
RESETTING PERCEPTIONS

OUTLOOK POV



What you asked us

“How would you market Outlook.com in order to drive 
usage of the integrated features?” 



We did some investigation

• Conducted in-person interviews
• Reviewed industry research
• Audited the Outlook.com & competing experiences
• Conducted social conversation audit



Source: 997M opens tracked by Litmus Email Analytics (Oct 2014)

Email Client Market Share

People have Outlook.com, but accounts are under utilized

A web application that provides message management, composition, and reception functions is sometimes also considered an email client, but more commonly referred to as webmail. Popular web-based email clients 
include Gmail, Lycos Mail, Mail.com, Outlook.com and Yahoo! Mail.

“Apple’s default Mail client remains firmly in the middle of the 
road…and it’s still my default email client—though mostly due 
to my own inertia.” 
- Macworld

http://en.wikipedia.org/wiki/Webmail
http://en.wikipedia.org/wiki/Gmail
http://en.wikipedia.org/wiki/Lycos_Mail
http://en.wikipedia.org/wiki/Mail.com
http://en.wikipedia.org/wiki/Outlook.com
http://en.wikipedia.org/wiki/Yahoo!_Mail


Consumers have busy digital lifestyles

We need to disrupt them in order to rekindle their 
relationship with Outlook.com.

We need to reengage existing account holders and 
give them a reason to spend more time in 
Outlook.com.



Google has captured many users’ hearts and time

“Gmail is my identity”

“I use the email my friends use, and for most of 
my friends, that’s Gmail”

“I love Gmail’s integration with Google Chat. 
They have created an world that maps to my life”

“Google has created a world where I can host 
weekly wine hangouts with my friends”



They have turned peoples’ 
love of their products into 
Google customers, and
made Gmail the gateway to 
the Google world. 



And over time…

people have established an 
emotional connection to  

Many people see Gmail as the “key” to their digital life. 



Meanwhile…

“Microsoft doesn’t have 
Microsoft customers” 

People see Microsoft as individual islands (e.g. Office, Skype, 
etc.) versus an interconnected world. 



People see Outlook.com as an island

“When I think outlook I think business and 
work. I don’t think personal”

“I like some of the new [Outlook] features, but I 
really don’t remember them”

“I hate to say it, but Outlook is where my spam 
goes to die”

“I don’t know what I’m using? It used to be 
Hotmail, but now it’s Outlook?”



People don’t associate with Outlook.com

They see it as a dated and corporate platform to which they 
have no emotional connection.

They don’t see it as a key to a broader Microsoft world.  



But email is still an important hub to life

• Updates on our favorite band tour
• Fantasy football roster reminders
• New Pinterest board for home remodeling

• A love letter from our sweetheart
• Our favorite chili recipe
• Family event reminders



Outlook.com is a better enabler of coordinating life through 
integration with: 

• Office Online
• Skype
• OneDrive
• Social connectors
• Contacts/People



But people don’t know 
Outlook.com is the gateway 
to these life tools. 

It is the inbox of the future, but 
people simply don’t know it. 



A way to enhance your life through your inbox. 

We must show account holders that…

=



So, how do we do it? 



Let’s start by addressing the real question

“How do we get people to re-activate their 
Outlook.com accounts and make it a central fixture 

in their digital lives.” 



Find the low hanging fruit

Identify and activate existing account 
holders, and empower them as influencers. 

“If there was genuinely something new about the 
Microsoft inbox, I’d at least consider it”  



Become a part of peoples’ digital life

We know on average that people have 3.1 
emails, and we know that we’re not going to 
get them to completely switch their digital 
identity. 

But we can convince them to consider adding 
Outlook.com to their digital life. 

“I have many different emails that serve various 
purposes in my life.”  



Play on existing emotional connections 

“Even as an Apple consumer, I could not live without Office.” 



Lose the buzzwords; Talk to people like people

“The brands I listen to are those who talk to me like a human.” 



Tell human stories that are relatable

“OneDrive makes it so easy to store and share my 
recipes with my friends and family”



Be a part of peoples’ lives

“I get ideas from everywhere. Most of the time through 
Facebook, but even standing in line at Starbucks” 



Own the simplified inbox narrative



Tactical Ideas



Owned Channels

In-product

1. Run ads in right rail
2. Use interstitials to raise 

awareness of new features
3. Improve discoverability by 

making the app drop down 
auto expand upon login

Blog

Infuse humor and wit into the 
Outlook.com narrative in order 
to make them ore relatable and 
shareable. 

.comEmail

Send users messages from the 
apps (e.g. give them a persona) 
teaching account holders how 
best to use them to improve 
their digital life. 

Enhance the storytelling on .com 
to showcase more experiences 
and less product features. 
Showcase the people of 
Outlook.com. 



Other Channels

Use the rich targeting 
features of social platforms 
to engage people who used 
Outlook.com to sign up.

Use subtle sidewalk graffiti 
and “concert” posters to 
prompt curiosity in high-
trafficked public places.

Invest paid media $$ behind 
existing (and new) videos to 
showcase the enhancements 
to Outlook.com

Create 6-15 second videos 
to demonstrate easy ways 
to use the integrated 
features of Outlook.com.



Thank you 


