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Shift IE perception from that oflmown strangeto one of
$hy close companion as | explore the internet world, who understands mécksto responc
to my needs and i&n & coolthough in aresponsibles | € 0 Q

Drive increased
awareness for IE
(specifically, new
version 8) and
position it as a
personal (my)
customizable
extension of the
dza SNXQa ¢e2d
internet world.

Connect with users tc
SadlofAak
S I dNdasition IE as

understanding of thei

needs & being
responsiveto them
throughfrequent
outreach of new/
requested features &
add-ons.

Build imagery to
personify IEmove
away from being a

software application)
asyouthful, vibrant,
fun and cook but at
the same time
WNB & LJ2 Yy 3
(the MS brand DNA)

9y 02 dzNI 3 &

dzal 3S 3 |
IE in themoderate
user
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Objective

To attainDesired output In

Perception
L9 a4 ¢NHzZAOGg2NIKeZ
g I CNASYR (2 Sy-=:
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|IE 8 Benefits that support the promise

InPrivate . Security/ Smart Screen

wmy way into the
worldwide web
fasteQ | £ f 2
usersready
access to the
online services
they care about
most from any
page they visit

whelps ensure
that history,
temporary
Internet files
and cookies are
not recorded
Ay ils
after browsing
¢ keeps your
financial
information
safe, also keeps
you safe in case
you were doing
something you

dza S1

whelps protect

against a

broader set of
phishing threats

and helps
protect from
sites that
attempt to
download
malicious
software

AK2dd Ry Qi

wClickjacking, X
Site Scripting
Filter, DEP

w Parental
Control enables
blocking
website, time
duration of
access of PC by
their Kid &
what all
websites/
applications
have been used
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wSuperior Search

within the
browserg
search box will
show realtime
search
suggestions,
including
images, from
their chosen
search provider.

Jadran

wprotect against
a broader set of
phishing threats
and helps
protect from
sites that
attempt to
download
malicious
software
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Industry Background

According to an estimate by Kaufman Brothers, the number of internet users in India, which
stood at around 45 million in 2006, is set to reach 67 million in 2007 and 147 million by 2010

About 47.7% folks uses Firefox as their web browser followed by Chrome with 5.5% while |
8 at the third position with 5.2% as on May 2009 (source:
http .//www.w3schools.com/browsers/browsers stats.gsp

The Web and the tools we use to access it are in a state of constant change. The persistent
demand for innovative features and stronger security measures makes the browser industry
very volatile and also newsworthy.

NSS, a third party security firm rated IE8's overall malwaercept effectiveness at 69%,
versus 30% for Firefox v3.07 & 24% for Safari.

Jagran
Solutions
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http://www.w3schools.com/browsers/browsers_stats.asp

a | -
Marketing Dilemma

A Microsoft Internet Explorer (IE) is losing share to Mozilla Firefox (FF)
A Google Chrome has gained its entire share from IE and not impacted Firefox
A |E6 users are not upgrading to IE7 and IE8 but the share seems to be eroding towards Firefox and Chron

A Compared to an IE user, a Firefox user is considered to be cooler and tecly Havsyisers
demonstrative association and endorsement is for Firefox

A |E bashing is around the following : slow (browsing), lethargic (slow to innovate) and unresponsive to
changing user needs of world wide web developments

Jagran
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harbours?

From Microsoft stable andefault Child of the OS@volution andriding a [ F G Sadé¢ TN Y aniK
install and hencgpopularand high on the innovation space and  hence a positive aura of innovation
highly habituated. preferred by advanced users and and simplicity.

advocated by anti MS/pro OSS sque

Consideredo be the default browser Considered to be the cool browser ¢ Considered to be the latest and cool

of the basic low involvement a Techsavvyinvolved Usefactive browser for the advancetkch savvy
user(imited active preferenceivho  preference).Firefox users are user.(active choice and preference)
has little or no knowledge about typically multi browser users who us

other browsers or spends little time  different browsers for different

on the internet to spend energies in  needs.(Some sites render best only
downloading anything apart from the on IE)

default browser.

IE is believed to offer alow pace of FF is believetb be fast in browsing  Chrome is believed to bast in both
browsing but slow in loading browsing and loading

Thought to be dethargicbrand with Seen as a cool evolving browser the Seen as cool fancy free browser
hugetime gap between the release comes with a better version every  waiting to take on competition when
of each subsequent version whoims i now and thenand is in the news for it comes in its fulAvtaar

the news either infrequently or for  the right reasons frequently. Ad@ns

wrong reasons( recent security issu¢ help me customize my experience.

with IE8 Beta fueled further debate)

Perceived to besusceptible to Perceived to be a secure browser
security lapses and virus attackBR  which comes up with enhancements
coverage around security has been regularly.

negative.

Knownd G NI Yy 3SNJ ¢ K2  Cool, responsive brand that listenst / 22f NBalLl2yaigdsS
efforts to connect with the user and its consumers to come out with have to try too hard to make a point )
isnot responsiveto user feedback cutting edge Ul and features 1
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What will it take to achieve the Desired change In
Perception? Mass media was not the answer. The
Gl adsS 2F UKS LJzRRAY 3

We needed the consumers to USE
the product and thus cause a shift in
perception

Jagran
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BIG challenge

So how do we get the product into

the PC so users can really experience
it?

jagfén
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The answer lay in the market
dynamics of India in the internet
usage segment.

75% of the internet users in India in the TG segment
access the NET not via their home computers but via
Internet cafes / public terminals

Jagran
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The target aullience where are they am

the net from?

70% of total Internet population in India is between-34% years of age.

Age
70% of total
Internet

population in India
Is between 1534
years of age.

Occupation School College PG/earlyjobs Full time
professional
Place of access | café Edulnstitute Work Place Work Place
Edu.Institute | café Home Home
Home Home/WorkPlace | cafée | café

1094 Cyber cafes across 14 citeeBangalore, Mysore, Chennai, Hyderabad, Kolkata, Delhi,
Pune, Baroda, Jaipur, Lucknow, Kanpur, Trichy, Madurai & Nagpur

Jagran
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While we had the approach chalked
out there was yet another barrier

The café / public terminals in the country are 90% + in
the unorganized space. Small businesses which are to
a max of 8 terminals. Individually owned. No
database or central agency existed which could
provide any data or reach out to these small outfits.

Jagran
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The big step

A Usersampling Driver\ctivation @ Internet Cafesthe
maximum footfall venue of the Internet usaasrosdndia to
involve thelnfluencer Café owner and th&Jserprimarily

between the age group of 135 years around the new version
of IE8. This including mapping the target cities to identify the
cafes and enroll them into the program individually

agran
] gSqutions
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How to select | café ?

How to prolong the interest of the Café owne

What will be the criteria? ‘

Acerainties
_ _ How to ensure IE8 as default browser
Will the café owners be interested ?

How to ensure the sustainability of Merchandising ?

Jagran
_ Brand Activation via Consumer Connect Strategies SOIUtiOﬂS



A hardworking activation plan which focused on

N
Connecting with and educating the
Business owner / Café owners

J
\

Branding + visibility at the cafes
J

Installing ie8 in each terminal + )
removing competing browseisthus
gaining exclusivity

J

Educating the consumer + drive’
brand excitement via contests +
engagement options online

J

Rewarding the café owner via a point
led gratification system

Jagran
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a
Module - @ Glance

Flow Call to Action

Mapping of24 Cities Mapping of Cyber Cafes acr@skcities

Telecalling Verification Calls to Café Owners

Data Entry Data entry of the Café Owners for the Campaign
Selection of tofl594 cafes acros&4 cities for the

Selection of Cities and Cafes Campaign

Approx.1594nos. Contract Sign +IE8 Installation +

Café Tieups-Round 1 Branding Placement +Kit Handover
Mystery Audit Check IE 8 installation In PCs-ghift distribution
Check IE 8 installation, fresh placement of new brand
Mystery Audit + Fresh Collateral Deployme plus Fshirt distribution to consumers and Bluetooth
+ Gratification (Bluetooth Dongle)Round 2 Dongle to Café Owners
Mystery Audit + Collateral Deployment Check IE 8 installation in PCs, Branding checkl&ri
Round 3 distribution
Check IE 8 installation, Fresh placement of new bran
Mystery Audit + Fresh Collateral Deployme plus Fshirt distribution to consumers and Lollypop
+ Gratification Round 4 distribution to top 100 café owners

R
Jagran
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Consumer Activation Exercise

Mapping of Cyber Cafes acroj
24 cities was done

Telecalling to the Café owner;
to Authenticate the
information acquired during

mapping

Sorting of 1594 cafes & 14
cities on the basis criteria
defined

Criteria: Average 78 computers per
café with XP SP2 or high

.V VVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVV .’
l“ i1}
A

Mystery Audit I

Ensured the Branding with

reinstallation IE 8 followed b

PDM application demo via
Bluetooth dongle

Mystery Audit |
Visited cafes to ensure the

branding. Fshirts were given
to the users using IE8 along
with the owners

Tie up with the relevant/
selected cafes followed by IE
installation, with branding

Posters, Monitor Top

Fascia, Stickers & IE 8 CD

PDM application was installeq
@ admin machines post
which the cafe owners used i
as a source of revenue

Mystery Audit 11|

Ensured the branding and dig
reinstallation, if required. On
the spot tshirts to IE8 users

Mystery Audit 1V

Top 170 Café who emphasize
on the usage of IE8 by the
users and maintained the
branding were gratified via

Lollipop

Brand Activation via Consumer Connect Strategies
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Phone Data Managel
(PDM) is a
application designed
by MS to have a back
dzLJ 2F 2y S¢
contacts on their live
id.

Bluetooth dongle
was given for free to
the owners as a
freebie with an
objective that the
same will be used by
café owners as a
source of revenue
which will ultimately
increase its usage
amongst the T.G

>
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When.?

May 2009 2 1
SuMo TuWe Th Fr Sa
1 2

Movember 2009 4
SuMo TuWwe Th Fr Sa

3 4 56 7 & 9
10 11 12 13 14 15 16
17 18 19 20 21 22 23
24 2526 27 28 29 30|
51

_ . Café TieOups +

Mystery Audit IV +
Collateral Deployment
Round 5 + Gratification

Lollypop

Installation + Branding

1 2 3|4 5 &6 7

€= E 9 10 11 12 13 |ia

15 16 17 18 19 20 21
22 23 24 25 26 27 23
29 30

gy

L | June 2009 3 4 August 2009 3
SuMo TuWe Th Fr 5a SulMo TuWe Th Fr 5a
i 2 3 4 5 § Mystery Audit Il + Collateral 1
7 8910 11 12 13 Deployment Round 3 €=== 2 3 4 5 &8 7 8
. 9 10 11 12 13 14 15
14 15 |1F| 17 18 1 7n| - _9 MysteryAudltI : 6 17 18 18 20 21
M 22 23 2 25 2 2T id- I 2!5
T TE B SR TR
4 July 2009 b 30031
Subdo TuWe Th Fr Sa
1 2 3 4

5 &6 7 &8 91011
12 13 14 15 16 17 15

19 20 21§22 253 24 25
2|27 28 29 30 31
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_ s Mystery Audit Il + Collateral Deployment
Round 2 + PDM installation with
Bluetooth Dongle Distribution
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Communication

ﬂ Windows'

Mulr® IWM
Explore 'y Surf , here & WIN!
with @ and WIN!

Visit www.ExploreMyWay.com now

L your wéy:'
new © & WIN!

www.ExploreMyWay.com
memequznid | HEN. || L6 |56 28 8 of You will Win a Trip to Explore the
your Explorer type. @ & e g, Top 8 Destinations India Votes for. WWW.EXplO reMyWay.com
Which one are you? " v
8 of You will Win a Trip to Explore
Click on the @ and go to Collect as many points as you the Top 8 Destinations India Votes for.
i Bt sl i Are yow one of them?
8 destinations India votes for.
f Windows* %  Windows*
@ Internet Explorers @ Internet Explorer
Cabin Posters deployed in cabins of | Cafes Counter Poster deployed @ Outside Poster Deployed outside the |

the cash counter of the | cafes

cafes

Jagran
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Deployed inside

| | > the | cafes @ high
=~ ¥ Persona visibility area

Monitor Crown
deployed @ the

; R N
top fascia of the ‘ ,,,.’ _.\)w\v ‘
monitors iprvte - oo [l o KR

- Browsing Get what you Crash Recovery | 85 2N
n Go invisible when

you want to

: " Internet
Click on the new @ to explore , your way & WIN!

www.ExploreMyWay.com
8 of You will Win a Trip to Explore the Top 8 Destinations India Votes for.

Are yow one of thew? a ;

Jagran
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A-!Mho-cndm..“
Papreds et ready for a

Teen Diva poster

PDM poster Deployed @ the notice board of
the | cafes

Jagran
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£ vindows

@ [nternet Explorers

e Cwp bbby Wy v

Stickers pasted on the mouse

v

Note Pad given to the | café owners

- Jagran
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Results

A Results: Quantitative

Mapped 24 top cities in Internet penetration in India

Enrolled 1094 cafes and installed IE 8 in 7235 Public terminals
Product sampled t&.1 million users in 60 days

Product sampled t@4.3 million users in 90 days

IE8 usage / share moved frdnr2 pre campaign td.3.3in just 6 months attributed to the
activation.

This gain was against the competition marginally dropping in the same period.
A campaign which cost USD 70435NLY had direct ROl of 115 customers per USD spent

A In Indian rupees its 40 paise per customer (100 Paisa = 1 INR, 45 INR = 1 USD)
A Results: Quantitative
,

After a period of 5 months more than 83% of the terminals were found installed with IE 8
regular usage.

Chrome and Firefox (competition) was removed from each terminal less than 20% of the
terminals were seen reinstalling the products providing IE8 exclusivity for the consumers.

Observation: Users have a Tendency of looking for explorer logo on desktop for surfing Ir
which acted as an icing on the cake and increased the usage

Jagran
Solutions
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a
IE8 usage Shift increases 155 %

Campaign

1 ) _3 end point

——|E8 usage

Campaign
start
point

Jun Jul Aug Sep Oct

Source: http//www.w3schools.com/browsers/browsers_stats.asp

Jagran
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This gain was against the competition marginally dropping in the same perioc

60.0%

40.0%

30.0%

m|E8

m Firefox

20.0%

12.89 12.20
10.69

November October September August July June

10.0% -

0.0% -
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