
COMPETIVE ANALYSIS

An analysis of Microsoft’s business-focused marketing content for 

Office 365 in the context of other subscription software services.



PURPOSE

As we focus on transitioning from a perpetual licensing model to a subscription model 

for Microsoft Office, it is important for us to look at competitors who are using a 

similar business model in order to understand how they are marketing their subscription 

software online. 

By comparing our online marketing content for Office 365 with our competitors’ 

content, we can understand what our competitors perceive to be important to potential 

business customers. This will give us a better understanding of where our content is 

succeeding, and where we may need to make adjustments.



ATTRIBUTES

This report will focus on three attributes of business-focused marketing content where we found 

opportunities to improve the content for Office 365.

 Funnel: The method by which a potential customer is guided to appropriate content.

 Purchasing Information: The pricing and purchasing options for business customers

 Content Mobility : The content’s availability and usefulness when accessed from a variety 

of devices.



FOCUS – CONTENT DIRECTED AT SMB AND 
ENTERPRISE CUSTOMERS.

As previously mentioned, we focused primarily on analyzing the online marketing content for 

Office 365 directed specifically at small and medium-sized businesses (SMBs) and large 

enterprises. 

Future analyses may be needed for content directed at other audiences. However, our current 

focus on business customers allows us to narrow in on approaches for reaching our most 

lucrative potential customers.



Office 365 Business Content – http://office.microsoft.com/en-us/business/

Competitors’ Business Content:

 Google Apps (http://www.google.com/enterprise/apps/business/) – Google Apps is a 

cloud-based system with web and native applications on Mac, Windows, iOS, and Android 

platforms. Its offerings include email, instant messaging, calendars, file storage, and 

document creation/collaboration. Google Apps is probably the most direct competitor to 

Office 365 in the cloud-based business application space.

 Evernote (https://evernote.com/business/) – Evernote is a cloud-based note taking 

application with web and native apps available on Mac, Windows, iOS, and Android 

platforms. Its business offering allows users to create, collaborate, and present thoughts 

and ideas through note taking, document sharing, images, audio, et cetera. Evernote is a 

small but growing competitor in this space.

CONTENT ANALYZED

http://office.microsoft.com/en-us/business/
http://www.google.com/enterprise/apps/business/
https://evernote.com/business/


ATTRIBUTE 1 Funnel



FUNNEL

Definition: For this report, “Funnel” refers to the method by which a potential customer is 

guided to the business-specific content. 

Purpose: This attribute is important because content can only be successful if the appropriate 

audiences can easily find and access that content.



OFFICE 365 – FUNNEL

Strengths

 Office 365 for Business content is one of the promoted results in Google, Yahoo, Bing, and other 

search engines. Allowing customers to skip the main landing page and get directly to the 

appropriate content increases the chances for success. (1)



OFFICE 365 – FUNNEL (CONT.)

Strengths (cont.)

 The main landing page for Office 365 draws 

primary attention to the separate funnels for 

individual and business customers. This allows 

customers to quickly self-identify for appropriate 

content. (2)

 The main landing page offers a second 

opportunity for navigating to the business-focused 

content at the bottom of the page. This increases 

the chances for success in getting the customer to 

the right content. (3)

http://office.microsoft.com/


OFFICE 365 – FUNNEL (CONT.)

Strengths (cont.)

 The Office 365 for Business offers separate content funnels for SMB (4) and Enterprise (5) customers 

to address the differing needs of these audiences.



OFFICE 365 – FUNNEL (CONT.)

Weaknesses

 The funnel is less clear for enterprise-level business customers. In order to access the Enterprise 

content, customers must find the relatively small “Enterprise” tab after navigating to the business 

content. (1)



OFFICE 365 – FUNNEL (CONT.)

Weaknesses (cont.)

 Enterprise customers have to re-identify themselves once they move from the value proposition 

content to pricing. (2)



EVERNOTE – FUNNEL

Strengths

 The main landing page for 

www.evernote.com offers three 

opportunities for navigating to the 

business-focused content in the 

page’s header (1), body content 

(2), and footer (3). The header 

and footer remain consistent across 

the website so that the content is 

always accessible with the click of 

one link.

http://www.evernote.com/


EVERNOTE – FUNNEL (CONT.)

Strengths (cont.)

 Evernote’s business content is the main promoted link for Google searches (4)



EVERNOTE – FUNNEL (CONT.)

Weaknesses

 The links in the header and footer are small and dark. While the dark color contrasts with the white 

background, it doesn’t draw attention. This makes the links less noticeable than some of the 

surrounding content, and could keep potential customers from clicking them. (1)



EVERNOTE – FUNNEL (CONT.)

Weaknesses

 The business related content is not one of the promoted search results for major search engines other 

than Google. The business related content also does not appear on the first page of unpaid search 

results for any of the main search engines. Potential customers essentially have to go to the main site 

before accessing business-focused content. (2)



EVERNOTE – FUNNEL (CONT.)

Weaknesses

 The content does not acknowledge the different concerns of 

SMB and Enterprise customers. All content on the site 

addresses businesses as a single audience. (3)



GOOGLE APPS – FUNNEL

Strengths

 The Google Apps for Business 

content is directly accessible 

through searches from the main 

search engines through both 

paid ads (1) and the most 

highly indexed unpaid links (2).



GOOGLE APPS – FUNNEL (CONT.)

Strengths (cont.)

 The Google Apps for Business content is 

almost self-contained. Once potential 

customers arrive there, it is difficult to 

accidentally navigate to non-relevant 

content. Navigation to content for other 

audiences is available only at the very 

bottom of the page. (3)



GOOGLE APPS – FUNNEL (CONT.)

Weaknesses

 There is no easy way to get to the Google Apps for Business content from Google’s main website 

without conducting a search. This is because Google is still primarily a search engine, but it does 

make the content slightly less accessible. (1)



GOOGLE APPS – FUNNEL (CONT.)

Weaknesses (cont.)

 The content does not acknowledge the different concerns of 

SMB and Enterprise customers. All content on the site 

addresses businesses as a single audience. (2)



CONCLUSIONS

 The Office 365 pages excel in acknowledge the differences between SMB and Enterprise customers 
and offering fitting content for these two distinct audiences. However, the content navigation is 
currently putting an additional burden on customers to ensure that they stay in the right content for 
their type of business. If the navigation issue is fixed, the audience-specific content could be a distinct 
advantage for Office 365.

 Office 365 is easily accessible through the major search engines, though this is also true of the 
competitors’ sites to varying degrees. 

 The Office 365 for Business content is well-connected to other areas of the Microsoft website. This is 
a stark contrast to the highly isolated content for Google Apps for Business. It would be a good idea 
to structure the Office 365 content in such a way that once the customer gets to the right content, it’s 
difficult to accidentally leave it.



ATTRIBUTE 2 Purchasing Information



PURCHASING INFORMATION

Definition: For this report, “purchasing information” refers specifically to the pricing and 

purchasing options for business customers.

Purpose: This attribute is important because the timing for presenting a price, and the way 

customers are asked to make a purchase can make or break the decision to go through with a 

purchase. 



OFFICE 365 – PURCHASING INFORMATION

Strengths

 The purchasing content is on a separate page from the initial value proposition, which encourages 

users to better understand the value proposition before looking at pricing. This helps potential 

customers determine whether they want Office 365 based on what it will do for them before having 

to consider the cost. (1)



OFFICE 365 – PURCHASING INFORMATION (CONT.)

Strengths (cont.)

 The purchases can be made through the website without having to call a salesperson to set up the 

account. (2)



OFFICE 365 – PURCHASING INFORMATION (CONT.)

Strengths (cont.)

 The “Help Me Choose” option can help businesses determine which of the many options is best for 

them. (3)



OFFICE 365 – PURCHASING INFORMATION (CONT.)

Weaknesses

 As mentioned in the analysis of the content funnel, the switch from SMB to Enterprise-focused content 

is very subtle and could easily be overlooked. In addition, the page defaults to SMB pricing 

information, even if the customer is coming from Enterprise content. (1)



OFFICE 365 – PURCHASING INFORMATION (CONT.)

Weaknesses (cont.)

 The large number of purchasing options may be overwhelming to 

potential customers. (2)



OFFICE 365 – PURCHASING INFORMATION (CONT.)

Weaknesses (cont.)

 The “help me choose” feature is helpful, but a 

little hidden among the options on the pricing 

pages. (3)



EVERNOTE – PURCHASING INFORMATION

Strengths

 The pricing information is very 

clear. There is only one pricing 

option, and it is shown at both the 

top and bottom of the main 

business page with an opportunity 

to purchase. (1)



EVERNOTE – PURCHASING INFORMATION (CONT.)

Strengths (cont.)

 The opportunity to purchase remains available at the top of each content tab. Customers can make 

the purchase as soon as they’ve made the decision, regardless of where they are in the content. (2)



EVERNOTE – PURCHASING INFORMATION

Weaknesses (cont.)

 The pricing is one of the first things the 

customer sees once they arrive at the business 

content. While this makes it easy to find, it also 

results in a lost opportunity to convey the value 

before asking customers to open their 

pocketbooks. (1)

 The one-size fits all pricing model is easy to 

understand, but may not be appealing to 

large Enterprises with 100s or 1000s of 

employees who are more accustomed to 

volume pricing models.



GOOGLE APPS – PURCHASING INFORMATION

Strengths

 The Pricing information is one of the tabs 

available at the top of every page. (1)



GOOGLE APPS – PURCHASING INFORMATION (CONT.)

Strengths (cont.)

 There are only two pricing tiers 

available, which makes it easy to 

determine which is the best for a 

particular organization. (2)



GOOGLE APPS – PURCHASING INFORMATION (CONT.)

Weaknesses

 Customers can only access the second 

pricing tier by contacting a sales 

representative. (1)



GOOGLE APPS – PURCHASING INFORMATION (CONT.)

Weaknesses (cont.)

 The “Get Started” button is prominently 

featured in at least one location on each 

page. However, customers may not realize 

that “Get Started” is their option to 

purchase online – particularly when 

“contact sales” is also on every page. (2)



GOOGLE APPS – PURCHASING INFORMATION (CONT.)

Weaknesses (cont.)

 It may not be clear to users that the “Get 

Started” button initiates a 30-day trial rather 

than a purchase. This information is only available 

at the bottom of the Pricing pages. (3)

 The lack of volume discounts may push away 

large enterprises. (4)



CONCLUSIONS

 Our competitors in the subscription software market are trending toward a simple pricing structure 
with few (if any) tiers. We may want to consider simplifying our plan options. While we want to offer 
flexibility, the number of choices may be overwhelming.

 If we maintain the current pricing structure, it would be beneficial to make the “help me choose” 
feature more prominent and robust.

 The current delineations between SMB and Enterprise pricing can be confusing, as an SMB customer 
may find an Enterprise tier to be the best option in some situations. It may be better to either 
duplicate some of the Enterprise tiers for SMBs and vice versa, or remove the delineation entirely.

 Our competitors are also trending toward making all pricing information readily available online, as 
well as the option to purchase directly online. This transparency for customers is something we’re 
currently doing, and should continue doing.



ATTRIBUTE 3 Content Mobility



CONTENT MOBILITY

Definition: For this analysis, “content mobility ” refers to the content’s usability and usefulness 

when accessed from various devices. We analyzed the content’s behavior on a laptop, a large 

monitor, and three mobile devices:

 iPhone 5S running iOS 7.0.4

 Samsung Galaxy S4 running Android 4.2 (Jelly Bean)

 iPad running iOS 7.0.4

Purpose: A key component of Office 365’s value proposition for businesses lies in its promise 

of “a consistent, clean, and fast mobile experience from virtually anywhere via Office 365.” 

Because of this promise, it is important that our marketing content be equally usable on as 

broad an array of devices as possible.



OFFICE 365 – CONTENT MOBILITY

Strengths

 All text and image content loads successfully on the tested devices.

 The content on mobile devices mirrors the content available on the desktop.

Weaknesses

 The content does not adapt to various viewing windows on the desktop. The layout remains set 

for all viewing windows, which makes it look empty in larger viewing windows, and requires 

horizontal scrolling in smaller viewing windows.

 The content does not adapt to mobile screens (see the mobile screenshots on the next slide). 

Mobile users must scroll horizontally or manually resize the page to view all content.

 Video content would not play on the tested iOS devices.



OFFICE 365 – CONTENT MOBILITY

Smartphone: Galaxy S4

OS: Android 4.2 (Jellybean)

Tablet: iPad

OS: iOS 7.0.4

Smartphone: iPhone 5S

OS: iOS 7.0.4



EVERNOTE – CONTENT MOBILITY

Strengths

 All content (including videos) loaded successfully on the tested mobile devices.

 The content mirrors the content available on the desktop.

 The website makes use of a responsive design that tries to adapt to the appropriate viewing 

size for all screens, including the mobile devices. This does a fairly good job of making the 

content layout look clean and purposeful regardless of the device.

Weaknesses

 The content adapts to fit completely on the mobile screen, but the text is small and difficult to 

read unless the user zooms in on the page. (see screenshots on the next page)

 On the desktop, the adaptive content layout can become messy and sometimes unreadable 

when the browser window is made very narrow.



EVERNOTE – CONTENT MOBILITY

Smartphone: Galaxy S4

OS: Android 4.2 (Jellybean)

Tablet: iPad

OS: iOS 7.0.4

Smartphone: iPhone 5S

OS: iOS 7.0.4



GOOGLE APPS – CONTENT MOBILITY

Strengths

 All content (including videos) loaded successfully on the tested mobile devices.

 The content mirrors the content available on the desktop.

 The website makes use of a responsive design that tries to adapt to the appropriate viewing 

size for all screens (including the mobile devices). This does a fairly good job of making the 

content layout look clean and purposeful regardless of the viewing window.

Weaknesses

 The content adapts to fit completely on the mobile screen, but the text is small and difficult to 

read unless the user zooms in on the page. (see screenshots on the next page)

 On the desktop, the adaptive content layout can become messy and sometimes unreadable 

when the browser window is made very narrow.



GOOGLE APPS – CONTENT MOBILITY

Smartphone: Galaxy S4

OS: Android 4.2 (Jellybean)

Tablet: iPad

OS: iOS 7.0.4

Smartphone: iPhone 5S

OS: iOS 7.0.4



CONCLUSIONS

 We should refrain from using Flash-based video content to help ensure 
that our video content is more widely accessible across commonly used 
mobile devices.

 We should consider moving to a responsive design. This would allow 
our content layout to adapt to different browser windows on a desktop 
and, more importantly, adapt to mobile devices. This would allow our 
content to model the Office 365 promise of “a consistent, clean, and 
fast mobile experience from virtually anywhere via Office 365.” 

The competitors we analyzed are ahead of us in terms of responsive 
design, but their implementation is not perfect. This shows that, while 
we are behind, there is definitely room for improvement. 

 An example that we may want to consider emulating on the mobile 
front is Adobe’s mobile content for their Creative Cloud offering (see 
the screenshot to the right). The site does a great job of providing the 
same content available on a desktop in a mobile friendly format.



CONCLUSIONS Suggestions for moving forward



STEPS FORWARD

We’ve made a number of suggestions in the conclusions portion of each attribute section. Here is the 
summary of the changes we feel would have the greatest ROI.

 Update the navigation structure so that customers can easily self-identify as an SMB or Enterprise 
customer at the beginning of their experience. Then, provide them only with the appropriate content 
throughout their time on the site.

 Make the “help me choose” feature more prominent in the purchasing content. This should help 
customers navigate the many pricing tiers more easily.

 Consider options to simplify the pricing structure and make it more easily digestible.

 Replace current video content with non-Flash content to make the videos available on more mobile 
devices.

 Explore options for transitioning to a responsive design, or adding mobile templates to make the 
content more easily accessible on mobile devices.



A FINAL THOUGHT

While we did not perform a full content-audit for this report, we do wish to make a recommendation 
based on some of the content. 

The content for business customers does an excellent job of addressing the differing needs of SMBs and 
Enterprises. However, the content is very focused on convincing current Microsoft Office customers to 
upgrade to Office 365. 

This implies that Microsoft believes it has tapped out the market and is focused on retaining current 
customers rather than trying to expand its reach. Potential business customers who are not using Microsoft 
Office, but are exploring Office 365, may have trouble seeing themselves in this content.

We recommend that content be added to address the needs of new potential customers to allow the 
continued growth of Office 365.


