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 W
elcome to Engage! In this issue we take a closer look 
at e-commerce, and how you can get the most out of 
your online business. In order to succeed online today, 
companies need to offer customers engaging content, active 

communities, and open communication channels.
The internet has changed, and customers expect more from their 

shopping experiences. They want to be informed and entertained, to 
interact with other users, and to be able to ask you about your products 
and give you feedback.

We have launched EPiServer Commerce, which  is the final piece in 
bringing together your content, community and commerce all on one 
platform. This not only makes your business more efficient, but helps 
keep your customers interested so they proceed all the way to check-out.

To keep your customers clicking, remember to personalize the 
shopping experience and make the process as simple as possible. 
Research shows that making personal recommendations to customers 
can significantly increase your sales and strengthen brand loyalty.

You also need to be sure that what you are doing works. EPiServer’s 
Helen Hopkinson explains on page 9 how you can use Relate+, to get a 
simple overview of your user activity and measure the results.

In order not to be left behind, companies must dare to create a dialogue 
with their customers. Such transparency and open communication will 
increase the stake  customers have in your company, not to mention 
provide you with free market research.

By putting some of the power in your customers’ hands, you improve 
your products and services and create an online presence that they 
continuously return to. Look inside to find out how EPiServer can help 
you transform your online business.

Happy reading!

Optimizing your online business

Get more tips 
on page 10.

Read how Threadless 
succeeded with this on 
page 6.

Learn what’s new 
with EPiServer 
 Community 4  
on page 18.
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Challenge: Home of the Formula 1 
British Grand Prix and other racing 
events, the Silverstone race circuit 
in England can draw crowds of up 
to 300,000 people over a single 
weekend. The company, however, was 
having trouble keeping its website 
up-to-date and it wasn’t covering all 
areas of its business.

Solution: “The 
best thing about 
the new website is 
that changes can be 
made in an instant. 
Before if an event 
timetable changed, 
it took a long time to 

update the site since we didn’t have an 
in-house CMS system – now we can 
instantly make changes.

Our IT department told us about 
EPiServer, and the Yucca web design 
agency brought some great ideas and 
a lot of experience. The new website 
was designed with our diverse array of 
clients in mind, and to help us explore 
new markets. Some of the people 
coming to our site are motorsport fans, 
looking for tickets, event information or 
gifts. But now we also focus on attract-
ing businesses to our site, for driving 
experiences, training days, conferenc-
ing and exhibitions. Since we launched 
the new site 12 months ago, online sales 
have increased compared to call center 
sales. We have also had some fantastic 
feedback from people, saying it is easy 
for them to find what they need.”

ReSult:  £4.5 million in additional digital 
revenue, and a 136 percent increase in 
driving experiences sold online.

by chad henderson and su kent

www.silverstone.co.uk

solutIoNs
How others climbed the mountain
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Changes can 
be made in  
an instant

katie tyler
SilvErStonE

age: 37
Job title: Head of Communications 
ePiSeRveR PRoduCt:  
EPiServer CMS 5
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solutions

Challenge: More than one million people a year visit the Anne 
Frank House, a museum in Amsterdam built around the secret 
annex that Anne Frank and her family hid in during World War 
II. On the 50th anniversary of the museum, the organization 
wanted to find a way for people to tour the secret annex online.

Solution: “Our mission is to 
bring Anne Frank’s life story to the 
attention of people all over the 
world, stressing the importance 
of tolerance, freedom and 
democracy. Now with The Secret 
Annex Online, people can visit 
Anne Frank’s secret hiding place 

in 3D. EPiServer’s open architecture  enables us to maintain this 
complex site, with a menu structure  listing the content of each 
room. EPiServer also made it possible for our developer, LBi Lost 
Boys, to create a formula within the CMS to put hotspots in the 
rooms wherever we want, so visitors can click on different objects 
and areas to learn more about them.

School children are the main target group for the website, 
so we have made it attractive for young people. We are up-
grading to EPiServer CMS 6 for projects on the way, such as 
a timeline of the Frank family starting in World War I, so it will 
be easier for young people to literally visualize history. 

ReSult: A half million visitors in the first six months of the 
new site, with an average visitor time of 14 minutes.

ita amahorseiJa
tHE AnnE FrAnk HouSE

age: 47
Job title: Program Manager for the 
Virtual Anne Frank Museum
ePiSeRveR PRoduCtS: EPiServer 
CMS 5 and EPiServer CMS 6

Visit Anne Frank’s 
secret hiding place 
in 3D

www.annefrank.org
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thomas sønderstrup
Egmont

age: 38
Job title: Online Manager
ePiSeRveR PRoduCt:  
EPiServer CMS 5

Challenge: Egmont is an international media company with its 
headquarters in Denmark and 6,000 employees. Though the company 
has customers in 30 countries, its own websites were out-of-date and 
needed to be entirely revamped.

Solution: “We wanted a content 
 management system that could be 
 flexible, cost-efficient and dynamic to set 
up. EPiServer CMS is a great fit, and other 
Egmont companies are now adopting 
the solution. When any of them adds a 
new module or function, all the others on 
the same platform benefit as they can 

use it, too, which also saves costs. For example, our children’s media 
division needed a publishing calendar module, and now Nordisk Film has 
adopted it for their press communications site as well. 

Each company can set their own design and colors for their websites 
with the color theme module, which has saved an enormous amount of 
time, as well as money. Using a common infrastructure also encourages 
consistency, since the navigation is similar on each site.

ReSult:  “By deploying EPiServer CMS we’ve hugely reduced the 
costs of maintaining our websites. We also no longer have publishing 
bottlenecks, since more people can directly input content, making 
the whole process of updating sites much faster.”  

www.egmont.com 
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We’ve hugely  
reduced the costs 
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by david wiles   PHotoS Jake potts

 M
y mind was completely 
blown,” recalls Jake 
Nickell of the first time 
he saw someone wearing 
one of his T-shirts. “I was 
walking down the street 
in Chicago at one in the 

morning and I stopped this guy in his tracks. How 
the heck could he be wearing one of only two 
dozen T-shirts we’d printed?”

Ten years later the garments sold by 
Threadless, the community-based online 
apparel store co-founded by Nickell, are 
everywhere. “Yesterday I saw four people 
wearing our T-shirts,” he says by phone from 
his home in Boulder, Colorado.

When the seeds of Threadless were sown in 
2000, it was never intended to be a business. As 
a 20-year-old web designer, Nickell had entered 
an online T-shirt design competition, and 
won. He and a friend, Jacob DeHart, thought it 
would be fun to have an ongoing competition 
where people could submit their designs 
and the best ones would be printed. The idea 

rapidly caught on, and Threadless today not 
only has a multimillion-dollar turnover with 
a staff of almost 100, but has been hailed by 
academics and business leaders as the pioneer 
of a new wave of business innovation – calling it 
crowdsourcing, open source or user innovation. 
“All of our growth can be attributed to members 
of the community talking to each other about 
how exciting Threadless is,” says Nickell. The 
business model has since been applied by 
others to everything from watches to cars.

The community takes over some of the 
processes traditionally done within a company. 
Its members generate the T-shirt designs, and 
market the site and its products by spreading 
the word online to their friends. Because the 
community votes on what products will be sold, 
every product is more or less guaranteed to be 
a success. This was a pretty radical approach at 
the time, but just common sense to Nickell, who 
has no formal business education. “I think a lot 
of big companies would be scared to put power in 
the customers' hands as much as we do,” he says. 

20 years old and fearless. that was Jake Nickell 
when he started an online community dedicated to 
user-designed t-shirts. ten years later threadless is 
both a huge commercial success and an acclaimed 
business pioneer. 

age: 30
Job title: Founder & 
Chief Strategy Officer, 
Threadless
home: Boulder, Colorado
Family: Married with two 
children
inteReStS: Kayaking, 
snowboarding, hiking. 
“Hanging out with my 
kids, showing them new 
experiences.”

Jake nickell

the t-shirt

>
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“All the decisions we make 
are based on what the 
community is feeling and 
wanting at any moment,” 
says Jake Nickell, founder 
of Threadless.



“All the decisions we make are based on what the 
community is feeling and wanting at any moment.”

So every day hundreds of T-shirt designs pour 
into Threadless.com and visitors and community 
members score them from zero to five. About ten 
designs are picked to be printed each week, with the 
winning designers pocketing $2,000. Threadless 
today sells more than 100,000 items per month 
including hoodies, kids clothing and display art. 

Nickell says he has never been motivated by 
money; his wife is a well-paid chemical engineer 
and they had always assumed that she would be 
the family’s main breadwinner. “My number one 
motivation is opportunities for artists,” he says. 
“Not just monetary opportunities but also the 
chance to grow as an artist.” He cites the example 
of one of Threadless’ most-printed designers. 
“The first designs he submitted were garbage, 
but it’s been cool to see him grow,” says Nickell. 
Another designer’s work was spotted on the 
website by snowboard maker Burton, who hired 
him to design a range of snowboards. 

Nickell first got his hands on a computer at the 
age of 12, and he went online three years later. “I 
think the first thing I did when I started browsing 
the internet was play around with the buttons in 
the browser,” he says. “I found ‘view source’ and it 
showed me the code.” He was hooked, and within 
a year Nickell had a job at a local ISP building 
websites. He went on to freelance as a web designer 
before focusing full-time on Threadless in 2004.

 Nickell has been called “fearless” by influential 
author and entrepreneur Seth Godin, but while he 

indulges a passion for extreme sports from his home 
in the Rockies, he says he’s not into any “crazy stuff.” 
“I think I am most fearless about stepping into the 
unknown,” he says. “When I first started Threadless 
we didn’t even have a screen printer lined up. We 
had no idea how we were going to make T-shirts. But 
we knew it was possible and that we had the ability 
to figure it out.”

So he has made his fortune, created a hugely 
successful website and revolutionized business – 
and all apparently without creating the backlash 
experienced by others in his position. How 
would he label himself: an entrepreneur? A web 
designer? A retailer? “I guess I’m a bit of all of 
them,” he says. “I’m an accidental entrepreneur. 
Creativity is the big thing. I don't like to just 
follow the grain. I look at the situation and put my 
own twist on it, whether it's business or design or 
programming or anything else.”

While location services are a hot topic 
right now, Nickell says he is “not totally 
sold on that.” But he does recognize 
the mobile web as being the next 
big growth area. “I don't think all 
businesses have caught up with that 
shift yet,” he says, pointing out that 
about 60 percent of the time he 
himself spends on the internet is 
via his iPhone.

Nickell has no plans to apply the 
Threadless business model to other 
products, but he is now in the position 
to help other start-ups. He has invested 
in a couple of small local companies – 
“Nothing that’s meant to be the next big 
thing, just kind of having fun” – and is 
sharing his experience with them. “I’ve 
learned that you don’t have to have a 
business degree to do well in business,” 
he says. “You can figure things out along 
the way.”  

Creativity is 
the big thing. I 
don’t like to just 
follow the grain.

Some of Nickell’s 
favorite t-shirts.

1. Do things that are awesome enough that people want to talk about them. 
2. If you want people to engage/participate, realize they are giving up their spare time to do so. Make it fun, compelling.

3. Communicate with your customers on a one-on-one level.4. Have a regular (daily, weekly,  monthly) offering where you have something new to talk about.5. Use social media to interact with others online... constantly.

Jake Nickell’s top tips for reaching internet users:

>
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ePiserver relate+
– simplify your community experience
Now you can combine your 
content management and online 
community more effectively with 
the second edition of EPiserver 
Relate+. Find out how to do it here.

ImPRovE
hElEn hoPkinSon AbAR
DocumEntAtion mAnAgER, 
EPiSERvER

oPenid
Relate+ supports OpenID so 
that you can use an  existing 

account to sign in to 
 multiple websites. You can 

use any OpenID  provider, 
for example Google or 

Yahoo, when signing up for 
or signing in to a  community 

built with Relate+.

global SeaRCh
With global search you 
can search all content 
in the community and 

limit the results to 
only include the type 

of content you’re look-
ing for. Global search 
takes care of access 

rights, and the search 
index can be extended 
to include results from 

external systems.

Community aCtivity
Community owners 
can follow what’s being 
created, uploaded and 
commented on with the 
Community  Activity 
gadget. Configure 
the gadget to track 
 important events and 
use this information to 
make decisions.

abuSe RePoRt
All content can be abuse 
reported. The Abuse 
Report gadget displays 
which content has been 
abuse reported and by 
whom. The detailed view 
shows a snapshot that 
was taken when the 
report was made.

Community aPPRoval
This gadget allows 
moderators to change 
the state of all incoming 
content in one place. The 
filtering functionality 
also makes it easy to 
find content according 
to certain criteria.

Relate+'s new functionality 
also means you can use your 
favorite blog application, 
such as iBlogger or Live 
Writer, when creating or 
editing blog posts.
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KeeP them CliCKing
Empty shoppIng CArts?
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ormer US Senator Ted Stevens 
famously remarked in 2006, “The 
internet is not something that you 
just dump something on. It’s not a 
big truck. It’s a series of tubes.”

The media was quick to make 
fun of the senator’s ignorance, 
particularly since he was then in 
charge of regulating the internet. 

Yet how we conceive of the internet – as an information 
superhighway, as cyberspace, or, yes, even a series of 
tubes – is rapidly changing. And no one is recognizing 
this more than online businesses.

In the old days of Web1.0, e-commerce websites were 
conceived of in primarily two ways. An e-commerce 
website was either an online extension of an already 
existing store, or it was a purely online business, such 
as Amazon, which was able to compete with lower >

Today people are buying more 
online than ever before, and 
their expectations of websites 
are ever increasing, too. How 
can you attract users and keep 
them coming back for more? 
Engage knows. Find out how 
to succeed with e-commerce.

F

KeeP them CliCKing
by alexander farnsworth & chad henderson

Check out how the 
web has developed at  www.episerver.com/engage-webinar
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overheads and a wider 
assortment of products. 
Both types of websites often 
consisted of nothing more 
than an online catalog.

But as Web 2.0 technologies 
have developed, there have 
been radical changes in 
what customers expect 
from e-commerce websites, 
and what online businesses 
need to provide. “Click-and-
mortar” websites of real-life 
stores have had to get more 
innovative and user-focused, 
adding forums, communities 
and personalized 
recommendations for 
each user. For businesses 
operating only online, these 
technological and social 
developments have enabled 
entirely new business models.

A perfect example 
of such a new business is 
Groupon. The company, 
valued today at US$ 1.35 
billion, allows users to 
shop together to get better 
deals. In 52 cities across the 
US, the company offers a 
Groupon, described as “one 
ridiculously huge coupon 
each day, on the best things 

communities in the sense of people grouping together to get good 
deals, other online companies make social interaction a key aspect 
of their websites.

“With the vast majority of Americans researching products on 
the internet before they purchase them in stores or on the web, it’s 
no surprise that a whole new form of shopping is emerging,” says 

Kim T. Gordon, a leading expert 
on small business tactics, and 
president of the National Marketing 
Federation. “‘Social shopping’ is 
the intriguing offspring of social 
networking and online shopping.”

The importance of social 
networking, however, is something 
that B2B companies have long been 
aware of, even if it has traditionally 
been done at a restaurant or golf 
club rather than online. Now B2C 

“People shop with their eyes”

Check out Jägareförbundet’s  new  community on page 15.

Did you know that …
… Norway was the leading European country in terms of 
internet shoppers in 2009, followed by the UK.

… UK consumers are set to increase online spending to 
approximately £20 billion by the end of 2011. 

… In 2009, electronics and travel/tourism 
were the most popular product categories in 
the French e-commerce market.

Launched in 2008 
by Coop in Sweden, 

the online grocery store Mataffären had 
a turnover last year of SEK 80 milllion. 
Managing Director Claes Hessel has ten years 
of experience in the business.

What is different about online customers?
“Customers who purchase groceries online 

are more demanding. They expect an easy-
to-use website, good quality, and on-time 
deliveries. They are also more active, sending 
e-mails with questions about products and 
ingredients.”

How do you try to meet their needs? 
“We have tried to design 

an open, clean site with lots 
of pictures, since people 
shop with their eyes. We also 
prioritize delivering fresh 
food. For example, we list a 
large assortment of shellfish 
on our website, but with online 
shopping we do not have to 
stock it in our warehouse until 
someone orders it.”

What advice do you have for 
others?

“The important thing is to keep it simple, 
because when the customers come to our 
site it is after they’ve put the kids to bed and 
they don’t have much time. We provide a lot of 
information on our site, but we keep the focus 
on our main business. So simplify the way 
customers shop, and simplify the dialogue 
with customers.”

Claes hessel
MANAgINg DIRECTOR, MATAFFäREN

to eat, see, do and buy in your city.” The Groupon only becomes 
valid once a certain number of people have signed up for it. 

“It’s a nice alternative for a business to paying up front for 
advertising when you don’t know what the returns on your 
investment will be,” explained Andrew Mason, founder and CEO 
of Groupon.com, to the New York Times. “This way, if we don’t sell 
anything they don’t pay anything.”

 “I see four key lessons that every 
company can learn from Groupon’s 
winning approach,” says tech blogger and 
former Harvard Business School Professor 
John Sviokla. “They include: make the 
interaction super simple, create a sense of 
urgency (on Groupon the offers expire at 
midnight), energize your customers to get 
other customers, and make it fun. For me, 
Groupon is to couponing what iTunes is to 
music buying – clean, simple and exciting.”

Though Groupon only creates online 

>

www.mataffaren.se 

SourCE: globAl b2C  
E-CommErCE rEPort 2010
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companies are learning how to create high 
quality interactions between themselves and 
consumers, where marketing hype is not the 
lingua franca. It’s all about creating a personal 
bond with your customers.

Companies not only have to personalize 
their websites and make them truly useful, 
but they also have to impart social importance 
to them. Social networks like Facebook and 
LinkedIn are making this easier, though to 
optimize user-specific content you need your 
own social community.

 There are plenty of examples of how 
e-tailers have used social networks to their benefit. Giantnerd, 
a website that sells outdoor equipment, spotted some customer 
complaints on its Facebook page about the straps on a backpack 
that was irritating people’s skin. The company contacted the 
manufacturer and changes were made immediately.

But the company has taken this one step further. The Giantnerd 
reward program grants nerd dollars to customers who review their 
products, ask questions, upload photos, start online discussions 
or contribute a post to their WikiNerdia site, which can then be 
redeemed for products on their website.

Such open dialogue is becoming increasingly popular, as it 
provides free market research. The company learns what people >

information it provides and how you present 
it,” says Patrice-Anne Rutledge, a business 
technology author. “Even if your main goal 
is to create another channel for selling your 
products, merely setting up an online store isn’t 
enough. You need to create a community among 
your customers, an online gathering place 
where they automatically go when they need 
information on topics related to your products.”

Of course increased customer feedback 
and social participation is not the only way 
information is being shared on e-commerce 

sites. Technological developments now enable companies to 
perform real-time diagnostics of web surfer behavior. This allows 
companies to provide tailor-made, up-to-the-minute offers to its 
customers, when previously it would have taken weeks to analyze 
who clicked on what.

Amazon, iTunes, Netflix, Apple and countless other websites 
use so-called recommendation engines to suggest other products 
to visitors, telling them that “customers who bought this item also 
bought this item.” And these recommendations work. According 
to a report by industry analyst Forrester, recommendation engines 
actually help 33 percent of online consumers buy something else. 
Personalizing your website based on user behavior clearly pays.

Considering that online retail sales in the US in 2009 amounted 

key actions
  Personalize the user experience

  Establish a social media presence

  Incorporate customer reviews on your site

  Make the interaction super simple

  Create a sense of urgency

  Make it fun

  B2C: Learn from B2B’s open dialogue

WorkflowOne is a leading US provider of 
promotional materials and products. Jeff 

Noffsinger is using an EPiServer solution to redesign the company’s 
B2B online store.

What is different about the new site?
“We put more of a focus on design and the 

user experience. We tried to minimize clicks 
and present information so that customers 
can make purchases in a single location. We’ve 
also changed the administrative workflows to 
increase customer self-service.”

What tips can you give to others?
“You need to ask, ‘How do I make the 

experience richer for the customer?’ Don’t get 
stuck on the technology, but focus on what you 
need to provide. The framework has enabled us 
to do this.”

What do you like best about the solution?
"It will help us get to market earlier. We don’t 

have to reinvent the wheel every time, but will 
also be able to make our own changes. The ability 
to be flexible is huge for us.”

Jeff NoffsiNger
DIRECTOR OF IT STRATEgY AND ARCHITECTURE, WORKFLOWONE

“Don’t get stuck on the 
technology”

want directly without conducting 
expensive focus groups where the 
results could take weeks or months. 
Having customers participate in 
the process of fine-tuning a product 
creates brand loyalty and good word-
of-mouth exposure.

“The more you reveal, the better 
people like you and trust you,” says 
Judy Strauss, associate professor 
of marketing at the University of 
Nevada, to Entrepreneur magazine. 
“It is just like relationships with 
friends and other people. That’s key 
online.”

This kind of transparency is 
common in B2B companies, where 
customers have access to delivery 
statuses, warehouse supply levels, 
and information about payments. 
B2C companies are learning from 
their example. By revealing more to 
customers, and encouraging them 
to participate in their processes, 
companies can build closer relations 
with their customers. 

“No matter what products you sell, 
customers evaluate your site on the 

www.workflowone.com
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to US$ 155 billion, 
6 percent of total 
retail sales, and are 
estimated to grow 
to US$ 248 billion 
by 2014, 8 percent 
of total retail sales, 
these are no small 
sums we are talking 
about. 

As online sales 
grow, two trends 
are emerging 
regarding how 
payments are 
made. On the B2B 
side, more and 
more companies 
are opting for 
electronic 
invoicing to cut costs and boost efficiency. 
For B2C companies, the increasing 
popularity and sophistication of smart 

phones and other 
portable devices 
is creating new 
challenges and 
opportunities for 
online shopping. 

While the jury is 
still out on where 
e-commerce will 
go from here, it is 
certain that the 
day of the static, 
unchanging online 
store is over. The 
internet may not be 
a truck or a series 
of tubes, but it is 
also no longer a 
one-way highway. 
It is more a country 
fair, with market 

stalls, fun rides, friends meeting up to visit, and a 
Giantnerd holding a Groupon.  

the weirdest  
stuff sold on ebay

  A woman sold the right to name her baby to the golden 
Palace Casino for US$ 15,000 in 2005.

  The window and frame through which JFK was shot sold for 
US$ 3,001,501 in 2007.

  gum chewed and discarded by 
Britney Spears at a London hotel and 
picked up by a fan fetched US$ 263.

  Someone tried to sell the internet 
for US$ 1 million and requested 
payment via PayPal. It was a hoax.

  The first sale on eBay was a broken 
laser pointer in September 1995 put up by eBay (then 
AuctionWeb) developer and founder Pierre Omidyar. It sold for 
US$ 14.83.
(SourCE: orion kEStEr)

e-commerce timeline
1982 The Minitel 
was introduced 
in France.

1994 Netscape 
Navigator is released. 
Pizza Hut offers online 
pizza ordering. Adult 
materials become 
commercially 
available online.

1995 Jeff 
Bezos launches 
Amazon.com.

1999 Napster launches 
its file-sharing 
software.

2000 The dot-com 
bubble burst2001 Amazon posts 

first-ever profit.

2005 iTunes Music Store traffic 
increases 241 percent in one 
year, to 20.7 million users.

2002 eBay acquires 
PayPal for US$ 1.5 
billion.

2007 Business.com 
sells for US$ 345 
million, originally 
acquired in 1997 
for $149,000.

2010 US online retail sales 
projected to reach  
US$ 173 billion.

2009 1.16 
billion digital 
tracks are 
sold online.

>

 www.ePiserver.Com/get-iNsPired



episerVer engage 15episerVer engage 15

göraN Nohlgard
JägArEFörbundEt

Job title: Head of Publishing
ePiSeRveR PRoduCtS:  
EPiServer Commerce, 
EPiServer Relate+

PHoto rickard kilström

aS the oFFiCial provider of  Swedish 
hunting licenses, Svenska Jägare-

förbundet (the Swedish Hunters’ 
Association) provides information and educational materials 
through its main website. The organization, however, wanted 
to develop an online store to provide better service and prod-
ucts for its nearly 200,000 members.

As a result, in June, the organization launched a new 
online store,  supported by EPiServer Commerce. Already online sales have 
increased by 50 percent.

“Our online store is a central part of our strategy to be more effective, 
increase sales, and strengthen our relationship with members,” says Göran 
Nohlgard, head of publishing for Jägareförbundet. “The new website enables 
us to provide a wider range of products, and promote special offers to our members.” 

Though the most popular items in the new store are shooting rests and books for people 
studying for their hunting license, members can now purchase everything from clothing and 
hats with the Jägareförbundet logo to whistles to attract deer and foxes.

“When we developed our new site we focused on stimulating users and making it easy to 
navigate,” Nohlgard says. “So far we have had very positive reactions from members, who 
like the site’s new look and improved functionality.” The store was designed and built by 
CIBER, an IT services provider and EPiServer premium solution partner.

As a member-supported organization, Jägareförbundet also wanted to find a way to 
better communicate with its members. It therefore launched an online community, based on 
EPiServer Relate+, where members can share experiences and ask questions. 

“We chose EPiServer for this project since we were already using 
EPiServer Commerce, and it made sense to us to work with an 
integrated platform,” says Nohlgard. “The community is a way 
for us to deepen our relationship with our members.”

Sweden’s largest hunting 
team comes together

butik.jagareforbundet.se

www.jagareforbundet.se 
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by david noblethe know

world wide web 

treNds
Facebook may rule 
the social media 
world, but brazil is 
the one major market where 
it still trails far behind 
google’s Orkut, the country’s 
second most popular site. 
Facebook only makes it to 
the 25th position, according 
to Alexa.com.

iceland is Europe’s 
most wired nation 
with 93.2% of its 

small population online. 
(EiS StAtS dEC 2009,  
WWW.intErnEtWorldStAtS.Com)

If your bike 
is stolen in 
germany, you 

can search for it free-
of-charge worldwide. 
All you need to do is 
register your bike’s 
frame number and a 
photo of your bike on 
MyBikeNumber.com.

Napa-based 
Californian 
winemaker Vinyard 29 has 
buried small RFID tags, 
distinct radio frequency 
signatures, into its labels so 
you can check the bottle is 
not a fake. Scan the bottle 
with a cell phone and it will 
bring up a web page for the 
specific wine. 

6 million  
adults in the Us 
tweeted in 2008, tripling 
to 18 million in 2009. This 
is expected to rise to a 
whopping 26 million in 
2010. 

Did you know that the Japanese 
prefer to go online via their phones? 
or that Google and Facebook are 
not market leaders in Estonia and 
Brazil? Engage uncovers global 
trends about web users. 
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In estonia Neti.ee, a 
local search engine, 
poses a serious 
challenge to google. It 
has 43.79% of page views 
compared to the mega 
engine’s 53.37%. 

Only 17.1% of the 
country’s 4.3 million 
citizens are online in 
moldova, making it the country 
with the lowest penetration of 
internet users in Europe. 
(EiS StAtS dEC 2009,   
WWW.intErnEtWorldStAtS.Com)

The Japanese 
prefer to 
access the web 
through their 
phones. Techcrunch.com 
claims that Japan has a 
staggering 90 million 3g 
handsets in circulation, 
with more than 70% 
of Japan’s 127 million 
people subscribed to 
mobile web applications.

In February 
2010, over 
90% of the 
entire web population in the 
Philippines visited a social 
networking site, according to 
Comscore statistics. Filipinos 
use social networks more 
than anyone else in Asia – on 
average, they each visit a 
social networking site 26 
times a month

Just 10.8% of 
south africa’s 49 
million citizens have 
internet access. 
WWW.intErnEtWorldStAtS.Com)

Pakistan is to 
monitor seven 
major websites, 
including google, Yahoo 
and Amazon, to block 
anti-Islamic links and 
content. It temporarily 
banned Facebook in 
May 2010. 

4% of arab women 
are reportedly using 
the internet. But this 

may change as it becomes 
possible to use international 
scripts in domain names, 
making the web more 
accessible to the world’s 220 
million Arabic speakers.

420,000,000. 
That’s the 
number of web 
users in China, making 
it the world's biggest 
online population. 
And why Xu Jinglei, a 
Chinese actress, has 
the most popular blog in 
the world, according to 
buzzle.com.

Kenya-based, open 
source site Ushadidi 
("testimony" 

in Swahili) collects 
information from the 
public via SMS, email 
or web and uses it to 
deal with crises like the 
2009 Haiti and Chilean 
earthquakes. 

English no longer 
rules the Net as 
the number of 
non-English sites grows. 
In russia, the Facebook-
like Vkontakte (In touch) 
is the second most 
popular website with 
over 40 million users, 
according to Alexa.com.  
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uPDatE
news from EPiServer

What’s new with episerver community 4?

sIx quEstIoNs FoR
Peter sunna, Product manager, ePiserVer

“For community owners there are new ways to see and 
analyze the activity in a community and manage content. 
using the dashboard in onlinecenter you can now spot 
activity trends, see and approve all content created, 
and handle abuse reports. For members there’s a new 
search page with filters and a much improved blogging 
experience. You can also log in using an existing gmail 
or hotmail address, for example, so you don’t have to 
remember yet another password.”
Why upgrade?

“to get a better understanding of how your 
 community is used. And to help your members find 
the information and social updates they care about.”
Who should upgrade?

“Everyone who works with an EPiServer platform.”
What is ePiServer Relate +2?

“it’s a package for EPiServer cmS 6 containing 
EPiServer community 4 and EPiServer mail 5. it 
also includes a sample website which shows how to 
combine these three products to build a powerful, 
dynamic and user-generated online community.” 
blogging is a growing trend. how can Community 4 
make a blogger’s or community member’s life easier?

“it streamlines the blogging experience so users can 
use blogging as their main communication tool. You 
will find the same rich text editor that’s used in the 
cmS platform, and each blog has its own image gal-
lery. We also support an open standard which means 
you can blog using your favorite tool like live Writer 
on Windows or iblogger on the iPhone.”
What do you personally like most about Community 4?

“i really like the way you can filter information to 
target the content to specific users. it’s also much 
easier for members to find information using the new 
search.”  

piecing together your website
Want to create or change a page 
 template but don’t want to hire, or wait 
for, a programmer? Well, it’s now possible 
thanks to the upgraded out-of-the-box 
EPiServer Composer 4, an add-on product 
for EPiServer CMS that lets web editors 
use standard building blocks to change the 
layout and behavior of their web pages. 
Everyone can use the same templates, but 
you can customize your site by dragging 
and dropping images, articles, videos, and 

so on, when in edit mode. This can be done 
without any extra help from integrators 
and developers, so it’s a win-win situation 
for a company as it saves money, and 
for editors as it saves time.  EPiServer 
 Composer 4 works smoothly with 
 EPiServer CMS 6 and has an improved 
user interface so you can quickly and 
 easily adapt your online presence.

1. Role-based gadgets
2. Blogging experience
3. Search and filters

3reasons to 
upgrade:  

by alannah eames and chad henderson

 www.ePiserver.Com/ComPoser
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episerver on your iphone

get them hooked!

you can now manage your EPiServer sites directly from your 
iPhone or iPad. By simply installing a zip module in your EPiServer 
CMS 6 solution, you can interact with your OnlineCenter wherever 
you are.

to make money online, you have 
to cut out static content and long 
payment processes so customers 
don’t abandon their shopping carts 
before check-out. The key to this is 
cleverly engaging visitors on your 
website. EPiServer  Commerce 
complements EPiServer’s other 
products to combine content, 
community and commerce on one 
platform, cutting out the hiccups 
of working with three different 
providers. It also means you can 
engage visitors across the lifecy-

cle of the transaction and optimize 
their experience.

EPiServer Commerce comes with a 
fully functional sample website which 
can be adapted to your taste. It can also 
handle multiple languages and curren-
cies and different shipment methods 
for each country. The site content can 
be customized for multiple audiences, 
and promotions can be localized for 
specific markets. Last but not least, it 
will keep the tax man happy as it auto-
matically configures the tax payable in 
each country!

9,700
By The NuMBerS

there’s absolutely nothing worse in the world than a website that’s down – 
and that goes for site visitors and the website owner. Besides being  annoying, 
it casts a shadow over your professional image and can even lose you 
 business. It’s sad but true – an updated, quick and working website is worth its 
weight in gold in today’s time-starved, cost-driven society.

The EPiServer Everweb hosting service is run by a dedicated team which makes 
sure you have a trouble-free website 24/7, 365 days a year. The service covers all 
kinds of websites from small personal ones and temporary campaigns to large 
multinational enterprises, and makes sure that all applications are running as they 
should.

is the number of websites based on episerver cms.

ilkka mattila, a solu-
tions consultant and 
project manager at the 
it service company 
solita in Finland, is 
episerver World’s 
10,000th member:

Why did you join the 
community?

“We were producing 
a website concept for a 
customer and needed to 
evaluate different software for content 
management. The community enabled us 
to get more information about different 
modules and check documentation.”
Did you find what you needed?

The website concept included a lot 

of personalized content 
and integration with other 
systems. We found that 
EPiServer fulfilled all the 
requirements quite easily, 
and it was recommended as 
a preferred solution.”

 What benefits do you 
get from the community?

“The forums are helpful 
because you can easily find 
solutions for many prob-
lems that other members 

have already solved. They are widely 
used by our developers. The articles and 
blogs have helped me learn about new 
features in EPiServer, enabling us to 
provide more value with out-of-the-box 
solutions.”

meet the 10,000th member!

round the clock watch
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Are you 
ready for your 
e-Commerce future?
EPiServer Commerce can help you to engage  
visitors, manage the transaction processes and  
measure activities to deliver an effective online  
presence that harnesses content, community  
and commerce.

With EPiServer Commerce you get the  
strength and the agility you need to be  
competitive in an ever-changing market.

Visit www.episerver.com/episerver-commerce


