
DOG.COM
CREATED SPACE FOR
SOCIAL COMMERCE 
Dog.com has an immediately recognisable 

domain. This unique selling space is mapped to 

major consumer interests and aims to capitalise 

on this by fully embracing the social and 

community aspects of the web as mechanisms 

for increased sales, differentiation and brand 
awareness.
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Background

Built on Zimbra’s Community Server 2007 by 4 Roads, 

and launched in 2007, Dog.com was historically the 

number one forum for dog lovers. It successfully 

integrated a large portfolio of dog-related products 
and although, over time, the site became neglected, it 
also embraced aspects of an online community. 

However, new entrants to the market including large 

retailers and social networks meant Dog.com ceded its 

leadership position to these new players and the site 
bounce rate rocketed. 

Importantly, consumers became increasingly savvy and 

required online spaces to fulfill a specific interest, such 
as being a dog lover – people wanted a tailored site, to 

satisfy their passion. During this period, while 
browsers changed and technology moved on – 

Dog.com didn’t. 

The 4 Roads team were able to 

transform Dog.com into a site delivering 

the best consumer experiences on the 

market and crucially, help translate this 

into increased sales.

Solution
TABcom approached 4 Roads, due to their expertise in 
community strategy, design and implementation and 
previous relationship. “After assessment, TABcom 
partnered with 4 Roads, over other Zimbra partners, as 

they provided a compelling vision of how the existing 
Dog.com site could go from simple upgrade – which 

would have kept existing users happy – to a more 
innovative model which integrated Zimbra Community 
with overall business strategy” says Jonathan 

Brayshaw at TABcom.

The primary motivation of the Dog.com members is 
passion. Members come to the site to share stories 

and pictures of a much-loved member of the family 
and learn more about the breed (interest).  Another 

motivation is to find out about new products and to 
find the right product for their pet (purpose). In 
support of this primary motivation, the e-commerce 
site offers reviews and ratings, one of the most 
powerful factors that influence purchasing decisions. 
Members can also find out about choosing a dog, dog 
care, health, training and behaviour (practice). 

A future phase includes additional functionality, such 
as social calendaring to support local events or to find 
out about opportunities, such as rescue dogs needing 
rehoming in a particular area (circumstance). 

Motivations
Audience motivations can be put into four main categories: 

•I want to complete a task (purpose)
•I want to connect with others emotionally (circumstance)
•I want to fulfil a need (practice)
•I want to indulge in a passion (interest).

4 Roads had the appropriate technical skills; 

capabilities and experience to ensure the new 
Dog.com site offered the right blend of intelligent 
commerce, sales-validating community conversation 
and compelling content. The development skills of the 

team enabled 4 Roads to position Dog.com as a 
thought-leading business, in a retail market, concerned 
with scale and data, rather than passion. 

The new Dog.com site serves the needs of users by 

providing great content, anchored by an engaging 

community. This differentiates Dog.com from its 
competitors, allowing the business to get much closer 
to end-user. By engaging with consumers in an area of 
passion, Dog.com addresses their problems in an 

authentic way, which is sympathetic to their needs and 
opens up a whole new space for social commerce.

By serving the needs of the audience, Dog.com builds 

a relationship of trust and creates stickiness to the 
site. Combine this with ecommerce and Dog.com 

addresses and serves every level of need of the user.

Challenge

According to APPA, about 62 per cent of all 

households in the United States have a pet. This 

provides TABcom with a huge potential user base to 
tap into.

The Dog.com audience is passionate about their dogs. 

They like to connect with other likeminded dog lovers 

to seek guidance, advice and answers to the concerns 

they have about dog ownership. The challenge to the 

4 Roads team was to influence and steer sales through 
engagement, plus recruiting new customers while 
retaining existing ones. 

Dog.com is part of an extensive set of web properties 
owned by TABcom. The bare-bones community forum, 
segregated from the primary e-commerce site, and 
with little other social functionality other than member 
profiles, needed to be restored as a primary 
destination for dog owners worldwide, utilising a more 
up to date and relevant social platform. TABcom aim 
to capitalise on consumer interest and fully embrace 

social and community aspects of the web as 

mechanisms for increased sales, differentiation and 
brand awareness. 



E-commerce
Today, Dog.com is a site selling dog supplies, with a 

flourishing community of loyal customers and 
dog-owners. The site is now a place for dog owners to 
find the best products and services for the pet’s needs, 
while sharing their knowledge and interests with their 

fellow dog lovers. 

Analysing the feature set of the site against the 

motivations of the audience identified a number of 
areas where the site failed to deliver and has been the 

starting part for developing the new community. The 
new community site features, linked with the new 

product review functionality - on the main 
e-commerce site - and social authentication, allows 
easy movement between the two, thus reflecting the 
motivations that draw visitors to the site, allowing 
them to interact in the ways most suited to their 

needs.

Community

The Dog.com community was re-organised and 
redesigned so that it is visually aligned with the 

e-commerce interface. Dog.com has seen a strategic 
redesign, not only for easier discovery of products, 

leading to sales completion and increased repeat 
purchasing, but also to build the customer-base by 
converting some of the community members using the 
site purely for interest purposes, into paying 

customers. The implemented functionality includes 
structured groups, hashtags, wiki, media, and groups, 

and will eventually include blogs, Q&A, and social 

calendaring. 

Groups vs. Forums

The existing community required a complete rethink, 
and to bring content to life, a vital upgrade for 

Dog.com was the replacement of the original 

neglected forums, with a new group-based structure. 

Discussion forums were once virtually synonymous 

with online community, but they have serious 

limitations. Forums cannot be structured in a 
fine-grained manner and the most valuable 
conversations can easily get lost. Conversations on 
forums tend to be undirected, and can easily become 

dominated by a few voices, or easily stray from the 

topic.

For large or complex communities, groups provide 
better spaces for conversation, and allow 
conversations to be more closely linked with other 
relevant material (blogs or files). The innovative 
non-linear grid layout deployed on Dog.com hugely 

enhances user experience as aggregated content, from 

all areas of the community, is displayed more 

prominently within the community, much like 

Pinterest. Each group can be moderated separately, 

allowing for more appropriate application of the rules 
to the membership.

Social Integration
The Nexus application, developed by 4 Roads, 
integrates Telligent Community with leading social 

media platforms. Dog.com implemented Nexus to 
enable a simplified sign up process, allowing visitors to 
sign up with their existing social media account details, 
including Facebook and Twitter. Nexus allows the 
Dog.com community to push content via their 

member’s external social media accounts, therefore 

pulling in new members. Dog.com also leverages 

connections helping users find friends within the 
community and invite friends from their external social 

networks. 

4 Roads also created a bespoke Nexus connector, 

which enables users that have an existing Dog.com 
ecommerce account to easily and quickly join the 

Dog.com community after completing a purchase.

The Next Phase

The longer-term goal of Dog.com is to intelligently 
integrate further community features into a first-rate 
online shopping experience driven by rich customer 

data, so that community adds to, and never detracts 

from, the sales process. Dog.com intends to use the 

community in their niche vertical market, to provide 
‘social proofing’ and sales validation during every stage 
of the sales process, as already used by Amazon. 

Results

Since the launch of the new Dog.com community, 

there has been a significant increase in traffic to the 
community. TABcom are finding that users that had 
previously left many years ago, are returning once 
again, and engagement within the community from 

both these returning and new visitors has also seen an 

increase. 

As the site grows it’s presence within the dog 

enthusiast  online space, additional features will be 
built-in, to help promote ecommerce sales and validate 

purchase journeys.
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“TABcom have carved 
out unique selling spaces 
that map to major 
consumer interests and 
aim to use Dog.com as a 
blueprint concept, which 
can be applied to other 
TABcom sites such as 
horse.com, garden.com 
and bike.com.” 
Jonathan Brayshaw 

at TABcom.


