Deliverable number and name:

Due date:

Work Package:

Deliverable leader:

Authors:

Reviewers:

Approved by:

Dissemination level:

Version:

0000000

D8.12 Media coverage reporting on
SILKNOW and its outcomes, along with other

promotional materials

31/08/2021
WPS8
UVEG
Mar Gaitan (UVEG), Eliseo Martinez (UVEG)
Arabella Ledn (GARIN)
Cristina Portalés (UVEG)
PU

V1.0

. h This project has received funding from the European Union’s Horizon 2020
st research and innovation programme under grant agreement No 769504



SILKNOW

Document revision history
Version Date Contributor Comments
0.1 8/07/2021 Eliseo Martinez and Mar Gaitdn | Share document on Google Drive
with the table of contents.
0.2 09/07/2021 Eliseo Martinez and Mar Gaitan | Section 2
0.3 14/07/2021 Mar Gaitan Section 5
0.4 15/07/2021 Mar Gaitan Section 8
0.5 23/07/2021 Mar Gaitan Sections 1, 3,4,7,9
0.6 25/07/2021 Arabella Ledn Internal review
0.7 26/07/2021 Mar Gaitan Revised version
0.8 29/07/2021 Daniel Sheerin English proof
1.0 29/07/2021 Mar Gaitan Final version
CH Cultural Heritage
D#.# Deliverable (Workpagage_number.Deliverable_number)
KG Knowledge Graph
IC Instituto Cervantes
ICT Information and Communications Technology
OB Objective
Q&A Questions and Answers
SSH Social Science and Humanities
TA Target Audience
UN United Nations
UVEG Universitat de Valéncia Estudi General
VL Virtual Loom




Table of contents:

1 INTRODUCTION
2 RELATIONSHIP WITH OTHER DELIVERABLES

3 RELATIONSHIPS BETWEEN PROJECT OBJECTIVES, SILKNOW TOOLS AND THEIR
CAMPAIGNS

4 SOCIAL MEDIA AND WEBSITE

5 NEWSLETTERS

6 VIDEOS

7 PRINTED PROMOTIONAL MATERIAL
8 MEDIA

9 CONCLUSIONS

REFERENCES

ANNEX 1 - PRESS CLIPPING

)

6
26
34
41
45
53
55
56



SILRNOW

Deliverable 8.12 reports on media coverage and promotional materials of SILKNOW, such

as videos and images for social media, leaflets, posters and newsletters.

1 INTRODUCTION

This deliverable is part of Task 8.5, coordinated and led by the Instituto Cervantes, and
complements Task T8.8. This task was aimed at engaging the project target audiences and
included activities which broadcast information through social media, the project and

partners’ websites, email campaigns and newsletters.

This document is organized as follows: Section 2 reports on the relationship with other
deliverables; Section 3 shows the relationship between SILKNOW’s objectives, the TAs and
SILKNOW tools with the campaigns produced to communicate them. Section 4 consists of
the actions taken by channels such as the project website or social media. Section 5 reports
on the 11 newsletters sent up to the time of writing this deliverable. Section 6 describes the
videos created during the project, including conferences and lectures. Section 7 illustrates
the promotional material prepared by SILKNOW. Section 8 describes media coverage of the

project and, finally, Section 9 describes the lessons learnt and conclusions.

2 RELATIONSHIP WITH OTHER DELIVERABLES

As this deliverable comprises the whole project, it is vital to relate it with several tasks and
deliverables which have already been completed. For example, Task 8.3 and Deliverable 8.4
[1] described how SILKNOW’s results would be used by stakeholders; notably, how
SILKNOW’s objectives relate to exploitation outcomes, and who will use them. Deliverable
8.2 [2] relates the project website and social media accounts, while D8.5 [3] concerns
SILKNOW’s communications plan envisaged for these three years. In this deliverable we will
take into account, and report on, some of our communications outcomes. Also, we will take
into account D8.8 [4], which reports on online campaigns, educational materials and events

prepared by the IC in 5 different European countries.
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To accomplish this deliverable, we have also taken into account D1.1 [5], which defines the
project’s communication management and quality management plans, among other things.
Furthermore, we bear in mind the project’s objectives, the target audiences and SILKNOW
tools which are specified in D3.1. [6] (concerning the SILKNOW Thesaurus); D5.5 [7] (Virtual
Loom); D6.4.[8], D6.5 [9], D6.6 [10] (ADASIlk, STMaps and the integrated system).

3 RELATIONSHIPS BETWEEN PROJECT OBJECTIVES, SILKNOW TOOLS AND
THEIR CAMPAIGNS

Table 1 shows the relationship between the project’s goals, the target audiences (TA),
SILKNOW tools and the campaigns, with their dates and who carried them out during the

duration of the project.

Advanced searching and CH SILKNOW Thesaurus | IC+UVEG: Communication

semantically relating digitized campaign (January-

European silk textile heritage, based February 2021)

on data interoperability across

different collections. Moreover, we

will focus on Sma” to medium Size ADASlIk IC+UVEG Communication

heritage institutions, whose digital campaign (April 2021)

data tend to be obsolescent, T

insufficiently curated and not CH STMaps IC+UVEG: Communication

standardised. campaign (April 2021)

Tourism

Building a “Virtual Loom” to clone Creative Virtual Loom IC+UVEG: Communication

ancient weaving techniques. This Industries campaign (April 2020)

objective will allow users to discover

the complexity and artistic and CH

artisanal values of ancient silk

textiles and their weaving Tourism

techniques, while preserving them

for future generations SSH Education | Educational materials | IC+UVEG: Communication
campaign (September-
October 2020)

Improvement in the understanding ADASIlk IC+UVEG: Communication

of European silk heritage. The Tourism campaign (April 2021)

fulfilment of this objective will allow

users to develop their personal or SSH Education

collective memories, by discovering . —

new connections among silk Media STMaps |C+UVI.EG' Communlcanon

textiles, thanks to visual tools that campaign (April 2021)
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show the spatio-temporal Educational materials | IC+UVEG: Communication
relationships of data campaign (September-
October 2020)
Policy Guidelines UVEG Communication
Makers concerning digital campaign (August 2021)
data curation
CH digital data curation

Table 1. Relationships between SILKNOW'’s objectives, the TAs and SILKNOW tools with the
campaigns run to communicate them.

4 SOCIAL MEDIA AND WEBSITE

As stated in deliverable D8.2, SILKNOW has established various social media accounts,
mainly Twitter, Facebook, Instagram and YouTube. A social media strategy has been devised
in order to maximize the project’s outreach to stakeholders and the public. Our goal was to
reach as many users as possible by creating quality content. The communications leader
was the Instituto Cervantes (IC), while the UVEG acted as a collaborator. See Deliverable D8.8

[4] for all of the social media campaigns and email marketing carried out by the IC.

As regards the website, from October 2018 to July 2021 we had 11,709 visitors, as shown in
Figure 1. The majority of the visitors are from Spain, followed by the United States, Italy and
France, as shown in Figure 2. Regarding page visits, for the above dates we have had 39,906
page visits, as shown in Figure 3. The main page visited was the Home page, followed by the

Educational Materials one and, then, About us and News, as shown in Figure 4.

Users

12K 17K 62.55%  1m 59s

1l
AP S . .,\.L i J . .,.»"L t.W“ e,

Figure 1. Total of visitors from 1 October 2018 to 21 July 2021.
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Figure 3. Total of page views from 1 October 2018 to 21 July 2021.

Page Page Views % Page Views
P (= 10894 [l 27.30%
2. Jindex php/aprende-eapanol-con-sileurs L 3066 ' 7 68%

3. /index phpdabouy/ @ 1900 | 4.70%
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Figure 4. Main pages visited in SILKNOW.
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SILKNOW has 4 social media channels: Facebook, Twitter, Instagram and YouTube.
Facebook at the time of writing this deliverable has 786 followers and around a reach of 250

per post. Figure 5 shows that followers mainly come from Facebook itself, followed by the IC.

Ongenas destacados

Facebook CHIVANES, 8% silcnow.eu o weavIng-ew oge sifknow el

200 o M2 0 M \ n Mo y & 2001

Figure 5. Facebook followers and their origin.

Facebook was used to raise awareness concerning SILKNOW activities, and more general

information related to silk heritage. Figures 6a and 6b are examples of some Facebook posts.
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Figure 6. Facebook posts: a) as seen on a computer device; b) as seen on a mobile device.
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Instagram was also used to raise awareness concerning silk heritage and SILKNOW
activities, both globally and regionally, in a more visual way. At the time of writing this

deliverable, we have 455 followers. Figures 7a to 7f are examples of Instagram posts and

stories.
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Figure 7. Examples from SILKNOW’s Instagram account.

Twitter currently has 381 followers and 1,680 Tweets. In the past month we have had an

increase in impressions of 263.7%. Figures 8a and 8b are examples of SILKNOW’s Twitter
account.
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Figure 8. Examples of SILKNOW'’s Twitter account.
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Finally, we opened a Spotify profile! with three playlists (shown in Figures 9a to 9c) to show
that music is also part of the Silk Road. The first one is called “Silk themes”, and it contains
music that includes words related to silk (velvet, silk, warp, loom, etc.) in the title. The second
one “Jacquard loom?”, has music specially chosen for coders. Finally, “SILKNOW team®” is

a collaborative playlist of what our team likes to listen to.

Silk themes SILKNOW Team

[ XL @ wooncw

Figure 9. SILKNOW’s Spotify profile and playlists.

As can be seen, the main objective of SILKNOW'’s social networks was to disseminate the
content produced in SILKNOW and make it accessible in the widest possible way. In Figure

10 we show the cloud of hashtags related to SILKNOW on social networks.

1 https://open.spotify.com/user/hyc93b8xlIfy09x99e212¢j7q?si=837f142609c54227
2 https://open.spotify.com/playlist/6EfvZ7K7sfc7isHUsdA5rm?si=53f68aa24e424872
3 https://open.spotify.com/playlist/4MtPrtO9nEplkg5rTVe3maO?si=c89addf2d6304968

11
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Figure 10. Cloud of hashtags related to SILKNOW on social networks.

As the IC acted as the leader of communications, the main campaigns were organised by
them and are described in D8.8. From these campaigns the total results based on social
networks are:

o Twitter: 217,000 impressions; 1,980 interactions.

e Facebook: 82,000 impressions; 1,600 interactions.

e Instagram: 7,700 impressions; 240 interactions.

Regarding the SILKNOW tools, we disseminated the Virtual Loom (VL) through our website
with four web posts. The first one is called “Virtual Loom: documenting our memory*” (Figure
11) and it explains what the Virtual Loom is; it also has links to its first version (including
Windows standalone and the website). It contains two videos®, the first one is a tutorial video

and the second one is a presentation about the VL itself.

4 https://silknow.eu/index.php/virtual-loom-documenting-our-memory/
5 https://www.youtube.com/watch?v=MdFJ1kLGk6M
https://www.youtube.com/watch?v=0aZqM3-WIi8

12
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Virtual Loom: documenting our memory

B e (D D .

Figure 11. Virtual Loom post “Documenting our memory”.

The second post® contains the interdisciplinary work carried out to create the VL (Figure 12),
as well as an interview with Arabella Leén (GARIN 1820) and Pablo Casanova (UVEG)
concerning their main challenges when dealing with the VL. It has these interviews’
embedded.

Tne Virtual Loom; and interdisciplinary work
0540 ’ Catmgry | Vo "

g

Bl s som matate
* Wadoan Scendolore e o

Figure 12. Virtual Loom post “interdisciplinary work”.

6 https://silkknow.eu/index.php/the-virtual-loom-and-interdisciplinary-work/
7 https://www.youtube.com/watch?v=9BaZEEfiBfw
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The third post® (Figure 13) was intended to show how the Virtual Loom can be used by the

creative industries, and it also has a video? illustrating this.

SILKNOW's Virtual Loormn: approaching your
clients

s ’ [ Ctvpry 1 o -

Figure 13. Virtual Loom post “Approaching your clients”.

The fourth post'® was intended to demonstrate that the Virtual Loom can spark creativity. To
illustrate this, a video of an artist using the Virtual Loom is included'. Finally, we created a

special webpage'? for the VL which can be found in the main menu (in Results), as shown in
Figure 14.

Virtual Loom

* VWD L O ph A

* SLa % wivan

Figure 14. Virtual Loom webpage.

8 https://silknow.eu/index.php/silknows-virtual-loom-approaching-your-clients/
9 https://www.youtube.com/watch?v=LNOy-1nwn4w

10 https://silknow.eu/index.php/silknows-virtual-loom-enhancing-creativity/

11 https://www.youtube.com/watch?v=JsINEaOQILE

12 https://silknow.eu/index.php/virtual-loom/
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Regarding social media, we have held several campaigns to promote its use. Firstly, we had
a Q&aA live stream via Instagram, which was held during the COVID-19 lockdown. The Q&A
was led by Cristina Portalés (UVEG ICT) and Arabella Leén (Garin 1820), who showed how
the VL was a truly interdisciplinary work and answered questions related to their fields, i.e.,
how the Virtual Loom was developed and how it can help to protect cultural heritage whilst at
the time being useful for the creative industries. Figures 15a and 15b show the posts designed

to disseminate this live stream.

whnoweu

SILANOW

SILANOW

1) ]
F Avatelia Sodw o O V m
5 1 Les gusts o mardessda v 35 perscnas mix
mknawau We mi Be dong an irntagram | Faceboak
bvn QRA wrth Cratires Prrtades & Arate s Laan on
Tueadiory 7 1600 CEST. They mi e praverring o

Vrtual Loom!

a crstiraportamencenrt Doy’ mums 11T Araberds A b

Figure 15. Q&A live stream: a) the Facebook post; b) the Instagram post.
We also ran a campaign to promote its use, encouraging people from all over the world to

“play with it”. We received images from several countries including Mexico, the United States,

Canada and Spain. Figures 16a to 16c¢ illustrate this campaign and some of the results.

15
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Figure 16. Campaign to promote the use of Virtual Loom: a) an Instagram post calling for action on
the Virtual Loom challenge; b) an Instagram story of a Canadian participant; c) a Tweet.

With regard to the educational materials, please see D7.4 [11] and D8.8 [4] where their
dissemination campaigns and use have been reported. We made a post on our website in
English'® and Spanish, which explains how these materials are intended to disseminate our
cultural heritage and to highlight the cultural exchange that the production and trade in silk
involved, and still involves, whilst at the same time helping people to learn Spanish at levels
A2 and B1. Figure 17 shows this post.

Aprende espafol con SILKNOW
. ’ =3 v

f'\| .
* i Awvade casst o oms
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l ——
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e \.\ / "= \ MW
- L" . " o f‘ \

Figure 17. Learn Spanish with the SILKNOW webpage.

13 https://silknow.eu/index.php/learn-spanish-with-silknow/
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Finally, we created a special webpage'* for the educational materials which can be found in

the main menu (Results), as shown in Figure 18.

SIRNOW s

Educational Matetials

Figure 18. Educational Materials webpage.

Regarding social media, the main campaign was led by the IC. Other materials that

accompanied this campaign are shown in Figures 19a-19c.
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Figure 19. a) a Facebook post; b) an Instagram post; c) a tweet.

14 https://silknow.eu/index.php/educational-materials/
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The SILKNOW Thesaurus was disseminated through a post explaining what the Thesaurus
is, and how it can be useful for cultural heritage professionals. We also created a special web

page for it, as shown in Figure 20.

SILENOW i -

Multilingual Thesaurus

v+ o m e a

Weaving words. Creating a Silk Heritage
Thesaurus
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b
Figure 20. Web page (a) and post (b) concerning the SILKNOW Thesaurus.

For the Thesaurus we carried out some activities to encourage its use, but also to showcase

the richness and diversity of silk languages and cultural heritage, as can be seen in Figure 21.
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Figures 21. a) a Facebook post with the graphic design that was also used in the IC campaigns; b) a
tweet with a word search; the words can be found in the SILKNOW Thesaurus; c), d), €) and f)
correspond to Instagram posts (also disseminated on Facebook and Twitter) in the four languages

used in the SILKNOW Thesaurus.
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Finally, for ADASIlk and STMaps we created a post explaining what ADASIlk is and how it can
be useful for cultural heritage professionals; it shows the museums that provided their data.

We also created a special web page for it, as shown in Figure 22.

SILANOW s

ADASITk

ADASIlk. Travel into Silk Heritage
S Sl <~ || .

Travelintothe e o WAt A AT
Silk Hernase FAed (0 ESTOSC 370 13 CLRUTE SLITOUSANE 1t 5 10t

Figure 22. ADASIlIk web page (a) and post (b).

Concerning social media, the main campaign was led by the IC. Other materials that

accompanied this campaign are shown in Figure 23.
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Figure 23. ADASIlk posts on social media: a) an Instagram post promoting ADASIlk; b) an Instagram
post made for the International Women’s and Girls’ Day in Science; c) a Tweet for Digital Humanities

Day.

In addition, SILKNOW acted as the starting point for the creation of synergies between
disciplines which are not usually connected and enriched our network. We had meetings with
textile industries and silk archives to connect the past with the future. We also had interviews
and worked together with fashion designers. We connected with other EU projects and
intergovernmental organizations who would disseminate the SILKNOW tools. Finally, through
the IC events we connected with journalists, young UN leaders, historians, ambassadors and

other heritage professionals. For these events and synergies, we created a space on the
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SILKNOW website called Net Actions and some social media posts, as illustrated in Figure
24,

SILANOW | Rometire

BETITUTD
(s S

FARMDN & T
MU AN

European history is woven in silk

Figure 24. Drop down menu with the Net Actions.

Within these Net Actions for the Instituto Cervantes events and writing competition we created
a spaceto locate their 5 events and the writing competition. The IC, as leader, worked together
with the UVEG to create promotional campaigns and coordinate these events. For results,
please see D8.8 [4]. Fashion and silk heritage actions were disseminated with the IC event
organized in Warsaw. In addition, some posts were published on the SILKNOW website,
including fashion editorials, a post about fashion in paintings and an interview with Francis
Montesinos. We also held an event concerning Sustainable Fashion with two young UN
leaders in order to connect fashion, SDGs and silk heritage. These events and posts were also

disseminated via social media, as illustrated in Figures 25 and 26.
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Patrvk Waciechowski visits SILKNOW
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Figure 25. a) a website post; b) a Facebook post about the fashion event inviting users to complete

the survey which was used in deliverable D7.5.
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Figure 26. a) Instagram posts used as a puzzle for a media appearance in HUF Magazine; b) an
Instagram post used to disseminate the Fashion Event “A Tribute to Silk”; c) Tweets to disseminate

an IC event organized with the European School of Administration.
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With regard to the partnership with the EASD, SILKNOW has worked with them for 3 years.
The results of these collaborations can be found in D8.11 [12]. SILKNOW'’s tools are designed
to act as cultural mediators between silk heritage and the public in general. Involving cultural
heritage in educational design programmes serves as an inspiration for tomorrow’s designers
and finds concrete applications in the field of design, industry and technology. These
collaborations resulted in fashion designs and editorials, jewellery and product designs aimed
at promoting silk heritage. These results were disseminated via SILKNOW’s website and

social media, as illustrated in Figure 27.

EASD Yourg desgrwes S wlk sinow.eu Ou berom sy 3 oy, 200
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The chidont's ctunming deck)rs woukd to faatined n LpCom ng avenis

Figures 27. a) the EASD web page; b) a Tweet about the Fashion Event held at the Museo Nacional
de Ceramica y Artes Suntuarias Gonzalez Marti with the EASD students, c) a Facebook post
showing the reinterpretation of a work of art by an EASD student; d) a Facebook post of the visit
made by EASD students to Garin 1820.

As mentioned, we also connected with the silk industry and this was published on a page and

posted on the website, as shown in Figure 28.
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Industry & Silk Conservation

Figure 28. a) the web page created for the relationships established with the Silk Industry; b) a web

post.

SILKNOW also has networked with international organizations, policy makers and other
stakeholders to disseminate silk heritage. These were disseminated on our website and social

media as can be seen in Figures 29-30.

External relations SILKNOW at the 2018 ICCN Ceneral Assembly

-

Figure 29. a) a web page created to locate the external relationships; b) a web post.
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Figure 30. a) a Facebook post about the meeting held with the Valencian government; b) a Tweet
about the partnership made with ICCROM.

25



SILRNOW

Finally, we worked together with several museums which hold textile collections in their
storage facilities and exhibitions in order to establish collaborations and help them to preserve

silk fabrics. These were spread through our website and social media as Figures 31-32 show.

#51LK From fibar to textile

Fashion & Textile Museums

a b

Figure 31. a) a web page created for the relationship with museums; b) a web post.
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Figures 32. a) a Facebook post concerning the meeting held with IMATEX; b) a Tweet about the

workshop on digital data curation.

5 NEWSLETTERS

At the time of this deliverable, we have created 11 newsletters. The objective of these
newsletters has been to promote and disseminate SILKNOW outcomes among the general
audience. These newsletters were intended to be quarterly, nevertheless we also sent some
special editions related to project outcomes, such as the SILKNOW conference or the tools

produced during the project. We have a total of 118 subscribers who received the newsletters
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directly in their mailboxes, but we also promote them via social media and they are also

posted on the website (https://silknow.eu/index.php/newsletters/ ).
The newsletters sent up to the time of this deliverable are:
2019:

SILKNOW newsletter July 2019

This reports on the first year of the project and the first review meeting held at the Instituto

Cervantes headquarters. Figure 33 is a screenshot of the first newsletter.

SILKNOW
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SILKNOW celebrates its first
year!
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|

July 2019, Isuue 2
Figure 33. Report on the first year of the project.

SILKNOW Newsletter October 2019

This reports on the 2019 General Assembly of the Silk Road Universities Network, a visit to

the Lucerne school to establish collaboration with the Silk Memory project and the first
meeting with design students. It also shows a SILKNOW animated video. Figure 34 illustrates

part of this newsletter.
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October 2019, isuue 3
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Figure 34. Silk and design.

2020:
SILKNOW Newsletter January 2020
This reports on the Hannover project meeting, the visit of Patryk Wojciechowski to Garin and

the project’s publications. Figure 35 shows part of this newsletter.
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Figure 35. SILKNOW Hannover meeting.
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SILKNOW Newsletter March 2020
This begins with the SILKNOW statement during the COVID-19 crisis. It also shows an

editorial fashion video, as well as a technical meeting which took place in Slovenia, both of

which took place before the pandemic. It also shares a special call for papers for a special
edition in a high-impact journal focused on silk and digital technologies, as well as a job offer.

Figure 36 is a screenshot of this newsletter.

SILKNOW

Let's weave our past [nto the fature!

SILKNOW- BStey Atrome 35tySefe
MOIen 2028, 1ssus §

Figure 36. Covid-19 SILKNOW statement.

SILKNOW'’s Virtual Loom
This special edition was made to show one of our main results, the Virtual Loom. The

newsletter has a video presentation together with the standalone version and the web version.
It also has some videos produced (before the pandemic) which explain the use of the Virtual

Loom for several audiences. Figure 37 illustrates the headline of this newsletter.

VIRTUAL LOOM

Preservirg sdh mermary
Epenal ssge Wy 2008

Figure 37. Virtual Loom Special Issue.
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Weaving Europe — SILKNOW 2020 CONFERENCE
This newsletter begins with a call for papers for the SILKNOW 2020 Conferences entitled

“Weaving Europe. Silk Heritage and Digital Technologies”, the aim of the conference was to
spread current research about historic fabrics, together with the latest technology applied to
cultural heritage. The newsletter also contains a campaign carried out to encourage the use
of the Virtual Loom among general audiences; we received images from all over the world.
Finally, we promoted a post about fashion throughout history. Figure 38 shows the call for
papers.
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Figure 38. Call for papers Weaving Europe.

SILKNOW Newsletter October 2020

This newsletter disseminates another tool developed by the project, Educational Materials to

learn Spanish through different aspects related to silk in Europe. It reports on our
collaboration with the EASD for the second consecutive year. Finally, it introduces a new
collaboration with the silk industry. Figure 39 shows the Educational Materials as they appear

in this newsletter.
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Learn Spanish with SILKNOW!

La Ruta de Iz Seda (The Silk Road) ecucational material has
ceen specially designed for learning Spanish through different
aspects related to silk in Eurcpa. The aim of its publication in the
SILKNOW portal is to disseminate ouwr cultural heritage snd to
highlight the cultural exchange that the production and trade of
silk irvolved and s1ill invelves
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Figure 39. Educational materials.

SILKNOW Newsletter December 2020

This newsletter presents the evaluation processes which were reported in D7.3 and D7.6. It

also reports on some of the results of the SILKNOW conference, as shown in Figure 40. This
newsletter includes a post of our Palermo meeting which took place online due to the global
pandemic. Finally, it shows a video of our work with the EASD. This video was recorded

complying with all of the safety measures required by the Spanish government.
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SILKNOW 2020 CONFERENCE
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Figure 40. Weaving Europe, online international conferences.
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2021:
SILKNOW Newsletter February 2021
February 2021’s newsletter was about fashion. We promoted an event hosted by the Instituto

Cervantes, Warsaw, where Patryk Wojciechowski's 3D printed designs were shown. This
event was accompanied by a 5-lecture series about fashion and heritage as shown in Figure
41. Finally, we show some of the results of our collaboration with fashion students at the
EASD.

( }k‘\]{lﬁ N

LECTURE SERIES
INSTITUTO CERVANTES IN WARSAW

Our partnoy, insttuto Carvantes, through ils cantre n Yarsaw
Poland_ 15 organisng a senas of ectures m Fabruary and March
ontlled | CONOrng everything from Bends
clothirg 10 advertising

All lechires will Der Onine vea Bl
Thi first opo will take place on 25th Fabrsary, a8 18:301

Figure 41. Instituto Cervantes event in Warsaw.

Fashion And Technology: A Tribute To Silk (March 2021)

This special issue was made to promote the evaluation of printing technique integration with

the creative industries reported in D7.5, as illustrated in Figure 42.
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SILANOW

Fashion and technology:
a tribute to silk

R F B .

We invile your 1o wakch, enjoy sl exvaluate oar
Fashion event that was hosted Iy anr partners, the
Instituto Cervantes Varsovia!

Figure 42. Video of the fashion event in Warsaw.

SILKNOW Newsletter July 2021

This newsletter reports on the events hosted by the Instituto Cervantes in 5 of its centres:

Warsaw, Palermo, Manchester, Lyon and Brussels. It also contains a call for a Spanish writing
contest organized by the IC, as shown in Figure 43. Finally, it reports on the meeting held with
the Museu i Col-legi de I’Art Major de la Seda (Museum & College of High Silk Art) in order to
build a new plan concerning silk preservation, which will be sent to the Spanish Government
to emphasize the need for concrete and useful measures, taking steps to safeguard this

traditional craft.
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Figure 43. Maggio di Seta, conferences and exhibitions.
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6 VIDEOS

As previously mentioned, SILKNOW uses YouTube as another social media channel. At the
time of writing this deliverable we have 53 videos, 80 subscribers and around 5,4 K

visualizations. Figure 44 shows the most watched videos on our YouTube channel.
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Figure 44. Top 10 videos watched on SILKNOW YouTube.

Concerning the videos, we have 6 video playlists:
1. Slovenia meeting'®. Interviews with project partners (Figure 45). These videos were

recorded in February 2019 during the third project meeting.

15 https://www.youtube.com/playlist?list=PLEfUJaXUSha5Exp5i-H_CmRXf86XxYxJe
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a. SILKNOW project. Marcos Fernandez (Pl) and Mar Gaitan (both UVEG) explain
the project’s goals to the EAB

b. Interview with Mar Gaitan. Universitat de Valéncia. Mar explains why silk
heritage is worth conserving and why a thesaurus is needed.

c. Interview with Javier Sevilla. Universitat de Valencia. Javier shows a preview
concerning what STMaps will later become, and how cultural heritage data can
be visualized.

d. Interview with Raphaél Troncy. EURECOM. Raphael provides an overview on
how SILKNOW will integrate silk heritage datasets.

e. Interview with Dunja Mladenic. Institut "Jozef Stefan". Dunja shows how to deal
with cultural objects from different museums in several languages.

f. Interview with Carlos del Val. Instituto Cervantes. Carlos explains why the
Instituto Cervantes, a global institute dedicated to the teaching and preservation
of the Spanish language, is interested in SILKNOW.

g. Interview with Franz Rottensteiner. LUH. Franz explains how a computer can

tell where, or when, a fabric was generated just by " seeing" an image.

y
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« > ”d a B b
Figure 45. a) an interview with Mar Gaitan (UVEG); b) an interview with Dunja Mladenic (JSI).

"o

2. SILKNOW's technical meeting'® (Figure 46). These videos were recorded during a
technical meeting with ICT partners and the CNRS (who were representing SSH
partners) in Slovenia, in February 2020.

a. Dunja Mladenic explains the multilingual big data text analytic advanced
system.

b. Raphaél Troncy shows how the SILKNOW knowledge graph is built.

16 https://www.youtube.com/playlist?list=PLEfUJaXUSha7wYpV27Fldpal KNV36UKXv
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c. Besher Massri shares how active learning to annotate textual descriptions was
created.
d. Franz Rottensteiner introduces advanced image processing and deep learning.

e. Pierre Vernus shows how his team created an extension to CIDOC CRM.

b

Figure 46. a) an interview with Raphaél Troncy (EURECOM); b) an interview with Besher Massri
(JSI).

a

3. SILKNOW & FASHION'. These videos are intended to demonstrate that silk heritage
and the creative industries are linked and, together, can weave the past into the future.
Figure 47 shows screenshots of some of these videos.

a. Making of - SILKNOW's first editorial. This video was recorded in May 2019 and
published in June 2019. It shows insights into creating a fashion editorial which
was later distributed to the media.

b. SILKNOW editorial. This video was recorded in January 2020 and published in
February 2020. It shows insights into the second fashion editorial which was
later distributed to the media.

c. Making Of "Redesigning Silk's Route". This video from in January 2021, shows
the making of the fashion film produced by EASD students.

d. Redesigning the Silk Route. This is a fashion film produced in March 2021 with
fashion students' designs.

e. Fashion and technology: a tribute to silk. Catwalk and performances carried out
to promote the 3D printing fashion designs.

f. Fashion show. A tribute to silk. Short clip of the event originally broadcast on

Saturday 27th February, hosted by the Instituto Cervantes, Warsaw.

17 https://www.youtube.com/playlist?list=PLEfUJaXUSha6-Hfpg76NrVnMeAF6IGB9I
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g. SILKNOW. A Documentary on Fashion & Technology. This documentary
published in June 2021 explains how “A tribute to silk” was made. It also has

interviews with all those involved in the process.

Figure 47. a) part of the documentary about the Fashion Event in Warsaw and the 3D printed
designs; b) a screenshot of the short clip made to disseminate the previously mentioned Fashion
Even