








SCA newsletter, Issue 8, October 2008  |  page 5

Trust and Museum of London for 
content inclusion issues; Gooii 
for User interface Design and DJ 
Alchemi for user evaluation,’ explains 
Purdy. 
The technical approach seeks to 
leverage existing, proven, open 
source technology and to build on it. 
The approach combines expertise in 
the domain – including knowledge of 
key data sets, metadata standards 
and application profiles – with the 
technical expertise necessary to 
enhance and develop standards-
based system interfaces within a 
service-oriented architecture.

This kind of collaborative project 
inevitably produces its own tests, and 
investigating interoperability across 
relevant collections from a number 
of sources is a key issue being 
addressed by CenturyShare. 

‘The challenges are many, and rather 
ironically for this project, time will 
be a major one!’ says Purdy. ‘Can 
enough of the right kind of content, 
fit for purpose, be identified and 
“collected” in time? By building on the 
experience, tools and skills developed 

for other “aggregating” projects, we’re 
hopeful of that, so the main challenge 
from there is likely to be ensuring 
that the metadata supports the end-
uses. Some options for addressing 
this are to be tested through the 
pilot’s development, including auto-
enhancing item records from collection 
records and having mechanisms for 
manually enhancing records. This will 
probably be applied to a sample, given 
project parameters.’

Intellectual property rights will also 
require close scrutiny and a multi-
layered approach to the issue is being 
taken, with IPR in different elements 
of the project treated individually. For 
example, IPR in the digital assets 
referenced by the demonstrator 
system (such as moving images, 
audio and still images) are likely to 
be owned by the services they are 
sourced from and/or include third party 
IPR managed by those services. IPR 
in supplied metadata is likely to be 
owned by the source service or may 
even be considered ‘public domain’ 
where it is of a ‘factual’ nature.

…it will increase the pool 
of knowledge for the 
SCA community

But a key objective of the project 
is to test out these challenges and 
the outcome will be the increased 
marketability of the SCA vision, 
through the presence of a working 
demonstrator that involves key 
partners and innovatively combines 
and presents rich and diverse content 
from trusted sources. The project will 
also increase the pool of knowledge for 
the SCA community to develop such 
services in the future.

For the end-user, the initial impact for 
teaching, lifelong learning or research 
communities and other audiences 
will be to have the opportunity to gain 
first-hand insight, understanding and 
engagement of working models that 
put the SCA vision into practice.

‘The envisaged end-user audience 
for the pilot-interfaces is the general 
public and lifelong learners,’ says 
Purdy, ‘but one of the aims of the 
project is to test issues for bringing 
together content over the network 
for a range of end uses, so specific 
use cases will be developed to test a 
range of scenarios that meet needs 
across the SCA spectrum. Basing the 
system architecture on a repository 
model, with standards-based search 
interfaces should also mean that third 
party services could produce their 
own audience-specific views onto the 
repository content.’

Ultimately, the successful fulfilment of 
all these outcomes should stimulate 
and enable positive changes in the 
perception of the value of SCA and 
increase demand for engagement with 
the SCA mission, from all levels of 
stakeholders.

Who is involved in 
CenturyShare?
CenturyShare project partners 
include:

Strategic Content Alliance 
partners: BBC; The British Library; 
JISC; BECTA; NLH; MLA; UKOLN

BBC Memoryshare 
Phill Purdy Consulting 
Knowledge Integration Ltd 
The Collections Trust 
The Museum of London 
Gooii Ltd 
DJ Alchemi Ltd



page 6  |  SCA newsletter, Issue 8, October 2008

Pouring resources into unique 
and authoritative digital content is 
fruitless if it is invisible to the target 
audience. Getting users to your site 
is a strategic battleground in which 
search engines are the frontline, 
writes Michelle Pauli. 

In this Q+A, 
Gabrielle 
Blais and 
Thierry 
Arsenault of 
the Canadian 
Heritage 
Information 
Network 
explain what 
search engine 

marketing is, why the digital 
heritage sector needs to sit up and 
take notice – and what the colour 
of your hat has to do with it

Search engine marketing, and search 
engine optimisation in particular, is 
big business in the commercial digital 
sector.  With search engines driving 
over half the traffic to sites, making 
web content easy for engines such 
as Google, MSN and Yahoo to index, 
find and display is essential to stay 
competitive. 

Google is, of course, the king of 
the castle, 
accounting for 
87% of web 
searches in 
the UK. While 
the exact 
algorithms 
it uses to 
determine the 
order of search 

results are secret, the good use of 
well-placed keywords, descriptive, 
literal headlines and link text on 
webpages, and the use of site-wide 
links are all tools that have become 
commonplace in the battle for Google 
rankings. 

Over the last two years, media 
organisations, in particular, have 
taken on board the need to boost 
a site’s all-important search 
ranking and the results can  be 
dramatic. Following a search 
engine optimisation drive in July, 
the Guardian regained its top spot 
among newspaper websites with a 
14% month-on-month increase to 4.3 
million unique users after dropping 
behind the Mail and the Telegraph the 
previous month. 

However, the quest for better search 
rankings, and an easier search 
experience for users, need not – and 
should not - be confined to commercial 
organisations. Get search wrong and 
you don’t exist on the web, and that 
applies just as much to public sector 
content providers, academic resources 
and digital heritage sites as to private 
enterprises. 

The Canadian Heritage Information 
Network (CHIN) is a specialist in 
the field of search engine marketing 
for the museum sector. The SCA 
is partnering with CHIN to explore 
some of the issues around search 
marketing and the heritage sector in a 
series of workshops early next year. 

Along with a strategic session which 
will present the preliminary results of 
Canadian search engine optimisation 
case studies, the SCA is hosting 
three practical, CHIN-led search 
engine marketing workshops. These 
will provide participants with content, 
design and marketing expertise and 
tools that can increase an institution’s 
website visibility/ranking in major 
search engines.   In addition, CHIN 
will undertake case studies of three 
UK-based organisations, chosen 
to reflect the diversity of SCA 
membership. These organisations will 
undergo search engine optimisation 
best practices and be coached by a 
search engine optimisation expert who 
will provide an analysis, set priorities, 
offer guidance and monitor progress. 
The aim will be to increase traffic to 
the organisations’ websites over a 
twelve-week period, and a final report 
on the case studies will offer lessons 
on search engine marketing which will 
be applicable to other institutions. 

Here, Gabrielle and Thierry of CHIN 
outline the approach they will 
bring to their work with the SCA 
and its members.

Q What is CHIN’s 
approach to search 

engine marketing?
As a national centre of museum 
excellence, CHIN enables Canada’s 
museums to engage audiences 
through the use of innovative 
technologies.  It does so by providing 
resources, workshops, e-learning, 
community networking tools, funding 
and other services.

Early on, CHIN sought ways to help 
museums improve their presence on 
the web.  Given the growing amount 
of content generated by both creators 
and users, we quickly realised that 
traditional methods would not be 
sufficient to maintain a heritage 
institution’s visibility in this fast 
moving digital and wireless world. 

Search engine 
optimisation (SEO) 
techniques were judged 
to be effective and cost-
efficient in enabling 
museums to promote 
themselves and increase 
access to their websites

Major search engines such as 
Google account for 40% to 80% of 
website visits.  They have come to 
almost ignore metadata, focusing 
instead on what is on the page, 
and evaluating the page’s content 
by using very complex algorithms. 
CHIN sought alternate strategies 
to help museums adapt to this new 
crowded environment.  Search 
engine optimisation (SEO) techniques 
were judged to be effective and 
cost-efficient in enabling museums 
to promote themselves and increase 
access to their websites. 

By adoption good SEO practices, 
museums:

ensure user- and crawler-friendly ■■

website architecture and interface 
design

write content that is optimised for ■■

users and search engines 

Q+A:
Canadian Heritage 
Information 
Network on search 
engine marketing

Thierry Arsenault

Gabrielle Blais
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increase the reach of their ■■

communities of interest by using 
link-building and social media 
optimisation approaches.

CHIN shares SEO best practices 
through training classes, association 
conferences and other venues, 
and through its online Knowledge 
Exchange.

Q Why is it important 
for the digital heritage 

sector to adopt these kinds 
of tools and strategies?
The internet has become the 
resource of choice for all. Even if 
among ourselves we know that 
heritage institutions have unique, 
authoritative, and trustworthy 
content and resources to offer, this 
is not necessarily obvious to web 
audiences. Furthermore, creation of 
content has grown tremendously due 
to the abundance of user-generated 
content websites and tools.  This 
has led to increased competition for 
visibility. We cannot be passive in this 
environment. We must recognise that, 
on the internet, we are competing 
with other service providers whose 
content may be more easily 
accessible.  Search Engine Marketing 
(SEM) is a strategy that will help 
heritage institutions stay on top of this 
cultural patchwork, while ensuring a 
better dissemination of institutional 
digital content.

Q When considering 
the sustainability of 

resources, most projects 
think in terms of business 
models and preservation. 
How does SEM fit into those 
kinds of strategies?
SEM consists not only of marketing 
functions and procedures; it also has 
a significant impact on other services 
within the institution, suc h as content 
strategy, writing, web architecture, 
community building capabilities, and 
the preservation and dissemination 
of heritage content for future 
generations. 

Sustainable institutions are 
institutions that have a flexible 
structure and a model that can easily 
be adapted to the changing and 
evolving needs of its community/
target audience. If an institution is 
not applying good SEM practices, 
it will find it difficult to understand 

and adapt to online audience 
needs. Some of its important online 
content will slowly become less and 
less visible, and will eventually be 
supplanted by other, less authoritative 
sources of information and therefore 
have a negative impact on the 
mission, vision and sustainability of 
the institution.

Q Who should be 
responsible for SEM 

within an organisation?
SEM  is an awareness and 
promotional function that should be 
the responsibility of the marketing 
and visitor services branch, or any 
other branch that is responsible 
for the delivery or coordination of 
promotional activities. Staff leading 
SEM activities must cooperate with 
teams responsible for website design, 
exhibits, collections management, 
and research. 

The success of SEM strategies is 
greatly dependant on the creation 
and adaptation of content for the 
internet, on good website design and 
site architecture, and on targeted 
market and search engine behaviour. 

Q How can projects 
avoid the pitfalls of 

SEO that have given some 
of its practices a bad name?
In SEO, we have two schools: the 
black hats and the white hats. Black 
hats are the ones contributing to the 
bad reputation of SEO. Black hat 
practices are contributing to high 
visibility and increased traffic, but 
these are only valid for a short period 
of time, until search engines catch 
you and blacklist your website. 

White hat practices are sustainable, 
ongoing, and honest practices that 
aim at increasing the visibility of 
authoritative and relevant content. In 
other words, we are teaching white 
hat practices, staying closer to the 
dividing line, but never crossing it.

Q Some projects are put 
off the idea of SEM 

because they believe it will 
be too expensive and time-
consuming. What do you 
say to them?

In a manner of speaking, they are 
right. If SEM is not fully integrated into 
their business model, it will be costly. 

If it is a part of the institution’s ongoing 
procedures, SEM is not adding much 
time and cost at all. That being said, 
an institution must select its battles 
carefully (key phrases and desired 
conversion rate) in order to ensure 
return on its investments.

Q What do you consider 
to be the global issues 

facing UK digital heritage 
contents?
While British institutions face 
the same challenges as their 
counterparts in the developed world, 
they are amongst the leaders of the 
pack. The UK has succeeded in 
developing a remarkable breadth of 
heritage content, and it is well-placed 
to continue doing so. 

Given the country’s impact on 
current affairs and world history, not 
to mention the size of the British 
diaspora, it is safe to say that British 
content will continue to be incredibly 
popular for the foreseeable future. The 
challenge is to ensure that the UK’s 
authoritative sources continue to be 
regarded as the references of choice 
in a world of increasing choices. 

Q You will be working 
with the SCA on case 

studies featuring Canadian 
and UK organisations. In 
what ways is this kind of 
international perspective 
helpful?
The web is by its very nature 
borderless, so it is vital for heritage 
communities to look outside their 
borders and learn from each 
other’s expertise and experiences. 
Our partnership with JISC/SCA is 
a concrete example. We will be 
guiding a select number of museums 
as they apply SEM methods to 
their rich and complex content. 
The resulting cases studies we 
will demonstrate how good SEM 
practices provide heritage and 
educational institutions with greater 
visibility, thereby securing their 
positions as authoritative sources of 
trusted content and ensuring wider 
access at home and abroad.

The SCA-CHIN workshops will take 
place in February 2009. Further 
details will be available on the SCA 
blog: http://sca.jiscinvolve.org 
CHIN: www.chin.gc.ca

http://sca.jiscinvolve.org
http://www.chin.gc.ca 
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JISC: Digital Islam

The User Requirements for Digitised 
Resources in Islamic Studies 
report, commissioned in response 
to the government’s agenda to 
make more of the UK’s Islamic 
texts available online, has been 
published and makes a number 
of recommendations. The study 
shows that around 10,000 texts are 
available online but are difficult to 
retrieve and suggests the creation 
of an authoritative online gateway 
to Islamic resources and a digital 
catalogue of Islamic manuscripts and 
theses. It also recommends that the 
websites of UK Islamic organisations 
are archived to preserve their 
longevity and that a feasibility study 
into the creation of a corpus of 
interactive online education materials 
is commissioned. 

www.jisc.ac.uk/media/documents/
programmes/digitisation/islamic_
studies_report_pdf.pdf

Primary Research Group: 
institutional digital 
repositories
This international survey on 
institutional digital repositories 
covers what content they include; 
who contributes and uses them; 
the measures used to gain faculty 
and other researcher participation; 
and the success of those methods. 

The study presents data from 56 
institutional digital repositories from 
11 countries, including the USA, 
Canada, Australia, Germany, South 
Africa, India and Turkey.

www.researchandmarkets.
com/reportinfo.asp?report_
id=569404&t=d&cat_id=

JISC: digital repositories 
and archives
Daisy Abbott’s final report on the 
Digital Repositories and Archives 
Inventory Project has been published. 
It points to the level of complexity and 
fragmentation in the field and cites 
the difficulties in content aggregation, 
notably in metadata and IPR. It also 
raises concerns about the current UK 
preservation environment and states 
that ’the vast majority of resources 
appear to have no plans for 
sustainability and long-term access 
for users, which poses a significant 
risk to the immense intellectual and 
financial value of current digital 
assets‘. This is a useful report for 
those considering convergence in 
content portals, metadata harvesting 
etc.

www.jisc.ac.uk/media/documents/
programmes/digitalrepositories/
drai-end-project-report.doc

i2010: future networks
The EU’s i2010 programme 
has published a Commission 
Communication on Future Networks 
and the Internet. It reviews existing 
actions and proposes a coherent 
policy for preparing Europe’s 
information society for the next 
decade of internet. It follows on from 
the i2010 mid-term review which 
highlighted future networks and 
internet as a policy priority. 

http://ec.europa.eu/information_
society/eeurope/i2010/docs/future_
internet/act_future_networks_
internet_en.pdf

UKRDS: feasibility study
Over the last six months Serco 
Consulting has been working 
on a UK Research Data Service 
(UKRDS) feasibility study for the 
Higher Education Funding Council 
for England (HEFCE). The report 
analyses the current situation in 
the UK with a detailed review of 
relevant literature, funders’ policies, 
and data drawn from four major 

case study universities (Bristol, 
Leeds, Leicester and Oxford). It 
describes the emerging trends of 
local data repositories and national 
facilities in the UK and also looks 
internationally at Australia, the USA 
and the EU. Finally, it presents 
possible ways forward for UKRDS. 
Preliminary findings from a UKRDS 
survey of over 700 UK researchers 
are presented in an appendix. The 
study has now moved into its second 
phase, building on the interim report 
and developing the business case.

Blog reports on the study can be 
found at: http://oxdrrc.blogspot.
com/2008/09/ukrds-interim-report.
html

And at: http://blog.beagrie.com/
archives/2008/09/17/interim-report-
uk-research-data-feasibility-study

To view the report: www.ukrds.
ac.uk/UKRDS%20SC%2010%20
July%2008%20Item%205%20(2).
doc

The Strategic Content Alliance 
Newsletter is written by Michelle 
Pauli and produced by the JISC 
Communications & Marketing 
team.

The SCA newsletter is produced by the Joint Information 
Systems Committee (JISC) on behalf of SCA partners 
to raise awareness of the issues relating to e-content. 
Contributing authors include members of JISC, SCA 
partners and staff working in the e-content arena. The 
views expressed by contributors are not necessarily 
those of JISC or SCA partners.
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