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PLAYFAB 

Com
petitive Analysis

Insights Overview

M
ost Pricing is Based on DAU Lim

its

• Besides PlayFab, only U
nity off

ers a unique pricing 
m

odel that doesn’t scale up based on player usage. 
This can be a point of diff

erence w
hich alleviates 

risk.

Support and Docum
entation are not Points of 

Diff
erence

• Support is im
portant to gam

e developers, but 
all com

petitors give the im
pression of sim

ilar 
docum

entation and support resources, w
ith som

e 
even including prem

ium
 support in their free pricing 

tier.

Core Services Across All Com
petitors Appear Equal

• M
uch of the industry position is sim

ilar. There is 
not m

uch diff
erentiation in core services, as these 

com
panies instead rely on their reputation and 

existing relationships w
ith studios rather than on a 

feature list.
 Your Add-Ons M

arketplace is Unique
• W

hile at least one com
petitor uses, ‘third party 

integrations,’ language, no one does it to the level 
you do. U

sing m
essaging such as, ‘SDK fatigue’ can 

help to highlight the true value of these unified 
integrations.

Design &
 Tone

•  All sites have a dark look and feel

•  At a glance, they all look the sam
e

•  M
ost sites look corporate and lack a “quality” 

brand look and feel

•  M
ost sites suffer from

 poor user experience and 
over-com

m
unicate on m

essaging

Design Opportunity

•  G
ive clients a glim

pse into the innovation that w
ill 

set the stage for next chapter of the com
pany

•  Look credible, savvy and sim
ple to im

plem
ent...

and entertaining in the process

•  V
isually standout. U

se brighter colors. Be 
aspirational. Show

 m
ore em

otion. Avoid heavy 
use of darker colors. Less is m

ore.

•  Take advantage of gam
e artw

ork to show
 

credibility and show
 your clients in action on your 

platform

A Dashboard is Only as Good as your Data
• W

hile all com
petitors off

ered a dashboard feature, 
only PlayFab brings all your data into one place, 
m

aking the dashboard truly useful and actionable. 
‘Data-Driven Gam

ing.’

Autom
ation Based on Data W

ould M
ake a Huge 

Splash
• Being able to easily autom

ate actions based on data 
seen in the dashboard w

ould be a gam
e changer.

 

KEY IN
SIGHTS
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brainCloud

G
am

eSparks

U
nity

ShepH
ertz
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Com
petitor: Gam

eSparks

POSITIONING

The Leader

Im
pressions

•  Leader, #1

•  W
e’ve w

orked w
ith big studios in the past so you can trust us

•  They use gam
e characters as celebrity spokespeople

Value Propositions

•  W
e are the m

ost trusted, stable, and tested choice

•  W
e have a couple great, unique features: Test H

arness and Snap Shots

•  Prem
ium

 support is included at all pricing levels

Copy•  #1 BAAS platform
 for gam

e developers

•  Proudly built on AW
S and W

indow
s Azure

•  Third party integrations: Facebook, Tw
itter, G

oogle, Apple, M
icrosoft, Am

azon, Steam

•  W
hy w

ork w
ith us? Slash server side tim

e, stay in control, peace of m
ind, and enterprise grade 

services
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Com
petitor: Gam

eSparks

DESIGN

Overall Look and Feel

•  Feels current to tech industry; uses current gam
ing graphics to rem

ain relevant 

•  Looks large-scale

Visual Design

•  H
as perception of a big com

pany because of the gam
ing artw

ork used in headers; how
ever, it also 

covers-up w
eak visual com

m
unication of their product/service

•  Iconography lacks consistency; different styles are used

•  V
ideo is helpful in show

ing/telling w
hat they do

•  Poor m
obile experience

•  H
eavy use of grays, blues, orange and green. Very com

m
on in the sector.

M
essaging/copy-tone

•  Lacks em
otion

•  Value propositions aren’t clear
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Com
petitor: ShepHertz

POSITIONING

Com
plete Enterprise Solution

Im
pressions

• Highly technical

• Business suits rather than hoodies

Value Propositions

• Enterprise level support and m
onetization

• O
ne stop for all your backend needs

• Start free and pay as you scale

• Device agnostic

Copy• Com
plete cloud ecosystem

• O
m

ni-channel enterprise platform
 for digitization
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Com
petitor: ShepHertz

DESIGN

Overall Look and Feel

• Corporate. Too m
uch jargon used. O

verly com
plex

Visual Design

• N
ot im

m
ediately clear how

 this applies to gam
es; need to dig deeper

• Corporate hom
epage look and feel appears established, but lacks em

otion. Enterprise-centric 
header targets businesses

• M
ain product landing pages live outside of m

ain site; lacks brand consistency and is confusing w
hen 

you’re redirected there

• Product landing pages are very busy. V
isuals are stock and childish; don’t m

atch enterprise level 
feeling of hom

epage

• Colors are inconsistent and all-over the place; reflects lack of understanding/expertise

M
essaging/copy-tone

• Lacks em
otion and personality

• Value propositions aren’t clear
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Com
petitor: brainCloud

POSITIONING

Best out of the box solution for freem
ium

 gam
es

Im
pressions

• 
Targeting the freem

ium
 gam

es

• 
Good solution for the cost-conscious gam

e developer

• 
Cheap

Value Propositions

• 
Ready m

ade, ‘Backend in a box.’

• 
All the fundam

entals in one place

• 
Don’t pay until your gam

e goes live

Copy

• 
Build fun, not infrastructure

• 
Build the m

ost popular free-to-play gam
es w

ithout having to reinvent the w
heel

• 
M

axim
ize revenues w

ith autom
ated prom

otions

• 
Gam

e com
panies can no longer focus solely on designing fun
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Com
petitor: brainCloud

DESIGN

Overall Look and Feel

•  Feels dated and am
ateur. U

ninspiring

•  Lacks sophistication

Visual Design

•  Lacks a clear visual connection to gam
ing

•  Cartoonish visuals convey too m
uch fun and not enough expertise. Too casual, doesn’t feel savvy or 

credible.

•  D
isconnected m

obile experience on hom
epage

•  V
isual language is not consistent through-out the site or other channels. M

ixed use of icons and 
illustrations is confusing and disjointed. Logo is not used consistently

•  H
eavy use of m

uted, cooler colors (blues and greens). N
ot enough visual pop.

M
essaging/copy-tone

•  Lacks em
otion. D

oesn’t m
atch the fun factor of the visuals 

•  Value propositions aren’t clear



38
States of M

atter: PlayFab Brand Strategy: 4.01.2016

PLAYFAB

Com
petitive Analysis

Com
petitor: Unity

POSITIONING

U
nclear

Im
pressions

• Aw
ard w

inning

• Built in com
m

unity

• Cool

• Proven, endorsed by 2 m
illion developers

• Confident, established, subdued, w
ith a level of polish

Value Propositions

•  You’ll be in good com
pany, and there’s a com

m
unity you can be a part of that is actively using our 

product and w
ill help you out.

•  Easy to use, out of the box. But also custom
izable.

•  U
nique pricing m

odel: $1500 full license or $75 a m
onth w

ith a 12-m
onth com

m
itm

ent

Copy

•  D
em

ocratize gam
e developm

ent

•  The best developm
ent platform

 for creating gam
es

•  Broke their services into categories: Ads, Analytics, EveryPlay (user grow
th and retention), 

M
ultiplayer, Perform

ance Reporting

•  SD
K free integration
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Com
petitor: Unity

DESIGN

Overall Look and Feel

•  Exciting and direct. Cool and hip. Entertaining.

Visual Design

•  Strongest design of all com
petitors. V

isual language is consistent throughout site

•  Bold and vibrant color palette is used w
ell w

ith other assets. D
iffers from

 rest of com
petition

•  Balances fun factor of gam
ing w

ith tech savviness of softw
are

•  D
ynam

ic and disciplined layout gives clear hierarchy on pages. N
ot too busy or com

plicated

•  Supporting product photography has a subtle “e-com
m

erce” undertone; reinforces shopping

M
essaging/copy-tone

•  Bold and clear m
essaging; sim

ple and short

•  Could use m
ore em

otion


