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Fran Rosch: Thanks.  Good morning everybody.  As Mike said, I’m sort of the veteran of the 

Management Team.  As a bit of background, I joined Symantec about five years ago as part of the 

acquisition of the security division of the VeriSign, of VeriSign.  Spent about my first three years in the 

Company integrating the certificate authentication businesses into the Company and happy to report 

they continue to still do well.  Spent about a year on the enterprise product side and then about a year 

ago, as Mike came on, he asked me to take over as the General Manager of the Norton business.  Had a 

great FY15, happy to give you a quick update on that and then talk to you about what we see for the 

future of Norton in FY16 and ’17. 

 

So just as a quick agenda, talk with you about our business priorities that we focused on in ’15 and 

continue to work on in FY16.  Then take a quick step back, talk about the threat landscape and the 

market from an external perspective and then sort of give a state of how we’re doing against those, and 

then really spend the bulk of our time focusing on our growth initiatives, as well as taking the time for 

Q&A at the back end. 

 

So when we look at FY15, we really had two big priorities as an organization.  The first one, which we 

really consider complete, was to focus on improving those operating margins.  So as Mike talked about, 

we improved those by over a thousand basis points to 53% and were successful in generating a lot of 

cash that we can use to invest into the enterprise security growth opportunities that Mike talked about 

and you’ll hear a lot more from the enterprise team after I’ve completed. 

 

So our second big focus was on revenue; how do we work to mitigate that revenue decline that’s been 

going on now for several years?  We focused that in two core areas, one around the product and one 

around the go-to-market.  In the product, we’re focusing on a much more simple services for our 

customers, shifting them from a product billing model to a subscription service, and then focus on 

improving the end-to-end customer experience.  We believe those will help us mitigate that revenue 

decline.  From the go-to-market perspective, we’re really increasing focus and our experience around 

digital marketing and digital acquisitions and communicating to our customers online.  That has the 

benefits of higher ASPs with our customers, as well as they tend to stay with us for many more years. 

 

So I’m going to spend the bulk of the presentation focusing on those revenue initiatives, but I want to 

take a quick look at the market.  From the Norton standpoint, we have a very important mission in 

keeping our 63 million users safe and secure, and that becomes more challenging every year as this 

threat landscape continues to become more sophisticated, so I’ll just hit a couple of these spots.  One 

point there in the upper left is just the increase in the amount of unique malware of 26% to about 317 

million last year.  The reason that’s important, those are unique variances of malware which cannot be 

caught with signature-based antivirus protection.  These require the advanced layer of security that we 

built into Norton over the years around behavioral analysis, reputation-based to catch those 

sophisticated threats. 

 



Another thing you probably read a lot about is ransomware or online extortion, where the bad guys are 

able to get on consumers’ PCs, lock up their information and actually extort money before they’ll let that 

go.  That’s a very intrusive type of attack and really causes consumers to look to the best security to 

keep them protected from those types of advanced attacks. 

Finally, I think over the years, we’ve trained consumers better not to click on emails they don’t recognize 

or suspicious links, so the bad guys are starting to get around those guys by actually embedding their 

malware into software that is legitimate, that we do click in and download, allowing that code to get on 

the PCs and cause problems for our consumers.  So this threat landscape’s continuing to get much worse 

for our customers and it requires much more sophisticated technology to protect from that we’ve built 

into Norton and certainly most freeware suppliers don’t have, as well as many of our competitors. 

 

So when we go ahead and look at the actual market then, you heard a lot about a fast-growing 

information management market and you’ll hear about a fast-growing enterprise security market.  The 

consumer PC security market is growing much more slowly.  We estimate around 2%, so it’s a slow 

growing market.  However, from the Norton standpoint, we still have the bulk of around 43% of that 

paid security market, so we’re still the largest player by far, more than twice our closest competitor.  As I 

mentioned, we have a great foundation in the Norton business.  We protect 63 million customers, 

primarily consumers that are paying for that service, but as well as about four million small businesses 

that also feel comfortable with the Norton brand and the protection that we provide for their 

businesses. 

 

Part of the reason that Norton can be so effective in keeping our customers safe is we leverage the 

telemetry, not only from the 63 million consumers but the broader 175 million endpoints that we as a 

company protect across both the Norton and the security brands.  We also spend a fair amount of our 

marketing dollars primarily in acquisition and retention but also continuing to ensure that our brand 

stays number one.  We constantly survey that and the brand continues to be number one in innovation, 

number one in protection in most of the markets around the world.  So it’s a very good foundation that 

we have in the Norton business from both a technology as well as a market perspective as we continue 

to focus on this core market of PC security. 

 

But as we all know, consumers are really moving beyond the PC and moving into the mobile space, and 

that continues to be an important market for Norton as well; however, it’s quite different.  It’s much, 

much smaller.  From a dollar standpoint, we predict that the mobile market is less than 5% the size of 

that PC security market, and the reason for that is most customers are satisfied with the free services 

that are out there, the types of threats have yet to really grow significant on those mobile devices.  So 

most of the mobile security out there is free, about 85%, and even the 15% that is paid has a much 

lower ASP.  So overall, the market for mobile is much smaller. 

 

However, it’s a very important part of the Norton strategy and where we continue to make investments.  

We actually just recently won an award at Mobile World Congress for innovation around mobility 

products as we look to develop what we call our Application Insight.  Where the operating systems for 

mobile are more secure, a lot of the applications are not.  Many of them are malicious or just grayware 



and cause a lot of problems for consumers, so we’ve released some innovative technology that allows 

consumers to actually gain more insights into how those applications will perform in their devices. 

 

From a security standpoint, we really break our mobile security strategy into four different pieces.  First, 

we recognize that our consumers are all part of multi-device households, their multi-device lives.  They 

have PCs, Macs, mobile, so everything we do from the Norton perspective now is multi-OS, multi-device, 

so we’ve integrated our mobile capability into that core Norton subscription service.  That really helps 

protect our customers, helps increase our retention rates. 

 

We also believe that our Norton mobile security is also an introduction of the Norton brand to a new 

generation of Norton customers.  Many people who start out with Android or iOS will then shift into PCs 

or Macs as well, so we do have a standalone mobile version that comes  with that introduction, and then 

we move those customers into our core subscription service. 

 

The third is we are still going after the standalone revenue from mobile.  It’s not huge.  We have a free 

product, but we also have a premium product that we allow customers to upgrade to, so it becomes a 

relatively small but faster growing part of our revenue story. 

 

Then lastly, as we—our net—we’ve had about 35 million different downloads of Norton mobile security 

that runs on all these different consumer devices.  That develops a lot of telemetry that we can then go 

ahead and build into that unified security database that Amit’s going to talk about later that help powers 

the telemetry and powers the intelligence behind some of our enterprise security products and services.  

So mobile continues to be very important as an integrated part of Norton Security and Symantec, 

though we don’t expect it to become as large of a revenue source as we currently get off the PC security 

market today. 

 

So let’s talk a little bit about the state of the Norton business.  As we mentioned, we did a lot of work 

last year to improve those margins up to about 53%.  A lot of that improvement did come from exiting 

some of the unprofitable OEM deals that we had, but we executed in a lot of other areas to improve 

those margins as well.  We exited out of brick and mortar retail in some countries where brick and 

mortar retail was becoming less interesting and certainly less profitable.  We took a lot of our marketing 

dollars out of that brick and mortar channel and moved it into digital, and then we ended, like, several 

smaller products that had been kind of experiments over the years that weren’t generating that kind of 

revenue.  So it was kind of a broad look at the business and a broad look at streamlining, and a lot of 

that streamlining happened in the latter half of the year so we’ll see some of the benefits of that from a 

cost structure into FY16 and ’17, which gives us the confidence to say that we believe as we’ve achieved 

that 53% margins, we can stick with that same margin profile for the next several years. 

 

We recognize we definitely have some revenue headwinds as well.  We’ve talked about in the past we 

shift our—the policy around our auto renewal, which has temporarily caused our retention rates to 

drop, and we’ve also done some changes around the VAT tax in EMEA, which is a one-time impact that 

we have for—starting in January, but for most of FY16 of about 5% in our EMEA bookings.  So—but 



despite those revenue headwinds, we’re really able to continue to focus on increasing those margins; 

we’ll be able to maintain those and generate that cash to be able to invest in the enterprise side of the 

business. 

 

But I want to talk a little bit more about these revenue improvement initiatives.  We really did three 

primary ones last year, and I’ll go into each one of these a little bit deeper, but we shifted really to the 

subscription service and made it a much more simple product.  We used to have a lot of point solutions.  

We’re expanding our merchandising flexibility around sort of a good, better, best model which we 

believe will help both online and in-retail, expand our markets and focusing on improving the end-to-

end customer experience.  As these initiatives have started last September, we’re starting to see the 

benefits of the improvement. 

 

So as most of you know, the Norton billings have been declining for the last several years and what we 

can see now we believe we’ve sort of hit bottom and are starting to turn back up.  So the December 

quarter we believe really was that inflection point and that turning point in our billings.  We hit about a 

negative 8% in that quarter.  But this quarter that just closed, the March quarter, we saw that improve 

to negative 6.5%, so we’ve turned that corner and we believe that that trend will continue to move 

upward from a billings perspective.  It will take a little while until we see that improvement move in 

through to revenue, as our revenue is ratable over about 14 months, as well as some of the changes that 

we make in our retention we see the benefits of in 12 months and then the revenue flows from there.  

But we have turned that corner and are moving upward. 

 

We’ve currently set ourselves a target in FY17 of revenue decline between negative 3 and negative 6% 

and started focusing on that midpoint of negative 4.5%.  Thomas is going to go into that a little bit 

deeper.  But we believe given the changes, we’ll continue to improve beyond that over the next several 

years as we move this business back to getting to that market growth rate of about 2%. 

 

So I’ll go ahead and dig into some of these initiatives a little bit, and some of you may know that, for 

many years, Norton kept releasing a new variation of the product each year and we got to the point 

where you had about 10 or 11 versions of Norton and it became very confusing to our customers.  Do I 

buy Norton for my Mac, Norton PC, multi-device, Norton mobile, Norton backup?  So we simplified that 

starting last September into a single subscription service that covers all your operating systems and all 

your devices.  It’s really simplified that purchase experience for our customers, and that’s part of why 

we see this improvement. 

 

We also shifted from this kind of annual product buy to a subscription service.  Much like Netflix or your 

gym membership or your cable, you sign up for the service and you’re in for that service to stay 

protected.  As you change devices, move devices, your subscription stays with you, and that’s given us 

the big advantage of getting a lot of our customers back into the auto renewal, and as always, we 

continue to enhance our security in all of our different releases.  So that was a big shift for us last year, 

moving from that very complex portfolio down to that single subscription service. 

 



Now, just this past March, we have increased a little bit of our flexibility around merchandising, released 

sort of a standard, deluxe, premium, good, better, best; that’s really differentiated by the numbers of 

devices that you might want to protect.  We’ve also increased some of the features around the premium 

product by adding our Norton protections, family protections, parental controls into that offering. 

 

Finally, customer experience, and as we look the Norton business, we don’t look at—we look at that 

there are many small things that we think we can do to go ahead and mitigate that revenue decline.  

When you’ve got 63 million customers, you can make relatively small changes and end up seeing a big 

impact.  So as we focus on customer experience, both fixing some of our short-term things around 

making it easier to subscribe, easier to renew, easier to download, for every one point we see in our 

retention rate, that can generate over $10 million in billings initially and over 25 million over the lifetime 

of those customers that we stay into the business.  So these little changes in customer experience can 

add a big impact to our business. 

 

Over the long term, we continue to work on improving the end-to-end customer experience, and as we 

start to see the consumerization of IT and BYOD, we know that a lot of our customers are going to take 

their personal devices into the enterprise and we also want to make that a very seamless transition.  So 

we’re working to ensure that both the Norton and the enterprise security really can take advantage of 

the coverage that we have in the Norton marketplace.  So I’ve got a couple of examples over there.  I’m 

not going to really hit them due to time, but just to note that these things around our ecommerce 

platform have big effects for our business. 

 

So what’s coming up?  A couple of things I would hit on the product roadmap for 2016.  The first is sort 

of on that bottom row.  This new simplified subscription service was rolled out in many markets last year 

but we’re going to continue propagating that through all of our channels and all of our markets.  We rely 

on service providers like Comcast, Deutsche Telekom in Europe, SoftBank in Japan.  They’ve been still 

working on the legacy product set, so this quarter, we’ll be moving to them to the new simplified service 

and we’ll start seeing the benefit through that channel that we’re seeing in our direct channel.  We’ll 

also be starting this year to migrate our customers who are on the legacy portfolio of SAV (phon), 

Norton 360 to the new Norton subscription service this year as well and complete the propagation to 

Japan through APJ this year. 

 

The other big activity that’s happening in the consumer world this year, as you all are I’m sure aware, is 

the upgrade to Windows 10, and that’s a very important change for our customers.  So we’ve worked 

closely with Microsoft over the past couple of months to ensure that that will be a very seamless 

transition for our Norton customers.  They’ll be able to continue to have a very smooth transition as 

they move to Windows 10 with their Norton Security product, and we actually believe that will be an 

important inflection point, moment of truth for our customers where we’ll look to reach out and make 

sure they’re aware that Norton will work very effectively on their Windows 10.  So a lot of other things 

coming out on our product roadmap that we think will incrementally improve the business and that 

revenue performance. 

 



On the go-to-market side, I mentioned a little bit, a big shift away from the brick and mortar retail to 

reaching out to our customers directly online.  As part of that, we really invigorated a lot of our 

messaging around what’s different.  Norton is a premium product.  There are a lot of competitors in the 

market, but we have clear differentiation around the level of security and the quality of protection, the 

way that we provide customer support 24x7 in most languages around the world.  These are very 

differentiated offerings.  We provide our customers a lot more information as threats break out to give 

them some guidance on how they stay safe, so we’ve refreshed a lot of that content to be able to make 

it clear why Norton is premium and why it’s differentiated from the other products out there in the 

market. 

 

As we also expand into other markets, local payments become really key.  When the online channel is 

really important to you, that becomes really important.  We launched local payments in Brazil and 

Mexico last year and saw a double in the amount of online business that we were doing in those 

markets, so we’ll be expanding more local billing, more local payment methods in a lot of markets 

around the world this year. 

 

We’re also looking for new digital partnerships.  I mentioned some of the longtime Norton customers, 

but we actually signed a new, a telco in Brazil, America Movil last December, and they’ve got over  300 

million subscribers and they’ll be launching Norton into their base starting this quarter.  So we expect to 

see some expansion in Latin America to help with the revenue generation for the business, so a lot of 

focus on improving the go-to-market, primarily focusing on those digital channels. 

 

So just to kind of sum it up, I think that we will—the Norton business I think is in a growing market, 

albeit slowly growing, and we’ll benefit from that slow growth of that PC security market.  The threat 

landscape continues to be very challenging for our customers, so they’ll be searching for the best level 

of protection in that market.  We think last year’s success with reducing the complexity of the business 

and improving those margins is something we’re going to be able to stay with for the next several years, 

and the organization will be continually focused on improving our revenue performance.  As I 

mentioned, we’re very happy that, from a billings perspective, we really turned that corner in the 

December quarter and are moving upwards from there.  So we have our target (inaudible) by ’17, but 

we really don’t see any reason why, over the next several years after that, we can’t get the Norton 

business back up to the market growth rate. 

 

So I’ll hit you with one more point before we take Q&A.  The Norton business has evolved over the 

years.  For many years, it was really just about the PC and now, as I mentioned, everything is around 

multi-device, about protecting the user, protecting the household, protecting the information across 

PCs, Macs, tablets, mobile devices.  But we’re also very aware of consumer IoT and IoT in general as a 

company.  We believe that eventually, households will be filled with the internet connected devices; 

we’ll move from where we are today at six or seven per household to dozens or over a hundred per 

household, and that opens up a wide threat vector for the bad guys to attack our Norton customers.  So 

we’ve been evaluating the different technologies, and we’ve got some beta product that we’ve already 

built that can provide a certain umbrella protection over what will be a very heterogeneous internet 



connected home.  We’re continuing to make those investments, both on the consumer side, as well as 

we partner with the enterprise side of the security business as folks see more of an embedded security 

strategy.  So while won’t be releasing any products here in the short term, we’ve got our R&D going, 

we’ve got a beta completed and we’ll look to expand that as we take sort of the pulse of that market. 

 

So that’s the presentation.  I’ve got about 10 minutes or so for questions, so I think, Helyn, if you want 

to come up and facilitate that. 

 

Helyn Corcos: (Inaudible).  Brad’s got a question. 

 

Brad Zelnick: Thanks.  Brad Zelnick with Jefferies.  Fran, that’s a very helpful presentation.  You didn’t 

give us explicit top line guidance for ’16, but from everything you’ve told us, it would seem that that 

business—the business would have to be down double digits, and at the same time, you did tell us that 

you should be able to maintain low 50% op (phon) margin, which would imply that there’s a tremendous 

amount of cost that can still be taken out.  Can you maybe just frame for us where that comes from, and 

specifically, if you could talk about what is left, in terms of OEM placement fees, how much of that will 

be funded from those placement fees and then what does that look like in years to come? 

 

Fran Rosch: So Thomas is going to give you some very explicit guidance for ’16, but I will tell you the 

business is not down double digits, so if that math came out somehow, that’s not right, but he’ll give 

you that explicit guidance.  So I think that we will maintain those margins.  As I mentioned, some of the 

reductions that we did last year were in headcount and it took some time throughout the year to 

identify where that headcount was coming.  So the headcount really was removed more in the Q3, the 

December quarter, and even some into the March quarter, so we didn’t see the benefits of all that 

reduction last year when we were able to obtain those 53% margins, so even though our revenue’s 

declining a little bit next year, we’ll be able to match that from an expense stand cut (phon) as we see 

the benefit of those headcount reductions really flow into this year, in FY16.  We also are finding better 

ways to do support, customer support, which is already a very competitive—less than 5% of our revenue 

we spend on support, but we’re using more of an outsource providers to be able to make that more cost 

effective as well.  So those are some of the areas that we think will go ahead and ensure that we can 

continue to deliver on those 53% margins in FY16. 

 

From an OEM placement fees, really none of the savings next year come from OEM placement fees.  

We’ve already exited the ones that we were going to exit previously in FY14 and ’15, so there’s no 

additional.  We’re actually looking at possibly getting back into some OEM deals if they make sense from 

a financial standpoint.  As we’ve improved moving our customers to a subscription service, that’s 

improved the lifetime value of those customers, which means we can get more competitive as we go 

back in and bid on some of those OEM deals in the future.  Now, that won’t be any short-term benefit 

from us because the lifecycle of those OEM deals are about three years from the time that they re-bid, 

you win, you get back into the market, you start seeing the benefit, but we’ll look at those going forward 

as they make sense for the business. 

 



Steve Ashley: Hi, Steve Ashley, Robert Baird.  I wanted to just get—talk about the 

regional (phon) marketing (cross talking). 

 

Fran Rosch: Yes. 

 

Steve Ashley: Market.  Assuming there’s been a learning curve… 

 

Fran Rosch: Yes. 

 

Steve Ashley: Assuming that you’ve got more efficient over time, maybe you can talk a little bit about 

that, and is there more efficiencies to have?  Are there partnerships, are there things you learned, are 

there things you can do better just as you’ve learned how to better go to market? 

 

Fran Rosch: Yes, absolutely.  I think we have learned a lot but there is more to go.  I think what we’ve 

learned is that there was so much—I think people think of digital marketing in paid search, and a lot of 

our effort was sort of going into paid search, so we really expanded our digital marketing well beyond 

that.  We have a free trial program where we actually have about 12 million users every year that come 

in and free trial Norton.  We believe there’s an opportunity to increase the conversion rate of those 

from free to paid better than we have before, so we rolled out the new programs to really communicate 

to those customers better during that 30-day trial to get a higher conversion rate.  That’s one example. 

 

Affiliates is another.  We use affiliates to drive traffic to our cart and our store.  We’ve added two more 

affiliates in just this past quarter.  We’ll see some benefits from those, Rakuten as well as oND, so we’ll 

see that start to ramp up there.  We also believe that as we improve our messaging, we’ll become more 

effective in the ROI of our digital advertising spend, less about buy, buy, buy, renew, renew, renew and 

more on why and what’s different about the Norton service and the competition.  So we think we’ve 

done a lot.  I would say last year was a lot about optimizing the digital marketing in those individual 

channels, and I think FY16’s going to be a lot about understanding the ROI of those—and comparing 

those channels against each other so that we can then shift our spend to get the maximum return for 

the business. 

 

Aaron Schwartz: Hi, Aaron Schwartz.  You talked about the move from getting the NAV in this space to 

the subscription service over the next 12-plus months. 

 

Fran Rosch: Yes. 

 

Aaron Schwartz: Is that the event where you—is that the event where you shift everyone from out to 

up, and what’s your experience in the churn rate when that happens?  Thanks. 

 

Fran Rosch: Yes, so I think what we did is when we launched the new subscription service back in 

September, we launched it for acquisition only, so all the new customers came into that flowed through 

the subscription service through Norton Security, so it was a good opportunity for us to learn without 



necessarily going and putting any of that large customer base at risk.  So we feel like we’ve learned a lot, 

we’ve made the tweaks that we needed to do around the customer experience, so now we’re ready to 

go after that install base and shift them over.  We’ve worked very hard from a product standpoint and a 

customer experience standpoint to ensure that that’s like a one-click shift, so in the past with Norton, 

you’d have to actually uninstall your old product and then reinstall the new one.  That is no longer 

required.  It’s a one-click, everything happens behind the scenes so the user stays with that, so we feel 

pretty good about that. 

 

When we see the—in the old days of the AR opt-in models and then we went for AR transparency, as we 

move people to sort of subscription services, we’re seeing very similar opt-in rates to AR as we had 

when we had the old AR model.  So I think we’re going to sort of get back to similar AR rates with the 

subscription model that we had in the original model, which bodes very well for the business because 

that will really strengthen our core subscription base. 

 

Fatima Boolani: Hi Fran.  Fatima Boolani from UBS, right here. 

 

Fran Rosch: Great, sorry. 

 

Fatima Boolani: You had sized the mobile market at about $200 million growing at 15%, so it’s growing 

very quickly so maybe a two-part question for you.  Why is that market opportunity still very small from 

a nominal perspective, and perhaps, have you considered partnering with some of the larger carriers vis-

à-vis this product opportunity? 

 

Fran Rosch: Yes, I think the reason that the mobile market is just smaller is that consumers—there is 

two main reasons.  Consumers just grew up with the paradigm of free applications and expecting 

everything free on their phone, so that’s kind of—they’re comfortable with that.  There are also some 

very small companies that got started out and thought they would make their name in mobile with a 

free service, so that’s just kind of a paradigm that’s accepted by the consumers at this standpoint.  Also, 

if we look at iOS and to somewhat Android not quite as much, those operating systems are more secure.  

There’s less issues now.  They’re growing, especially on Android, so we’ll see how that market develops 

over time, which is important to why we want to be there, but I think those are the prime reasons that 

it’s smaller.  It’s just the—they’re comfortable with freeware and the lack of the real security issues. 

 

Where we do see the potential though, as I mentioned, in those applications, so as consumers, 

especially in Android there, become more and more different app stores that are less curated, as well 

as, say, Google does with Android store, there could be a problem with those applications.  So we’re 

seeing more and more in a rise of malicious applications, which is something that we’re watching very 

carefully.  So I think that answer—was there a…? 

 

Male Speaker: I wonder if I could add to that.  One thing that we are seeing is that our enterprise 

customers are becoming increasingly concerned about mobile users because it’s easy to introduce a 

threat into the enterprise from mobile devices, so there is some interest from enterprise customers 



understanding how can they support—how can they have a more secure environment that might 

include securing mobile endpoints, even of the customers of theirs using mobile devices or supply chain, 

et cetera.  So as that becomes a more important trend, that’s a really important synergy then of the 

consumer business and the enterprise business because we’d be able to provide better protection in 

kind of an environment where the perimeter is very fuzzy and/or maybe doesn’t even exist anymore, by 

ensuring that more customers of enterprise companies are protected with Norton.  So we’ll have to see 

how that develops. 

 

Fran Rosch: That’s a good point, and we’ve actually done a lot of work to actually integrate the 

consumer elements into our enterprise information protection strategy that Balaji will talk about next. 

 

Helyn Corcos: We have time for one more question. 

 

Gregg Moskowitz: Hi Fran.  It’s Gregg Moskowitz from Cowen.  I just would like to go back to the 

expected revenue decline you sort of laid out for fiscal ’17, the minus 4.5% at the midpoint, and if you 

look at the market, it’s been fairly well documented in terms of what we’re seeing in the landscape with 

regard to free and premium type offerings, so would just love to hear more about, if you could elaborate 

on your confidence level why you think you will get back to growth or to a level that kind of is at or 

roughly near the market growth rate of 2 or 3% in fiscal ’18 and beyond. 

 

Fran Rosch: Yes, I think our confidence is really high that we’ll be able to do that.  Some of that is 

because we’re seeing the impact of the changes that we made in the past year and the fact that we sort 

of turned that corner and are moving upward.  Norton has a very large and loyal install base and they’re 

very effective—we’re very effective at retaining those.  I also think that threat landscape continues to 

get more complicated and freeware just simply is not able to protect customers from those threats.  We 

acquire—a lot of our customers have been living in freeware for several years and found that they 

weren’t able to stay protected.  So as we continue to ensure that we’re in the best security, we think 

that will drive more customers to us as we go through. 

 

I also think the customer experience—and again, it sound—maybe it sounds like small ball, but these are 

changes that as we make, really grow that install base quite a bit.  So we think we feel confident that 

we’ll be able grow with those market rates in the future, but right now, we’re focused on delivering for 

that negative 4.5% in FY17 and then we’ll focus on moving toward that market growth in the years after 

that. 

 


