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INTRODUCTION
With more than a billion users, Microsoft Office is amongst the most widely used 
software in the world.  But as a developer of apps for the Office ecosystem, you 
can only make the most of this opportunity by thinking globally.  If your app is 
doing well at home, now is a great time to consider localizing it for other markets 
and languages.

This white paper will help you plan the right international strategy for your 
business and ensure you get the best return on investment for your app.  Go 
straight to our recommendations for the top international markets, or read 
through the paper to understand better the factors you should take into account 
when choosing markets and languages for future growth.

TOP INTERNATIONAL MARKETS
During the last quarter of 2014, Microsoft has made significant investments to 
extend the international reach of the Office Store.  As of March 2015,  the number  
of storefronts open and store languages where merchandising is supported has 
grown to 39 languages and will continue to expand moving forward. Now, you 
can submit an app in any or all of these languages to have your content localized. 

 

Microsoft has thought carefully about which markets and languages to support, 
but adding 10 languages and 30 markets may be too much for you to take on 
in one go.  In the tables below you’ll find our recommendations for a staged 
approach to growth.  

This is based on the overall population of each country, the Internet penetration 
there and the number of speakers of each language.  The final figure shows the 
‘addressable audience’ you can reach: the number of speakers with Internet 
access by market and language.  As you add a language or market, watch the 
share of the worldwide total you will reach increase! 
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Markets or languages?
Before you begin, you really need to ask yourself one question: will your app need 
a lot of adaptation to make it usable in a new country?   If you are developing an 
app for education or tax, for example, it may require extensive changes for each 
country, even if the language is the same.

• If you think your app will need only translation and minimal other changes, 
look first at the order by language in Table 1

• If, however, your app will require extensive changes for each country, look 
instead at the order by storefront in Table 2

• As you look at these tables, it’s helpful to bear in mind that there are several 
different types of Office storefront:

• The simplest are those – like Japanese for Japan – where one language maps 
to a single country

• Next, you’ll find languages – like Dutch, English, French, German and Spanish 
– for which each language corresponds to two or more storefronts, such as 
German for Austria, Germany and Switzerland.  You may be able to re-use 
some translated content between these markets, but the content of your app, 
the billing currency and other details may all need to change.  Between the 
UK and Australia even the seasonality will be different!

• Finally, Office Online and the Office Store include a number of multi-country 
sites, where the same language is used: English – International, French – 
International and Spanish – Latin America.   Your app may not, however, work 
equally well in each of the countries covered by these storefronts, so more 
research may be needed 

Later in this white paper, we’ll look more closely at how you can fine-tune your 
plans.
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TABLE 1: THE TOP OFFICE STORE LANGUAGES

Rank Language Office store-
front(s)

Share of 
addressable 
audience

Baseline English United States 13.3%

1 Chinese 
(Simplified)

China (PRC) 30.8% * (see note)

2 English Australia, Canada, 
India, Ireland, 
New Zealand, 
Singapore, 
South Africa, UK, 
International

18.9%

3 Spanish Argentina, Mexico, 
Latin America, 
Spain

10.7%

4 Portuguese 
(Brazilian)

Brazil 5.3%

5 Japanese Japan 5.2%

6 Russian Russia 4.2%

7 French Belgium, 
Canada, France, 
Switzerland, 
International

3.9%

8 German Austria, Germany, 
Switzerland

3.9%

9 Italian Italy 1.7%

10 Chinese 
(Traditional)

Hong Kong, 
Taiwan

1.1%

11 Dutch Belgium, 
Netherlands

1.0%

China: a huge market, but a special case
        With its massive population and recent   
        economic growth, Chinese looks at first like  
        the obvious place to go next; in principle at  
        least, just over 30% of the worldwide audience  
        is here.  But the numbers don’t really tell the   
        whole story: sales and use of Microsoft Office  
        don’t altogether match the potential of  
        the market, whilst translating and adapting 
content for China can be a significant undertaking.  If you’re looking at going 
into China, take some extra time out to research the market, or consult with 
specialists like those at Lionbridge.
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TABLE 2: THE TOP OFFICE STOREFRONTS
Before you begin, you really need to ask yourself one question: will your app need 
a lot of adaptation to make it usable in a new country?   If you are developing an 
app for education or tax, for example, it may require extensive changes for each 
country, even if the language is the same.

Rank Office 

Storefront

Language Share of 
addressable 
audience

language language language language

1 China (PRC) Chinese 
(Simplified)

language

2 India English 11.7% * (see note)

3 Brazil Portuguese 5.3%

4 Japan Japanese 5.2%

5 Latin America Spanish 5.0%

6 Russia Russian 4.2%

7 Germany German 3.3%

8 Mexico Spanish 2.8%

9 United Kingdom English 2.7%

10 France French 2.6%

11 English - 
International

English 2.0%

12 Italy Italian 1.7%

13 Argentina Spanish 1.5%

14 Spain Spanish 1.3%

15 Australia English 0.9%

16 Taiwan Chinese 
(Traditional)

0.9%

17 Canada English 0.9%

18 Netherlands Dutch 0.8%

19 French - 
International

French 0.7%

20 Canada French 0.3%

21 Austria German 0.3%

22 Hong Kong Chinese 
(Traditional)

0.3%

23 Belgium Dutch 0.2%

24 Switzerland German 0.2%

25 New Zealand English 0.2%

26 Ireland English 0.2%

27 Belgium French 0.2%

28 Singapore Englsih 0.1%

29 South Africa English 0.1%

30 Switzerland French 0.1%
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India: another special case
India scores highly in this ranking, but its numbers are inflated by the fact that 
English is treated as an official language throughout the country.  Although Office 
is predominantly used in English in India, there are more than twenty official 
languages used in different states, and the real potential for Office apps in English 
may well be lower.  Again, this is a market where some additional research will be 
time well spent. 

UNDERSTANDING THE ISSUES
The rest of this white paper provides more background on the different factors 
to take into account and data for each of them.  As well as the languages and 
markets already supported by the Office Store, it looks ahead to potential 
expansion in the future. 

Paradoxically, the enormous success of Microsoft Office makes it harder, not 
easier, to make general recommendations for choosing markets and languages 
for Office apps.  Office is so widely used – at home and in the office, in schools 
and on the road – that it covers countless different scenarios.  Over time, the 
‘family’ of Office products has also expanded greatly.  The Office Store reflects 
this variety in its classification of apps by category and product. 

Whichever way you look at it, however, it is clear that Microsoft Office owes much 
of its continued growth to emerging markets and new language areas.  In fact, 
in the ten years from 2003 to 2013, the number of localized Office languages 
increased by over 50%.   With the current release, Office products are available in 
over 100 languages , enabling more than 4.5 billion people to use Office in their 
native or preferred language.  

Starting point: the addressable audience
For our overall recommendations above, we looked first at the number of 
speakers of each language by country, using a combination of data from the 
CIA World Factbook and Ethnologue.  Access to the Office Store – and many 
product and app functionalities – is dependent on Internet access, so these 
figures were then scaled back to reflect the Internet penetration in each country, 
using data from Internet World Stats.  All these sources are publicly available 
and global in coverage, so that the same approach can be applied as Microsoft 
adds further languages to the Office Store in the future. 

Taking a closer look: the audience
This definition of the ‘addressable audience’ is, however, just a starting point.  
For high-end apps especially, price – and its relation to consumers’ purchasing 
power – will often be critical.  One of the most interesting ways of looking at this 
is to combine a view of the online population in each country with its GDP, to 
understand the economic power of its online audience.  Translated.net – with its 
‘T-Index’ – and Common Sense Advisory – which publishes a view of the ‘World 
Online Wallet’ – are two organizations which have captured this measure. 
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The market environment
The success of your app will also depend on the conditions in the local market 
you are entering.  

• Are there customer preferences which would make some countries 
particularly receptive to your app?  

• Are there competitive pressures or barriers to entry - such as regulatory 
requirements like an age rating for games – which would make it harder to 
break into some markets?

• If you are targeting developing economies, will low literacy rates hold back 
your app?

• Does your app need to function alongside other apps (e.g. social apps), 
which may themselves vary by market?

Later in this white paper, we’ll look more closely at how you can fine-tune your 
plans.

Online and mobile use
Is your app for the Office desktop part of a broader strategy for your business, 
which includes other platforms?   Over the past year, Microsoft itself has changed 
position and given fresh support to the use of Office on tablets and smartphones, 
whether they are based on Windows RT and Windows Phone or rival OS from 
Apple and Android.   

The addressable audience size used in the top market recommendations in 
this paper already take into account overall Internet use in each country.  If you 
are developing an app which will also be used on tablets or smartphones, it’s 
well worth looking at the metrics for online use more closely.  In her influential 
survey of Internet Trends in May 2014, Mary Meeker reported that mobile usage 
represented 25% of total web usage.  Her report provides a hierarchy of the 15 
biggest established markets and the 15 most important developing markets for 
smartphone use. 

The relationship to Office
The success of each Office app owes much to its tight integration with the Office 
products it supports, and the extra functionality it brings.  The range of languages 
which Microsoft offers, however, varies by product within Office.  To begin with, 
all the Office desktop products are available in all the languages which the Office 
Store supports, so there are no limitations on what you can do.

As the Office Store expands, however, and you want to increase the number of 
languages in which you offer your app, you will need to check that the Office 
product your app relates to exists in the language you want to target.  There’s 
no point, for example, in creating an Access-based app in Catalan when Access 
itself is not localized into Catalan!  The chart below gives an overview of the 
language coverage of the different Office products today.
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Within these sets of languages, there will of course be considerable differences 
in the addressable audience size.  As new markets come on line, Lionbridge can 
help you re-prioritize your plans as these opportunities evolve..

Do I really need to translate my app at all?
After reading this white paper, you might be completely convinced of the great 
opportunities for your app in international markets, but have a lingering doubt as 
to whether you really need to translate it.  Can’t you simply change the content 
and the billing currency, but stick to English?  Doesn’t everyone speak English 
nowadays?

For sure, English is all around us and may seem ‘cool’, and many developers 
speak it very well.  But that doesn’t mean that all your customers will speak or 
understand it.  And the more you move away from industries like IT or towards 
smaller businesses, the lower levels of fluency in English are likely to be.  

Even in the sophisticated and mature economies of the top Office Store markets 
today, there can be major differences in levels of knowledge of English.  In their 
annual survey of English proficiency, Education First found huge differences 
in English proficiency, with countries such as Brazil, China, Japan and Russia – 
which stand out in the rankings above - all scoring less well.

Regardless of the market, consumers will be much more likely to buy when 
information is presented in their language: as the title of the 2014 report from 
Common Sense Advisory summed it up, “Can’t Read, Won’t Buy”.   

In conclusion, to make your app successful in the marketplace, you need to 
translate it!

Note: “Core Office products” comprise Excel, OneNote, Outlook, PowerPoint and Word

Core Office Products SharePoint Server Publisher Project & VisioAccess

Office Product Languages


