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Concept

Fancy a unique wine experience? Go Orange!

Twitter  Description

Inspiration

My first idea was to create an e-commerce website of niche wines from Friuli 
region in Italy, where I am from, with a Freemium Price Strategy. However, I 
encountered a range of problems, especially: Friuli region doesn’t produce a large 
number of niche wines and friulitalianwines.com. would have been a very strong 
competitor, already on the market. Therefore I opted for another concept: the 
orange wine produced in Friuli and Slovenia. 
Orange wines are the product of vinifying white grapes the way red wine is 
normally made. Instead of removing skins after grapes are pressed, the juice is 
fermented in contact with skins. 

The inspiration for this idea came from my passion for wine, especially the one 
produced in the area where I am from, Friuli- Venezia Giulia. 
During my adolescence, I had the opportunity to work closely with the wineries 
from my region, in particular during the grape harvest and hence I learnt to 
appreciate even the niche wines, like the Skin-contact wine.

I came with the idea of a website about the orange wine produced in the Collio 
Hills (an area between Italy and Slovenia) because even though this practice has 
a long history in winemaking dating back hundreds of years in Italy and Slovenia 
and thousands of years in Georgia, it is trending now.

I have been inspired by the book “Amber Revolution” and the documentary “Skin 
Contact: Development of an Orange Taste” which highlight how trendy orange 
wine is nowadays. 
        
I had that eureka moment when I started seeing orange wines available in 
numerous bar in London and I realise that they are trending like pink gin.
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There are many reasons why “orange wine” can be an interesting topic to write 
about. The main one is her novelty to the general public: indeed this is an almost 
new and unexplored field, and it is getting popular. 
An explanation for orange wine’s recent popularity is the wine’s connection with 
“eat local” and organic food movements.
Indeed, the peculiarity linked to the skin-contact wine is its organic and 
biodynamic nature. It is crucially important to work naturally in the wineyard 
without chemical and to set up the wineyard over the course of many years to 
make it stronger and resistant.
We started getting what is called clean-skin wines, a lot of pressing grapes getting 
clean juice filtering it, taking away all the pieces and now people are looking for 
something more interesting, more individual: wines that are not in one category or 
another but have complexity and a story behind it.

These are orange wine, but only in the roughest sense of the word, they are white 
wines which have taken colour from the skins. The technical description would be 
skin contact, some wines can be very light in colour, almost yellow, some can be 
gold, some can be orange, amber and so on throughout the spectrum.

The fact that the orange wines are a niche product can be a strength but at the 
same time a weakness because the field is and will remain limited.
There is also a cultural aspect that has not been overcome yet.
When these wines were first introduced to the English market, they were initially 
controversial. People would look at the wine’s colour and they were really worried. 
They thought that there was something technically wrong with the wine because 
wine should not be amber or orange, it should be either white or red.
Professionals and consumers were not so sure and they started wondering where 
the gimmick was, not realising that culturally was part of hundreds and even 
thousands of years.
Furthermore, Kasra Khorramnejed, the sommelier at Aprés Wine Bar in Toronto, 
underlines that the recent trendiness of orange wine is no different from fashion 

Elevator pitch

Problem
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trends: “ They say ‘fashion always repeats itself,’ and it’s the same with wine”. 
Therefore this product might be fashionable for a while and then stay out of sight.
This website, moreover, talks about the orange wine limited in the italian and 
slovenian region.

For my project, I would like to interview as many producers and sommelier as 
possible to have a satisfying collection of wines to describe and to give a more 
complete view of the topic. 
Users will be engaged to visit these vineries in the region, also thanks to the 
orange wine tour.
The website will also give information on how to pair food with different orange 
wines, so users will be encouraged to organise a full aperitif based on this  
type of wine.

The long-term goal is to expand this project, including wineries from other 
countries, like Georgia and the “New World” and, eventually, create an italian 
version of the website as well.

While orange wines, often linked to their organic and biodynamic nature, are 
continually getting more popular and their sales are progressively increasing, it is 
hard to change the idea, and the common feeling that wine should be either white 
or red.
This website will help to bring light into the orange wine world, giving first-hand 
information about the one produced in the Collio region.
I hope this website will encourage people to visit this region and to widen their 
curiosity about organic skin-contact wine.
My personal aim is to endorse a product of excellence from my country, hoping 
that it will become fashionable, like pink gin now.

The value proposition 

Manifesto
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Where do orange wines come from?

How are orange wines produced?

Orange wines have a long history, dating back some 5,000 years as one of the 
earliest winemaking techniques. Many modern-day orange winemakers look as 
far back as 5000 years in Caucasus (modern-day Georgia,–not the state) where 
wines were fermented and aged in large subterranean called Qvevri (“Kev-ree”) 
that were originally closed with stones and sealed with beeswax.
The reinvigoration of this ancient process has only resurfaced in the last 20 
years. 

Until they were brought back for all wine lovers benefits in the early 2000s by 
Josko Gravner, an innovative winemaker from Friuli Venezia-Giulia, Italy. In 2001 
he visited Georgia and was so fascinated by the “Qvevri” that he decided to bring 
them back to Italy and give it a go. Bringing together skin contact maceration and 
the use of these unusual wine vessels, he put orange wines on the world stage.

In the past 10 years, orange wines have grown in popularity and several 
producers have dedicated themselves to it with success. 
Orange wines are now being made not only in the Italian region of Friuli Venezia-
Giulia, but also in the rest of the country, in Austria and in Slovenia (to mention 
one among several Eastern European countries).

Orange wines are always made from white grape varieties, with the proviso that 
pink-skinned varieties such as pinot grigio are usually included in the definition 
of white. Instead of pressing to separate the juice from the skins before 
fermentation (as is the case in standard white wine production), the skins and 
sometimes the stems are left in the fermentation vessel for days, weeks or even 
months.

The fermentation often takes place in an open-topped vessel (for example, 

Culture
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the now classic conical oak fermenters favoured by many producers in the 
Collio and Slovenia), facilitating the frequent punchdowns that are preferred by 
producers such as Radikon and Gravner. After the fermentation, the vessels are 
usually topped up and sealed, to prevent oxidation. The carbon dioxide produced 
by the fermentation protects the wine from oxidising up until this point.

Many orange wines only remain with their skins during the fermentation 
(typically between one to two weeks) before being pressed and racked. The 
wine is then often aged for many months or even years in the vessels of the 
producer’s choice. These could include barrels made from oak or other woods, 
stainless steel tanks, or amphorae.

In some cases, the winemaker decides that the skins have more to give, and 
the wine will stay with its skins for further weeks or even months. Where an 
orange wine is made in an amphora or qvevri in the traditional Georgian style, 
the skins, stems and pips (collectively “the mother” in Georgian parlance) will 
typically stay in the vessel even longer, perhaps for three to nine months, with 
no interventions at all by the winemaker.

Nomenclature is a tricky beast. Sometimes the names that fall into common 
usage are not the most logical or the most useful - but if they are generally 
accepted, that is probably more important.

In this website, I use the term “orange wine” by default, even if these wines are 
not always orange. I use this terminology because white wines are not always 
white and red wines are never really red. It is all a matter of common parlance 
and of agreeing the simplest method of communication.

Statistically speaking, orange wine has won the battle. It is the most widely 
used term, appearing on the labels of countless bottles and used by many 
restaurants and bars to denominate the skin-macerated sections of their wine 
lists.

A sizeable contingent of winemakers do not like the term, either because their 

Orange, amber, macerated of skin-contact wines?
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wines are not orange in colour or one suspects because the associations 
with the natural wine movement are unwanted. Josko Gravner prefers the 
term “amber wine” which is also now commonly used in Georgia.

Others have suggested that it is better to talk about “skin-fermented white 
wines” or “skin-contact white wines”. These phrases are accurate, but do not 
fit very well into our modern paradigm for grouping wine styles. They adopt 
a technical vernacular, rather than the simple colour groping that most wine 
drinkers are used to encountering.

The great skin-macerated white wines of the Collio or Brda demand time 
in the bottle to show their best. Levi Dalton remarks that “the more people 
treat these bottles like Barolo, the happier they tend to be”, and it is an 
excellent comparison. No-one expects a three-years-old Barolo to be singing 
and giving 100% of its best and the same is true of Ribolla Gialla or many 
other varieties that have undergone long maceration times.

Sadly the economics of production and storage are such that many 
producers release their wine far, far too young. This particularly the case 
with newer estates that have not had time to build up their stocks or achieve 
financial stability.

Producers such as Radikon, Gravner, JNK and Zorjan, who age their 
wines for up to a decade before release, prioritise the enjoyment of their 
customers ahead of profits.

Concerns are sometimes expressed about the ability of wines made with 
no added sulphur to endure. This is not a problem with a well-made wine, 
but it is smart to pay attention to the storage temperature. Wine prefers an 
absence of light and a stable temperature that does not rise significantly 
above 16 °C to 18 °C. Corks are the weak point of any bottle, but storing 
wines on their sides and ensuring that the humidity of your storage area is 
higher rathen lower (80-90% is ideal) will help preserve the cork. All of these 
factors become yet more important when there is no added sulphur to 
protect the wine.

Ageing orange wines
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Industry

Overall view

Orange wine’s challenge has been acceptance by the more traditional 
backwaters of the wine industry as well as by the more commercial one.

The countries which have the oldest and most well-established cultures of 
producing macerated white wines, are Italy, Slovenia and Georgia, hence a 
disproportionate number of recommended producers are from these countries.
Winemakers in these countries are often the most accomplished and 
experienced with the technique. There’s a kind of unspoken collective 
confidence with extended maceration in these parts of the world.
However, other wine industries from other countries, with developing wine 
cultures, are producing fascinating orange wines.

Serbia has a growing core of natural winemakers who are experimenting with 
orange wine, but next to nothing is commercially available. Many other eastern 
European countries fall into a similar category. There are surely interesting 
experiments underway in Romania, Hungary and Moldova, but these countries 
are very much under the orange radar in comparison to their Adriatic cousins.

There is little doubt that growers in Greece, Turkey and Cyprus would have 
macerated their white grapes in pre-technology times, but these traditions have 
been virtually obliterated by the march of progress. A small number of Greek 
producers are starting to experiment within the orange wine oeuvre. 
Santorini’s high quality assyrtiko grape could well hold huge potential.

Winemaking in the Middle East (especially Israel and Lebanon) is developed 
on a small scale, but very much follows the French model stylistically and in 
terms of the mostly red grape varieties. A winemaker named Jacob Oryah has 
made an Israeli orange wine. Along with Armenia, all these countries could 
theoretically challenge Georgia’s claim as the cradle of wine, but none has the 
same unbroken line of tradition.

South America harbours many interesting and ancient winemaking methods, 
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but thus far its modern-day production has been overwhelmingly focused on 
large estates and mainstream styles.

Chile has produced at least one orange wine, as has Peru. All of these countries 
have venerable traditions of rustic viniculture, and inevitably in the absence of 
presses or de-stemming machines, white grapes would have been fermented 
with their skins and some of the stems, if they were separated out from the red 
grapes at all. As more artisan growers establish themselves in this corner of the 
world, we can expect some fascinating macerated wines alongside a general 
increase in variety.
Winemaking in Asia is experiencing a boom period, with China leaping from 
nowhere to being the fifth biggest wine producer (by volume) in the world. 

Supermarkets are mostly a fiasco when it comes to small production, artisanal 
wines, and that accounts for 99% of all orange wines. 
Independent wine merchants are the go-to resource here, especially those who 
have a focus on natural, organic and biodynamic growers. 

Smaller wine importers or distributors in many parts of the world (excepting the 
US or countries with alcohol monopolies) are often willing and able to sell direct 
to individuals.

Natural wine bars and restaurants frequently offer off-sales as a possibility. An 
increasing number are adopting the “enoteca” model, where you can drink and 
buy a bottle from the shop on the same premises. This would be an optimal 
solution.

Buying online is a viable option for many of the rarer wines and producers 
mentioned in this book. The best options to track down a supplier are search 
engines or specialised sites such us wine-searcher.com or Vivino.

Where to buy
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Topic popularity

As analysed before, orange wine is a trendy product, and its global spread 
reflects the tendency. 
To analyse and understand the trend in more detail, I will use Google Trend  , a 
tool that helps me to visualise the data on a timeline and to make comparisons 
between years.

Orange wine

The trend witnessed a steady trend during the last years, with peaks and 
troughs. In the last period, it rose.
The countries most interested in the term orange-wine are Australia, the United 
States, followed by Slovenia, the United Kingdom and South Africa. 

Skin-on wine

The trend witnessed a steady trend during the last years, with peaks and 
troughs. In the last period,  it slightly rose.
The countries most interested in the term skin-on wine are Australia, the United 
States, followed by the United Kingdom and India. 
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Organic wine

The trend witnessed a growing trend during the last years, with peaks and 
troughs. In the last period, it rose.
The countries most interested in the term Organic wine are France, New Zealand 
and Australia. The United Kingdom is in the tenth position.

Collio

The trend witnessed a growing trend during the last years, with peaks and 
troughs. In the last period,  it rose substantially.
The countries most interested in the term Collio are Italy, Slovenia, Austria, Chile 
and Switzerland.
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Competitor analysis

After some research, I found some similar websites, which, however, don’t 
provide detailed information about this topic and tend to have a poor design. 
Most of the websites that include information regarding orange wines are 
generic wine websites. I analysed some related websites by examining their 
weaknesses and strengths.

I split the competitors into the following categories:

• Cognate sites  : offers content on the same topic similarly;
• Cognate texts and analogue services  : books/services that offer content on 

the same topic.
• Non-cognate sites  : generic wines sites with some information regarding 

orange wines.

I will provide some statistics on page load, SEO etc using Website Grader and 
Google PageSpeed. 
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Cognate sites

• https://www.orangewines.es/

• Content: This site provides information regarding the orange-wine world, with 
interviews and wine-tastings.

• Design: The design is standard and simple, the theme is Newspaper by 
Theme Forest.

• Strengths: Information about wineries all over the world and website 
available in three languages (Spanish, English and Italian).

• Weaknesses: Not a very attractive and unique design, most of the content 
are available in Spanish only.
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• https://www.theorangewineclub.nl/

• Content: This site provides information regarding some orange wine wineries 
that are part of this club.

• Design: The design results a bit outdated; despite this, the website is fast and 
responsive.

• Strengths: Webshop available (just for Netherland Users). Nice pictures.

• Weaknesses: The design seems too dull. The website expresses its full 
potential just for Netherland user.
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• https://orangewine.it/en/home-en/

• Content: This site provides information regarding an event on orange-wines 
that takes place in Italy.

• Design: Very simple, the orange overwhelms the design and it also affects 
the readability with the dark grey font color.

• Strengths: Clean domain name, responsive website.

• Weaknesses: Total absence of insights, bad design.
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Cognate texts

• Amber Revolution: How the World Learned to Love Orange Wine 
by Simon J. Woolf

• Natural Wine: An introduction to organic and biodynamic wines 
made naturally by Isabelle Legeron

• Collio: Fine Wines and Foods from Italy’s North-East by Carla 
Capalbo

Probably the most complete book about the orange wine 
world. It includes profiles of 180 of the best producers 
from 20 countries worldwide and is crammed full of all 
the information you need to find the best orange wines 
worldwide together with tips for how to buy, enjoy, food-
match and age them.

This book is an accessible guide to natural wine, with 
detailed insights on orange wines. It explains the 
processes involved, introduces some of the growers, and 
suggests over 140 of the best wines to try.

A guide to the wines produced in the region Collio/Brda, 
between Italy and Slovenia.  More than 60 wineries are 
profiled as are more than 70 restaurants, specialty food 
shops, markets, and bed-and-breakfasts. Packed with 
insight, this guide is a perfect resource for wine-lovers, 
foodies, and travelers alike.
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Non - Cognate sites

• https://www.indiewineries.com/

• Content: As the domain suggests, this website provides information 
regarding independent wineries, so even some orange wine producers I 
interviewed as well.

• Design: The design resembles mine, with an extensive use of large images 
and a white clean background.

• Strengths: Well documented website with plenty of original content. The 
website has got a growing list of distributors now extends to 22 states and 
counting in the USA.

• Weaknesses: There is an information overload in the single wineries pages 
and it is a bit tricky to reach them inside the website.
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SWOT Analysis

After analysing the competitors, I can identify more accurately the strengths 
of my project.  As highlighted above, there is not a considerable number of 
websites about orange wine. As pointed out in the Competitor Analysis, most of 
the websites that include information regarding orange wines are generic wine 
websites. The field is therefore almost new and unexplored. Moreover, orange 
wines are most commonly produced by smaller, artisan producers whose aim is 
quality and lend themselves well to natural production. This characteristic might 
create a niche of users who love the wines made naturally. Another strength 
of this project will be its originality of content, as I will closely observing the 
producers, interviewing them.

As regards content, the field is very specific and limited, and it will focus just on 
one product.
As regards technical aspects, I will create the content while designing and 
developing the Wordpress theme as well. Hence, I will encounter diverse 
problems, in terms of design choices, interviews arrangement, pictures editing 
and Wordpress theme development. 

I chose to address this topic to raise awareness and promote abroad, in the 
United Kingdom, in particular, a product of excellence from my country and 
Slovenia, interviewing extraordinary producers. This website aims to engage 
users to visit these wineries in the Collio region. Orange wines might also 
become fashionable, like pink gin now.

Strengths

Weaknesses 

Opportunities
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Threats

As mentioned above, orange wine is very specific and limited field, even though is 
starting to be a trendy topic. For this reason, one of the main threats will be to do 
not have traffic if they does not become fashionable and stay out of sight.   
       

Orangewines.uk is not born with the idea of generating revenue. OrangeWines.uk 
is the final project of the Master of Arts in Web Design & Content Planning at the 
University of Greenwich, therefore, I will be using this website to show my skills 
and knowledge on my portfolio. 
In the future, I will check Google Analytics stats to consider a partnership with 
e-commerce websites.

Revenue generation 
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Commodity

In this section, I will identify my target audience and I will explain how I have 
designed the content for them specifically, taking a user-centred design 
approach. I will also describe the website content (text, pictures and other 
media), the Sitemap Architecture, the Tone of voice, the User experience and 
possible future collaborations.

According to a survey by Tannico, one of the leaders in e-commerce wine, 
on 100,000 consumers between 2015 and 2018,  it emerges that young 
consumers, the so-called “Millennials”, and in particular women, are attracted 
by the wines defined as “natural”, by those produced in amphorae and by those 
born from heroic viticulture. The market share for these types of wines has 
almost doubled, going from 8% to 15% of the total sales of Tannico. Tannico 
customers choose foreign labels: 67% of vegan wines purchased come from 
abroad, while the origin of natural wines (50.4% from Italy and 49.6% from 
abroad) and orange wines (45%-55%) are substantially equal. From Tannico’s 
data, again, it emerges that women are more “brave” and willing to experiment 
than men, with purchasing choices that quantitatively exceed those of men for 
natural and “heroic wines” (+12% compared to the opposite sex), biodynamic 
(+7.1%) and vegan (+7.5%).
The Millennials, on the other hand, tend to be attentive to the latest trends and 
conscious consumption, and do not follow the vegan trend so much (-20% of 
purchases compared to other consumers), while they love orange (+35%) and 
natural (+17%) wines.  
Among the “brave wines” analyzed by the research, stresses Tannico, there are 
the biodynamic wines, “certified by private bodies and produced by wineries 
completely independent in terms of energy, in harmony with the environment 
and the phases of the moon; natural wines, which are“ all those wines that 
are linked to a spontaneous process of evolution without the use of fertilizers, 
herbicides, and with a very low or zero sulphite content”, vegan wines, obtained 

User research
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without the use of ingredients, additives or adjuvants of animal origin, 
macerated wines and wines cultivated according to heroic viticulture, 
the result of a real visionary work in remote places or where climate, 
slope, and altitude make it even more difficult to achieve the final 
goal.

After reading the Tannico research, I decided to split the target 
audience into two categories:  

• Age: 22-37 - Millennials (main target); 45 - 65 (second target).

• Location: United Kingdom, Ireland, California, Australia, Italy, 
Slovenia, Georgia, Germany, Austria.

• Gender: Both.

• Occupation: Sommeliers,  Wine Enthusiasts, Restaurant 
Managers, Wine Writers.

As stated above, my target market will be mixed in gender, age and 
nationality. I created user personas to show examples of users, and 
to understand their goals in using the website.

Target

User Personas
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Persona 1 - Main Target

Persona 2 - Main Target

Persona 3 - Main Target

• Name: Tom, male
• Age: 31 years old
• Profession: Senior sommelier in London.
• Web user: Access the internet via smartphone 

mainly, sometimes via desktop at home.
• Goals: Keep up with news regarding the natural wine 

world.

• Name: Jack, male
• Age: 33 years old
• Profession: Restaurant Manager in London.
• Web user: Access the internet via smartphone 

mainly, sometimes via desktop at work.
• Goals: Interested in selling orange wines in his 

restaurant and in getting information to train the 
staff.

• Name: Emily, female
• Age: 30 years old
• Profession: Bank Teller in Ireland.
• Web user: Access the internet via desktop mainly.
• Goals: She is looking for a gift for her brother, wine 

enthusiastic. She has a gift card on tannico.co.uk, 
e-commerce website with a wide selection of orange 
wines.
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Persona 4 - Secondary Target

• Name: Otto, male
• Age: 58 years old
• Profession: English Professor in Munich, Germany.
• Web user: Access the internet via desktop mainly.
• Goals: Enthusiastic about wines, he is planning an 

orange wine tour in Slovenia with his wife. 

Site Map Architecture

Based on my target analysis, the user journey needs to be as simple 
as possible, with just a few levels and a clear Call to action.
The draft sitemap below is to illustrate the simple structure I planned 
for orangewines.uk. As you can see, users will be able to reach the 
pages in a few clicks.
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The HomePage will share basic information about “What is an Orange Wine” 
and the philosophy behind this  fermentation method. It will also give straight 
access to the “Region” and “Wineries” pages.
The website is going to have five different main sections.

• Section 1 - The Region: This section will introduce the Collio region, with 
details on the historical background, the terroir and the main grape varieties, 
especially the Ribolla Gialla.

• Section 2 - The Wineries: This section will introduce the orange wine 
wineries I have visited,  with details on the pioneers of the orange wine 
movement.

• Section 3- Visit: This section will give details on where to eat and to sleep 
for users interested in a wine tour in the Collio region. I will also promote the 
initiative “Collio on Vespa”.

• Section 4- Buy:  This section will share useful e-commerce website links, 
where users can buy orange wine (in the UK).

• Section 5 - About: This section will give some information regarding the 
project itself, the references and to contact me.

The main book I have consulted is:  “Amber Revolution: How the World Learned 
to Love Orange Wine” by Simon J. Woolf.  
The other two books I read are “Natural Wine: An introduction to organic and 
biodynamic wines made naturally by Isabelle Legeron” and “Collio: Fine Wines 
and Foods from Italy’s North-East by Carla Capalbo”. 
The textual content regarding the interview will be original.

Content

Textual content

Photos

I will take all the pictures of the wineries, the wines and the 
backgrounds with a Nikon D5500 and a Sigma 17-70mm f/2.8-4 lens. 
I will also work on the post-production of the photos with Lightroom.
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Tone of voice

User Experience

Future Collaborations

As my target audience will be mainly wine experts and enthusiasts, 
the tone of voice will be authoritative but friendly, informative, 
engaging, informal but still professional.
As English is not my native language, this will be a personal challenge 
that I’m willing to pursue. The idea is that text content and pictures 
will support each other, raising its engagement.

The website will be accessible to everyone, it will be responsive and 
fast-performing. The content will be clear and extremely readable. 
On mobile, the hamburger menu will be sticky on scroll to allow the 
users to navigate on the website without scrolling back on top.

As stated above, Orangewines.uk is not born with the idea of 
generating revenue. 
In the future, I will consider possible partnerships with the following 
websites:

• tannico.co.uk  “Tannico is the world’s largest Italian wine shop. 
Only four short years after its inception, this food-tech company 
has amassed some of Italy’s largest investments”;

• buonvino.co.uk “Passionate natural wine merchant. Specialists in 
biodynamic, organic and natural artisan wines”.

• pullthecork.co.uk “ Pull The Cork are award winning specialists in 
Natural, Vegan and Biodynamic Wines.”

• dynamicvines.com “Dynamic Vines is an independent natural 
wines merchant that has built a strong reputation by providing 
individual wines and service aimed specifically at the on trade.”

• winemag.com “Wine Enthusiast Magazine brings you acclaimed 
wine ratings and reviews, unique recipes ideas, pairing 
information, news coverage and helpful guides”.

• winefolly.com “Wine Folly is the best place to learn about wine. 
Browse our visual wine compendium or our playful weekly 
articles. Start your wine education today.”
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Firmness

My website does not require the use of a specifi c technology, this aspect allows 
me to be free to choose how to develop it. At this stage, my priority is to learn 
how to manage and create a website through a CMS. My goal is to improve my 
portfolio with a project starting from scratch with a CSM. 
For this reason, I will spend the majority of my time studying the CMS I will be 
using, how to build my templates on it and how to get everything done.

I chose to use HTML5 as the markup language for this project because it is 
considered a standard. 
This project website will use ARIA rules where possible so that screen readers 
can read the content labels properly. It will use HTML5 tags that defi ne the 
hierarchy of content and structure. I aim to follow the Web Content Accessibility 
Guidelines (WCAG) 2.1 from the World Wide Web Consortium (W3C) to the best 
of my knowledge and ability. The HTML code is 100% tested.

Site requirements

Front end technologies

HTML 5
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CSS 3

JavaScript

Responsive Design

I will use CSS3 for the styling of the website,  because, like HTML, it is 
considered a standard. I will challenge myself combining Flexbox and CSS 
Grids, two of the  most powerful layout system available in CSS. In particular, 
I decided to use CSS Grids because it allows designing web pages without 
having to use floats and positioning.
I  have also considered the use of SASS, the most popular CSS preprocessor. 
After considering it, I realise that my CSS will not have too many variables 
and especially, with the introduction of Grid you no longer need to build a grid 
system with utility classes, for small projects like mine.
I will also  use an animation on scroll library that uses CSS3, to make the 
website more fluid.
The CSS code is 100% tested.

I decided to keep JavaScript and Jquery to the minimum in order not to slow 
down the website. In particular, I will use Jquery to toggle the Hamburger menu 
on mobile, and to animate the scroll down arrow on the HomePage.

The website will be developed mobile-fi rst, following the latest web trends. This 
is because over 65% of the users access the internet through a smartphone, 
according to the latest trends.
To apply different styles for different media devices I will use media queries, 
the most popular technique for delivering a tailored style sheet to desktops, 
laptops, tablets, and mobile phones
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After some research, I decided to use Wordpress as a Content Manager System 
for this project. Even though I was tempted to consider a flat-file CMS like Grav 
that would suit small websites like mine, I preferred to choose Wordpress for 
multiple reasons: the main one is the availability of plenty of tutorials online 
as well as plugins. Wordpress is also wanted on the job market and therefore 
useful for my portfolio.

Since the beginning, I decided not to rely on too many plugins. Plugins indeed 
require to be constantly updating and they may cause compatibility issues. For 
my project, I’m going to use a limited selection of plugins with proven reliability.
One plugin I will install is Yoast, the most popular all-in-one SEO solution for 
WordPress, which will also create the XML sitemaps for me. Two others plugin 
I will install are WPForms Lite for the Contact Form in the About Page and 
the handy GDPR Cookie Consent to create a simple EU Cookie Law / GDPR 
message. 

As a provider for my hosting, I chose Clook as I am already using this service 
for the hosting of my portfolio and I have experienced an excellent customer 
experience so far. 
In the beginning, I purchased a new shared-0 Hosting space with the Domain 
“orangewinecollio.com”, but then I have turned out that the word “Collio” 
is protected by copyright, therefore I had to change the Domain. I chose a 
“cleaner” domain name for SEO reasons: “orangewine.uk”.
The new domain name is hosted in my portfolio shared hosting space, which 
has been upgraded from shared-0 to shared-1. The new package allows me to 
get 500MB Disk Space, to host up to 5 websites, to get 512MB RAM Limit and 
10,000MB Bandwidth.

Back-end technologies 

CMS

Plugins

Hosting
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SSL certificate (HTTPS)

Analysis tools

An SSL certificate is a type of digital certificate that provides authentication 
for a website and enables an encrypted connection. These certificates 
communicate to the client that the web service host demonstrated ownership 
of the domain to the certificate authority at the time of certificate issuance. 
Since 2017 having an SSL certificate for a website has become a standard. To 
make sure that users will get the HTTPS Protocol, I have redirected http://www.
orangewines.uk/ to https://orangewines.uk/ through cPanel.

To integrate the statistics coming directly from the server (Awstats) available 
on the Cpanel of the hosting provider, I will add and set up a Google Analytics 
account. The integration of this free online tool will give me a good overview of 
the status of my website and especially a complete analysis of the users. 
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Design

I started my design process by analysing related websites, and I found a vast 
number of inspirations. I went through websites of wineries, wine-magazines, 
especially the ones from the Collio region. I have also checked on in different 
social media platforms such as Pinterest and Instagram by searching related 
keywords. In the beginning, I struggled to build my brand identity and my design 
because I aimed to create something different from those. I immediately 
noticed the excessive use of the gold colour. I also notice the important role that 
images play, even though the websites I visited exaggerate with them.
I, therefore, decided to create a design rich in images but at the same time that 
they are not too overwhelming.

After my research, I can list the main features and keywords for my project that 
could lead me during the design process: 

• Design rich in Images yet not overwhelmed from those;
• Simple, clean design;
• Orange;
• Dark Green;
• Animate;
• Easy to read;
• Highlight the philosophy of the producers;
• Use of quotes 

With these concepts in mind, I can start to experiment with colours, typefaces 
and finally create my logo.

Design concept
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Colour scheme

Colour palette - version 1

Colour palette - version 2

Finding the best colour palettes for my project and the logo has been without 
any doubt one of the most challenging aspects of my design process. 
This is because colours play an essential role to transfer the mood and the 
concepts I want to express with my website. 

In my fi rst colour palettes, the orange was defi nitely too overwhelming and the 
grey didn’t stand out.

I decided to use the grey for the fi gure captions only 
and to opt for a dark green for the texts. With this 
dark green, I wanted to add a “nature feeling” to the 
design, as orange wines are organic and biodynamic 
and are made naturally.
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Colour palette - version 3

Finally, I came with a simpler colour palette. 
I decided to remove the dark orange as I changed 
the background picture. The text over the new 
picture shot at dawn is indeed not very readable 
with that dark orange colour.

Typography

In the beginning, for the typesetting I opted for two typefaces, a serif font 
(Playfair Display) for the headings and the wines description, which would have 
given luxury and elegance to the wines and one of my favourite sans-serif font 
(Raleway) for the body texts that would have matched perfectly with my Tone of 
Voice (informal but still professional).
I then decided to change these fonts for two main reasons: the fi rst reason 
concerns the Playfair Display font which gives elegance but at the same time is 
too formal. The second reason concerns the “W” letter in the Raleway font which 
is a bit weird. The “W” letter plays a main role in my texts because it is present in 
all the words related to “wine”.
I fi nally opted for the Lora font for the headings which is a well-balanced 
contemporary serif with roots in calligraphy, the Heebo font for the body text 
which allows great readability and Lato for the fi gcaptions. These fonts are 
available on Google Fonts.
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Logo

Before starting to design the logo, I made some research on the Nielsen 
Norman Group. I found out that users are 89% more likely to remember logos 
shown in the traditional top-left position than logos placed on the right. I also 
learnt that:  

• Circles, ovals and ellipses tend to project a positive emotional message. 
Using a circle in a logo can suggest community, friendship, love, 
relationships and unity. 

• Straight edged logo shapes such as squares and triangles suggest 
stability in more practical terms and can also be used to imply 
balance. Straight lines and precise logo shapes also impart strength, 
professionalism and efficiency. 

• Horizontal lines suggest community, tranquillity and calm. 

I therefore decided to create a logo with circles because I wanted to project an 
emotional message about the love for nature.  
With my first sketch I aimed to highlight the different shapes of orange that 
an orange wines can take. This idea was however too simple and it didn’t look 
professional and it lacked smoothness. 

I then decided to play with the wine’s splashes and to create the shape of a 
glass.
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The fi rst versions had too many splashes of wine, I then decided to keep less 
detail in that splash which makes it more defi nite.

I design the favicon using the fi rst idea I had for the logo. That’s why I believe 
favicon should be way less detailed than the logo as they are very small.

Photos play an essential role in this project because I will use them not only to 
build the look and feel of the website, but also as an integral part of the contents 
since they will be crucial to describe the wines to the best.
I personally took all the pictures using a Nikon D5500 and a  Sigma 17-70mm 
f/2.8-4 lens. Depending on the location of the wineries, I managed to take more 
panoramic pictures or just pictures from the inside.

Favicon

Pictures
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Implementation

The prototype is available at the following link:

http://matteoscubla.uk/test-homepage/

As I expected the feedback received were mainly focused on the visual design 
of the website which was still in progress and  full of imperfections.
The main comment I received was to beef up the font sizes, because it feels 
like there was a bit too much whitespace and with the current font sizes the 
text blocks felt isolated with long line lengths. 
I also was suggested to remove the “Scroll” text below the arrow and to bring 
more orange into the fi rst view of the site, for example, with a photo of that 
scenery at dawn or dusk when the sky colour features orange.
After following this advice, I ended up with the current and last design. 

http://orangewines.uk

Prototype

Stages of implementation



Matteo Scubla  |  Final Report  |  orangewines.uk 39

For the prototype crit, I also create a Timetable to get an idea about how I 
intended to divide the project phases during the summer period. 
Planning the project helped me to understand since the beginning that the time 
available was less than it seemed. Knowing that gave me the motivation to 
start working straight away on the project and to be able to face the challenges 
on time to respect the deadline.
Creating the content on time has been a big test as I arranged the interviews in 
the first part of August and therefore I had less than 20 days to translate and 
write them down. This step has been longer than expected but I decided to put 
the website online even though the content were not 100% completed.

The main challenges I have encountered are: 

• Design the logo;
• Arrange and translate the interviews;
• Creating the WordPress Theme. 

As already written in the design chapter, finding the best colour scheme  and 
designing a compelling logo was one of the main challenges for me. I was 
scared of the idea of designing a simple logo which would not look professional. 
This made me feel stuck and pushed me to make several changes throughout 
the summer.

The second challenge I met was the arrangements of the interviews. Before 
flying to Italy, I contacted several wineries, about 50, but just seven of them 
got back to me. I, therefore, arranged these seven interviews in the first part 
of August. This period has turned out to be a bit complicated because it is 
just before harvest season and most of the wine producers are on vacation. 
Probably at another time of year, I would have been able to interview more 
producers. 

The third challenge concerned WordPress. As stated in the Back-End 
Technology chapter, after considering other flat-file Content Management 
Systems like Grav, I preferred to choose Wordpress for multiple reasons: the 

Challenges
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main one is the availability of plenty of tutorials online and because we also 
had a brief introduction during the course. At the very beginning, I struggled to 
understand the basic concepts behind this CMS, but then after following a few 
online courses on how to build a WordPress theme from scratch, I managed to 
get it work.

The main differences between my initial website concept and the final one 
concern the luxury features and the amount of content. When developing my 
prototype, I considered adding footage over the Collio hills shoot with a drone 
for the homepage. I then realised that budget and technical issues would 
have been too complicated to manage. I also reduced the number of pages, 
as I handled to insert most of the “extra content” like the food pairing in the 
wineries pages.

I built my project keeping SEO as a priority. I relied on Yoast to optimise 
and improve my on-site SEO. Thanks to Yoast, I wrote a useful title, meta 
description, h1 and text matching the unique keyword selected for each page.
I also registered the website on Google Search Console to check indexing 
status and optimize the visibility.

Changes from the initial plan

Search Engine Optimisation (SEO)
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Analysis

For the fi rst few months, until the beginning of September, I worked on my 
website locally using MAMP. Even if this choice did not allow me to collect user 
data during this period, working on a local server enables a quick edit of the 
website when it is still in an embryonic stage since you don’t need an FTP client.
I set up the interviews with the orange wine producers during the fi rst half of 
August, so it also took some time to create the content.
Orangewines.uk is at the initial phase, however, the statistics I started collecting 
from the fi rst week of September can already give me useful feedback about the 
fi rst necessary improvements.
User traffi c, Geolocation, User flow, Acquisition and Technology have been 
analyzed through Google Analytics. Site performance and SEO have been 
analyzed through Google PageSpeed and GTMetrix.

To drive initial traffi c to my website and get usability feedback, I shared the link to 
my family and friends. I didn’t expect to receive a high number of visits since the 
website is not 100% completed. 
The fi rst week results, instead, positively surprised me: I was only expecting 
around 30-40 views but the website reached 80 views, with 625 page views.

The bounce rate is slightly below 50%, a bit higher than expected. The main 
reasons for this result are two: the low number of pages available at this stage 
and the low number of links between them. I am confi dent that as soon as I 
fi nish all the pages, the bounce rate will decrease signifi cantly.

User Traffi c
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The flow diagram available on Google Analytics shows that 99 out of 123 
sessions enter the website via the homepage. The other accesses come almost 
evenly from:

• wineries/
• territory/
• klinec/
• territory/

User flow 

After almost 2 months, when the website has been completed, the bounce rate 
dropped to 31%, confirming that the previous high results were caused by the 
low number of pages.
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The average through traffi c for /territory/ under ‘First interaction’ is 95,5%, which 
means that there are only 4.5% (1 session) of the 22 sessions dropping off after 
clicking through from this page. This demonstrates that users fi nd this category 
interesting. Regarding the /wineries/ page, the 16 sessions show that the 
through traffi c is 81.3% (13 sessions) of the 16 sessions and the drop-offs are 
18.7%, 3 sessions in total. 
Under the 2nd Interaction and 3rd Interaction,  there are 14 drop-offs out of 82 
sessions.

The diagram available on Google Analytics shows that the majority of users 
come from the United Kingdom (60.49%), followed by Italy (18.52%) and the 
United States of America (11.11%).
These stats are in line with what was expected but I am surprised about the 
visitors coming from China, Spain, Netherlands and Austria.
The most notable absence is Slovenia since most of the producers present on 
the website come from this country. This is probably because at the moment the 
website has not been promoted enough in this country and I did not share the 
link to Slovenian users.

Geolocation
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Technology

Since October 2016, mobile and tablet traffi c has overtaken desktop traffi c, 
according to Statcounter. The results of the Mobile vs. Desktop usage stats on 
the website confi rm the trend: over 58% of the users access the website through 
a smartphone. I have therefore adopted a “mobile-fi rst” strategy. However, users 
who browse the website with a desktop stay connected for over 16 min/session, 
while users who access the website using a smartphone just 3.20 min/session.

After almost 2 months, it is possible to see the fi rst Slovenian users. Most of 
the users still come from the United Kingdom, followed by Italy and the United 
States.
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As the graph shows, Google Chrome (51.96%) and Safari (29.05%), are the most 
used browsers. For this reason, the website has been tested thoroughly on these 
browsers.

Acquisition

At this stage, most of the traffi c (70 out of 81 users) is direct and that’s pretty 
obvious since I shared and promote the website directly to my contacts. I was 
surprised to note that 6 users came from Organic Search and 5 from Social 
Media. That tells me that the domain name I chose (orangewines.uk) is SEO - 
friendly.
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To analyse the site’s performance, I used the tools GTMetrix and Google 
PageSpeed.
I tested my website with GTMetrix as soon as I put it online. The fi rst 
performance reports for the homepage and the wineries page were very poor, D 
(65%) and F (32%). 

The main recommendation that emerged was to scale down all the images. After 
following this recommendation, the results changed  drastically, reaching 96% 
for both.

Site performance

After two months, most of the traffi c (162 out of 177 users) is still direct, 
followed by Social and Organic Search.
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Regarding Google PageSpeed, the score desktop-side is 98/100, mobile-side is 
86/100.  According to Google PageSpeed, the fi rst suggestion that can help my 
page load faster is to convert the jpg images in “next-gen formats” like JPEG 
2000, JPEG XR, and WebP. But then checking the compatibility of these formats 
on caniuse.com I found out that almost no browsers support them. I have 
therefore decided to keep the normal jpg format.
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Conclusion

In the future, I will definitely interview more producers. I will continue interviewing 
local producers from Collio/Brda region for consistency. I will also looking for 
partnerships with e-commerce websites like tannico.co.uk, pullthecork.co.uk, 
buonvino.co.uk, and other websites with a keen eye for orange and organic 
wines.
To increase the traffic and the visibility of the website, I will probably also 
translate it in italian and slovenian. There are handy plugins on WordPress like 
Polylang that allows you to do so.

Overall, I am pleased with the success of my website.
During the last few months, I have made many improvements, I have solved 
different problems and achieve different goals. 
Furthermore, during the summertime, I also almost entirely respected my 
schedule. 
Personally speaking, I am proud of this project. Presentation after presentation 
and step by step it has become a reality and now I am delighted with the result. 

Future plans

Reflection and Conclusion
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