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Introduction  
 Chez Emily: 

 Fast growing handmade chocolate company 

  Expanding range of products online 

  Addition of new product lines, e.g. baking equipment, expanding gift range, etc. 

 Goals: 

  To become one of the most visited online chocolate boutiques in Ireland 

  Continue to provide quality product range while facilitating pleasant online shopping 
experience. 

  Grow the number of online customers. 

  



Problems: 
 Existing site cannot  effectively facilitate expanding range of 
products. 

 Content organization in becoming increasingly chaotic.  

 The need arises for improvement of content organization and 
findability. 

 Overall structure of the site does not fit its purpose anymore. 



Problems: 

Miscellaneous category is only “clustering” products that do not fit in any other logical category 



Problems: 



Problems: 

  Overall structure of the site 
does not fit its purpose anymore 

  Navigation is confusing and 
lacks logical flow. 



Principles of Information Architecture (IA) 

 “structural design of shared information environments” 

 “organization, labelling, search, and navigation systems 
within web sites <…>” 

  “creating information products in a way that supports their 
usability and findability”  

 (Morville and Rosenfeld, 2007, p.4). 



Principles of IA 
Organization system 

 Labelling system 

 Navigational structure (including Search option) 

 Content management:  

 Controlled vocabulary and thesaurus 

 Metadata 

 Have to be aligned with context, content and user. 

 



IA strategy goals for Chez Emily: 
 Reduce costs of re-building ineffective website - customers cannot 
find what they are looking for or find it difficult use. 

 Increase information findability  in order to help retain customers. 

 Raise the value of brand in general, i.e. easy to use site will improve 
status of the website and  will market the business itself.  

 Create a site that is fit for purpose. 



Techniques used: 
 We seek to accomplish effective IA for the site by improving: 

 organization systems - how information will be categorized, i.e. developing a 
taxonomy. 

 navigation  - ways of “surfing” the website, 

 labelling – determining most suitable terminology to suit target audiences and 
provide logical sorting of the content. 

 mark up of the content – applying metadata and XML in order to improve 
search experience and recall and increase visibility of the site online in general. 

 controlled vocaburary – determining preferred terms and thesaurus 
construction in order to improve content management, discovery and to secure 
consistency of labelling throughout the site. 

  



Thesaurus example: 
 MOULDS (CHOCOLATE) 

  SN Plastic or silicone shapes used 
to produce chocolate figurines or 
individual chocolates 

  UF Molds 

  NT Christmas chocolate moulds 

  NT Lolly pop moulds 

  NT Flower shape chocolate moulds 

  BT Bake ware 

  RT Chocolate chips 

  RT Piping bags 

 COOKIES 

  UF Biscuits 

  NT Chocolate chip cookies 

  BT Baking 

  RT Chocolate chips 

  RT Baking tins 

  



Techniques used: 

 Wireframes and blueprints – for visual representation of the 
structure of proposed systems and content organization. 

 

Examples… 



Current architecture Proposed architecture 



 Home page wireframe 



 Multiple items page wireframe 



 Single item page with 
contextual links wireframe  



XML application – Chocolate Figurines 



XML application – Recipes 



XSL style sheet application 



Conclusions 

 IA principles for creation of a well functioning website cannot be 

underestimated. 

 With successful implementation of recommendations provided in this IA 

strategy report, Chez Emily has potential to develop a well-rounded, effective 

website that is pleasant to use and easy to manage. 



Thank you! 

 Questions? 
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