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Creating a platform
for growth

As our fi nancial year comes to a close we look 
forward to a more positive outlook, with the 
Global Financial Crisis and ensuing recession, 
hopefully, behind us.

Last year, whilst it provided its challenges, we worked especially hard to 

ensure we delivered value and we enjoyed great support from many of our 

long-term clients. It was a good year to tighten up our processes and recruit 

some great quality people. We believe that we are well positioned to take 

advantage of the new opportunities that we see on the horizon and are very 

enthusiastic about the year ahead. 

We have been investing a lot in developing skills and experience with 

Microsoft’s new 2010 products. We are lucky enough to have to be working 

with clients implementing pre-release versions of SharePoint 2010 via the 

Technology Adopter Programme (TAP) and have been working alongside the 

Microsoft Product team with Dynamics CRM 5 and Dynamics AX 6. Chris Auld 

continues to be in demand internationally for his expertise in Windows Azure 

and we are looking forward to introducing EPiServer 6 to our clients. We 

expect there to be strong demand for these services this year.

We have made signifi cant progress in developing our Managed Services 

offering over the past few years. We have signifi cantly expanded the range 

and quality of services we offer, and have recently appointed 

Nigel Blair as General Manager, Managed Services. Nigel has a 

wealth of experience in the New Zealand IT market and a very 

strong customer focus. Under his leadership we plan to build 

our Managed Services to a signifi cant business that not only 

underpins the applications we deliver to our clients but that 

will also offer a comprehensive managed service covering 

all aspects of our clients’ IT operations.

True to our 10-year history, we remain very strongly 

focused on the Microsoft platform. The ever expanding 

ecosystem around this platform provides us with a 

range of solutions that is second to none. By combining 

Microsoft products with third party ISV products and our 

services we are able to very effi ciently provide solutions 

that previously would have been out of reach of many

New Zealand organisations.

Intergen is continuously changing, evolving and improving. It 

is one of the reasons that we enjoy going to work each day. We 

look forward to sharing our experience with you over the coming 

year to help you enhance your business and realise your goals.
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Nigel Blair has recently joined Intergen as 
General Manager, Managed Services.

>> HOT NEWS:
Intergen expands its presence in
Western Australia
While Intergen fi rst went West to Perth in 
October of 2007, we’re trebling our head count 
and opening a new offi ce.

Craig Keenan and Nik Johnson have joined Perth 
incumbent, Ben Bishop, for the latest Intergen 
adventure (and some warmer weather).

The Perth offi ce will offer Intergen’s full suite 
of services, based exclusively on Microsoft 
technology, including portals, content and 
collaboration solutions, Microsoft Dynamics 
fi nancial and relationship management and 
custom software development.
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Intergenite News

Here we are again, well into a new 
decade, beginning to enter the 
colder months.

Once more, with so much news, so many new-starters 

and more forays into new and exciting adventures than a 

12-page magazine can contain, we thought we’d simplify 

things a bit and tell some of the story in pictures.

In a nutshell, there has been work and there has been 

play, a fair bit of global roaming (in all senses of the 

word) and lots of new faces. There has been plenty of 

tinkering with the newest technologies and behind-the-

scenes, top secret early adopter work. 

Some of the news you’ll fi nd dotted throughout the 

following pages. Some you’ll fi nd on www.intergen.co.nz. 

And, as always, if there’s anything you’d like to know more 

about, or talk through, we’re always keen on a chance 

not just to talk tech but to look at the ways the latest and 

greatest technologies can help transform what you do.

1. Lucy O’Neill wins the Easter Egg Competition.

2. A bit of friendly Intergenite competition to get the synapses fi ring.

3. Steve and Henk liken our search for information to a game of pin 
the tail on the donkey at a recent Twilight seminar. 

4. The Intergen ‘Big Buck’ top sales performers: Steve Scarbrough, 
Mark Young and Andrew Watson.

5. This year’s grads, already up and running.

6. Playing with the shiny new toys on the job: James Newton-King and 
Amy Palamountain enjoy a ride on the Navy Bus (see page 12).

7. The Perth team: Ben Bishop, Craig Keenan and Nik Johnson.

8. As sponsors of Webstock since it started out, every year we relish
the opportunity to bring some yellow to the web community, and
learn from the best in the business while we’re there. This year we 
brought some yellow to proceedings with the Intergen Recharge Bach.
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Want to catch up with the latest 
technology news and musings? Need a fi ve-
minute break? Check out the Intergen blog, 
where we write about the things we love.

www.intergen.co.nz/blog

And what’s been on our minds lately? 

>> Is software development more akin to the action hero styles of 

Chuck Norris or Steven Seagal? 

>> What do you need to do to make a CRM project successful?

>> Dynamics Day – with a full house at the inaugural Intergen 

Dynamics Day last year, how are we going to make it even better 

this time around?

>> Windows Presentation Foundation (WPF) and Silverlight – why it’s 

not just eye candy.

>> What does intelligent business really mean?

>> How not to get lost in a galaxy of organisational information.

>> Do you suffer from the Hourglass Syndrome?

>> Thoughts on innovation.

>> And, of course, the requisite refl ections on technology directions, from 

Unifi ed Communications, to The Cloud, from Silverlight to BizTalk.

Highlights from the 
Intergen blog

EPiServer has released the latest generation of it’s content management solution, 
EPiServer CMS 6. The latest version of EPiServer CMS includes new features and 
an updated user interface designed for ease of use. This continues EPiServer’s 
drive to make it easy for editors to maintain, change and update content, text, 
images, pages and workfl ows in an instant. 

Some highlights of the latest release include:

>> The new “EPiServer OnlineCenter” which is a dashboard that makes it easy 
for organisations to develop, manage and measure all aspects of their online 
presence from one place

>> New fully cross-browser rich text editor that will improve the experience for authors

>> Improved search for content editors

>> Visual comparison of different page versions

>> Link status report

>> Drag and drop sorting of pages and properties 

In addition there are benefi ts for developers, including:

>> Dynamic data storage

Complementing the latest release is EPiServer’s suite of offerings that include:

>> EPiServer Community 3 

>> Marketing Arena 

>> EPiServer Mail 4 

>> EPiServer Create+ 

>> EPiServer Relate+ 

>> EPiServer Composer 

>> EPiTrace

>> EPiServer Connect 

Adapted and designed for 
tomorrow's web

>> INTERGENITE:

Kaisa Wilson
What do you do?
I work in HR in Corporate Services. We’re 
responsible for making sure the people 
side of the organisation is running 
smoothly, and both the company and 
the employees are as happy, healthy and 
productive as possible.

How do you make a difference?
By improving the way things are done 
with regard to employees and employment 
I (hopefully) make working at Intergen a 
more stress-free and enjoyable experience. 
Through this I also hope to increase the 
amount of time and effort employees 
can spend on the really fun, creative and 
valuable stuff.

What do you love about your job?
I love getting to meet people across the 
whole business and seeing people learn and 
grow in their roles. In the area of learning 
and development being there for people’s 
‘light bulb moments’ is always great.

A bit about yourself
I’m originally from Auckland and am a 
psychologist by trade. I’ve worked in a pretty 
wide range of areas within psychology and 
some interesting situations including with 
refugees, in civil wars and in far fl ung places 
like Uganda and Sri Lanka. I now live in 
Wellington and have a super cute dog called 
Shooter who loves the beach, tennis balls 
and chicken treats! I’ve been at Intergen for 
six months now and it’s defi nitely one of the 
coolest places I’ve worked. 

Read more about EPiServer CMS 6 at
http://world.episerver.com/
Spotlight-on/EPiServer-CMS-6/
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>> INTERGENITE:
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Toby Spendiff

What do you do?
I'm the Practice Lead for Portals, Content 
& Collaboration in the Auckland.

How do you make a difference?
I make a difference to Intergen and clients 
by leveraging my extensive experience in 
web-based IT consulting and commercial 
software development. I have been 
delivering complex solutions for small to 
large organisations for over thirteen years.

What do you love about your job?
I love engaging with clients to understand 
their needs at a strategic and tactical level 
and then working with the high-energy 
people at Intergen to deliver solutions of 
great quality and value. I'm driven to be 
the best at everything I do and Intergen's 
culture is a perfect fi t for me.

A bit about yourself...
I'm originally from the UK but have 
spent the last 13 years in Canada where 
I led a SharePoint practice as part of a 
successful web consulting company. I also 
spent a signifi cant number of years as a 
development director for a world-leading 
enterprise software fi rm. I'm a proud 
father of two and enjoy the outdoors and 
all the other great things New Zealand 
has to offer.

>> INTERGENITE:

Research indicates that organisations in
New Zealand replace their ERP system, on 
average, once every seven years.

The reasons why organisations do this are an interesting study into the 

lifecycle of enterprise software, and the myriad reasons why it can sometimes 

make more sense to replace an application in its entirety rather than continue 

to keep an existing application going. 

Of course, there are other reasons why organisations can make a change – 

getting access to better functionality is an obvious example – but the reasons 

we outline here are predominantly commercial.

Seven years is a long time in anyone’s terms, let alone in the fast-moving 

software industry. But elapsed time alone isn’t a reason to make a change – 

as the saying goes, “if it ain’t broke, don’t fi x it.” That said, there are a number 

of more quantifi able reasons for switching your ERP system:

>> Obsolescence. The company they purchased the system from has been 

taken over and no longer exists. As a result, product development has 

stopped and customers have no choice but to move to new platforms.

>> Maintenance Fees. Maintenance charges could have increased every 

year – and some such fees grow by 4-8%. Over a seven year period, such 

grow could mean an increase in maintenance charges of over 50% from 

the original purchase price.

>> Custom Applications. For various reasons (including cost, the infl exibility 

of the current system, or a business requirement not being supported in the 

application) additional internal business applications may have been developed 

outside of the core ERP application. This can add risks to the business, both in 

terms of day-to-day management but also in terms of long-term support.

Switching Software: ROI in Action
(or the “Seven Year Switch”)

>> Evolution. During the period, the organisation’s core business and its 

priorities may have evolved, such as through expansion into new products 

or markets, but the ERP system isn’t suffi ciently fl exible to accommodate 

those changes, adding risk to the organisation.

>> Business Intelligence. Signifi cant amounts of valuable data now 

resides in the system but it is diffi cult to gain access to the data, meaning 

organisations are unable to fully measure performance or gain insights 

into the running of the business.

>> Staff Changes. The original staff who implemented the system may have 

left the organisation, and none of the current staff understand it anymore. 

The challenges of replacing those people could be compounded if the 

system is obsolete.

Any organisation that has been around for more than a few years could 

recognise one or more of these symptoms. If so, the key question is: do you 

upgrade the existing system, or do you replace it?

The response to this question is dependent on cost: it can be diffi cult to quantify 

the implications of taking either option. In working with dozens of organisations, 

Intergen has found that by helping organisations calculate and understand the 

cost of these options, the decision-making process becomes clearer – both now 

and in the long-term. For one customer, we observed a situation where license 

maintenance costs were reduced by two thirds by implementing Microsoft 

Dynamics, with the savings on maintenance alone, when compared to the 

previous system, funding the total cost of implementation.

Every organisation is different, and we encourage organisations who have got 

the “seven year switch” on their mind to consider the true cost of running their 

existing applications.

For more information about switching software, and getting better return 

on investment, contact simon.bright@intergen.co.nz
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What is integration?

In the words of the Gartner Group, Enterprise Application Integration is the 

“unrestricted sharing of data and business processes among any connected 

application or data sources in the enterprise."

Integration is the process of linking together applications within a 

single organisation in order to simplify and automate business processes 

to the greatest extent possible, while at the same time 

avoiding having to make sweeping changes to the existing 

applications or data structures. 

Defi ning the value of integration.

Nobody likes to talk about dollar amounts when 

it comes to integration projects, but we need 

to push through our dislike because it's an 

important question for businesses to ask. We have 

to be able to stick a stake in the ground upfront, 

knowing what the value of this project will be in the 

long term.

Going about defi ning the value, particularly in 

fi nancial terms, is no easy task. Ultimately, there is 

no single formula. The value will depend upon your 

individual circumstance around the ineffi ciencies 

you're trying to correct, and the organisation's 

business goals.

The True Value of Integration
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First you need to assess where you are and then 
decide where you want to be.

What is it going to save your company per hour operationally to remove manual 

"swivel chair" double entry of data into systems? How much more dynamic will 

your business be with reduced capacity for error and greater fl exibility, allowing 

you to scale to increasing demands from customers and end users?

We need to understand the value of information fl owing between systems 

in an automated integrated basis versus the cost of information not fl owing 

between these systems.

The value proposition of a good integration strategy.

An integration project needs planning and thought.

Often, like an insurance policy, spending money on an integration project is 

considered a “grudge purchase.” You've already invested so much time and 

money in your core line of business systems and then somebody comes along 

and tells you to invest yet more integrating them.

"This stuff should just work. It's all made by the same company," is often the 

response. But stop for a minute and consider what you're asking for. It's like 

taking your petrol sports car, dropping in a diesel truck engine, and a boat gearbox 

all manufactured by the same company and expecting them to work smoothly.

Integration projects are often an afterthought. If integration is just applied 

without fi rst having a structured, well thought out and planned approach, 

point-to-point connections grow across an organisation. Integration points, and 

therefore tightly coupled dependencies, are added on an impromptu basis which 

more often than not results in a tangled mess that is diffi cult to maintain. 

Try not to be overwhelmed by 
the prospect of defi ning your 
vision for integration. 

Take the time to dream big, and then work 

together with a trusted partner experienced in 

integration projects to establish an achievable 

set of objectives based on your resources, goals 

and timelines.

The most important thing to remember is that 

it's good to start by imagining the perfect 

world, and then scale it back to refl ect the 

world you operate in.

A well thought out integration plan, tailored for 

your business, will not only save you money but 

also the most valuable asset of all: time. 

At Intergen our team of integration specialists 

live by the mantra of “use the right tool for the 

job” and will tailor-make an integration solution 

for you. Together we will help you realise the 

full value of the line of business systems you 

already have.

ryan.crawcour@intergen.co.nz

Ryan is a Solution Architect in Intergen’s 
Innovation, Strategy and Solutions team.
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Most of us inevitably use web search engines on a 
frequent basis to search the wide range of data on the 
world wide web. Many of us also want these capabilities 
within the walls of our organisations, enabling us to 
locate the information and data we need to increase 
productivity, improve information reuse and locate 
insight we didn’t previously know about – and this is the 
market served by enterprise search software.

Many of these traits are goals of business intelligence (BI) products, but there 

are key differences – and areas where search and business intelligence are 

overlapping, to the extent that one day they may converge.

Typically, business intelligence tools are designed to help users looking for a 

specifi c answer or wanting to get a view of a data set, and support structured 

queries into known information sources – such as those containing customer 

or fi nancial information. Conversely, traditional search tools are usually more 

free-form: users may not know exactly what they're looking for and the data 

source may not be known – the journey of fi nding this information can often 

reveal just as much useful insight as more “obvious” queries. 

Accustomed as they are with the power of web search engines, business users 

are demanding the same search capabilities in the enterprise because they 

think this will allow them to search and explore business content and business 

data as easily as they can access information on the world wide web. 

Web search and enterprise search, however, are quite different. Web search 

involves simple two or three word search queries that are applied to web 

content, content with which the user may or may not be familiar. The focus 

of web search is on speed, rather than accuracy, and search results are based 

primarily on content popularity. 

Enterprise search, on the other hand, involves a much broader range of data 

sources, and the focus in this environment is more on accuracy than speed. 

The Evolution of Search: BI for Information

Content popularity ranking systems are not appropriate for enterprise use, and 

this is why enterprise search tools require semantically richer interfaces involving 

techniques such as faceted search and natural language query processing. 

Techniques used to extract metadata from business content can also be used 

to produce analytics from that content. This is especially the case for text data. 

Vendors such as Microsoft, following its acquisition of FAST in early 2008, have 

added analytical dashboard front ends to their search tools and are marketing 

them as alternatives to analytical tools from traditional BI vendors. Features 

such as content processing, meta data extraction and faceted search are all 

features of the upcoming FAST Search for SharePoint 2010 release, and can be 

used by the FAST engine as a way of surfacing quantifi able business data that 

can be used in its original form, or as part of a wider BI initiative.

Over the next few years the direction of the market is clearly toward the 

convergence of enterprise search with business intelligence. Most major 

BI vendors now offer web-based portals to their products. These portals 

allow business users to use a search interface to locate and explore reports 

produced by BI processing, and to fi nd and run canned queries and analyses. 

One of the real benefi ts of search technology to business intelligence, however, 

is the ability to use this technology to access unstructured business content 

and convert it into a format that can be used by standard BI tools. Whereas the 

fi rst generation of search tools provided indicative numbers of search results, 

Microsoft’s FAST technology delivers precise metrics, which can then be used to 

make decisions, or to provide input to other systems or services.

And as these tools evolve, and as the search engines produce more specifi c 

and quantifi able search results, the perception to end users will be that search 

and business intelligence solutions will be the same – after all, the end user 

doesn’t necessarily care what they are using, they just want results. 

Ben Pitkin-Douglas

What do you do?
I am a CRM consultant based in 
Christchurch and responsible for the South 
Island. I work closely with clients to design, 
confi gure and deliver CRM and xRM 
systems which meet their business needs.

How do you make a difference?
Having worked on large, complex CRM 
projects for 8 years, I have gained 
experience across the full spectrum of 
CRM. I understand how to unlock value 
using CRM and how to help organisations 
change the way they work. I use my 
experience to help clients build robust 
new processes that work for all levels of 
their business.

What do you love about your job?
The variety of clients. Each one is a 
different challenge depending on size, 
industry, outlook and goals. I have the 
opportunity to tailor the projects to meet 
their specifi c needs – there is no one 
size fi ts all approach. As a result, no two 
projects are the same.

A bit about yourself...
I moved to Christchurch from London a 
year ago with my wife Kirsteen and we 
are really enjoying ourselves here. We 
love the outdoors and get out tramping, 
biking, camping and kayaking whenever 
we can. I am also a qualifi ed wine judge.



Typically information loses its value over time, but 

continues to live within an organisation despite 

its redundancy. With an integrated investment in 

information management and enterprise search 

tools, information can retain its value for 

longer, and the right information can be 

found more easily.

To many, the word ‘search’ has 

become synonymous with Google. 

But Google in itself doesn’t address 

the problem. Sure, keyword-based 

results will be returned in droves, 

but how do you guarantee that 

you’re accessing the best and most 

accurate information, especially when 

so much of this information is buried? 

Similarly, the implementation of enterprise 

search tools requires much more than just an 

install-and-go approach; a symbiotic information 

management commitment and taxonomy must 

be entered into in order for organisational 

accessibility to take true effect over time.

If you’d like to talk more with Steve or Henk 

about information management strategies, 

please email them.

steve.lapwood@intergen.co.nz 

henk.verhoeven@intergen.co.nz
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As volumes of information increase within our 
organisation, so too does the problem of fi nding 
this information and using it meaningfully.

Research tells us that a typical information worker now spends up to 25% of 

their day searching for the right information to complete a given task.

Recently we held an interactive Intergen Twilight seminar, as part of our 

THINK event series, on this very issue. We talked with the audience about 

their specifi c challenges with information. How important is it, and why? How 

long does it take to fi nd? How much information is duplicated? Where does it 

live? How do people share it? And what about informal information, the kind 

that passes from person to person at the water cooler?

If one key picture emerged from the event it was that, regardless of specifi cs, 

we’re all in the same boat, facing the same informational barriers to 

effectiveness in our working lives.

We even played a game of pin the tail on the donkey to illustrate the 

predicament. Take a handful of multi-coloured ‘tails’ and place them on 

your donkey. Don a blindfold and then attempt to systematically retrieve 

the colour-coded tails. At root, the process of information fi nding in most 

organisations is not dissimilar to pin the tail on the donkey. But what do we 

do about it?

Some factoids to illustrate the magnitude of the problem:

• 1,500,000,000,000,000,000 bytes of new information were posted to 

the internet last year

• Information on the net is doubling every week

• There are 3,000,000,000 Google searches conducted every day

Unlocking the value of your information

Henk Verhoeven (left) is a Solution Architect in Intergen’s Innovation, Strategy and Solutions team. 
Steve Lapwood (right) is a Senior Management Consultant in Intergen’s Management Consulting team. 
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Intergen holds regular 
free events, like our 
informational Twilight 
seminars.

If you’d like to join the 
invitation list, email 
events@intergen.co.nz.
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I’ve been to a lot of conferences in my time, usually 
as a speaker back in Sweden. But this time, I got 
to pack my bags and head over to the States for 
the MIX conference – the biggest conference I have 
attended yet. MIX is focused on web development 
and design and generally there is a lot of talk about 
Silverlight, MVC, Visual Studio and so on. This year 
it was no different, but with a little twist. 

A couple of weeks before MIX, Microsoft announced that they were getting 

back into the mobile phone market. After a quiet patch, they fi nally revealed 

Windows Phone 7 Series, the operating system that will replace Windows 

Mobile 6.5. MIX was obviously a great place for them to push it out to the 

developers, which they did.  

Having looked into the Windows Phone 7 Series platform on the web, I was very 

curious. So when they opened up a whole separate track of sessions at MIX, covering 

the phone, I decided to focus exclusively on these. And here’s what I thought.

The Microsoft platform is now pretty much a thing of the past. They aren’t 

bringing any of it into the new Windows Phone 7 Series. No more tiny stylus-

based input. No more settings that require a PhD to use.

This is a good thing! Well, mostly. Starting from scratch will of course take a lot 

longer than reusing parts of an old system. However, reuse can be very limiting.

Even though the Windows Mobile platform was very fl exible and powerful, it 

was also hard to work with. The main reason people liked it was because it 

was so fl exible that they could change it into what they want. With Windows 

Phone 7, this will not be the case. It will not be fl exible in that way. It will not 

be possible to change it very much. Instead, Microsoft has decided to try and 

build something that is so good you don’t want to change it. 

MIX10 – The phone conference

I see the Windows Phone 7 Series platform as an 

interesting insight into where Microsoft is heading. 

Windows Vista and Windows 7 showed us small glimpses 

of this as well. It is a future where design, usability and 

user experience are put fi rst on the list of requirements. 

Fading are the days when a lot of functionality was 

the goal. Now, a well polished interface that is easy to 

use is everything, even if that means sacrifi cing some 

functionality or fl exibility. 

Will this new direction appeal to everyone? No, it won’t. 

I think there might be some techies out there who will 

think it is the wrong way to go. But to be honest, as 

technology starts to appear everywhere in everyday life, 

it has to be user friendly. It has to appeal to the user. 

And the user is not some hacker living in his parent’s 

basement. It is regular people. It is everyone. And 

because of this, it has to be understandable. [It has to be 

a lot different than what we are used to.]

There are a couple of key reasons why I think the phone will succeed. First, 

I think the interface is very interesting. It is different from a lot of other 

phones – in a good way. I also think it is different for a reason, not just to 

differentiate from the masses. Secondly, the development platform is based 

on Silverlight and XNA, so applications can be built by anyone who knows 

.NET, which will offer the end user a wide variety of extensions to their phone.  

Finally, it is very rare for Microsoft to make an effort to enter a market and 

fail. And in this case, they have made a great effort and I think the general 

public will be impressed when the phone is released.

The Windows Phone 7 user interface.

>> W

M Chris Klug is a Senior Developer in 
Intergen’s Central Portals, Content 
and Collaboration team.
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Emerging trends suggest businesses are investing more
in interactive media and are offering more ways for
customers to interact with their services. A great example
of a project we have completed recently is for the
TicketDirect kiosk (touch screen device) and extends on
the work already carried out on the redesign of their
online ticketing experience. The TicketDirect Kiosk is a
self-service custom built kiosk solution selling tickets for
rugby events in New Zealand.

Information visualisations work as this is how the human
brain manages and processes visual information. By
creating a graphical representation of data and
information, seemingly complicated concepts and
information can make more sense in less time. Once we
get the basic foundation of user experience design and
usability principles correct these visualisation techniques
help us to enhance our mental models of information
structures and aid in “findability” – a core principle of
the customer experience.

Since this year’s Webstock
I’ve been mulling over
various topics and concepts.
Of particular interest to me
was Toby Segaran’s
presentation, entitled
Beautiful Data.

NEW WAYS OF SEEING

Attempting to get our brains to grasp the huge
amounts of data which is being served up to
us online is becoming more and more
challenging. This is where information
visualisation and presentation techniques can
make all the difference, allowing us to see
information that we are seeking in a more
interesting and useful manner.

The main goal of information or data visualisation is just
that – to visualise data and communicate information
clearly and effectively. The goal is to convey both form
and function to aid the customer experience.

Data presentation affords the opportunity to be visually
interesting and descriptive at the same time. There are
of course a variety of common ways to visualise
conventional data, from tables to pie charts. But to
bubble-up and utilise visualisation techniques for a visual
user interface (UI), you need more than just a simple pie
chart to illustrate and communicate information needs.

So what innovative ideas are we already using for our
customers and what are the most creative approaches
to present data?

At Intergen we have recently been investigating where
the digital and retail worlds converge and how this affects
the all-important customer experience. The underlying
principle of User Experience Design where having a
thorough understanding of your customers’ needs and
goals remains paramount. When it works well, customers
have a seamless, usable and integrated experience.

Watch this space and expect to see more
on data visualisation from Intergen
Experience Design in the near future.
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SharePoint 2010 Flavours

Due out on May 24, the release of SharePoint 
2010 represents a signifi cant upgrade for the 
now eponymous platform which can be used to 
support intranets, websites and extranets.

Like most Microsoft server products, there are several “editions” of SharePoint, 

each of which are targeted at a specifi c audience – at least in terms of how 

Microsoft defi nes those audiences. For SharePoint 2010, there are eight 

editions of the product, encompassing those versions which are installed 

on-premise, and those which are hosted in the cloud. Depending on what you 

want to use SharePoint for, the edition you select should be relatively clear-

cut – and no doubt Microsoft will provide helpful tools which help to make 

selection easier when the product is released. What follows is a summary of 

the available information, to help you start thinking about which option you 

may adopt:

• SharePoint Foundation Edition 2010 is the basic edition of SharePoint. 

Equivalent to Windows SharePoint Services in 2007-speak, this 

effectively contains all the core capabilities of SharePoint, blogs, wikis, 

team workspaces, and document libraries, enabling employees to share 

information and collaborate.

• SharePoint Server 2010 adds collaboration features to the Foundation 

edition that allows it to tie into data repositories outside of SharePoint 

(including Lotus Notes). This version of SharePoint also possesses more 

management features and can support a greater number of users. 

• FAST Search Server 2010 for SharePoint builds upon SharePoint Server 

2010 and adds the high-end search technology Microsoft acquired when 

it bought FAST Technologies in early 2008. Features include contextual 

search (such as recognising departments or geographies), the ability to 

tag meta data to unstructured content and supports more scalability.

• SharePoint Server 2010 for Internet Sites, Standard Edition is targeted 

at organisations looking to create Internet, intranet or extranet sites using 

the standard features of SharePoint Server 2010, and for companies that 

want to host the server on premises. 

• SharePoint Server 2010 for Internet Sites, Enterprise Edition is pitched 

as being similar to the Standard edition of this product, although the 

details of how it differs are still vague. Given its Enterprise status, one 

would assume this features more scalability and management functions..

• FAST Search Server 2010 for Internet Business adds the FAST search 

engine to SharePoint Server 2010 for Internet Sites, Enterprise. 

Lastly, SharePoint Online and SharePoint Online for Internet Sites are the two 

cloud-delivered editions that will be offered by Microsoft. SharePoint Online is 

currently available through the Microsoft Business Productivity Online Suite, 

but this will gradually evolve to incorporate features from the 2010 range. 

The 2010 Lineup
Spanning Intranet, Internet, and Extranet scenarios,

with specialty servers for Enterprise Search

SharePoint Server 2010
Microsoft Microsoft

for Internet Sites Enterprise

SharePoint Server 2010
Microsoft

for Internet Sites Standard

ENABLING TECHNOLOGIES

SharePoint Foundation 2010
Microsoft

SharePoint Designer 2010
Microsoft

INTRANET INTERNET/EXTRANET

SharePoint Server 2010
• Enterprise Client Access Licence (CAL)
• Standard Client Access Licence (CAL)

HIGH-END SEARCH
Microsoft FAST SearchServer 2010

FAST SearchServer 2010

FAST SearchServer 2010
for SharePoint

Microsoft

for SharePoint Internet Sites
Microsoft

for Internet Business

SharePoint Online for Internet Sites is a 

new version, but details as to how it differs 

from the standard Online version are 

unclear – presumably one can customise 

this version more to suit organisations’ 

external website requirements.

With eight editions, Microsoft is offering 

organisations of all sizes a SharePoint 

solution that meets their needs, and a 

roadmap for expanding SharePoint’s 

presence as needs evolve. That said, with 

that many editions, customers still need 

to do their research – go to http://

sharepoint2010.microsoft.com/Pages/

default.aspx as a starting point.
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Need SharePoint assistance? If your 

SharePoint solution needs looking over, 

or if you’d like to know more about where 

you can take it, talk to us today about a 

SharePoint HealthCheck.

sales@intergen.co.nz

>>11
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Taking Technology to the Road

As we all know, gone are 
the days where technology 
is limited to a computer and 
a desk within four walls. It’s 
stating the obvious to say 
that the world of computing 
is increasingly ever-present, 
connected and mobile. 

More so than ever, we’re observing that our 

customers are really pushing the limits of what 

has been done before in order to bring the 

technology to their customers, wherever their 

customers happen to be. And quite often it’s not 

just at work or at home in front of a computer. 

There is a whole new realm to be exploited 

through technologies such as touch computing.

Of course, what this means for Intergen is 

that our staff get to build cool, shiny and 

interactive applications that are engaging, 

good looking and easy to use, and – it goes 

without saying – they get to play with all the 

newest technologies while they’re at it.

TicketDirect Kiosks

It made complete sense for TicketDirect to 

make the most of new technologies available 

to them, including creating a prototype for 

a web platform hosted entirely in the cloud, 

using Windows Azure, and touch screen 

technology that now allows ticket buyers 

to order, pay for and print their rugby tickets at kiosks while shopping at The 

Warehouse. Designed and developed by Intergen, the kiosks provide a one-stop-

shop for ticketing transactions and an engaging and interactive advertisement 

for upcoming events. Technology (and marketing) brought right to the punters!

The Navy Bus

How do you showcase a career with the Navy, when the key audience – school 

leavers – is scattered right across the country, and the majority of the Navy’s 

work happens out at sea and over the horizon?

For the Navy, the answer is simple – bring a fully kitted out, interactive bus to 

the people. Brought in with two and a half weeks until the bus was due to hit 

the road, Intergen was enlisted to create the touch displays for the new Naval 

Display unit. Armed with the Windows Presentation Foundation toolkit, Intergen 

helped create an engaging interactive touch experience for potential recruits, 

working with Saatchi and Saatchi for the look and feel.

The real Navy culture and environment has been brought right up close – through quizzes, 

video clips and interactive tours, and the bus is on the road right now.

 


