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	2. Overview of Dropbox
Who  are Dropbox and what do they do?
Dropbox is a cloud storage platform that allows users to upload, store, backup and share files and documents on to a remote cloud
system across numerous different devices in a syncronized fashion. By offering remote capabilities from mobile, tablet and desktop it
allows users to access, organise, syncronize, and share all their files from one digital location.
Origins of Dropbox/ Timeline
Dropbox was founded in 2007 by Drew Houston & Arash
Ferdowsi. After forgetting his USB on a bus journey one day,
Houston identified that there was no way for him to access
his documents without physically retrieving his USB. This
sparked the idea to have a cloud based platform where his
files could be accessed syncronised and saved from any
device and any location. (Forbes 2011)
Dropbox Mission
Their mission is to “provide a home for everyone’s
information and bring it to life”. They aim to make it
simpler for people around the world to “share access, and
collaborate on their files so they can be more productive at
home and in work.” (techcrunch.com 2015)
In turn they hope to encourage people to work together by
using Dropbox. They emphasise their mission by focusing
on these four pillars of benefits throughout their strategy:
Be anywhere: Ensuring that you’re uploads are consistant
across all platforms, that edits made are syncronised and
that access is unrestricted in terms of hardware
Simple Sharing: Creating simple and easy ways to share
documents between users in order to make viewing and
editing documents as efficient as possible.
Always Safe: Safekeeping of all files stored on dropbox
despite any hardware or extrenal software failures
Surprise Yourself: Show users how using dropbox can
simplify their lives
(Dropbox.com)
The Evoloution of Dropbox as
Freemium model
In order to entice users they offer limited
services for free (2GB memory) and
subsequently have improved services and
greater memory size available for those willing
to pay. This is classified as Freemium (Free +
Premium)
componentents of their platform and business
model have evolved to include new target
markets. They have continued to innovative in
order to stay competitive while striving to satisfy
the needs of both new and retruning users.
From our timeline above we can see a clear
evolution of both their product offering and
their target markets.
The growth and sustainability of their product
has proven that they are scalable and
adaptable.
Innovation is crucial component of the
Freemium model. Dropbox have recognised this
through the introduction of new features. This
in turn has been a key factor in retaining users
(User LifeCycle)
As part of this study we aim to examine
Dropbox as a purely digital model. We will
established their key value propositions,
Examine it’s one sided market and how they
are positionrd against their competition.
Identify the challenges they face, and adapt a
strategy accordingly
 


	3. Defining Freemium, and  the Challenges
That Face Dropbox
Freemium
Erik J martin defined Freemiuim as
“ offering a completely gratis but possibly feature limited product or service that allows options for premium upgrades/options that users can pay for”.
By providing a free aspect of your product or service you are giving prospective customers a feel of what you have to offer.You are enticing customers with the
hopes of further highlighting the benefits of upgrading to a premium service.
In doing so you aim to increase awareness, lloyalty, “stickiness” and conversion. The free aspect of a freemium offering drives the awareness and demand for
you’re product. By creating a high supply for free you in turn increase the demand for the paid service/product. Essentially the more people that use you’re free
product the more people will be aware of the benefits of you’re paid product – leading to a higher demand and conversion. This is provided that the premium
offerings are worth the cost to the consumer and that they are communicated clearly to the consumer. (Martin E.J, 2012)
Challenges Of Freemium
Although a strong model to garner traction Freemium does present itself
with its own set of challenges. These challenges are a viotal part of the
model in order to ensure both intitial awarenes and customer retention:
• Communicating two set of Benefits: It is important that customers see
the benefits of your free product but also how their experience is
greatly improved by converting.
• Balancing Benefits: If you are not attracting enough free users you’re
offering is probably not enticing enough. However if you have a high
number of free users but little conversion you could be offering too
much for free. The NYT is a clear example of this. They adapted their
free offering three times in order to get the right balance of free &
premium
• Scalability & sustainibility: In order to deal with a large amount of free
users, a freemium business must have the infrastructure to deal with
such growth. WIith this growth comes an increase in costs. The rate of
conversion must sustain the cost of the free users. Otherwise they may
go out of business.
• Consumer Lifespan:Late adopters of you’re product are harder to
convert. As such the rate of consumers converting can rise and fall very
quickly. Innovation is crucial in order to keep attracting new customers
but also keeping current users. It gives Late adopters more of a reason
to convert. (Kumar V. 2015)
Challenges Of Dropbox
Dropbox have successfully tackled the initial challenges of a freemium
model previously mentioned. This is evident in their success to date.
However the development of the cloud storage industry has presented a
new set of challenges. Primarily competition. The Box, Apple iCloud,
Google Drive, and Microsoft OneDrive, are all competing to be the go to
for cloud storage. Google Drive have seen users jump to 240 million users
and One Drive to 250 million. (Fortune.com 2014)
Although they are still behind Dropbox this is a substantial increase given
that Dropbox entered the cloud market four years prior. Furthermore
analysts IDC have stated that the growth of Google Drive and The Box is
twice as fast as Dropbox within the Business Cloud Storage Market.
(Bloomberg.com 2015)
Dropbox are at a disadvantage due to the pre-existing products companies
like Microsoft and Apple offer. Cloud storage is not their primary product.
It is more of a feature or complimentary product offered as part of using
their operating systems or hardware. Apple integrate icloud within their
laptops, tablets and phones. As such they target their costumers directly
and make it somewhat compulsary to use their cloud storage system.
 


	4. Positioning
Even though all  cloud storage competitors have
stated the amount of registered users they have it is
difficult to decipher how many are active and how
many just registered once off.
CloudOn,(a company who makes word processing
software for mobile devices and whose users
connect their accounts to cloud storage directly),
released information as to their cloud storage
preference.
Although facing strong competion and a
disadvantage in terms of device access, this
information shows Dropbox are ahead of both
Google Drive and OneDrive.
3.7 million CloudOn users sync with Dropbox, fewer than
2million connect with Google drive, and fewer than
1million on Microsoft Drive. Again this positioning is easily
changed with the previously mentioned rapid growth of
their competitors.
(Fortune.com 2014)
…cntd
Dropbox have recognised this disadvantage and
created partnerships with companies such as HTC
in order to rival the competition. They have
integrated dropbox within HTC mobile devices in
order to encourage new users. The aim is to
increase users by having a greater default presence
of Dropbox on devices. This shifts dropbox into a
necessity as opposed to an option . Although a step
in the right direction they are still lacking the
integration and acess of their rivals. (Forbes 2012)
This intensified competition also presents Dropbox
with a price challenge. Again cloud storage is not
Apple, Microsoft, and Googles primary product. For
the most part it is a complimentary. This opens up
the opportunity for undercutting prices.
We can see that from our comparison chart that
Google drive and OneDrive offer variations of
pricing structures. Dropbox on the other hand stick
with one solid price. Furthermore Dropbox free
storage offering is far less than it’s competitors.
This show how little their competitors rely on their
cloud storage for revenue in comparison. As such
their product needs to justify their pricing now
more than ever.
ONE
Drive
Dropbox Google
Drive
Box Amazon
Cloud Drive
Copy
File Size
Restriction
10GB 10gb with
website,
none with
Dropbox
app
5tb 250mbfor free
plan 5gb for
paid personal
plan
2GB None
Free Storage 5GB 2gb 15gb 10GB No 15gb
Can I earn extra
free storage
No Yes No No No Yes
Paid Plans $2.month
for 5gb
$10 month
for 1tb
$2/mont
h 100gb.
$10
month
for 1TB
$10 month for
100gb
$12/year for
unlimited
photos. $50
year for
unlimited
files
5$
Month
for
250GB
. $10
for 1tb
Single-Sided Market
Dropbox operates in a single sided
market. They provide/sell their product
and services to customers.
Having recently introduced Dropbox for
Business they no longer focus soley on
individual customers.
This however does not change or effect
their market platform. They still, at the
core of their business supply a product
(cloud storage & file sharing) to a
consumer be it itindividuals (B2c) or
businesses (B2B).
By identifying Dropbox as a single sided
market we can now examine their
offerings to said market i.e their value
proposition.
 


	5. Value Proposition of  Dropbox (Customer)
Value Proposition
When assessing the Value Proposition for the customer we are studying the value that your product or service offers to your customer segment. I feel that Dropbox
overall Value proposition is an efficient and cohesive means to back up, edit , and share files, safely across numerous different devices. When examing their
proposition for their customer segment we identify the primary Jobs, Pains, and Gains associated.
Although there is an overall Value proposotion for the Customer Segment, the freemium model
can be broken down further into the value proposition of two different segments: free users
and premium users. They share very simliar characeterstics in terms of Value proposition
however there is still difinitive differences that motivate the conversion
Currently Dropbox states that over 2 billion 8 hundred million “shared connections”have been
made on dropbox & 1 billion 2 hundred million files are uploaded (dropbox.com). The sheer
volume of this activitiy highlights the dependency and value that users place on Dropbox. This
validates the gains within the value proposition but furthermore highlights the scale of needs/
customer jobs looking to be executed. (Drobox.com)
Throughout initial fundraising Houston has stated that investors did not recognise the pains
due to a lack of efficient cloud storage. The market was inundated with similar products that
did not work effectively and did not make money.Investors did not see it as a serious issue nor
did customers really have a problem carrying a USB.
It proved difficult for Houston as customers did not know what they wanted and furthermore
did not realise there was even an issue/pain. In retrospect we can establish the pains clearly.
However we will discuss further how Houston brought these issues to light in the validaton
slide. (growthhackers.com 2012)
VP for Free Customer Segment
• 2013 conversion 4%. This highlights high
level of free users
• High level of free user indicates the free
offering has a clear value
• Free users are looking to use Dropbox at a
lower cost (free)
• Also looking to store lower quantity of
data- free offering is sufficient enough to
satisfy their needs
• Does not mean they will not convert. Late
adopters may wait to convert until they
have fully exploited their free services.
They may then asses if the desire or need
to upgrade is of value
VP for Premium Customer Segment
• 4% is low conversion but derived from
high quantity of users. Suggests a high
number of Premium customers
• Premium Users are seeking greater
capabilities in terms of features and
storage capacity
• Free product does not satisfy their
Jobs/needs fully
• They see a greater value in premium
features
• In turn they have a greater willingness to
upgrade
(Osterwilder A. et al, 2014)
 


	6. Value Proposition of  Dropbox ( Left Side)
Value proposition
Here we examine how the Jobs, Pains, and Gains discussed within the Customer Segment are addressed and alleviated by Dropbox. We can do so by
defining their Product, Pain Relievers, and Gain Creators.
Product Pains Relievers Gains
How you’re products and
services address and alleviate
pains you’re customer is trying
to avoid or rid of.
How you’re products &
services create gains benefits
outcomes for your Customer
The primary gains of Dropbox is the efficient and
collaborative workflow provided to it’s users. It
simplifies tasks such as file sharing and cloud
storage. It provides users with greater access to
their files in relation to devices, but does not
compromise security. Furthermore by providing
automatic synchronization it provides their
consumer with piece of mind knowing that
despite any hardware failures their files will
remain unaffected. With over one billion files
updated through Dropbox everyday it is evident
that the gains are indeed of value.
Products & services that
you offer to help customers
get their Jobs/Tasks done
Dropbox product is an offsite server that allows
users to backup, store, and share files and
documents securely. Within this product they offer
key features that aim to create a smoother
workflow for users. Beneficial features include, the
capability to edit documents &have them update
automatically. Access across all devices. Automatic
back-up of you’re camera roll. Offline access. Link
sharing through email, chat or text message.
Sharing capabilities for non-Dropbox users, and
many more.
Through identifying Dropbox key products and
features it’s evident to see the clear correlation
between the pains within our Customer
Segmentation and the offerings of Dropbox to
alleviate such pains. One single location for file
storage which is accessible through multiple devices.
Synchronization of files across all devices. Automatic
updates regarding any edits made (avoiding having
to re-send updated documents). Sharable links to
the file location on Dropbox for users and non user
as opposed to having to send an entire file through
transfer or email.
Value Proposition Free Vs Premium
As we established in our VP right side, free users and
premium have similar gains but slight variations.
In regards to the free side of the VP gains offered are
beneficial but limited. Dropbox limit storage space
and capabilities. It is essentially a downgraded offer.
The Premium side in contrast offers more features
and storage space. This is aimed to appeal to those
who see the value of upgrading and will convert. Their
needs are not completely met with just the Free
product and are willing to pay.
Enhancing value
(upgrading)
Downgrading
The Fit
We can see that the left side of our Value proposition
addressed each pain gain & customer job on the right
side. This direct correlation creates a “problem
solution fit”. With the features of the Value
Proposition matching the characteristics of our
customer segment, Dropbox aim to then achieve
“product market fit”.
A clear measurement of this is the traction and
interaction with customers and you’re product. This
traction is the validation of you’re product and
market. The high number of users Dropbox has
acquired is a clear sign of achieving both a problem
solution and product market fit.
(Osterwilder A. et al, 2014)
 


	7. Digital Properties of  Dropbox
Network:
Community:
Marketplace
Community is a large component that makes
up Dropboxs digital properties. They
implement numerous different incentives to
increase activity and users. These incentives
drive interaction between users and have
created a community amongst different
categories of users.
Referral System
Dropbox offer additional storage space to
users who successfully refer a friend. Thanks
to referrals growth from 100,000 to 4 million
in just 4 months. Referrals accounting for
9.7% of monthly growth.
This tied users to the tool but also
encouraged a community of users. This
meant that more people would interact and
collaborate amongst one another through
using Dropbox.
Dropbox Community Forum
On their website Dropbox have a forum
where users can discuss any issues or feed
back they may have. Within their 9
categories of forums there have been
approximately 45,000 posts. These posts are
replied to not just by Dropbox staff but also
users who may have faced similar issues and
can help out.
Dropbox Community Super User Program
Dropbox offer a program for Users who are
“helpful knowledgeable and technical” about
their product. Members who contribute
greatly to their community forums can apply
to be a Super User and gain extra perks
including Webinar & training, Testing
Opportunities, Early Product Updates, and
Meet Ups throughout the year.
(Dropbox.com 2015)
Technology
Infrastructure
As a cloud storage tool, hosting data
belonging to over 400 million users,
infrastructure is pivotal. Even more so
considering security and efficiency are the
core of Drobox's ethos.
Compatibility
Dropbox operate on multiple platforms and
devices. In order to achieve synchronization
across multiple devices they are compatible
with every major device interface, and
operating system.
They do not have the advantage of competing
in a device market like Apple. So the more
compatible they are the better their Value
proposition and positioning is.
Servers & hosting
Andrew Fong, a Site Reliability Engineer at
Dropbox has discussed the challenge of
ensuring hosting servers are scalable for a
growth that is hard to forecast. They
implemented a hybrid infrastructure to
accommodate this.
• They use over 10,000 servers
• Actual files stored on Amazons S3 storage
service
• They use Amazon EC2 to communicate
between data centres
• Metadata stored on their server
Fong stressed the impact of implementing
this approach early and how it saved Dropbox
the difficulties during such rapid growth.
“Don’t think it’s easy to combine systems
later,” he said. “It’s better to do the work
up front”
(datacenterknowledge.com 2013)
Data
Customer Profile Data
Payment details (including billing
address), email address and a
name is all that is required.
Similarly for Dropbox business
the only extra information
required is a “Team Name” & the
company size.
A very limited profile is derived
which includes location.
This does help them see market
presence throughout different
regions.
Activity Data
Visibility of activity allows them to
see what platform people access
Dropbox through, purpose of use ,
and frequency.
This gives an insight into
Customer preference and product
performance.
Stored Files and Data
Dropbox employees do not have
access to users files . They can
only access basic metadata for
customer service purposes.
A select few are granted access to
users files but only in extreme
circumstances. This happens
approx. once a month and is due
to legal enquiries. A Secure Socket
Layer is used to protect files/data
“in transit”. Data within files are
not used by Dropbox & seldom
viewed. (digitaltrends.com 2012)
 


	8. Early CAC for  Dropbox
Dropbox initially followed a more traditional
method of customer acquisition through PPC,
SEO, and Display advertising. This however
proved to have an extremely inefficient and
poor return on investment.
Average cost of acquisition per customer was
$400. The product however was $9month ($97
per year). Provided that a customer paid for a
full year they would have made $303 loss per
customer and would have been out of
businesses very quickly.
(callloop.com 2014)
CAC Within Freemium
• Dropbox do not use any paid campaigns for
Customer Acquisition.
• Rely on Freemium Offers
• Limited Product/Service for free to entice users to
“taste”
• Referral system in order to gain further traction
• Cloud storage as incentive: abundance of product
– low cost CAC method
• It still cost to sustain free users
• Premium Users must cover cost of Free Users-
Freemium Ratio
• Dropbox CAC based on cost of hosting/Bandwith
of each free user
Outcomes have proven an
efficient CAC implemented by
Dropbox.
• Users incentivised to improve
growth – referrals have
caused rapid viral growth
• No paid campaigns – All
inbound
• Free trial creating “stickiness”
• Partnerships between users &
amongst platforms such as
HTC and Adobe.
Customer Lifetime Valuation
For the Customer Lifetime Value we need
the
• Average Customer Revenue
• The Average Cancellation Rate
This is not as straight forward however for a
Freemium model
CLV Within Freemium
The Average churn/cancellation rate is more
associated with a Subscription Model. This creates
difficulties for us to establish the ACR.
• The majority of Dropbox users are not Premium.
• A conversion rate of 4% upgrade to premium
• There is not a clear cancelation process as free
users do not have a clear need to cancel .
• premium users already know the value of paying
so they don’t want to cancel.
• Due to the pricing plan they have paid for the
month or year (not on a subscription basis)
• Variations in payment so Revenue per user differs
Even with a lack of access to ACR
& Cancellation Rate Drobox's
current performance indicates a
positive CLV.
• Recurring conversion rate of4%
( from 400 mill users)
• Product life has not dwindled
since entering the market.
(increase in users)
• Advocates acting as lead
generators through referral
incentive
Customer Acquisition Cost & Customer Lifetime Value
(Harvard Business School 2015)
 


	9. Monetizing Dropbox
Freemium companies  can monetize their products and services through a number of ways. They can introduce a paywall, allow for in app
purchases, and limit the features accessed for free. As previously stated in order to monetize their produce Dropbox offer a limited amount of
cloud storage space for free, with additional space available through upgrading.
The foundations of monetization
need to be established. Within a
freemium model this entails
establishing the restrictions of
your free product, a clear
communication strategy to your
users, and a sustainable pricing
structure.
Established restrictions
and differences between
free, pro and Business
Clearly communicated
Definitive Pricing Structure



Conversion Rates:
In order to achieve a successful
Freemium model you need to
establish a good conversion rate.
A high conversion rate is not always
a good thing. A low conversion rate
of a High number of free users is
better than a high conversion rate of
a low number of users..
A low conversion rate of a High
number of free users is better than a
Although Freemium is low cost. It is
important to ensure the number of
premium users is enough to cover the
costs of you’re Free users: Freemium
Ratio.
With the possibility of rapid growth
within Freemium it’s important that
you establish a good sustainable
conversion rate.
Establishing a Good
Conversion Rate for Dropbox
• 400 mill Users
• 4% premium (16 million)
• Premium pays 10$
• 400 mill/16mill = 2.5
• It takes 2.5 free users for every 1
premium users
Assuming the cost of a free user is $3.
2.5 Free Users x $3 = $7.5
$10 (Prem User fee) - $7.5= $2.5 (margin)
GOOD CONVERSION
If a free user costs $4 (or more) this would
be a BAD CONVERSION
2.5 x $4 = $10
$10 (Prem User Fee) - $10 = 0
(no margins)
(Techcrunch.com 2014)
 


	10. Customers
Complementors
Suppliers
Competitors Company
Digital Ecosystem  - Value Architecture Vs. Competitor
Customers:
• Dropbox customers are digital natives who require safe easy
synchronized access to their files across different devices.
• They comprise of Free and Premium.
• Product enhancers and co co-creators:
Expert users respond to customer queries within
the Forum.
Super User Programme: they Improve systems and
user experience and get perks in return
Competitors
• It is compatible on competitors
devices and operating systems.
• Aug 2015: Reports of Apple Mail
server blocking emails with
Dropbox links
• (dropboxforum.com 2015)
Complementors
• Partnerships with HTC to have Dropbox pre-downloaded on
devices and android compatible.
• Partnership with Adobe. Editing capabilities, enhancing the
value and experience
• Operating systems such as Linux, IOS, OSx Windows, push the
distribution
• Referrals help increase new business
Suppliers
• Operating systems such as Linux, IOS,
OSx Windows, push the distribution
• App and mobile capabilities – supplied
through App stores
Customers:
• Pre-exisitng Apple Device Customers
• Pre-existing Gmail Account Holders
• Free and Premium customers
Competitors
• Both Compatible on competitor devices
• Not as efficient when operating on
competitor devices.
• ICloud synchronisation is not as optimum
on Windows OS.
Suppliers
• Operating systems such as Linux,
IOS, OSx Windows, push the
distribution
• App and mobile capabilities –
supplied through App stores
Complementors
• iCloud integrated into all Apple devices. Apple device owners
encouraged to create iCloud account
• One Drive and Apple part of a wider range of Document
software e.g Microsoft Office/ Apple Pages
• Integration and compatibility with email accounts
• Less of an incentive for referrals. Their cloud products are
more complimentary to their primary products.
DROPBOX iCloud, Box,Google Drive, OneDrive
 


	11. Dropbox Valuation
June 2007
$15,000
Seed
Sep  2007
$1.2m
Seed
Nov 2008
$6 m
Series A
Oct 2011
$250m
Series B
Jan 2014
$350m
Series C
April 2014
$500m
Debt
Refinancing
Investment Timeline of Dropbox
Dropbox have had six funding rounds to date and in Jan 2014 were valued at $10B. They have had $1.1 bn in investment from 26
investors. So how can they be valued @ $10bn? (crunchbase.com 2015)
Traditional Valuation:
The valuation of tech companies differs
to that of Traditional businesses. As a
privately owned company Dropbox do
not publish their revenue figures.
We still factor traditional components
such as :
• Assets: 11 Offices
• Employees: 1200
• Market Presence: 11 Cities ( N.
America, EMEA, Asia)
• Revenue: 400 mill (2014) (Forbes)
• Investment To Date: $1.1bn
Valuing Dropbox:
The $10bn valuation of Dropbox follows the total
investment figure reaching $1.1bn
• During the last round of investment an
independent 3rd party firm values the company
and price per share.
• Investors then offer to purchase share usually
priced at a premium.
The price paid per share contributes to the $10bn
valuation. The independent 3rd party firm have access
to their finances but also look at:
• Overall Value of the Cloud Storage Market
• The companies market share
• # Users (Free and Premium)
• Conversion Rate
• User growth rate
• Growth Potential
• Intellectual Property (Investopedia.com 2015)
Perception of Dropbox Valuation
Many have said that the valuation of Dropbox is
not a true reflection or is not sustainable given
the entry of competitors to the market.
Their estimate revenue for 2014 is $400mill.
This is .04% of it’s $10bn valuation. This is a low
number when compared to their competitors.
(Investopedia.com 205)
Houston has stated that unlike the valuation of
many tech companies theirs is justified as they
have a clear business model that generates
revenue. (financialtimes.com, 2015)
 


	12. Sources
Of Value
Creation
VALUE
Efficiency
Transaction Efficiency:
•  No cost for Free Users
• Quick sign up process with no
payment details needed for free
users. (evident in the high # of free
users)
• Free offering – reduces marketing &
sales costs
• Referral reduces marketing & sales
costs . ( evident in Dropbox lack of
paid campaigns but high # of users)
• Clear price/product comparisons
between free & premium increase
purchasing efficiency
Novelty
From a product viewpoint there isn’t novelty within the
Dropbox product. There are similar competitors and they
were not first to the cloud storage market.
The novelty is in their efficiency. Before their arrival
cloud storage software was unreliable, difficult to
navigate, and was not operable on different devices.
• Dropbox is user friendly (evident in it’s high number
of community users), compatible with multiple
devices, and secure ( no disastrous hacks like iCloud
to date).
• Extra storage available through Referrals is also a
novelty that contributes to the efficiency.
• Carousel and Mailbox (although now being shut
down)
Their slogan “ It Just Works”
Lock In
• Freemium model – realising benefits during
free locking them in when benefits for
converting are realised.
• Benefits of loyalty – perks for “Super Users”
• Possibilities to increase cloud storage
through referrals
• High # of users: highlights necessity of
product in order to collaborate
Complementarities
• HTC Partnership
• Adobe Partnership
• Chrome Extension : auto downloads docs to
Dropbox
• Camera Roll synchronisation
• Link sharing
• Dropbox connectivity with mobile Office 365
Amit, R. and Zott, C. (2001).
 


	13. KEY TRENDS
MARKETFORCES
Data Regulation  & Security
EU data protection proposals: Will
make it more difficult for companies
to obtain data of EU Users
Increase in cloud hacking e.g iCloud
TECHNOLOGICAL
• Integration of cloud storage and
email platforms.
• Lead to the shuttering of Dropbox
Mail service & Carousel photo app
FISCAL
Within Ireland low Corporate
tax rate. Increase in tech
companies opening
headquarters. Dropbox recent
expansion in Ireland
Needs & Demands
Increase in Cloud Storage
Dependencies/Usage.
Top 3 cloud storage companies:
790 mill users
Pains & gains shift within
business: intro of Dropbox For
Business
Switching Costs
• No financial switching
costs for users.
• Switching cost is only
time and effort learning
new platform
Growing Customer
Segment
• Pains & gains shift within
business: intro of Dropbox
For Business
• US Small & Med Business
cloud market valued at
$15bill (Forbes)
• Est. 40% growth from 2011-
2016 (forbes 2015)
MACRO-ECONOMIC FORCES
Emerging Markets
¼ organisations estimated to
move to cloud computing. By
2020. (forbes)
Cheaper alternative
Funding
Increase in access to capital
and investment for tech
companies. $1.1bill to date
Infrastructure
Established infrastructure
updated by increased # of
Developers & engineers
COMPETITIVETRENDS
Competitors
Advantages:
• Offer cloud as a
complimentary product
• Do not rely on revenue
from cloud users
• Competitive pricing
Substitutes
Traditional substitutes (USB’s
hard drives) have little
advantage.
New Entrants
Increase of new entrants
due to growth of cloud
storage market.
Environmental
Map
 


	14. 5c’s Applied to  Dropbox
Coordination: In order for primary tasks of a
business model to be achieved and perform well it is
reliant on the execution and the “performance of
interdependent sub tasks” (Afuah-Tucci). Dropbox as a
tool is often used to coordinate different tasks by the
user. It is entirely dependent on Co-ordination when it
comes the product. A file must successfully upload on
one platform to be successfully uploaded on another.
Updates to documents must be updated across all
mediums in order to achieve efficiency. Shared
documents must correspond between each user. The
performance of sharing and synchronization is
dependent on the performance of tasks within the
entire process.
Commerce: Although Dropbox offer free
services and products to their consumers it is
done so in order to drive conversion &
commerce. The upgraded product/ service was
initially a B2C commerce transaction. The
product was catered to synchronisation and
work flows between individuals. However in
2013 they introduced Dropbox for Business.
This added a new customer segment and
commerce process of B2B. The services within
the product are addressing jobs, pains, and
gains that occur amongst businesses as
opposed to individuals. This is in order to
create a new revenue stream.
Communities: Communities relate to like
minded users, or users with similar interests who
congregate online through a form of discussion
outlet. Dropbox has a strong community amongst it’s
users. Lead users or expert users help answers issues
people may have within the Dropbox community
forum. They also reward users by offering them
“special perks” such as work shops and on site visits.
These users are brought on as part of their “Super
User Program”. Dropbox were also early adopters of
giving developers access to their infrastructure in
order to gain feedback and improvements. They did
so by posting a video of their product on DIGG and
received thousands of views and recommendations
instantly.
Content: The nature of Dropbox as a
product/service limits the content output that is
needed. They are not news or entertainment
publishers. Any content produced is product related
and is usually in order to deal with customer service
issues. The content published on their social media
channels is limited in terms of variation. Through
assessing their social channels we can see that:
• Facebook: Used to advertise new features &
services
• Twitter: Used to make any announcements
regarding upgrades to services or interruptions.
• LinkedIn: Used to publish reports about the
company/industry & recruitment.
Communication: Dropbox mail services
had been acquired in order to drive integration
of the cloud syncing product & ad extra value
to their over all business. However this has
been recently closed due to a lack of interest.
Dropbox as a communication outlet can be
interpreted through their file sharing
capabilities. Allowing multiple users to edit
documents enhance collaboration and
communication. It may not be clear messaging
as seen through email but it is a form of
communication between users. Users can also
send links requesting others to view
documents through mail & chat. In relation to
Dropbox communicating to users push
notifications and messages are communicated
through the downloaded app/desktop (Afuah, A. and Tucci, C. 2001)
 


	15. Strategy Proposal
By carrying  out a SWOT/TOWS analysis of Dropbox
we have identified crucial external and internal
components that effect our proposed strategy
going forward. Their largest threat is from
competition who offer cloud storage as a
complimentary product. These companies are not
relying entirely on cloud storage as a revenue
stream. Similarly theses companies have a large
market share of complimentary industries such as
operating software and devices (mobile/desktop).
Dropbox must continue to garner strategic
partnerships in order to enhance their market
presence. They do currently establish partnership
however by also aiming for industry specific
partnerships they may see an increase in users.
Partnering with Video editing software's such as
Avid Media Composer, or accounting software
such as Sage would enable innovation within these
industries and give Dropbox a competitive edge.
The emerging markets is an area where Dropbox
are lacking in presence. In order to gain an
advantage partnering with large region specific
companies would see them increase brand
awareness at a much faster rate. Companies such
as Huawai (Asia) have an established presence and
would be an ideal company to leverage from in
order to gain a influential entry.
SWOT/
TOWS
Strengths
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	17. Partnership with
HTC
Partnership with
ADOBE
Partner  with
Android
Microsoft Office
Hosting Servers
with Amazon S3
Innovation of
product & services
for efficiency
Marketing through
referrals
Troubleshooting
through forums
HARD DRIVE &
USB users
Digital natives
who use
multiple devices
Businesses
seeking efficient
workflows
Developer Forum
Automated q&A
Customer forum:
troubleshooting
between users
Account Managers
Social Channels
Customer Referrals
Word Of Mouth
Homepage
Partnered tech
forums: dig.com
Secure Cloud Storage
Remote access
Automatic
synchronisation
Access from numerous
devices
Efficient workflow
Edit capabilities from
numerous parties
Freemium
Opportunity to
increase storage
No loss of data
Financial:$1.1bill
Employee: 1200
Intellectual property
Physical: 11 Offices global
10,000 servers
User referrals - sales
Customer Database
Most important costs:
• Expansion within emerging markets
• Infrastructure
• Acquisition
• Strategic partnerships
• Team
Freemium Model
Pricing options – Free/Pro/Business
Fixed pricing
Appendix 1. Business Model Canvas
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