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1. Introduction

As stated in the Strategic Plan 2015-2020 (available via http://strategy2020.europeana.eu),
the shift from portal to platform is one of the most important changes for Europeana in the
coming years. Instead of just offering access to digital objects via the Europeana.eu website,
we strive to make better use of external platforms such as Wikipedia and Facebook. We
expect this approach to give higher visibility and engagement to our partners’ cultural heritage
content, thus benefitting them and adding value to their relationship with Europeana.

During the course of Europeana v2, we learnt that by surfacing a partner’s collection on
external (social media) platforms such Wikipedia, Facebook and Pinterest, we achieve much
more visibility and engagement than we ever could by focusing solely on our own end-user
products such as the portal and the blog. Hence, the focus of our end-user marketing
activities have shifted to a better mix between our own product line and these external
platforms, bringing content in the path of the user.

Of course, effective execution of our platform strategy requires that the data we disseminate
is of good quality and appropriately licensed: openly licensed content can be used in many
more ways than those with restricted licences. By showing what can be achieved by ‘opening
up’, we hope to encourage even more institutions to reconsider their rights labelling. One
important instrument that will help give insight into how an open licence increases the
popularity of an item is the statistics dashboard that will be developed over the course of late
2014 and 2015.

While traditional promotion still is central to many of our marketing activities, in our new plan,

much emphasis is placed on user engagement. We believe that by engaging audiences with

our partners’ collections, we can turn them into an active online community of interest for the

wider cultural heritage sector in Europe. Most engagement - liking, sharing, commenting - will
take place on social media platforms that users are already familiar with. In addition, features
will be added to our portal that allow for additional forms of engagement, such as the creation
of user collections.

This document outlines the marketing and communications activities for 2015, covering the
duration of Europeana v3 and the first year of the Connecting Europe Facility (CEF) funding.
The first part describes the various communication channels, end-user products, external
platforms and their audiences, and how they interrelate. The second part addresses the main
activities for each track. In the third part, we sketch the thematic approach that we want to
follow in anticipation of Europeana Channels. Finally, the document concludes with a list of
performance indicators (KPIs).

End-user products covered in this Milestone:
Portal
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End-user blog

End-user newsletter
Virtual Exhibitions platform
Europeana1914-1918.eu
Europeana1989.eu
89voices.eu

External (social media) platforms covered in this Milestone:
Facebook

Twitter

Pinterest

Wikimedia
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2. Maximising impact: increasing reach and encouraging
engagement

2.1 Portal to platform: implications for our marketing strategy

As stated in the Europeana Strategy 2020 document; ‘We also want to reach people through
the channels they are already familiar with such as Wikipedia, Pinterest, and use social media
so that our heritage becomes part of popular discourse, integral to the school curricula, to the
digital humanities research, in fact relevant to everyone’s lives.’
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END USERS

End-user Services. Source: Europeana Strategy 2020

This means that in addition to the visibility we provide via our own portal, Europeana.eu, and
other end-user products such as the blog, newsletter and thematic microsites (which over
time will be replaced by thematic channels on the Europeana portal), the End-user Services
team (formerly known as Distribution & Engagement) aims to bring the collections to the
appropriate external platforms. By surfacing partners’ collections in spaces where our users
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are, in 2013 for every visit to the Europeana portal (5 million) they generated at least four
times as many impressions (20 million) on Facebook, Pinterest and Wikipedia.

Although measuring these spaces outside of our own websites and the reach that they
generate can be difficult, the statistics provide a very interesting perspective; people are
viewing the collections made available via Europeana more off than on site, as shown in the
figure below. We can only assume that this is the same for our partners and the wider sector;
hence the ever increased importance of social media and crowdsourcing platforms in the
distribution of our heritage collections.

Apr 13May 13Jun 13 Jul 13 Aug 13Sep 13 0ct 13Nov 13Dec 13 Jan 14 Feb 14Mar 14Apr 14Jun 14 Jul 14 Aug 14

Wikipedia Impressions | Facebook Total Impressions 28-da... | Portal Pageviews

Number of impressions for the portal, Facebook, Pinterest and Wikipedia, plotted against
time. Graph by Birte Schaper, September 2014

2.2 From exposure to engagement

At Europeana, like many other organisations, we have seen a fundamental shift in the
standard communication model from exposure to engagement. In the old model, most
communication is one way. As a result, brands must reach lots of people and then winnow out
consumers until only those who matter most are left. In the new model, brands invite their
audiences to take part by interacting, commenting, sharing and creating.

Social media websites such as Facebook, Twitter and Pinterest represent a huge opportunity
for Europeana to engage EU citizens with their cultural heritage, while simultaneously building
a brand image. In addition, these platforms provide the perfect opportunity to take advantage
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of ‘word-of-mouth’ and to see it spread. Something as simple as liking a work of art or
historical photo on Facebook can spread virally.

Existing external platforms are important for our engagement activities because the threshold
for a social action is extremely low: many users already have accounts registered at
Facebook and Pinterest, and liking or sharing an update or image is just one click away.
Therefore we will remain focused on encouraging social actions on external platforms, by
regularly publishing updates on the various platforms.

By executing community engagement and social media activities, we aim to:
e Engage audiences with the content that we share from our partner organisations;
e Build and sustain an active online community of interest for the wider cultural heritage
sector in Europe;
e Articulate the relevance of digitising Europe’s cultural heritage and making it available
to everyone.

2.3 Curation and creation

Taking user engagement one step further, we arrive in the area of curation and creation. This
is where people not only interact with their cultural heritage, but actively contribute to it. In the
past few years, we have started to engage users very personally with their shared history
through collection days across Europe, www.europeana1914-1918.eu (the largest repository
of personal stories about the First World War) and www.europeana1989.eu (the 1989 events
that led to the fall of the Iron Curtain). In the coming period, we want to develop this thematic
approach to user involvement.

Once the Channels infrastructure - more about this later - is launched, institutional partners
can begin curating content on topics such as photography, religion, sports, music and
newspapers. We will also have channels on theme-based collections such as WW1 and
Food&Drink. Eventually, some of the channels will substitute existing micro websites such as
the above mentioned Europeana1914-1918.eu and Europeana1989.eu websites, offering the
same user-friendly and curated experience but without the need to build and maintain
seperate micro websites.

Via the Europeana 1914-1918 and Europeana 1989 projects, users have already added
thousands of memorabilia, photo albums, diaries and other material to our collection. In the
short term, uploading user-generated content will take place via the micro websites.
Europeana’s aim is to add user-generated content functionality to the Channels infrastructure,
so that users can upload thematic content other than WW1 and 1989 related items. This is
however beyond the scope of this document, as the infrastructure to support this will not be
ready before the end of 2015.

Besides uploading content themselves (user-generated content or UGC), users will also be
able to tag or add items to collections. Via ‘My Europeana’, they tag existing items or create


http://www.google.com/url?q=http%3A%2F%2Fwww.europeana1989.eu&sa=D&sntz=1&usg=AFQjCNH2OhP2lkx-rb7XF8xGDXsJ3tTXSw
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personal collections and share these with their peers. User collections however will not be
featured prominently and are in that sense not comparable to Channels.

By executing community engagement activities, we aim to:
e Activate the public to share local knowledge and personal stories;
e Broaden institutional collections around specific themes by including user-generated
content.

2.4 Different levels of engagement: the Value Pyramid

So how are impressions, social media engagement and user-generated content connected?
The ‘Value Pyramid’ (figure below) consists of six levels of visibility and interaction; from
impressions ‘out there’ in the base of the pyramid, to visits to our own end-user products, to
liking and sharing, to commenting and tagging, to curating and creating. It’s really a numbers
game: we need to generate millions of impressions to gather thousands of likes and shares.
And the other way around: more likes and shares help us to reach more citizens.

‘ B
_ e
Promote
Impressions on external platforms

The Value Pyramid. Wiebe de Jager, 2014

Conversion rates will benefit by following a thematic approach, as it is much more likely that
someone becomes involved on a very high level when targeted properly. For example, by
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focusing our marketing activities on a certain topic, like fashion or maps, we aim to reach out
to existing communities and involve people with a proven interest in that particular topic. More
about this thematic approach can be found in chapter 4.

2.4 Personas/main target groups
Our primary target groups are:
1. Culture vultures; ‘expert amateurs’ in some subject of cultural heritage, or people that
are more than average interested in culture and cultural heritage;
2. Cultural heritage professionals, involved in learning, researching or teaching of arts
and humanities;
3. Cultural window shoppers; citizens that are not actively seeking for heritage content
but like to see or interact with engaging items, for example in their social media

timelines.
Personas Art & Art History Personas First World War

a James Culture Snacker Aaron Culture Vulture

-\
. Age 24 Age a8
o S e Occupation Master student of music Occupation Public librarian
Interested themes Music, art, architecture, dance Interested themes Military history, science

\ ; E_ “Relevant platforms Tumblr, Twitter Relevant platforms

v

Goal Touch point
+ Toexplore anything interesting about art & other themes NS Ptk +  Toknow more stories that happened in WW1
+  Toshare interesting things with friends . y.and al +  Toshare the stories he knows to more people, unravel
musicin the pas the mysteries of posed by inadequate information

Needs

Personas: ‘Culture vulture’ and ‘Culture snacker’. From: ‘Design for user engagement on
Europeana Channels’, Chenchen Shen, Delft University of Technology & Europeana,

February-July 2014. Source:
http://repository.tudelft.nl/view/ir/uuid%3A6962d6a9-42fd-45aa-bf2c-b8b27131f49a/

We serve these audiences via the tracks as described in the following chapter:
e Culture vultures: Promote track, Create&Curate;
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e Heritage professionals and researchers: Portal/Channels, Partners’ Collections;
e Cultural window shoppers: Engage track.

In Q2 2015 (at the end of v3), a user behaviour benchmark report will be delivered (D3.1) that
gives input to the product development report (D3.2). These two deliverables are to be carried
out by Product Development, in cooperation with the End-user Services team: the latter gives
input on the requirements that go into the end-user product development cycle.



MS17: Marketing and Communications plan End-Users

3. Overview of end-user services and marketing tracks

This chapter gives an overview of our end-user products, the external platforms that we use
and how they interrelate. The four tracks that form the pillars of our end-user marketing
activities are Promote, Engage, Create&Curate, and Monitor:

* End-user blog
* Exhibitions
* Newsletter

* Analytics
= 5EO

» Statistics
dashboard

Monitor Promote

Portal
and
channels

*14-'18, '89, * Facebook
Roma, Fashion, ...

* Roadshows

= Pinterest
* Twitter
* Wikipedia

3.1 Partners’ collections & Channels

The partners’ collections - accessible via the Europeana Portal - are the core of everything we
do and stand for, hence its central place in this diagram. The portal is the ‘viewfinder’ through
which these collections are seen. The portal is the place where people will discover items of
their interest and learn whether an item may be re-used elsewhere. Therefore the portal
needs to offer user-friendly access to the digital objects and encourage downloading and
re-use (i.e. if an object’s rights label allows to do so).

Essentially, as was the case when Europeana v3 started, the portal is search-oriented: it
doesn’t give you any entry points apart from manually curated selections via the blog, virtual
exhibitions and our social media updates. This is about to change with the introduction of
thematic Channels mid 2015, which offer a curated approach to the content. Channels will
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help users to find what they are looking for, by surfacing high quality, well described and
openly licensed content. With the deployment of Channels, our aim is not so much to increase
the number of visitors to our portal. Instead, we want to better serve our current user base.

Before the Channels infrastructure becomes available, in Q4 2014 a number of new features
will be introduced to the portal. One of the most important changes is the application of the
web style guide, which will give a new and refreshed look to the portal and better usability. In
addition, a couple of new features will be introduced during the course of v3, such as query
translation, hierarchical object display and a newspaper viewer. Once these features go live,
the D&E team will make sure that they are communicated to the right target audiences by
writing blog posts, featuring it in our monthly newsletter and tweeting and posting Facebook
updates about it.

Portal search will improve greatly by the introduction of better (hierarchical) filters, media
types and facets. Users will be able to ‘drill down’ in their initial search results, and quickly find
the content they’re looking for. The search function will also improve by showing content only
in their respective channels. Two channel prototypes should become available by mid 2015.
These will be Fashion and Music. Other channels will become available later; initially, some of
these channels will consist of auto-generated sets of content; manual curation will follow in a
later stage.

our sites EN

europeana

think culture

europeana channels

ad |
archaeology first world war music photography
anchitecture food & drink natural history religion
art & art history maps & cariography newspapen acience & technology
classical literature migration performing arts aport
fashion military history phillosophy

Mockup of the Europeana Channels tab on the improved portal. Source: design specifications
and wireframes | version 0.1 | 19-09-2014, user intelligence.
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3.1.1 Main activities

e Liaise with the product development team to further streamline the development of the
portal in order to improve the user experience;
Populate the first two prototype channels with high-quality, re-usable content;
Update and maintain static pages, and put new banners in place on the homepage on
a regular basis;

e Liaise with the ingestion team to keep track of new collections and make sure that
open collections are promoted.

3.1.2 Impact

e High quality collections will become more visible via Channels, and will as a result
bring more exposure to the contributing providers;

e Re-use of openly licensed material will be stimulated by highlighting this material and
better search options;

e Existing users will be better served by the portal, and be stimulated to browse items
they find interesting;

e Adding structure to the portal, as a result of the categorisation in Channels, will
improve SEO.

3.2 Promote

Think of the portal, our end-user blog, the exhibitions platform, and our newsletter as our
‘shop’: it is the role of the End-user Services team to put our most interesting and valuable
items on display and to add structure to the collections.

The promotion activities via our end-user products are mostly aimed at ‘culture vultures’. The
blog and the newsletter are used to highlight collections, to explain new portal features and to
provide interesting stories that are related to the cultural heritage sector. The virtual
exhibitions offer a highly curated and descriptive approach to small sets of content. These
blog posts and virtual exhibitions might not attract thousands of visitors, but do give a good
impression of the cultural treasures that Europeana and its partners are offering.

3.2.1 Main activities

e Publish new end-user blogs regularly (at least twice a week). ltems may come from
partners and other external stakeholders. We aim to offer a mix of fun, engaging and
interesting articles, with lots of high quality content embedded;

e Send end-user newsletters on a monthly basis. Since mid 2014, we have introduced a
themed approach to the end-user newsletter, highlighting content and stories that have
a thematic relationship. This themed approach will be further developed and upcoming
themes will be communicated to PR officers in other projects, via the editorial calendar
and the communicators group;

e We plan to create 4-5 virtual exhibitions in 2015. In the course of V3, we will make a
decision as to whether or not we will continue working with our own exhibition platform.
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We may switch to an external platform and/or focus solely on the curatorial features of
the Channels infrastructure.

3.2.2 Impact

e By surfacing and contextualising the best content in our collections, we better serve
the ‘culture vultures’ target audience;

e The end-user blog and the virtual exhibitions not only serves as accessible thematic
entry points to the collections in the portal, but also positively affect SEO for certain
themes and keywords;

e Our end-user newsletter provides us with a powerful ‘push’ mechanism by reaching
out to people that expressed an interest in Europeana.

3.3 Engage

The Engage track in this plan covers our activities on external communities and social media
platforms such as Facebook, Twitter and Pinterest. By targeting these platforms, the Engage
track is mostly aiming at ‘cultural window shoppers’: people that are interested in cultural
heritage content, but not actively searching for it. By providing these audiences with content
and stories that attract their interest, we’re able to generate valuable impressions and
engagement. By measuring the results, we can pro-actively adapt the content strategy by
selecting other types of content for future iterations.

Instead of just looking at digital objects, people nowadays want to do something with what
they see: like, share, comment, add context. This is what social media platforms are all about.
Interaction and social relations are key to these platforms, and only the most engaging
content will thrive. We consider social media platforms as our ‘shop window’; we want to put
only the best and most engaging content out there.

Wikipedia is also mentioned here. We not only want to make collections available to
Wikimedia Commons with the GLAMWiki toolset, we also want to encourage Wikipedians to
contextualise the objects in articles after they’ve been uploaded.

3.3.1 Main activities

e Facebook: Post updates on a daily basis (including weekends if possible); identify and
publish content that follows the S.P.E.E.D. criteria as outlined in the Retronaut case
study (to be published end of 2014), highlight open collections, share updates from our
partners, run thematic series of updates around key themes. Furthermore we
encourage partners to post content on our behalf as part of our ‘Facebook take-over’
plan;
Pinterest: create three new thematic boards on the key themes;
Twitter: daily updates with most important Network and organisational news,
dissemination of news coming from the Network, highlighting/retweeting updates from
key influencers, newsjacking;
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e Wikimedia: upload thematic open collections using the GLAMwiki toolset; see where
there are specific demands for content and work with partners to upload that content to
Wikimedia.

3.3.2 Impact
e By using platforms that are popular with many people, we extend the reach of our
partners’ collections;
e Social media platforms are very well suited for off-site engagement and sharing of
content, hence increasing the reach of our content;
e Allowing citizens to interact with their cultural heritage helps to achieve an important
goal of Europeana; to form a cohesive European identity.

3.4 Create&Curate

This track is about user generated content and collection days and the new Channels
infrastructure that will be introduced. Europeana started as a service that allows participating
institutions to display their collections via a central portal; via projects such as
Europeana1914-1918 and Europeana1989, we also began to collect items from the public.
Eventually, the Channels infrastructure will allow our partners to curate thematic collections
on our portal themselves. The next step is to allow users to upload content to channels of
their choosing: however, this functionality is not yet part of the first version of Channels.

3.4.1 Main activities
Hold 1914-191818 collection days in countries that are not covered yet;
Hold collection days on a new topic (to be defined);
Populate the first two prototype channels (Music and Fashion) with interesting content
from existing collections (mid 2015);
Identify and contact potential curators (from partner institutions) for future channels;
Run crowdsourcing campaigns once the infrastructure for user annotations and
tagging is in place (depends on development timeline).

3.4.2 Impact

e By running UGC campaigns, EU citizens are encouraged to share their personal
history with a wider audience;

e |[nstitutional collections can be enriched and extended by adding personal documents,
photo albums and memorabilia;

e Collection days are very accessible, even for people without an internet connection or
the means to upload material themselves, hence lowering the threshold for
participation in thematic campaigns.

3.5 Monitor

The Monitor track is about collecting vital statistics about what’s happening both on our portal
and outside, the status of page indexation by Google and the results of our activities on social
networks. This is where we can really show the added value of Europeana.
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The newly developed Statistics Dashboard (screenshot below) will play a key role in this
track. The dashboard allows providers and Network members to get real time understanding
of how their collections are performing on Europeana’s portal. One of the big challenges for
us will be to bring the results of ‘what happens out there’ back to our providers and partners.
However, since we're dependent on data input in order to create meaningful statistics, we’ll
have to investigate the best ways for gathering statistics from social media platforms and
channeling these through our own Dashboard.

Q Home Europeana Statistics
Home Welcome
About

Welcome to the Europeana Statistics Dashboard; a dynamic space where we work to crunch and visualise the key metrics coming out of our
websites, services and projects. In 2013 over 5 million people visited Europeana to search, browse, and share the world's biggest cultural

Content collection. Here you will be able to see how Europeana is performing against its organisational goals, also you can explore statistics related to
prominent collections in Europeana from the likes of the French National Library and Rijksmuseum. Learn more...

Traffic & Usage 3
Snapshot: This year so far

PR & Comms Here is a snapshot of what is currently happening at Europeana.
Collection Statistics 14.9 Million Items Open for Re-use 98% of Items are Images & Text
) This chart displays the number of digital objects available via the This chart displays the number of digital objects available via the
Archive Europeana.eu website and breakdown of how many of them are re- Europeana.eu website and breakdown of how many of them are re-
useable based on their license. useable based on their license.

18.955.849

12.772.327

496.887 457.260 15.921

Screenshot of the newly developed Europeana statistics dashboard. Source:
statistics.europeana.eu

3.5.1 Main activities
e Develop the statistics dashboard; gather requirements from the Network and
investigate how to draw statistics from external platforms back to the dashboard;
e Investigate how external sources of statistics (such as social media platforms and
Wikimedia Commons) can be shown via the Europeana statistics dashboard.

3.5.2 Impact
e By showing the composition of the collection (rights labelling: how many percent of the
material can be re-used?), we aim to encourage more partners to provide us with
openly licensed content;
e Showing the reach that we generate outside Europeana’s portal underlines the
importance of and the rationale behind the ‘portal to platform’ strategy.
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4. Thematic campaigns as a precursor to Channels

The Channels infrastructure will allow Europeana for the first time since its inception to offer a
highly curated experience on the portal. In anticipation of it, we aim to start working on a more
thematic approach to our dissemination and engagement activities. The ‘glue’ that holds the
various tracks together are ‘key themes’:

Key themes

Monitor Promote

Partner's
collections
[portal)

* Roadsho

These key themes could be based on grand themes like WW1, fashion, maps and sounds,
but also on more niche subjects, time periods or persons. Think sub themes such as ‘“17th
century woman'’s fashion’ or ‘Mozart’s sheet music’. The themes define what we do on all
levels:
1. Eventually, they will add more structure (thematic entry points) to the portal;
2. They allow us to promote specific items and collections from that theme;
3. Themes inspire the selection of updates for social media platforms and communities
that comprise the Engage track. They will be tied together with a hashtag;
4. They inspire developers to create specific apps on a certain subject, and;
5. Themes will encourage us to proactively contact providers for datasets that fit an
upcoming theme.
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4.1 Campaigns relating to key themes for the duration of v3
During the course of v3, the Channels concept will still be in development. Therefore we’ll first
focus on working with our existing thematic sub sites for 1914-1918 and 1989. The first
integrated dissemination campaign was on the First World War (June 2014); a second
campaign will focus on the events that led to the fall of the Iron Curtain 25 years ago
(December 2014) and how these events, together with those at the beginning of the century,
formed Europe as it exists today: ‘Shaping Europe’. A third and fourth theme for Q1 and Q2
2015 are yet to be defined.

The editorial calendar will play a central role in the thematic approach. Key themes will be
highlighted in the calendar and communicated to internal and external stakeholders, to make
sure that everyone is on the same page with regard to theme selection and timing.
Furthermore, the communicators group will play an important role in involving the Europeana

network.

Per campaign we will focus on specific channels or end-user products:

waterloo200.org
and
waterloo2015.0rg

Theme Period Promote Engage Create&Curate
WWA1 Q3 2014 Newsletter, ‘14-18 Facebook WW1 collection
Pinterest board, page, ‘14-18 days
Europeana1914-19 | Twitter, GWtoolset
18 upload of “14-'18
content
Shaping Europe Q4 2014 Newsletter, Europeana1989 and | Brussels collection
89voices, Europeana1914-19 | days
Europeana1914-19 18 Facebook and
18, Europeana1989 | Twitter accounts
Theme 3 Q12015
Bicentenary of the Q2 2015 Newsletter, Main Facebook
Battle of Waterloo Pinterest board, page, liaise with
Facebook websites such as

4.2 Cross-organisational implications
A true thematic approach to marketing also affects other areas in the organisation. For
example, the Data Partner Services team needs to be aware of upcoming themes, so they
can contact providers and ask them to look for collections that would make a nice addition to
the upcoming theme.
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For each key theme campaign, a mini project team coordinates the various communication
and marketing efforts with internal and external stakeholders. The campaign team is
responsible for the campaign's message. Press releases, social media updates, newsletters,
and other forms of communication are approved by the team before release to the public.
Members of the following department will make up the project team:

Data Partner Services
e Inform the End-user Services team about upcoming Open Collections or collections
that fit any of the key themes;
e Identify and contact providers and ask for specific collections within the reach of the
theme;
e Check licences of current datasets within the theme and push for open licences if
appropriate.

Product Development
e Check status and prepare specific end-user products such as
Europeana1914-1918.eu;
e Prepare virtual exhibition platform for upcoming exhibitions, if they are to be published
on Europeana’s Omeka platform.

Communications
e Communicate the upcoming theme to project partners via the communicators group.

End-user Services
e Prepare social media updates about the theme;
e Create virtual exhibition/Pinterest board/...;
e Reach out to national Wiki chapters.

4.3 Thematic Network and other projects

The thematic approach to our end-user marketing activities has implications for how we work
with our partners in the thematic network and projects, such as Europeana Sounds and
Europeana Food and Drink. Via the communicators’ group and the editorial calendar, we aim
to involve partners and projects in thematic campaigns.
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5. KPlIs

These are the KPlIs that are mentioned in the CEF proposal:

Number of times an item is viewed (total) 66M
Number of impressions of Facebook updates 13M
Number of impressions of Pinterest pins 3M
Number of impressions on Europeana's portal 20M
Impressions of Europeana's content on Wikimedia projects 30M
Number of visits to Europeana's portal 6M

Number of engaged users (i.e. Clicking/sharing/liking) 350,000
Number of engaged users on Facebook 300,000
Number of engaged users on Pinterest 25,000
Number of retweets, favourites, replies, clicks on Twitter 25,000

Number of new followers on Facebook 15,000

Number of new followers on Twitter 5,000

Number of collection days (in cooperation with Facts and Files) 3

Number of trainings on collection days 3

Impression: someone seeing an item or status update
Engaged user: a person sharing, liking or commenting on a status update or image shared
Follower: someone following Europeana via a social media platform
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Annex 1: Main characteristics of external platforms used

Our marketing strategy for the duration of Europeana v3 and beyond is about maximising the
leverage from working with external platforms. As can be seen in recent traffic reports, the
End-user Services team showed that for each impression of content on our own portal, we
have generated at least five impressions ‘out there’. We want to take this further and make
even better use of this ‘platform leverage ratio’, by intensifying our focus on creating
high-quality updates in the wider content ecosystem.

While Twitter is the best social media platform to get access to stream-like conversations with
like-minded people and quick sharing of links and images, Facebook is better suited for
engaging users with thought-provoking paintings, images and photos. For visitors with a
specific thematic interest, Pinterest is the go-to platform, and Wikipedia is the place where
people look up factual information and expect context over content. Google Plus is still an
outlier, it's actual use is being questioned, although there is evidence that the popularity of the
platform is somewhat increasing.

Characteristics of each external platform

Each platform has its own rules and dynamics. Therefore, in order to make effective use of
the various platforms, we will need to develop a coherent content strategy that aims to make
most of platform and create interlinks between the platforms. For example, the collections in
the Europeana.eu database could fuel a virtual exhibition on a broad theme such as sports or
historical maps, which in turn provides the source material for several more niche Pinterest
Boards, and each of those can be highlighted by Facebook and Twitter.

In order to maximise the impact of our content marketing strategy, it is vital to chart the unique
characteristics for each channel, as well as its strengths and weaknesses.

Platform Characteristic | Strengths Weaknesses Best suitable
for
Twitter Fluid, dynamic, | Ideal for quick Less used by Quick sharing of
stream-like sharing of links | the general links and
and images and | public images and
to get in touch connecting to
with people individuals;
highlighting
updates posted
on other
platforms
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Facebook Dynamic, Strong Organic reach Promoting
image-centric, emphasis on is decreasing, content to
social images; as Facebook is | ‘cultural window

country- and pushing paid shoppers’,
language promotions (locally)
targeting announcing

contests and
collection days

Pinterest Visually-oriente | Easy to create Rather staticin | Publishing
d, long tail, boards with nature niche
content over content, long collections of
context tail effect results content from
in steady traffic multiple
figures providers
Wikipedia Context over Massive reach; | No social Contextualising
content big SEO component or images, photos
potential viral potential, and documents

no direct way of
sharing images

Twitter

The main Europeana Twitter account (@europeanaeu) has currently (July 2014) over 16,000
followers. The account is not only used to highlight content but also to communicate important
organisational news and to retweet messages from our partners and figures from the cultural
heritage section. We aim to (re)tweet at least 3-5 updates per day. Also we monitor closely
what’s being said about Europeana and respond if appropriate.

Apart from @EuropeanaEU, Europeana and its partner organisations run other accounts such
as @Europeana1914 and @Europeana1989. These accounts are best suited for more
targeted tweets as their followers have a more specific interest.

Target groups:
e Cultural window shoppers;
e Culture vultures;
e Network members;
e Researchers/WW1 historians/providers (via thematic Twitter accounts).

Aims:
e To highlight specific content, either based on specific themes or new collections from
partners;
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e For updates about interesting developments within the organisation or the wider
network;

e To monitor what key stakeholders are saying about Europeana, and respond when
appropriate;

e To ‘newsjack’ trending topics by highlighting content from our collections related to
these topics.

Facebook

With more than 70,000 followers as of September 2014, Facebook is probably our most
important social media platform. Facebook is best suited for sharing individual pieces of
graphical content, such as paintings and photos. We aim to post at least one update a day,
and to post updates in multiple languages. We are working with partners in various countries
to achieve a more multilingual presence.

Since Facebook allows for country and/or language targeting, this network is especially useful
for targeted updates (such as announcement of local collection days).

Target groups:
e Cultural window shoppers;
e Network members (AllezCulture Facebook page);
e Potential collection day visitors.

Aims:
e To highlight specific content, either based on specific themes or new collections from
partners;
To share interesting developments within the organisation or the wider network;
e To inform people about upcoming collection days or other (local) events.

Pinterest

‘Slowly but steady’ describes the role of Pinterest best. Although you don’t get the viral effects
of other social media channels, Pinterest allows us to create boards that offer access to
thematic collections of different content providers. As of September 2014, we have more than
4,500 followers on Pinterest, and 29 boards published on several themes, such as WW1,
fashion, vintage posters and Art Nouveau.

Target groups:
e Cultural window shoppers;
e Culture vultures.

Aims:
e To highlight thematic content and encourage re-use.
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Wikipedia

Anyone can edit Wikipedia, but in fact only a small group of people do so. In order to
effectively make use of the massive reach of Wikipedia, it is vital to upload content for which
there is a clear demand and connect to those who intend to use the material in articles. As of
September 2014, more than 5,000 images from Europeana’s collections are used in articles,
resulting in over 5,000,000 monthly impressions.

Target groups:
e Cultural window shoppers;
e Culture vultures;
e Researchers and students.

Aims:
e To make openly licensed material available for other to include in articles;
e To assist GLAM institutions to upload their content to Wikimedia using the GLAMWiki
toolset.



