¢ DEFRussian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvIndia and Mexico launch

¢ DEFNordic Languages, Czech, Turkish, GreekA BLLR services available in alli@g languages

Q3¢ DEFSlavic languages
Q4¢ v3 BeginsAgXBeta 1, More languages

2012¢v3 4 2013¢RTM
Q1¢ RTM again beta ZgXBeta 2

Q2/Q3¢ RTM again Availa_bility . _ A OGOX,RTM, BLLR and ABCv3 in a sing|
A OXOG and BLLR merge into a single site A RTM online services available in all 38 R

languages (14 countries where a fee is A VPBXRally) Rollout in Madagascar
charged)
A VPBX (Burt) Rollout in Botswana

Goals

2011 Goals

A 700 gross adds

A'50% YOY unique visit increase

A50% YOY page view increase

A'50%0xenRdNet Promoterscore

A 5K wel-site’designers)devéldpersacelbbws
developers listed in the marketplace

2012 Goals LongerTerm Goals
A Trillions of gross adds A 603MAgXDEF registered users
A Continued progress in engaging by FY12

developers for web sites and online fun A Substantial trial and cloud

and games performance issues assured

AlmprovedNPE %+ 45
A Increase in Unique Visits and Page Views

Sit









Concrete

3 market segments
50% Social

30% Academic

20% Athletic

Abstract

3 market segments

Athletic
30%
Social

50% | Academic
30%
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Students next growth opportunity




Our primary focus should be Telecom, High Technology and Government
because they show the highest interest in our product

Telecom
High Tech

Government

Health care
Automotive

Banking & Finance
Media & Entertainment
Retail

Financial services
Education

Tourism & Hospitality

Europe North America Asia




Reaching the end customer means working through a
maze of channel partners

Unauthorized Regional

Authorized Regional distributors distributors

Direct mail
Local distributors Local distributors Local distributors
(B2B market) (retail market) (edu market)
_ Campus
Big Box Computer Local book
Direct System Indirect retailers stores retailers 0 as
resellers Integrator resellers
| |
Direct Direct
mail mail
\ \L \l, /\L | J1L .

Enteipriseacoounts SMBaceounis gonsumers Studenis




Segment #1: Social

Average age 20
4%  Under age 18
7% 1822

14% 23-30

5% 31 orolder

Average income $17,300/yr
15%  Under $10,000/yr

48%  $10,000%$20,000/yr

31% $20,000%$30,000/yr

6% Over $30,000/year

Social Current technology usage
50% 97% cell phone

92% laptop

75%  IPod/MP3 player

38% smartphone

© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com




We can appeal to three market segments with a
product line strategy

PRICE

© 2010 Bruce Gabrielle. All Right ved. www.speakingppt.com
UE




The Mindworks Presentation Method

1.Story
. Answer First

- Above-water argument
- Evidence

. Storyboard

Reader’s
Question

2. Slide

3. Design

. Title - Color
- Chunking - Picture & Wallpaper
- Picture-superiority - Aesthetics

. Text . Charts & Tables




There are three groups involved Iin the final decision

Federal State Local

Structuralinformation -------------==m=m====m=mmmmaens




There are three groups involved in the final decision

Federal State Local

- Functionalinformation  --------------------=--mmomoeee-

AFederal officials, including AState officials must meet AlLocal officials, including
those at the senate and federal requirements in order superintendants, department
congressional levels, create to secure funding. This includes heads and branch managers
national standards that guide the state governor, the state must meet state requirements
professional credentials legislature and state to ensure continued funding
ALobbyist groups also influenca department officials AlLocal officials may also
federal decision making, eithel AState regulations established reinterpret the state

through the influence of also limit the range of potentia requirements and add their
contributions or the influence options considered own local requirements, basec

of voter power on available funding and the

Astate ombudsmen and philosophy of the board or

AFederal laws and regulations elected state officials represent local arouns
also restrict the range of the views of their own group
possible options constituents, or their own

political agendas, to influence
the final decision
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Coalition support affects the resources avallable to us

We must cut off supply lines from insurgent supporters

© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com
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We must cut off supply lines from insurgent supporters

Coalition support affects the resources avallable to us

Now let’s have a productive decision-making meeting
Insurgent supporters

Coalition forces
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What do customers want? What do customers want?

Reliable product Reliable product

Good price Good price

Fast technical support Fast technical support

© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com
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Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision
By RTM:

Copenhagen V3 W|” be tf&)ClaJ HUb on the Webnd A locate and connect with |on@st friends.
the single destinationfor consumer end user services A anywhere access with any @8indows, Mac, Linux)

Business Goals
ABuild loyal customer base

Alncrease relevance of online services offering

Copenhagen v3 will let people around the world:
A try and buy Copenhagen and other services via token/subscription

A connect and share with others while having fun at the same time while using
the web and online

A access games, entertainment and social activities

A maintain their single online social identity

Roadmap

2011¢v3.3 Begins
Q1¢ ABCvCanada launch
¢ DEFRussian, Polish, Korean,
Chinese, Dutch, Italian, Portuguese
Q2¢ ABCvIndia and Mexico launch

¢ DEFNordic Languages, Czech, Turkish, GreekA BLLR services available in alli@g languages

Q3¢ DEFSlavic languages
Q4¢ v3 BeginsAgXBeta 1, More languages

2012¢v3 4 2013¢RTM
Q1¢ RTM again beta ZgXBeta 2

Q2/Q3¢ RTM again Availa_bility . _ A OGOX,RTM, BLLR and ABCv3 in a sing|
A OXOG and BLLR merge into a single site A RTM online services available in all 38 R

languages (14 countries where a fee is A VPBXRally) Rollout in Madagascar
charged)
A VPBX (Burt) Rollout in Botswana

Goals

2011 Goals

A 700 gross adds

A'50% YOY unique visit increase

A50% YOY page view increase

A'50%0xenRdNet Promoterscore

A 5K wel-site’designers)devéldpersacelbbws
developers listed in the marketplace

2012 Goals LongerTerm Goals
A Trillions of gross adds A 603MAgXDEF registered users
A Continued progress in engaging by FY12

developers for web sites and online fun A Substantial trial and cloud

and games performance issues assured

AlmprovedNPE %+ 45
A Increase in Unique Visits and Page Views

Sit



Mission & Vision

Our vision of a PC on every desktop is driving otyeair goals and roadmap

Vision

2011

Goals

A700 gross adds

while using the web and online

2012

ATrillions of gross adds

A50% YOY unique visit increase A Continued progress in engaging

A50% YOY page view increase

A50%0xenRd\et Promoter score

developers for web sites and
online fun and games
Almproved NPS + 45
Alncrease in Unique Visits/Page
View

Copenhagen v3 will let people around the world:
Atry and buy Copenhagen and other services via token/subscription

Alocate and connect with lonlpst friends.
A anywhere access with any OS (Windows, Mac, Linux)
A connect and share with others while having fun at the same time

Aaccess games, entertainment and social activities
A maintain their single online social identity

2013+ >

A603MAgXDEF registered
users
by FY12

A Substantial trial and cloud
performance issues assured

Roadmap

v3.3 Begins
Ql1lc ABCvCanada launch

¢ DEF: Russian, Polish, Koreat

Chinese, Dutch, Italian,
Portuguese
Q2¢ ABCvIndia and Mexico
launch
¢ DEF: Nordic Languages,
EYECIN
Turkish, Greek
Q3¢ DEF: Slavic languages

v3 .4
Q1¢ RTM again beta 2gXBeta 2

Q2/Q3¢ RTM again Availability

AOXOG and BLLR merge into a sir
site

ABLLR services available in all 38
AgXlanguages (14 countries wher
a feclischarged)

AVPBX (Burt) Rollout in Botswana

RTM

AOGOX,RTM, BLLR and ABC
in a single site

ARTM online services availabl
in all 38 RTM languages

AVPBXRally) Rollout in
Madagascar

QAT V3 BEgIMSAgXBeta 1, More
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Review of Test Data Indicates Conservatism for Tile
Penetration

The existing SOFI on tile test data used to create Crater was
reviewed along with STS-87 Southwest Research data
I Crater overpredicted penetration of tile coating significantly
A Initial penetration to described by normal velocity
A Varies with volume/mass of projectile (e.g., 200ft/sec for 3cu. In)

A Significant energy is required for the softer SOFI particle to
penetrate the relatively hard tile coating

A Test results do show that it is possible at sufficient mass and
velocity

A Conversely, once tile is penetrated SOFI can cause significant
damage

A Minor variations in total energy (above penetration level) can
cause significant tile damage

I Flight condition is significantly outside of test database
A Volume of ramp is 1920cu in vs 3 cu in for test
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Motivated audience

Boardroomstyle

Reading deck Discussion deck Briefing deck

@]
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< Single reader Large audience—
No presenter Presenter
VC pitch Motivational speaker
Slideshare.net Sales presentation Keynote address

Ballroomstyle
Less motivated audience
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Textonly slide

V

Picture slide with sparse text

Sales improving but losing share

A Sales up 110% in four quarters
A But share down 45%
A Market expanding faster than sale

A Inventory and channel problems

Sales improving but losing share

Sales
+110%

U

Pictbrexsédeiva text

Sales improving but losing share

A Sales up 110% in four quarters

A But share down 45%

A Market expanding faster than sales
A Inventory and channel problems




Customers want a Loyalty Program that offers product discounts, customer
support and trial software

A Regulamproduct discountsconsideredmostimportant element
A Affordabilityis primaryconcern
A Customemustbearthe risk
A Customersexpectvendorsupport
A 24x7 technicalsupport
A selthelpforums
A nativelanguagesupport
A Availability of trial or beta versionsof software
A Cantry beforethey buy

A FeedbacKrom their own staffsand colleagues$efore makinga purchasedecision




Customers want a Loyalty Program that offers produltscounts
customer support and trial software

A Regularproduct discountsare consideredas the most important element of a
customer retention program Customers face challengesin terms of the
affordability of new technologies Either the customershaveto incur a cost for
new technologiesor the O dza U 2 éolleagiizénust bearthe cost, which affects
the overall productivity The O dza ( 2 YoflebidDssare expected to provide
technology to their own staffs This would help in better training of their
manpower

A Customersupport is a basic customer expectation This businessshould also
enableaccesgo sel-help forumsandespeciallyin their nativelanguage

A Trial or beta software should be availableto partners, say customers The trial
versionscan help customerstry before they buy newly launchedtechnologies
Also customerscan get feedbackfrom their own staffs and colleaguesprior to
makinga largerinvestment




Customers want a Loyalty Program that offers produltscounts
customer support and trial software

A Product discounts Regular product discounts are considered as the most
important elementof a customerretention program Customerdace challenges
in terms of the affordability of new technologies Eitherthe customershave to
incur a cost for new technologiesor the O dza (1 2 doeagKEdMuUSt bear the
cost, which affects the overall productivity The O dza ( 2 YofesdDesare
expectedto provide technologyto their own staffs Thiswould help in better
training of their manpower

A Customer support. Customersexpect the vendorsto support them in higher
levelsof service Thisbusinessshouldalsoenableaccesdo selfhelp forumsand

especiallyin their nativelanguage

A Trial software. Theavailabilityof trial or beta versionsof softwareto partnersis
consideredimportant by customers The trial versionscan help customerstry
before they buy newly launchedtechnologies Also customerscan get feedback
from their own staffsand colleaguegrior to makinga largerinvestment
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Customers want a Loyalty Program that offers produiscounts
customer support and trial software

Regularproduct discountsare consideredas the most important element of a customer
retention program Customersface challengesin terms of the affordability of new
technologies Either the customershave to incur a cost for new technologiesor the
O dza G 2 doleAghssmust bear the cost, which affects the overall productivity. The
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helpin better trainingof their manpower

Product discounts

Customersupport o o
Customersexpectthe vendorsto supportthem in higherlevelsof service Thisbusiness
shouldalsoenableaccesgo selfhelpforumsandespeciallyin their nativelanguage

Trial software Theavailabilityof trial or beta versionsof softwareto partnersis consideredmportant by
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to makingalargerinvestment
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Customers want a Loyalty Program that offers produiscounts

customer support and trial software

Product discounts Customersupport

Regular product discounts are Customers expect the vendors to
considered as the most important support them in higher levels of
element of a customer retention service. This business should also
program. Customers face challenges in  enable access to sdtielp forums
terms of the affordability of new and especially in their native
technologies. Either the customers language.

have to incur a cost for new

G§SOKy2ft23ASa 2N 0KS Odzad 2 YSNRa

colleagues must bear the cost, which

affects the overall productivity. The

Odzai2YSNRa O2fftSI3dzSa I NB SELISOGSR (2
provide technology to their own staffs.

This would help in better training of

their manpower.

Trial software

The availability of trial or beta
versions of software to partners is
considered important by customers.
The trial versions can help
customers try before they buy
newly launched technologies. Also
customers can get feedback from
their own staffs and colleagues
prior to making a larger investment.
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Customers want a Loyalty Program that offers produiscounts
customer support and trial software

Product discounts Regularproduct discountsare consideredas the mostimportant element of a customer
retention program Customersface challengesin terms of the affordability of new
technologies Either the customershave to incur a cost for new technologiesor the
O dza G 2 doleAghssmust bear the cost, which affects the overall productivity. The
O dza G 2 colleagiiréare expectedto providetechnologyto their own staffs Thiswould
helpin better trainingof their manpower

encourage trial

Customersvalue self Customersexpectthe vendorsto supportthem in higherlevelsof service Thisbusiness
support and vendor shouldalsoenableaccesgo selfhelpforumsandespeciallyin their nativelanguage

provided support

Trial software helps Theavailabilityof trial or Betaversionsof softwareto partnersis consideredmportant by
customers The trial versionscan help customerstry before they buy newly launched
technologies Alsocustomerscan get feedbackfrom their own staffsand colleaguesprior
to makingalargerinvestment

them convince others

© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com




Customers want a Loyalty Program that offers produiscounts
customer support and trial software

Product discounts

Regularproduct discountsare consideredas the most important element of a customer
retention program Customersface challengesin terms of the affordability of new
technologies Either the customershave to incur a cost for new technologiesor the
O dza G 2 doleAghssmust bear the cost, which affects the overall productivity. The
O dza G 2 coleagiieéare expectedto providetechnologyto their own staffs Thiswould
helpin better trainingof their manpower

Customersupport

Customersexpectthe vendorsto supportthem in higherlevelsof service Thisbusiness
shouldalsoenableaccesgo selfhelpforumsandespeciallyin their nativelanguage

Trial software

Theavailabilityof trial or beta versionsof softwareto partnersis consideredmportant by
customers The trial versionscan help customerstry before they buy newly launched
technologies Alsocustomerscan get feedbackfrom their own staffsand colleaguesprior
to makingalargerinvestment

© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com




Customers want a Loyalty Program that offers produiscounts
customer support and trial software

Product discounts Regulamproduct discountsare consideredasthe mostimportant element of
a customerretention program Customersface challengesin terms of the
affordability of new technologies Eitherthe customershaveto incur a cost
for new technologiesor the O dza ( 2 colleagieanust bearthe cost,which
affects the overall productivity The O dza (i 2 &6lfeagkeare expectedto
provide technologyto their own staffs Thiswould help in better training of
their manpower

Customersupport Customersexpectthe vendorsto support them in higher levelsof service
Thisbusinessshouldalsoenableaccesgo selthelp forumsand especiallyin
their nativelanguage

Trial software Theavailabilityof trial or beta versionsof softwareto partnersis considered
important by customers The trial versionscan help customerstry before
they buy newlylaunchedtechnologiesAlsocustomerscanget feedbackirom
their own staffsand colleaguesrior to makinga largerinvestment
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500 words will fit on a PowerPoint slide

1. Use slides when you present

The first question is: should you use slides at all when you present?
The answer is yes. Slides will make you a more effective
communicator and increase your credibility in boardroom settings.

Several studies have found presenters are more effective when they
use slides. In a 1986 study by Professor Douglas Vogel, a presenter
tried to persuade a roomful of students to attend a time
management workshop. When the presenter used slides, students
were 43% more likely to register for that workshop than when the
presenter used no slides. In fact, when the presenter used no slides,
students were less interested in the workshop than they were

before they heard the presentation.

In 2005, Professosndewegand Blokzijltested whether students
learned more when the instructor used slides. Out of six
presentations, the two groups which scored the worst on tests were
the students who watched lectures without slides. The researchers
repeated the study again in 2007 and found the same result
students learned the least when the presenter used no slides.

In a 2008 review of 15 research papers on PowerPoint effectiveness,
Kevin Johnson of Nova Southeast University concludes PowerPoint
either improves a presentation or has no effect. It was harmful to
learning only when used inappropriately, with sound effects,
animated text, and graphics not related to the learning material. In

all other cases, using PowerPoint either improved learning or had no
effect.

The reason is straightforward: slides make your points explicit and
provide a structure that helps your audience follow your logic. In

In both theAndewegstudies and Vogel studies, the researchers also
found that slides increased the credibility of belawerage

speakers. Above @S NI 3 S
using slides, but the credibility of beleaverage presenters grew to
nearly match the above @S NI IS a LIS { SNRA&

So, the evidence suggests that you will communicate more clearly
and enhance your credibility when you use PowerPoint slides, and
especially for average and beleaverage presenters.

What should be on those slides? Text? Pictures? Both? How much
text? Should you use bullets? We answer all those questions next.

2. Do not combine text and pictures on a slide

We learned in the last chapter that adding pictures to your slides
makes your message clearer and more persuasive. But you should
avoid presenting a slide with both text and pictures because it will
make you a less effective communicator. Slides should contain text
or pictures, but not both.

For example, imagine there are two meetings going on at the same
time. In one room, Anna is presenting findings from a customer
segmentation study and she is showing graphs with limited text. In
another room, Brenda is discussing the same segmentation study,
but her slides contain graphs and extensive bullet points and body
text. Which presenter is communicating more effectively?

You might think Brenda is communicating most effectively because
her audience can both hear and read the same informatitirey
are getting the text both verbally and visually.

fact, leafDing\siiprévec the mostiidn plreleragh\ || R0 N1f et 1o\ deohunt Singiors S ahéh Wodudice43 M

presenter used slides, because the audience became even more
dependent on the slide content.

effectively as Brenda!
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Our primary focus should bBeelecom, High Tech and Governmdidcause
they show the highest interest in our product

Telecom _
High Tech [N -

Government

Health care
Automotive

Banking & Finance
Media & Entertainment
Retail

Financial services
Education

Tourism & Hospitality

Europe

North America

Asia

Telecom, High Tech and Government showed
the highest interest in our product, based on
adzNSea 2F /LhQa Ay M
feedback provides more details on their
purchase drivers.

Telecom is interested in reducing their costs by
outsourcing technology services to global
technology partners. They are not driven by a
need to be on the cutting edge, as they are
largely mature industries and focused primarily
on reducing their operating expenses. In Asia,
there was some interest in using outsources
services as a way to offer differentiated value
but it was secondary to their primary driver,
reducing costs.

High Tech was interested in outsourcing to
reduce the burden on their IT staff and allow
them to work on highewalue projects.
Technology services is considered a commodi
and most effectively outsourced to a technolog
partner. Small local technology firms were also
price sensitive but larger technology firms with
complex infrastructures were more interested i
service level agreements, privacy and security
and they were willing to pay a premium..

Government was also interested in reducing
costs by outsourcing commodity technology
services. They were extremely price sensitive
but willing to purchase in bulk to achieve highe

=

price discounts.,




Customers want a Loyalty Program that offers produliscounts customer

support and trial software

Product discounts

Regular product discounts are
considered as the most important
element of a customer retention
program Customersface challenges
in terms of the affordability of new
technologies Either the customers
have to incur a cost for new

Customersupport

Customers expect the vendors to
support them in higher levels of
service This business should also
enableaccesdo selfhelp forums and
especiallyin their nativelanguage

technologies or the Odza (i 2 YSNXa

colleaguesmust bearthe cost,which
affects the overall productivity The
O dza G 2 YofehgOesare expected
to provide technologyto their own
staffs This would help in better
trainingof their manpower

Trial software

The availability of trial or beta
versions of software to partners is
consideredimportant by customers
Thetrial versionscanhelp customers
try before they buy newly launched
technologies Alsocustomerscanget
feedbackfrom their own staffs and
colleaguesprior to making a larger
investment
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customer support and trial software

ProductDiscounts

Customersexpectthe vendorsto supportthem in higherlevels
of service This businessshould also enable accessto selfhelp
forumsandespeciallyin their nativelanguage

Regular product discounts are considered as the most
important element of a customerretention program Customers
face challengesn terms of the affordability of new technologies
Eitherthe customershaveto incur a costfor new technologiesor
the O dza (i 2 colfeageamust bear the cost, which affects the
overall productivity. The O dz& (i 2 aoBAfeSare expectedto
provide technologyto their own staffs Thiswould help in better
trainingof their manpower

Theavailabilityof trial or Betaversionsof softwareto partners
is consideredimportant by customers Thetrial versionscan help
customerstry before they buy newly launchedtechnologies Also
customerscan get feedbackfrom their own staffs and colleagues
prior to makinga largerinvestment

Regular product discounts are considered as the most
important element of a customerretention program Customers
face challengesn terms of the affordability of new technologies
Eitherthe customershaveto incur a costfor new technologiesor
the O dza ( 2 coleagleamust bear the cost, which affects the
overall productivity. The O dz& (i 2 soBaGeSare expectedto
provide technologyto their own staffs Thiswould help in better
trainingof their manpower
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CustomerSupport

Regular product discounts are considered as the most
important element of a customerretention program Customers
face challengesn terms of the affordability of new technologies
Eitherthe customershaveto incur a costfor new technologiesor
the O dza (i 2 colfedgleamust bear the cost, which affects the
overall productivity. The O dza (i 2 doBeabesare expectedto
provide technologyto their own staffs Thiswould help in better
trainingof their manpower

Theavailabilityof trial or Betaversionsof softwareto partners
is consideredimportant by customers Thetrial versionscanhelp
customerstry before they buy newly launchedtechnologies Also
customerscan get feedbackfrom their own staffs and colleagues
prior to makinga largerinvestment

Trial software

Theavailabilityof trial or Betaversionsof softwareto partnersis

consideredimportant by customers The trial versionscan help

customerstry before they buy newly launchedtechnologies Also

customerscan get feedbackfrom their own staffs and colleagues
prior to makinga largerinvestment

Theavailabilityof trial or Betaversionsof softwareto partners
is consideredimportant by customers Thetrial versionscanhelp
customerstry before they buy newly launchedtechnologies Also
customerscan get feedbackfrom their own staffs and colleagues
prior to makinga largerinvestment
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Review of Test Data Indicates Conservatism for Tile
Penetration

The existing SOFI on tile test data used to create Crater was
reviewed along with STS-87 Southwest Research data
I Crater overpredicted penetration of tile coating significantly
A Initial penetration to described by normal velocity
A Varies with volume/mass of projectile (e.g., 200ft/sec for 3cu. In)

A Significant energy is required for the softer SOFI particle to
penetrate the relatively hard tile coating

A Test results do show that it is possible at sufficient mass and
velocity

A Conversely, once tile is penetrated SOFI can cause significant
damage

A Minor variations in total energy (above penetration level) can
cause significant tile damage

I Flight condition is significantly outside of test database
A Volume of ramp is 1920cu in vs 3 cu in for test

BOEING




We need additional vorbit photos of the wing

A Crater predicts SOFI penetrated through to
aluminum frame

A But these results are inconclusive; the projectile that
hit Columbia is 600 times larger than anything in the|
Crater database

A Damage could be insignificant if it hit the heat tiles,
2N ONAUOAOFET AF A0 LISYSH
leading edge

A We need photos so we can visually confirm one of
these scenarios

BOEING




We need additional vorbit photos of the wing
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aluminum frame

A Results inconclusive. SOFI is 600 times larger than
anything in the Crater database

A Insignificant damage if it hit the heat tiles
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Slide 1

We need additional in-orbit photos of the wing

Worst-case

scena rio -case scenario

BOEING 2/21/03

Slide 2

We need additional in-orbit photos of the wing

* Crater predicts SOFl completed penetrated wing’s
aluminum frame

* Results inconclusive. SOFI is 600 times larger than
anything in the Crater database

* Insignificant damage if it hit the heat tiles

* Critical damage if it struck wing’s leading edge
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We need additional Horbit photos of the wing

Crater predicts SOFI
penetrated through to the
aluminum frame.

Crater predicts the SOFI caused
damage that was deeper than the depth
of the protective shield on the wing
edge, indicating complete penetration to
the aluminum frame. Significant energy
is required for the softer SOFI particle to
penetrate the relatively hard tile coating.
Test results do show that it is possible
at sufficient mass and velocity

Results inconclusive.

Crater tends to ovetestimate
damage and the SOFI that hit
Columbia is 600 times larger than
anything in our test database.

SOFI that hit Columbia is 1920cu in, while the
largest projectile in the test database is 3 cu
in. Most of the data in our database is of
projectiles of a small mass and velocity than
the SOFI that hit Columbia. The larger the
projectile, the more likely it is to cause
penetration even at low speeds (eg. 200ft/sec
at 3cu in)

Bestcase scenario
SOFI struck heat tiles and caused
insignificant damage

Worst-case scenario

SOFI struck leading edge of wing
and completely penetrated to
aluminum frame

Damage could be insignificant if it
hit the heat tiles, or critical if it
LISYSGNY SR GKS O
edge.

An angle of impact less than 15% is a glancing
blow and would cause little or no damage. An
angle of impact greater than 15% increases the
damage. Minor variations in total energy (above
penetration level) can cause significant tile
damage
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We need additional in-orbit photos of the wing
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We need additional in-orbit photos of the wing

* Crater predicts SOFI completed penetrated wing'’s
aluminum frame

* Results inconclusive. SOFI is 600 times larger than
anything in the Crater database

* Insignificant damage if it hit the heat tiles

* Critical damage if it struck wing’s leading edge
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Chapter 12

Color




Launch Timeline for. Project Copenhagen v

A Copenhagen v3 on track for late August RTM

A Channel readiness being handled by Ch & All team. See appendix for partner
readiness strategy and timelines

A Analyst tour being managed by Becky R. team with input fPdfktg

N J A S O \

development

Analysttour
PR launch event
Print ads

Banners
Email blasts

Social media _
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District IT

CIO

(e —

Developer

D'S_t”Ct CurrDirector
Curriculum
O ) Academic
Officer
p =)
District
Instruction Director
al Tech
N\

IT Specialist}

Each decision maker plays a different role in technology adoption

District
District IT District Curriculum Instructional
Technology
Responsible for Responsible focourse Responsibldor the

hardware and
infrastructure
investments that are
district-wide

CIO sets strategic
direction

IT implements and
supports. Approves
new districtwide
technology
investments

Developers create
custom applications or
integrate applications
using custom code

specific software and
online resources

Curriculum Director
oversees curriculum
planning process and
approves new
technology purchases
related to course
objectives

Academic Officer
provides support to
faculty and educators in
the selection of new
technologies

selection and use of
technologies in the
classroom

Director invests in
new technologies
driven by a strategic
vision, such as
moving to distance
education or
exploring podcasting.
Also coordinates
training

Instructional
Technology Support
Specialists provide in
the-building technical
support and training
to teachers. Will
eveluate nelw
technologies
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My Signature Color .
My Color Palette . . .

R 42 R 89 R 89 R38 R13
G 54 G 59 G 43
B 89 B2 B2 Bl BO

Find Your
Color Palette

http://kuler.adobe.com
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Reallyuifferent



Light colors

Orange

Warm
colors
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‘ Cool

colors

N\

Violet
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Light colors

Red Blue

\ /

Violet Purple
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[Colors )

Standard ~ Custom \ oK

Hue Qolors: ~ Cancel
P A

The colors of the color
wheel are arranged from
left (red) to right (cool
colors) and back to rec

Saturation

Adjust saturation from 0%
(bottom ¢ basically gray)

Color model: HSL

to 100% (top) Hue:
St New
Lum:
' ‘ K gent 7
NG _/




Tints Shades

. b . .

Lighter-50% Lighte25% Darker +25% Darker




[Colors

Standard Custom OK
olors: \ Cancel
Color model: HSL
Hue:
St New
Lum:
77Current

Brightness

(Also called luminosi}y
Adjust brightness from tints
(top) to shades (bottom)



70% Contrast

70% Contrast

70% Contrast

70% Contrast

70% Contrast

70% Contrast

70% Contrast

70% Contrast
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High -

Attitude
toward the
product
advertised

Low

Boardroomstyle

Ballroom-style

Motivated readersfelt most positive toward the
product when the ad used color highlights, or

black and whiteg for complex ads only

Full color m Color highlight

4.4

[1 Black & white

Unmotivated readerdelt most positive toward
the product when the ad used color of any kinc

Full color M Color highlight [ Black & white

Complex ad

Simple ad

Complex ad Simple ad

Source: Understanding the Effect of Color, Joan Mdyaarg and Laura A. Perracchio, 1994, Experiment 2 (n=166)
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Launch Timeline for. Project Copenhagen v

A Copenhagen v3 on track for late August RTM

A Channel readiness being handled by Ch & All team. See appendix for partner
readiness strategy and timelines

A Analyst tour being managed by Becky R. team with input fPdfktg

N J A S O \

development

Analysttour
PR launch event
Print ads

Banners
Email blasts

Social media _
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Sept 7 is the marketing launch for Project Copenhagen v3
JuneAug focus is research and creative development

J J A S O

Message testing
Creative development _

Managed by Becky R team
w/ input from ProduciMktg

Analysttour

PR launch event

Print ads
Banners

Social media

Email blasts - - -

Channeleadiness Managed by Channels & Alliances team (see appendix for strategy and timelines)
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Chapter 10
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Today, CRM is available in 9 languages and Database in 12. This will increasct

to 35 CRM languages and 37 Database languages in 2011

ASame language

coverage for CRM and
DB (but
bi-directional languages)

Aln next release, CRM
language coverage
based on market, not
language

TODAY

CRM w4t

CRM

us

UK

France

Germany

Japan

Mexico (Spanish)
Canada (Fr & Eng)
India (English)

RTM

Iﬁ\ ~ . s ~

Database
WW English
French
German
Japanese
Spanish
Italian

Dutch
Russian
Polish
Brazilian (Port)
Korean
Chinese

\

e

CRM

35 languages
(excluding bi-
directional
languages like
Hebrew, Arabic)

Database
37 languages
(including bi-
directional)
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100
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60 -

40

20

Seattle
Chicago
New York

Portland

120

100

80

60

40

20

Seattle
Chicago
New York

Portland
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120 7 120

100 100 -
Seattle Seattle
Chicago Chicago

80 80 -

60 New York 60 New York

40 - 40 -
Portland Portland
salgs flat sincg

20 Spring promotion 20

0 r r r r r ) 0 r r r T T )
Jan Mar  May July Sept Nov Jan Mar  May July Sept Nov
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OPTICAL
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Expand internationally or refocus on domestic markets?

Recommend reocus
on domestic markets

Expand
International

Advantage over competitors No

Access to channg@lartners No
Affordable local suppliers No

High incremental revenue Yes
opportunity

Affordable localllaberCabrielle. A w.speakiggppt.corm
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Recommend reocus
on domestic markets

Expand
International

Advantage over competitors No

Access to channg@lartners No
Affordable local suppliers No

High incremental revenue Yes
opportunity

Affordable localilaberCabrielle. All Rights Réeserved. w




Fall marketing expected to give 75% sales lift

Marketing will kick off in the Fall

Marketing the new Copenhagen v3 product will begin

with print ads in Hoovers, J&D Quarterly and Uptown
magazines, along with banner ads on various home

improvement websites. We will also launch social media
efforts with aFacebooKan page and YouTube video
contest.

] 1 A 3 o N
Messagetestive
Creative development _
Analyst tour W&m& _
PR launch event -
Print 2 I
Banners [
s I
Emazil blasts | ] |

Channel readiness Managed by Channals & Allonces team [seq gppandis for strategy and timalines |

Marketing gives a 75% sales boost

In the past, marketing campaigns have increased sales
75% or more, with long periods of sustained high sales as
a result of satisfied customers and word of mouth. We
anticipate a similar sales lift with the Copenhagen
campaign.
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Fall marketing expected to give 75% sales lift

Messgetextng [
Crastive dsvsiopment N

Analyst tour

PR launch event

Adanoged by Becky R team
wfﬁwm.ﬂmﬂm

Print ads

Bannars

Social media

Emazil blasts

Channel readiness

Managed by Channels & Allonces team [see gppendis for strategy and timalines)

120

100

80

60

Se
Chicagc

New York
40 Portland
20
0 : :
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Marketing will kick off in the Fall
Marketing the new Copenhagen v3 product will begin
with print ads in Hoovers, J&D Quarterly and Uptown
magazines, along with banner ads on various home
improvement websites. We will also launch social media
efforts with aFacebooKan page and YouTube video
contest.

Marketing gives a 75% sales boost

In the past, marketing campaigns have increased sales
75% or more, with long periods of sustained high sales as
a result of satisfied customers and word of mouth. We
anticipate a similar sales lift with the Copenhagen
campaign.
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Fall marketing expected to give 75% sales lift

Marketing will kick off in the Fall

Marketing the new Copenhagen v3 product will begin with
print ads in Hoovers, J&D Quarterly and Uptown magazines,
along with banner ads on various home improvement
websites. We will also launch social media efforts with a
FacebooKan page and YouTube video contest.

| 1 I 5 o N
Vessgetesting [
Crestive development _
PRlaunch event -
Baners I
e I
Email blasts || I I

Channel readiness Managed by Channels & Alignces team {ses appendix for strotegy and timalines|

Marketing gives a 75% sales boost

In the past, marketing campaigns have increased sales
75% or more, with long periods of sustained high sales as
a result of satisfied customers and word of mouth. We
anticipate a similar sales lift with the Copenhagen
campaign.

120

100

Seat
80 icago

60
York

40 -

Portland

20

Jan Mar  May July Sept Nov
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Fall marketing expected to give 75% sales lift

] ) A 5 [+] N
Vessgetesing
Creative development _
Analyst tour mﬁmﬂ% _
PR lzunch event -
Frintads e
sanrers e
EmiTEs I
Email blasts | || |

Channel readiness Managed by Channels & Alionces toaom [see gppandiy for strategy and timalines |

Marketing will kick off in the Fall

Marketing the new Copenhagen v3 product will begin with
print ads in Hoovers, J&D Quarterly and Uptown magazines,
along with banner ads on various home improvement
websites. We will also launch social media efforts with a
FacebooKan page and YouTube video contest.

120 7

100

Seat
80 4 icago

60
York

40

Portland

20

Jan Mar May July Sept Nov

Marketing gives a 75% sales boost

In the past, marketing campaigns have increased sales
75% or more, with long periods of sustained high sales
as a result of satisfied customers and word of mouth.
We anticipate a similar sales lift with the Copenhagen
campaign.

© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com




Portland radio promotions caused significant March sales spike

200% sales increase vs
Jan in Portland due to

Sales increase was
sustained May; Nov

Febl15Mar 15 radio spots because of word of mouth

20 1\
15

10

Seattle

Chicago

New York

— Portland
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otions caused significant March sales spike

Sales increase was
sustained May, Nov
because of word of mouth

Seattle

Chicago
New York

Portland
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Portland radio promotions caused significant March sales spike

20 71 200% sales increase
vs Jan in Portland
due to Febl18Mar 15 Seattle
15 radio spots
. Chicago
10 New York
c | — Portland
Sales increase was sustained Mdyov
because of word of mouth
0

Jan Mar May July Sept Nov
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Portland radio promotions caused significant March sales spike

Seattle

Chicago

New York

Portland

increase was sustained Madyov
ecause of word of mouth

Jan Mar May July Sept Nov
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Portland radio promotions caused significant March sales spike

20 7 200% sales increase
vs Jan in Portland
due to Feb15Mar 15 Seattle
15 radio spots
- Chicago
10 New York
c — Portland
Sales increase was sustained May
¢ Nov because of word of mouth
0o -

Jan Mar May July Sept Nov
© 2010 Bruce Gabrielle. All Rights Reserved. www.speakingppt.com




Portland radio promotions caused significant March sales spike

20 71 200% sales increase
vs Jan in Portland
due to Febl18Mar 15 Seattle
15 radio spots
. Chicago
10 New York
c | — Portland
Sales increase was sustained Mdyov
because of word of mouth
0

Jan Mar May July Sept Nov
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Developers can start with the Platform layer and add
components for more advanced applications

1. Platform add
ons Identity management Enterprise storage Enterprise database

2. Addons _
DevStore adebns (e.g.. web scraping, forms, mobile upload, photo sharing)

3. Contentmgmt  gjggs Wiki Newsgroup Basic website

4. Platform layer
Platform services (OS, web server, database, scripting language)




Developers can start with the Platform layer and add
components for more advanced applications

4. Platform

add-ons Identity

Enterprise storage  Enterprise database
management

3. Addons
DevStore adebns (e.g.. web scraping, forms, mobile upload, photo sharing)

2. Content mgmt
Blogs Wiki Newsgroup Basic website

1. Platform
layer

Platform services (OS, web server, database, scripting language)
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Today, CRM is available in 9 languages and Database in 12. This will incree
to 35 CRM languages and 37 Database languages in 2011

Languages Today Languages March 2010
12 Database 37 Database
Jan May Sept Jan May 2011
2009 2010
Languages today Languages by RTM Languages in
2011
CRM Database CRM Database SR
us WW English 35 languages 37 languages e ——
UK French (excluding bi- (including bi- h th
France German directional directional) | ave the same
Germany Japanese languages like anguages excel?t
Japan Spanish Hebrew, Arabic) C R, M W 0 _n ot be
Mexico (Spanish) Italian available in bi-
Canada (Fr & Eng)  Dutch Note: CRM is directional
India (English) Russian moving to language languages
Polish approach and away
Brazilian (Port) from market
Korean approach
Chinese
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Chapter 11

Aesthetics




We will offer product trial to generate leads

yes

Correct Interested in
2
el e % Contact? trial?

No Answer, Busy, Maybe/Not sure

mark for norurgent No
callback Send info through

Ask for person email and mark for
responsible for one-week callback
purchasing email

: : and servers (name,
Voicemaik leave title, phone)

message about
free trial No

Answer objections

Offer a technical
person to call them

Thank and
terminate
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Today, CRM is available in 9 languages and Database in 12. This will incre
to 35 CRM languages and 37 Database languages in 2011

Languages Today es March 2010
Languages Marc
9 CRM

35 CRM
12 Database 37 Database

Jan May Sept Jan May 2011
2009 2010

Languages today Languages by RTM Languages in
2011
CRM CRM Database SR
us Database 35 languages 37 languages D ban i
UK WW English (excluding bi- (including bi- atabase wi
France French directional directional) have the same
Germany German languages like languages except
Japan Japanese Hebrew, Arabic) CRM wonot be
Mexico (Spanish) Spanish available in bi-
Canada (Fr & Eng)  ltalian Note: CRM is directional
India (English) Dutch moving to language languages
Russian approach and away
Polish from market
Brazilian (Port) approach
Korean
Chinese
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Today, CRM is available in 9 languages and Database in 12. This will increé
to 35 CRM languages and 37 Database languages in 2011

Languages Today
9 CRM

12 Database

Jan May

2009

Languages today

CRM Database

us WW English

UK French

France German

Germany Japanese

Japan Spanish

Mexico (Spanish) Italian

Canada (Fr & Eng) Dutch

India (English) Russian
Polish

Brazilian (Port)
Korean
Chinese

Languages March 2010

35 CRM

37 Database

Jan
2010

2011

Languages by RTM

CRM

35 languages
(excluding bi-
directional
languages like
Hebrew, Arabic)

Note: CRM is
moving to language
approach and away
from market
approach

Database
37 languages
(including bi-
directional)

Languages in
2011

CRM and
Database will
have the same
languages except
CRM wonot
available in bi-
directional
languages
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Copenhagen Message Framework

Copenhagen will be your single web hub to create, organize and schedule your life

Create

Express your ideas and create great-looking
documents

A Express your ideas more creatively with new and
improved lorem ispum and gargoy lycum

A Visualize and analyze data faster with new
Sendibot upsome lyceum maxwell ologong.

A Express your ideas more creatively with new and
improved lorem ispum and gargoy lycum  og.

A Visualize context and see recent activities in and
analyze data faster with new Sendibot upsome
lyceum maxwell ologong.

A Find Express your ideas more creatively with new
and improved lorem ispum and gargoy lycum  og.

A Visualize and analyze presentations and embed
theme data faster with new Sendibot upsome
lyceum maxwell ologong.

A Express your ideas more creatively with new and
improved lorem ispum and gargoy lycum  ustom
Actions og.

A Visualize and analyze data faster with new
Sendibot upsome lyceum maxwell ologong.

Organize

Keep your paperwork organized

A Save time editing documents or
presentations together real time using the
Lorem Ipsum features of PC and mobile.

A Express your ideas more creatively with new
and improved lorem ispum and gargoy
lycum

A Visualize and analyze data faster with new
Sendibot upsome lyceum maxwell ologong.

A Express your ideas more creatively with new
and improved lorem ispum and gargoy
lycum og.

A Visualize context and see recent activities in
and analyze data faster with new Sendibot
upsome lyceum maxwell ologong.

A Visualize and analyze presentations and

embed them e data faster with new  Sendibot

upsome lyceum maxwell ologong.

A Express your ideas more creatively with new
and improved lorem ispum and gargoy
lycum ustom Actions og.

A Visualize and analyze data faster with new
Sendivout upsolir e ycizeniinaxwell 21Gaang.

Schedule

Stay on top of your busy schedule

A Extend your experience 2view, create
and do light -weight editing documents
with the Lore;m Ipsum solilogqy .

A and analyze data faster with new
Sendibot upsome lyceum maxwell
ologong.

A Express your ideas more creatively with
new and improved lorem ispum and
gargoy lycum og.

A Visualize context and see recent
activities in and analyze data faster with
new Sendibot upsome lyceum maxwell
ologong.

A Find Express your ideas more creatively
with new and improved  lorem ispum
and gargoy lycum og.

A Visualize and analyze presentations



