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EXECUTIVE SUMMARY 

In the “Europeana Fashion Portal v1” report, a first version of the portal is shown as a static clickable model. 
This model will be used as a base for the further development of the portal, and as a tool for user testing and 
expert reviews (to be reported in deliverable D5.1 Field Trials I).  As input we used the outcome of deliverable 
D4.2, User Requirements v1.  
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INTRODUCTION 

The impressive amount of content harvested from numerous sources and ingested in the Europeana Fashion 
repository, presents a unique opportunity to disclose high quality fashion content to the general public.  
 
The aggregated content will be disseminated through a public web portal. This portal will offer a multi-faceted 
interface to browse and search the rich content, exploiting the metadata harmonization and enrichment efforts 
carried out in WP2. Already in the first version, we foresee a mobile version of the portal that is viewable on 
smart phones and tablets. 
 
The first version of the portal mainly focuses on the access of the database and the use of the search queries. 
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METHODOLOGY 

We chose a proven methodology for the development of websites, which consists out of the following steps:  
 
Define 
Before designing the portal interface, we establish a clear vision and concept of the end result as well as a 
roadmap for subsequent additions, which are documented with high-level wireframes. WP4 with its tasks of 
identifying user groups, user requirements and user scenarios provides invaluable input, together with desk 
research and user data from similar sites, as defined in D4.2 User Requirements v1. These sub tasks also provide 
the consortium with KPI's  (Key Performance indicators) to measure the success of the portal. 

Design 
In this next step we define the content types, navigation systems and design detailed wireframes, with all the 
functionalities of the portal. We will follow a User Centered Design approach, with 2 field trials (part of WP5, 
deliverable D5.1 Field Trials I and deliverable D5.3 Field Trials II) in order to test the designed - and later on 
developed - interfaces. This allows us to correct usability problems well before launching the portal. As a part of 
WP6, a graphical user interface, based on the visual identity guidelines of the project, will be designed and 
implemented. 

Realize 
For the technical framework of the portal we will maximise the use of open source solutions for the portal and 
software as a service solution for additional features as well as maximum integration with external services.  

Optimize 
The site should be fully optimized for SEO, and social media use.



 
7 

 

DEFINE 

For the portal to become a long term success, we need critical mass, both in visitors, as in content 

 

To achieve this critical mass we will need to build structures around the existing database; to attract, inspire and 
keep visitors. The Europeana Fashion Database is the core of the website: it is our ‘product’, our unique selling 
point (USP). The database is what sets our portal apart from all other fashion portals.  

In order to disclose the data to the public we will need to build an accessible, user friendly search interface that 
encourages people to explore the content of the database. 

The database - opened up by the search engine - can be a great resource but in order to get people to use it, we 
will need to embed it in a website that entices people to use it. Therefore, we will curate the content so as to 
show its quality (“Picture of the day”, Virtual exhibitions, etc.) or create new content based on items in the 
database (stories/narratives, trivia quiz, etc.) 

News, events, blogs, essays, book reviews or other fashion-related content can complement the website to offer 
a complete package to the visitors, making it the go-to-place for anything fashion-related. 

All this gets a social layer to further branch out over the internet. 
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To attract and keep visitors —  researchers, professionals or the general public— we will need to support them 
in every step of the consumer lifecycle.  First, we will need to make ourselves known, get the word out. Then, 
we have to welcome our visitors to the portal, have them click around. However, what we really want them to 
do is explore the database. Visitors are fine, but users are better. And, what is even better than a user? A 
returning user. If we can create loyalty and involvement, we will be better off in the long run. Loyal users are 
your best marketing team, so we have to make sure they can share their enthusiasm with their network. 
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DESIGN 

WIREFRAMES 

As the search interface will be at the core of the Europeana website, it is the first feature we worked on. We 
started drawing wireframes showing the first ideas that we had about the search form and search results. 
“Wireframes” are a way to display features and structures of a web page without taking graphic design into 
account. In this way we are able focus on functionality without worrying about graphic details. The full set of 
wireframes can be found in the appendix of this document (Appendix A). 

 

GRAPHICAL DESIGN 

Based on the style of the current project site, and of other fashion related websites, we have created the visual 
identity of the portal (see also D6.1 “Communication Plan I” for more details).  
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REALIZE 

This report contains the delivery of a static clickmodel. This is used to demonstrate the functionalities and visual 
interface of the portal. 

The clickmodel can be accessed through: 

http://poctool2.internetarchitects.be/ 
Login: europeana 
Pass: previewpoc 

RESPONSIVE BEHAVIOUR 

The website has been optimized for 3 kinds of screens; the layout changes according to the size of the viewport. 

HOMEPAGE VIEW ON DESKTOP / TABLET LANDSCAPE MODE. 
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HOMEPAGE VIEW ON MEDIUM DESKTOP / TABLET PORTRAIT 
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HOMEPAGE VIEW ON SMALL TABLET / PHONE 

 

 



 
13 

 

PAGE DETAILS 

GENERAL 

The Europeana Fashion (beta) logo is placed in the top right corner. This is a link to the homepage.  

Each navigation item will link to the relevant page. "Blog" and "Calendar" will link to the project site, as decided 
on the PMB meeting, 19th of November 2012. 

 

 

Links in the footer will link to the corresponding pages (internal, social media, and a link to europeana.eu) 

 

HOME 

“Picture of the day” is redactional content. Periodicaly an image will be chosen to be highlighted during a given 
time-period.  Clicking on it wil link to the object detail page. 
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"Most popular" is a list of the objects that are often searched for in the past time period. Clicking on an object 
links to the object detail. 

 

The homepage also contains a social media block where the Europeana Twitter and Facebook feeds are shown. 
In addition, there are extracts from the upcoming events and latest blogs from the project site. “View calendar” 
and “view all blog items” contain links to the project site. 
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SEARCH 

There are several ways to search for objects. Clicking on the purple selectors adds them on the search field. 
Most of the search facets were taken from the thesaurus (D2.3  Europeana Fashion Thesaurus) or as separated 
fields in the record. 

• A free text field 

 

• Object type   
these values are taken from the thesaurus   
 

 

• Designer 
‘Designers’ are stored as seperate objects in the database, with a reference to the objects they refer to. 
 

 

• Material 
these values are taken from the thesaurus   
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• Colour 
these values are taken from the thesaurus  

 

• Location 
‘Location’ is stored as a field in the record 

 

• Format 
‘Format is stored as a field in the record 

 

• Event 
these values are taken from the thesaurus 

 



 
17 

• Date 
There where several brainstorming sessions, and posts to basecamp to have this kind of selection. For 
historical content, the centuries can be selected, for contemporary fashion, a season can be choosen. 
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SEARCH RESULTS 

Clicking on the search-button generates a page with all results that apply to the combination of chosen filters. 

 

 

 

OBJECT DETAIL 

The object detail shows all known metadata fields for each object. If they are empty, they do not appear. There 
will be an image which links to the page where the image will appear: this can be the full image, the page where 
the image is hosted on the site of the content provider, or a link to the repository. If there are more images, they 
will be shown in a caousel beneath the main image. 

The repository is a separated server, where digital objects (images, videos, documents, etc.) can be stored, if they 
don’t already have an online presence.  

The links in the details column link to a search results page with the results on this attribute. The image and title 
of the provider will link to the external URL. The “Related items” on the right link to the object details page of 
that particular object. Additionally, there are buttons to share the object to social media channels, if this is 
allowed by the copyrights.  
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CONTACT AND ABOUT 

These are static pages with information about the project and links to all partners. 
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OPTIMIZE 

INTRODUCTION 

When we research the use of search engines in Europe, and in the rest of the world, Google is globally the most 
used. Taking globally around 90% (see figure below). To focus on SEO worldwide, we will need to capture the 
most used search engines in each country.  
In almost every country Google is the top used search engine, except in China, where the most used search 
engine is Baidu. Other globally used search engines are Yandex (Russia), Yahoo and Bing. It is important to 
optimize the website for all these platforms. The technical approaches described below, apply for influencing 
the ranking on all these widely used search engines. 
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PAID SEARCH VS. ORGANIC SEARCH 

When searching for results, most of the people (90%) click on the organic ads, so only a minority clicks on the 
page ads.  
 
The goal is to optimize the site for listing in the first page of search results. That is, because links on the second 
page are only good for 6% of the total clicks. 
 
 

 

 

SEARCH ENGINE OPTIMIZATION: THE SEO PYRAMID 

When building a search engine optimized website, there are four principles to reckon with: starting from robust 
architecture to social media sharing. For optimal results, you can only go to the next layer, after the previous 
one is successfully built (see figure below). 
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1. BUILDING ACCESSIBLE SITES 

The first layer of the SEO Pyramid is the fundamental basis of a good optimized website. The page structure 
should be built accordingly so that robots easily find their way through the content pages.  
 
First, it is better to replace “technical” URL’s with human-readable URL’s. For example, it would be better to 
replace /index.php?id=26&cat=7 with the structure of the page that you are on, for example /designers/walter-
van-beirendonck/ 
 
In addition, duplicate content - two similar pages with the same content - on the site is very much to avoid. You 
can do this though technical bypasses, for example, by redirecting to the other page and using canonical URL’s. 
 
It is also very important that each page places its keywords correctly, that is, in <title-tags> and <meta-
descriptions>, or by putting attributes on the images. 
 
 

2. KEYWORD RESEARCH 

The second layer of the pyramid gives focus to the use of the right keywords. By means of certain tools and 
field research you will be able to define the right keywords for your website, tools, and pages. 
 
We distinguish two kinds of keywords: “long tail” and “short tail” keywords. Short tail keywords are non-
specific, so the people who will use them are still browsing the web, searching for nothing in particular. Long 
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tail keyword, on the other hand, are more specific and used in directed searches. Therefore, long tail keywords 
can easily rank in search engines and boost your conversion because they do not have too much competition. 
 
The perfectly optimized page 

After finding the right keywords, it is important to place them in the right HTML-tags and in the text on your 
pages; keywords and keyword combinations should be used in the URL, in the header, and in the body text. 
Also for the images on your website, you should always use the keywords in the file names and alt-attributes. In 
addition, there can be a page for each subject with which you would like people to find you, and optimize each 
page for it. 
  
Over the last few years, keywords, videos, and the cross-referencing of pages with similar content, have become 
more and more important when it comes to search engine optimization.  
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3. LINKBUILDING 

One of the hardest but most important practices is getting high value links to your website. Search engines crawl 
the web and track other sites that link to your site. The more sites link to you, the higher you will score. 
However, not only the amount of links is important, but also the their quality. For example, if a wide known 
“ambassador” in the travel sector links to your website, this will definitely improve your ranking. 
 

 
 
 
All sites should be connected with links. 
 
There are several techniques to get links to your website. We can roughly divide them into seven different 
sections:  
 
Manual Link Submissions/Requests 
Go directly to relevant sites and pages, and ask for a (non-payed) link. This process is hard but when achieving 
the correct pages, the link quality can be very high. 
 
Competitive Link Research/Acquisition 
By using different tools to find where your top competitors get their links from, you can try to get the same 
kind of links. The link quality is moderate, you cannot always guess which of the links are the most valuable and 
which are not valuable at all. 
  
Links via Embedded Content 
By offering widgets, badges, and other embeddable forms of content, it will be very easy for blogs and other 
sites to link back those valuable tools.  
 
Linkbait & Viral Campaigns 
Another popular and useful technique is writing extra content that is shareable, like blogs about the fashion 
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industry. Other sites and blogs in the fashion sector will link to them when they are a good addition.  
 
Content, Technology & API Licensing 
If necessary, possible, and allowed by copyright,  we can provide tools and API’s to access certain sections and 
functions on the site. In this way, other tools and sites can use these services to access the data. For example, we 
could provide a direct reference to europeanafashion.eu, when other sites and blogs link back to them. 
 
Partnerships, Exchanges & Trades 
You could try to find partners in the fashion sector to exchange links for guest blogging, references to their 
sites, etc. Given the number of quality fashion websites, this could be a very good practice. 
 
Paid Links 
Another option is to pay for getting links from other sites. However, some of these link indexes have a bad 
reputation among the search engines, so it would be better not use this technique.  

 

4. SOCIAL MEDIA 

The last part of the pyramid, is the social media layer. The most important best-practice is to add share / tweet 
buttons on content pages and blog posts. 
 
In the previous section we talked about linkbaits, viral campaigns, and how providing shareable content can 
help your SEO. Notwithstanding, shareable content goes further than mere news/article websites and blogs like 
Wordpress and Tumblr. Today, content can be shared on many different social media platforms such as 
Facebook, Twitter, Pinterest, Linkedin, Google+, Youtube, and Flickr. Consequently, the number of shares, 
likes, followers, etc., has become an important impactor for the ranking of your website in search engines. 
 
Basically, search engines measure the number of times your content is shared, liked, mentioned, etc., and how 
many followers you have on your social media pages. Google even cross-checks if your content is shared on 
different platforms. In addition, search engines take into account the speed (accelerating / diminishing) with 
which your content is being shared and by whom. In other words, they track the authority of your followers:  
how many followers, mentions, etc. they have and on what websites or platforms. Hence, it is important to 
manage and monitor your social media pages because they can also have an adverse effect on your ranking. 
 
Moreover, Facebook and Foursquare check-ins are also included in the search engine’s algorithm. Some 
platforms such as Facebook, Youtube, and Flirck automatically geotag content (time, date, and location). These 
metadata can also affect your ranking, especially, when it is featured on your website. 
All in all it appears that blogs are still a very good - maybe even the best - way to build links. That is, providing 
that your content is interesting, relevant (expert content), and in line with your company’s mission and vision 
(authority). Only then your content will be shared and/or attract links within your industry and elsewhere.  
 
Additionally, it is important that your blogs focus on the main keywords of your website in order to rank better 
with long-tail terms. We also recommend you to integrate ‘internal links’ to the main content of your website to 
build relevant links yourself. Last but not least, you might try to engage with other authoritative or influential 
blogs (and social media platforms) from within your industry so as to create a community and make others 
engage in your content. In this way, you will be able to build sustainable partnerships that, in the future, might 
share your content, write guest blogs or maybe even link to your website. 
 
In short, it is important to: 

- create relevant and shareable content 
- make sharing easy 
- manage and monitor your pages 
- reward engagement 
- proactively share content (partnerships) 
- engage a community 


