





EPISERVER

Engaged Web Experiences

and Applications

Relevant Interactions, More Intelligence,

More Sales and Service Opportunities

With EPIServer Relate+ — our integrated CMS, Social Community and
Email Marketing platform — you're can create more engaging, timely and
relevant user experiences by mixing up your static CMS-based content
with the dynamic, user-generated content and forums that are driven

by your social networking community. For example, content editors can
re-purpose and re-seed their web site content in key community forums
as part of a single editorial process, and send personalised email ‘update’
alerts to relevant community members as part and parcel of the same
publishing exercise.

And from a browsing perspective, our platforms allows you to serve
adaptive web experiences to new site visitors: it establishes which
company they're from and presents them with the content that's most
relevant to them, based on a set of pre-defined personalization rules.
This means that you can serve pharmaceutical-related case studies to
people from GlaxoSmithKline, and automotive-based case studies to
people from DaimlerChrysler ..without touching a line of code.

Looking ahead into the immediate future, the EPiServer Platform will also
enable you to get more engaged with your users by serving them specific
content assets based upon changes in their user profiles — resulting in a
more satisfying, personal web experience for them. This new develop-
ment will help you to associate a user’s forum useage, blog activity, and
community participations with a scoring engine that will generate triggers
in relation to pre-conceived events. So, when a customer has signed up
for a new paper, commented on a blog and then participated in a specific
forum, you might decide to award him 100 points and send him a new
(personalised) sales offer via email, have your telemarketing team engage
in an Instant Messaging session with him, and/or present a completely
new version of your homepage (with a personalized offer inside) the
next time he arrives at your site. At the same time, because we will be
able to integrate the platform fully with your CRM system, all of this ac-
tivity can be fed back as real behavioural intelligence to your sales teams.

Visit Sweden: User Generated

Content to Deliver More Useful

and Relevant Services

VisitSweden.com's mission is to make the country
more accessible as a holiday destination. They

used the power of their online user community to
research and then design a totally new service that's
transforming people’s first impressions of their
future holiday destination. They used EPiServer to
created a Google Map ‘mashup’ that presents Swe-
den’s leading cultural and entertainment attractions
in a fully interactive fashion. The entire concept
and the library of content for this map were col-
lated via a series of public interactive user polls and
questionnaires.
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Marketing in a Post-Web 2.0 World

Doing it Right: Three Rules

of Web Engagement

EPiServer ‘Engaged Web' solutions give a compelling new
direction to web marketing practices beyond Web 2.0. This
is a world where passive websites have become engaging
web applications and visitors have become users; where web
apps are modular and integrated; and where web marketing
is personalised, adaptive and automated.

In terms of its underlying technology and logic, the Engaged Web follows
three important rules:

* Be user-centric not content-centric — Engaged Web
applications are different from traditional CMS apps. Web Engagement
with EPiServer places the emphasis on the user and her ‘goal’ paths
through your web site. It's driven by a powerful content engine that
serves the right content at the right stage of an interaction via the right
web- or email-based channels.

* Think in terms of ‘relationships’ rather than ‘sessions.’
This means that, as time goes by, no interaction is ever wasted and your
web site becomes capable of adapting to the needs of your users and
your goals on a personal basis, rather than using a crude set of ‘one size
fits all’ rules.

* Use what you know. Web Engagement is served by content, but
not governed by it. Content Management efficiencies remain an essen-
tial part of your back office editorial processes, but the user experience
- and how your content is deployed - is determined by real insight into
each users behaviour and preferences.

[t's all about building a smarter technology platform that's capable of
harnessing the best of Web 2.0, CRM and other demand generation ap-
plications, and bringing them together in a single, highly adaptive web site
experience for your users.

SIEMENS

Siemens: Personalisation and
Immediacy of Information

Here's what Bjérn Jerlin, Web Manager at Siemens
AB, has to say about the power and flexibility of his
new Intranet strartegy:

“Our company management can now quickly and
easily reach everyone with a variety of easy CMS tools.
And, at the same time, every employee in the organi-
sation now has the ability to tailor their information
flow via their very own personal start page.”
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From Here to
Engagement: a Roadmap

It's true to say that none of our customers have made this
transition to ‘web engagement’ over night. And for newcom-
ers, the prospect of change may be daunting, because any
web project with a six month horizon (or more) is usually
considered a risk.

But the road to web engagement is different to a standard piece of
web or IT development. For starters, it's not an IT ‘project’: it's not an
application that can be switched on (or off) from one day to the next.
Instead, it's a marketing and business process ‘journey, which requires
you to follow a succession of incremental steps.

As such, we usually help our customers to plot a roadmap that will
move them on from today’s passive web site experiences towards a
more interactive, engaged and profitable future.

Here's what this ‘web engagement’ roadmap typically looks like:

* Today’s classic web site profile
* Fluent with lead and demand generation applications and cam-
paigns: email automation tools are being used, web-to-lead forms
are working; some level of integration planned with CRM

* Experimenting with blogs: editorial schedule is planned; content
is published frequently; sites are enjoying some interactions with
public users via comments

* Traffic acquisition tactics are in place: Pay Per Click (PPC)
advertising, SEO, etc

* Simple analytics reporting: KPI's like traffic volumes, bounce
rates, time on page, etc, are being measured
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The EPiServer Guide to Web
Marketing in a Post-Web 2.0 World

* The Next Steps: Crossing the First ‘Enagement’ Chasm

More intuitive backoffice content management: looking to intro-
duce more flexibility to build customised pages and interfaces

Deployment of Community platforms for relevant applications:
customer support, marketing campaigns, events management,,
etc, become candidates for community platforms

Experiments with new communications techniques: eg, real-time
Instant Messaging (IM) for telesales teams

Introduction of more sophisticated content presentation
techniques in the CMS: tagging, rich media, video, etc, are
all introduced to the front end

Development of a more sophisticated blogging strategy:
different ‘channels’ for peer-to-peer communication are intro-
duced — eg, for customer support, product development, and
business partners

More sophisticated web analytics functions: user and company
activity tracking

* Destination: the ‘Engaged’ Web Site

Interaction Engine is deployed: user activity and preferences
are now scored, giving full picture of user (and company) activity
histories and profiles

Introduction of real personalisation: ‘My page’ concepts are
delivered, enabling users to create own interfaces and filter their
own content preferences (ie, do their own content management!)

User-generated content (from forms, blogs, etc) is integrated fully
with the Interaction Engine to extrapolate additional layer
of profiling intelligence (via keyword and content mining)

Presentation of intelligent, adaptive content (and advertising),
based on user profiles and behaviour

Integration of on-site user profiles with CRM and lead report
generation

Sophisticated, real-time analytics are introduced, with new
more sales-driven dimensions: eg, propensity to buy, time
since contact, etc

Sales team becomes more aligned with web reports: sales ac-
tions now happening as an immediate result of visitor web site
activity

o ...ie, the web visitor to sales engagement circle is complete



