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Executive Summary  

Introduction 

In 2009 there were over 10 million adults in the UK who had never been online.  The Government 

ŀǇǇƻƛƴǘŜŘ aŀǊǘƘŀ [ŀƴŜ CƻȄ όa[Cύ ŀǎ ǘƘŜ ¦YΩǎ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴ ǘƻ ǇǊƻǾƛŘŜ ƭŜŀŘŜǊǎƘƛǇ ŀƴŘ ŘƛǊŜŎǘƛƻƴ ǘƻ ǘƘŜ 

many initiatives underway to increase digital participation.  

The Digital Champion hired a small team and, together, they established a programme of work and a 

campaign ς Race Online 2012 ς to convince others to take action to help millions more people online.  They 

invited organisations to become Partners of the campaign and positioned themselves as leaders of the 

agenda (not deliverers).  By using a partnership approach they sought to maximise their funding which was 

insufficient for large scale delivery.  

In addition to promoting digital participation, the Digital Champion has also provided, and continues to 

provide, advice to the Government on delivering higher quality digital public services at lower cost.   

MLF commissioned Capgemini Consulting to undertake an independent evaluation of the work of her and 

her team over the last two and a half years.  The intention is for the evaluation to be used as a reference 

document by governments, other independent champions and those engaged in the task of increasing 

digital participation.  The data for the evaluation was largely gathered through interviews with people that 

the Digital Champion and Race Online 2012 team sought to influence and those engaged in the task of 

increasing digital participation.  The Digital Champion and Race Online 2012 team also provided input. 

Evaluation 

Increasing digital participation is a tough challenge given the nature of the barriers, such as affordability, IT 

skills and motivation, and it takes time to reduce the number of people offline.  Partners are extremely 

complimentary about the work that the Digital Champion and Race Online 2012 team have done to kick 

start the journey and move the UK towards a fully networked nation.  The general consensus is that they 

have done an excellent job in their main strands of work, namely: influencing organisations to commit to 

increasing digital participation; encouraging digital participation activities at the grass roots; raising 

awareness of the importance of digital participation; and advising the Government of its provision of digital 

public services.   

Key achievements 

1. They raised awareness ς digital participation has became part of the national conversation 

Raising awareness was cited as the key achievement of the Digital Champion and Race Online 2012 team by 

those interviewed.  They engaged hundreds of influential leaders in the digital participation agenda, many 

of them for the first time.  They made the topic media worthy, securing £24million worth of media 

coverage1 over two and a half years, despite having no marketing budget.  They also used marketing 

campaigns, such as Go ON Give an Hour in October 2011, to raise awareness of the importance of digital 

participation with the general public: an estimated 30 million people were exposed to the campaign2.  Their 

                                                      

1
 Source: Race Online 2012, using Gorkana.  Value calculated as 3 x the equivalent advertisement rate 

2
 Source: BBC audience research, campaign impact in field, 27 Oct ς 1 Nov 2011; 30% (29.4 million) of all adults saw 

the TV trail at least once. 
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success at raising the profile of the agenda is demonstrated by the fact that the President of the European 

Commission, José Manuel Barroso, has written to all member states urging them to appoint a Digital 

Champion3.  

2. They created momentum  

¢ƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴ ŀƴŘ wŀŎŜ hƴƭƛƴŜ нлмн ǘŜŀƳ ǎŜǘ ōƻƭŘ ŎƘŀƭƭŜƴƎŜǎ ǘƻ ǘƘŜ ¦Y όŦƻǊ ŜȄŀƳǇƭŜΣ άǘƘƛǎ 

manifesto is a rallying cry for us alƭ ǘƻ ŎǊŜŀǘŜ ŀ Ŧǳƭƭȅ ƴŜǘǿƻǊƪŜŘ ƴŀǘƛƻƴέ4) and bold campaign ambitions (such 

as an initial goal of 10,000 Race Online 2012 Partners).  These statements together with the 2012 campaign 

deadline set the scale of ambition and created a sense of urgency.   

3. They secured commitment and increased delivery capacity 

They engaged more and a broader range of organisations in the agenda than had been involved previously. 

They promoted local digital champions ς new local capacity that could provide highly personalised support.  

They caused spikes in capacity building as a result of the Go ON Places initiatives (localised versions of the 

national campaign).   

Over 1,300 organisations have become Race Online 2012 Partners and, in doing so, made a pledge to 

increase digital participation; Partners have publically committed to creating 100,000 digital champions and 

over half of these have already been created; over 11,000 members of the online public have pledged an 

hour to help someone online as part of the Go ON Give an Hour campaign; and Go ON events and 

programmes have taken place in several UK cities, including Liverpool and Leeds.   

These commitments and activities supplement existing delivery capacity with no additional funding.  

Securing these commitments is a particularly strong achievement given the challenging economic climate 

and also the perceived criticality of the issue relative to other campaigns such as those to reduce smoking 

or teenage pregnancy. 

4. ¢ƘŜȅ ŀŎŎŜƭŜǊŀǘŜŘ ŀƴŘ ŀƳǇƭƛŦƛŜŘ tŀǊǘƴŜǊǎΩ ŘŜƭƛǾŜǊȅ  

The Digital Champion and the Race Online 2012 team challenged organisations on their digital participation 

activities meaning that Partners have done more to support the cause than originally intended and / or 

done it faster.  

άWe were already doing things in the digital inclusion space, but the team has massively accelerated and 

focussed our work.έ 

Race Online 2012 Partner 

The Digital Champion and Race Online 2012 team have also used their profile and influence to increase the 

ƛƳǇŀŎǘ ƻŦ tŀǊǘƴŜǊǎΩ ǿƻǊƪΦ  CƻǊ ŜȄŀƳǇƭŜΣ ǘƘŜ Digital Champion convinced the previous Government to 

provide ¦Y hƴƭƛƴŜ /ŜƴǘǊŜǎΣ ǘƘŜ ¦YΩǎ ŜȄƛǎǘƛƴƎ ŘŜƭƛǾŜǊȅ ƴŜǘǿƻǊƪΣ with £30million of additional funding to help 

one million new people get online over three years. 

By connecting Partners, the Race Online 2012 team has enabled organisations to deliver activities that 

would not have happened or been as effective if the organisations had worked alone.  For example, UK 

Online Centres found that the Go ON events and programmes in cities have enabled them to leverage 

national partners at a local level.  The relationships formed ŀǎ ŀ ǊŜǎǳƭǘ ƻŦ wŀŎŜ hƴƭƛƴŜ нлмнΩǎ matchmaking 

can also live beyond the term of the campaign.   

                                                      
3
 http:// raceonline2012.wordpress.com/2012/02/16/eu-champs/  

4
 Manifesto for a Networked Nation 

http://raceonline2012.wordpress.com/2012/02/16/eu-champs/
http://raceonline2012.org/sites/default/files/resources/manifesto_for_a_networked_nation_-_race_online_2012.pdf
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Furthermore, the Go ON badge has also provided a single image behind which Partners can unite.  For 

example, UK Online Centres found it useful when creating a website that brings together the best learning 

content and resources from multiple partners all under one umbrella. 

ά¢ƘŜ Dƻ ON badge helps to provide continuity to messaging in a very busy media and communications 

ŜƴǾƛǊƻƴƳŜƴǘΦέ Race Online 2012 Partner 

5. They influenced policy makers ǘƻ ƳŀƪŜ ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ ŀ ǊŜŀƭƛǘȅ 

The Digital Champion Ƙŀǎ ƘŀŘ ŀ ƳŀƧƻǊ ƛƳǇŀŎǘ ƻƴ ǘƘŜ DƻǾŜǊƴƳŜƴǘΩǎ ŘƛƎƛǘŀƭ ǇǳōƭƛŎ ǎŜǊǾƛŎŜǎ ǇƻƭƛŎȅΦ   

MLF and the Race Online 2012 team commissioned new research from PwC that provided a compelling 

economic case for getting everyone online.  They then used these research findings to highlight the 

benefits for all of the Government adopting a policy of ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ public service delivery.  (That is, 

expecting people to use high quality digital public services and providing 'assisted digital' support only to 

those who need it.)  The Minister for the Cabinet Office announced the intention to adopt this policy in 

November 2010 and the 2012 Budget states that the Government άwill move to a Ψdigital by defaultΩ 

approach to its transactional services by 2015.έ5  

With the ongoing support of the Digital Champion and Race Online 2012 team, a new Government Digital 

Service, with an Executive Director hired from the private sector, has been set up in the UK Cabinet Office 

to drive the ΨŘigƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ ŀƎŜƴŘŀ ŦƻǊǿŀrd.  Gov.uk, the Beta version of a single domain for all of UK 

central government, was launched in February 2012.  Gov.uk has been hailed as a new and very different 

approach to IT for the Government, where services are developed iteratively rather than through large 

scale IT programmes.  The project could save the Government £50 million a year6 and the Government has 

committed to ensuring that all information is published on this single domain name by the end of 20125.  

In addition to shaping government policy, the Digital Champion and Race Online 2012 team have convinced 

other influencers, such as the Big Lottery Fund, to promote Ψdigital by defaultΩ in their own organisations 

and amongst organisations in their sphere of influence.  Smaller organisations in the social sector, such as 

the Peabody Housing Association and Family Mosaic, are also beginning to embrace a Ψdigital by defaultΩ 

approach to service delivery. 

Key challenges 

1. Managing reputational risk 

The Digital Champion and Race Online 2012 team set the scale of ambition by announcing bold aspirations.   

It was unclear whether they would be achieved in the timescales, but were intended to galvanise opinion 

and inspire action in a way that more pedestrian targets were unlikely to do.  This approach presents a 

reputational risk as stakeholders may consider the aspirations as hard targets and become disillusioned and 

disengaged when they are not achieved.  This risk appears to have been managed well by the Digital 

Champion and Race Online 2012 team to date, as those interviewed did not criticise them for falling short 

of aspirations.   

2. Ensuring action that affects the target outcome 

                                                      
5
 http://cdn.hm-treasury.gov.uk/budget2012_complete.pdf  

6
 http://www.telegraph.co.uk/technology/news/9052872/Gov.uk-launches-official-single-Government-website-

beta.html 

http://cdn.hm-treasury.gov.uk/budget2012_complete.pdf
http://www.telegraph.co.uk/technology/news/9052872/Gov.uk-launches-official-single-Government-website-beta.html
http://www.telegraph.co.uk/technology/news/9052872/Gov.uk-launches-official-single-Government-website-beta.html
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Whilst organisations and individuals have committed to increasing digital participation, in many cases it is 

not known to what extent they have delivered on their commitments or what direct impact Race Online 

2012 Partners have had on the offline population.  This lack of clarity is a challenge inherent in an 

independent champion model where there is no significant programme funding and change is brought 

about through influence.  The Race Online 2012 team cannot control Partner actions. 

To guide Partner action the Digital Champion and Race Online 2012 team made recommendations.  They 

found that it was important to provide recommendations at the launch of any campaign, to ensure that any 

surge of interest created is maintained.  In addition, recommendations were most compelling when they 

were tailored to particular sectors or demographics and provided alongside case studies, illustrating the 

impact that others had achieved.  The Race Online 2012 team found that making recommendations alone 

was not enough and both resources and direct support were required to increase the likelihood of 

adoption.  By providing toolkits and selectively supporting Partners that could have the greatest impact, the 

case for implementation could be made and the barriers to implementation reduced.   

In order to better understand the offline population the Race Online 2012 team asked ONS to collect more 

detailed data more regularly (every 12 weeks).  This data is important for understanding the shape and size 

of the target group, but it is impacted by many factors.  The team measured commitments (for example 

number of Partners) but they decided not to implement a detailed measurement framework to assess 

tŀǊǘƴŜǊǎΩ impact as they did not wish to divert PartnersΩ attention away from delivery.  (Indeed, any such 

measurement framework would likely underestimate impact given that there will be many instances where 

organisations are using Go ON collateral, and the Race Online 2012 ideas, without the Digital Champion or 

her team being aware of it.)  Instead the Race Online 2012 team asked Partners to provide updates on 

implementation in the form of 'promises in action' ς mostly qualitative updates that were published on the 

Race Online 2012 website.  Some additional light touch measures could have provided a quantitative 

understanding of tŀǊǘƴŜǊǎΩ impact on the offline population: for example, a pro bono study of a small 

sample of Partners could have been commissioned to examine the impact attributable to Race Online 

2012Ωs recommendations and support.  Without such measures it is very difficult to isolate the teamΩs 

impact on the final outcome. 

3. Being clear about the role of the team  

The Digital Champion and Race Online 2012 team have taken an iterative approach to their work.  The 

approach has been adapted as new ideas have been generated, as the environment has developed, and in 

response to Partner feedback.  The Digital Champion and Race Online 2012 team have strived for 

transparency, publishing multiple strategy documents and monthly highlight reports detailing activities 

completed.  Despite this, it would have been helpful for Partners and Race Online 2012 team members 

themselves if there was a single, up to date document in the public domain that describes the role of the 

team, the key streams of work, and how the team operates. 

4. Increasing digital participation takes time 

In 2009 when the Digital Champion was appointed, 10.2 million adults had never been online. By Q4 2011 

that figure had fallen to 8.2 million.  2012 statistics will provide a better measure of the impact of Race 

Online 2012, as much activity has only recently been initiated,  but there will almost certainly still be 

several million adults who have been online at the end of 2012.   

Despite this, the general consensus from Partners is that the Digital Champion and Race Online 2012 team 

have done a great job.  Helping the remaining 20% of the population online is an inherently slow process.  

Even with greater funding, it is likely that it would still take many years to reach a figure close to 100%. 

http://raceonline2012.org/success-stories
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Transferable lessons for using a champion approach 

Whilst the work of the Digital Champion and Race Online 2012 team is still underway, there is much from 

their experience that can be used when establishing a campaign to bring about social change, led by an 

independent champion. 

1. Be ambitious   

The Digital Champion had huge ambition.  MLF set out to influence at the very top and targeted the most 

senior and powerful leaders in the UK.  Where she needed help (for example, in navigating government or 

accessing particular stakeholders) she asked for it and senior people responded to accommodate her 

requests.  MLF displays single-mindedness and is resilient, but is also able to manage personal relationships 

very well.  This balance of qualities has been a key factor in the success of the role of Digital Champion. 

Through Race Online 2012, MLF set bold aspirations ς such as 100,000 digital champions ŀƴŘ άmillions 

more adults online by 2012έ. This made the agenda fresh and exciting and created a surge of interest. 

2. Keep the goal simple 

The Race Online 2012 campaign goal was simple - to help millions of adults online by 2012. This provided a 

clear direction behind which people could unite. Given ŘƛŦŦŜǊŜƴǘ tŀǊǘƴŜǊǎΩ ǇǊƛƻǊƛǘƛŜǎ ƛǘ Ŏŀƴ ōŜ ŜȄǇŜŎǘŜŘ ǘƘŀǘ 

not everyone would agree on the focus - for example some felt it could have addressed internet safety for 

children, or frequency of use, as opposed to first use. Some disagreement is to be expected, and 

disengagement ought to be managed so as not to lose knowledge and expertise.  

Finding a simple common goal for the majority, and managing those who disagree is essential. 

3. Make it engaging and relevant ς wƘŀǘΩǎ ƛƴ ƛǘ ŦƻǊ ƳŜΚ 

The Digital Champion changed the message from one of disadvantages of being offline to one of benefits of 

being online. This change made the agenda much more interesting to people and something positive to be 

part of.  

The Digital Champion also made it relevant for all by highlighting the broader benefits of digital 

participation for UK PLC in terms of efficiency, market growth and corporate social responsibility.  MLF and 

the Race Online 2012 team then took this to the next level by tailoring the message to individual 

organisations and demonstrating how digital participation tied into their organisational objectives, making 

the case extremely compelling.  

4. Leverage others 

¢ƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ǊƻƭŜ ǿŀǎ ƻƴŜ ƻŦ ƭŜŀŘŜǊǎƘƛǇ ǊŀǘƘŜǊ ǘƘŀƴ ŘŜƭƛǾŜǊȅ ŀƴŘ a[C Ƙŀǎ ǊŜƳŀƛƴŜŘ ǎǘŜŀŘŦŀǎǘ ƛƴ 

staying true to this. She and the Race Online 2012 team have spent time working out what needs doing and 

then encouraging  others to deliver, making (often demanding) requests. The Race Online 2012 team 

sought to leverage existing organisations and delivery networks operating in the space (particularly UK 

Online Centres and libraries) and also create delivery capacity by bringing new organisations into the 

agenda (as Partners) as well as the online public (as local digital champions).  The Digital Champion and 

Race Online 2012 team have been both amazed and impressed at the amount of support provided by 

Partners in a challenging economic environment. 

Raising awareness nationally was important to maximise the impact of the work.  Race Online 2012 used 

the media effectively and played major roles in national campaigns and events, despite having no 

marketing budget. This approach has been hard but MLF argues that they have had more impact than if 

they had been able to pay for marketing directly. 
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MLF has also recognised where she needs to bring other skills into the team, for example, hiring a 

government expert to help her navigate the UK Government, and commissioning pro bono support to 

supplement the team in specialist areas.  This pro bono support also significantly supplŜƳŜƴǘŜŘ ǘƘŜ ǘŜŀƳΩǎ 

funding (£2.2mn worth of pro bono support was donated on top of the £3mn of funding) and increased 

capacity to deliver. 

5. Make it easy to engage  

Having successfully sparked interest in the agenda, it is critical that organisations and individuals can turn 

their enthusiasm into action easily.  Partners required more support than the Race Online 2012 team 

originally anticipated or had capacity to provide.  The team learnt that providing recommendations, 

guidance and toolkits early in the campaign is important, as is providing direct support to selected Partners 

to help them to convert intent into action. The risk to be managed with direct support is that the champion 

and team remain at the strategic level and avoid becoming entrenched in delivery. 

MLF and the Race Online 2012 team also recognise that they could have been clearer about their role and 

their approach, including how it evolved over time. This would have helped Partners to engage by 

demonstrating how they fit into the bigger picture and what they could expect. 

6. Do not underestimate the power of collaboration 

The Digital Champƛƻƴ ŎƻƴƴŜŎǘŜŘ tŀǊǘƴŜǊǎ ŀƴŘ ǿŀǎ άconstŀƴǘƭȅ ŀƳŀȊŜŘέ at the power of bringing people 

together. Partnerships are inherently difficult for both unrelated and competing organisations, but the 

ƛƴŘŜǇŜƴŘŜƴŎŜ ŀƴŘ άŎƻƴǾŜƴƛƴƎ ǇƻǿŜǊέ of the Digital Champion and Race Online 2012 team meant that 

atypical relationships could be formed and far more could be achieved that if organisations worked in 

isolation from each other. 

7. Leave a legacy  

The Champion was appointed because there was no natural leader of the agenda.  By recruiting Partners 

and supporting them to work together, there is now more and broader ownership of the agenda than in 

2009 and, working together, some organisations should be in a position to lead future digital participation 

work. The Champion has created a legacy of leadership.  

A key risk in a champion model is that the individual becomes bigger than the agenda itself and success 

relies on his or her ongoing involvement.  MLF has managed her personal brand carefully to try to avoid 

this.  She did not feature significantly in the Go ON Give an Hour campaign (it was endorsed by various 

ΨƘƻǳǎŜƘƻƭŘΩ ŎŜƭŜōǊƛǘƛŜǎύ ŀƴŘ when she felt her presence no longer added value at industry events, she 

asked high profile Partners to speak about digital participation in her place.   

DƛǾŜƴ ǘƘŜ ƴŀǘǳǊŜ ƻŦ ŀ /ƘŀƳǇƛƻƴΩǎ ƭŜŀŘŜǊǎƘƛǇΣ ŘŜǇŜƴŘŜƴŎŜ ƛǎ ŀƭǿŀȅǎ ŀ ƪŜȅ Ǌƛǎƪ ǿƘƛŎƘ Ŏŀƴ ƻƴƭȅ ƳƛǘƛƎŀǘŜŘ ǘƻ ŀ 

certain extent.  

8. Commit  

At appointment, the role of the Digital Champion was expected to be one day a week at most.  Over the 

last two and a half years, MLF has spent the majority of her working time on the agenda, meeting 

influencers and spreading the message at around 300 events and in communities with her team.  She is 

genuinely committed and is both able and prepared to invest time and energy in it, working for free.  Being 

a champion with this level of ambition is no small undertaking. 
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9. Challenge self and be prepared to change 

MLF and the Race Online 2012 team Ŏƻƴǎǘŀƴǘƭȅ ŀǎƪŜŘ άǿƘŀǘ Ŏŀƴ we ōǊƛƴƎ ǘƻ ǘƘƛǎΚέ  MLF was brutal in 

questioning her own value and was always open-minded and flexible ς at the outset she did not expect the 

GovernmentΩǎ efficiency agenda to be a key focus of her work, but influencing Government policy has been 

ƻƴŜ ƻŦ ǘƘŜ ǘŜŀƳΩǎ ōƛƎƎŜǎǘ ŀŎƘƛŜǾŜƳŜƴǘǎΦ  The culture was that of a start up with flexibility built into the 

organisation: a small core team has been retained throughout the two and a half years to ensure 

institutional memory and specialists have been brought in on short-term contracts as priorities shifted.    

MLF recognised that she and her team could not tackle every aspect of the issue.  She felt that they could 

bring expertise in the area of customer experience, (rather than the technology for example), and so 

focused here. Other champions will bring different expertise. 

10. Recognise the value of independence  

The independence of the Digital Champion has been central to the success of the campaign. 

It allowed MLF and the team to approach leaders in all sectors with less resistance than might have been 

the case with a political figure.  They were perceived as doing something ŦƻǊ ǘƘŜ ƎŜƴŜǊŀƭ ΨƎǊŜŀǘŜǊ ƎƻƻŘΩΦ 

It allowed them to publicly challenge both the Government and other organisations.  Government must be 

prepared for this, and have a strong appetite for change as public criticism from a respected champion is 

potentially damaging. 

Lǘ ƳŜŀƴǘ ǘƘŀǘ ǘƘŜ ǘŜŀƳΩǎ ǇǊƻƎǊŜǎǎ ǿŀǎ ƴƻǘ ƘŀƳǇŜǊŜŘ ōȅ ǘƘŜ ǇƻƭƛǘƛŎŀƭ ŀƴŘ ŦƛƴŀƴŎƛŀƭ ŎƻƴǎǘǊŀƛƴǘǎ which exist 

inside government. 

It has allowed MLF and the team flexibility to set ambitions without being overly scrutinised. Those 

interviewed were not concerned that the Digital Champion had fallen short of aspirations given everything 

else that has been achieved.   

Whilst independence is critical, a formal link into government ƛǎ ŀƭǎƻ ƛƳǇƻǊǘŀƴǘΦ  a[CΩǎ ƳŜƳōŜǊǎƘƛǇ ƻŦ ǘƘŜ 

Efficiency and Reform Board7 gave her a mandate and some influence over the public sector.  To better 

align initiatives, it would have also been useful for the Digital Champion to have a role in funding decisions 

for digital participation activities. 

 

 

 

 

                                                      
7
 The Efficiency and Reform Board guides the work of the Efficiency and Reform Group.  The Group exists to make 

Government more efficient and reform the way public services are provided to ensure they meet rising public 

expectations.  The Board includes senior business leaders who can share their experience and provide challenge to 

Government. 
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1. Introduction 

1.1. Background 

Martha Lane Fox (MLF) is the UKΩǎ Digital Champion.  Her main objectives are to: 

¶ increase digital participation; and  

¶ advise government on improving the quality of digital public services and achieve efficiency savings 

through increased digital delivery of public services. 

MLF has been in post since June 2009 and the role does not have a defined end date. 

1.2. Objective and purpose 

The objective of this report is to document the work of the UK Digital Champion and evaluate effectiveness, 

impact and value for money since the appointment.  

The Digital Champion commissioned Capgemini Consulting to undertake an independent evaluation of her 

work and that of her team so that it can be used as a reference document by: 

¶ governments and government agencies looking at new ways of Partnership working to confront 

social problems;  

¶ other independent champions who may be interested in how the Digital Champion went about the 

task, and the lessons learnt; and  

¶ those who are engaged in the task of increasing digital participation specifically.   

The lessons learnt may also influence the work of the Digital Champion and her team during 2012. 

1.3. Approach 

The Digital Champion sought to increase digital participation by raising awareness of the issue and 

influencing others to take action. The level of digital participation is therefore an indirect measure of the 

Digital ChampionΩs effectiveness as it relies on the activities of others.  In this context, this report 

documents the Digital ChampionΩs approach and considers the impact at the following levels: 

1. The success with which the Digital Champion influenced organisations and the Government to 

commit to increasing digital participation (or, with the case of Government, improve digital public 

services specifically) 

2. The extent to which others have taken action to help people online (for which the Digital Champion 

is not directly responsible, but whose actions can ease and speed implementation) 

3. The success with which the Digital Champion raised general awareness of digital participation as an 

important issue 

4. The change in the number of people who have gone online for the first time ς the outcome that 

the Digital Champion is ultimately seeking to positively affect.   

5. The legacy that the Digital Champion has created. 

Data was gathered through focus interviews with the Digital Champion and Race Online 2012 team, those 

who the Digital Champion sought to influence, and those who are engaged in the task of increasing digital 
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participation.  A full list of those interviewed is contained in the appendix (see 6.1).  Publicly available 

documents and records from Race Online 2012 and others such as ONS and Ofcom were also used and are 

referenced.  

1.4. Report structure 

The remainder of this report is structured as follows: 

¶ Section 2 describes the issue and how the Digital Champion came to be appointed. 

¶ Section 3 describes the Digital ChampionΩǎ approach and programme of work and illustrates the 

journey on a timeline.  

¶ Section 4 considers the impact of the Digital Champion in terms of establishing a programme of 

work, influencing others to commit and to take action, raising awareness, advising the Government 

on digital services, affecting the number of people online, and creating a legacy 

¶ Section 5 lists transferrable lessons for others considering using an independent champion to 

address social issues.   
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2. The appointment of a Digital Champion 

2.1. The issue 

In 2009, 10.2 million adults in the UK had never used the internet8.  The key groups in this population were 

the over 65s, those from low income households and those with a disability.9  
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The Government was concerned that these people were missing out on the social, financial, informational 

and entertainment benefits of the internet and that, in an increasingly digital age, the gap between those 

participating digitally and those not, would grow10. 

The main reason for these people being offline was that they felt that the internet was not of interest or of 

use to them.  Other factors included lack of skills, price and lack of access11. This is shown in the diagram 

below12: 

                                                      
8
 hŦŦƛŎŜ ŦƻǊ bŀǘƛƻƴŀƭ {ǘŀǘƛǎǘƛŎǎ όhb{ύ ό!ǳƎǳǎǘ нллфύ {ǘŀǘƛǎǘƛŎŀƭ .ǳƭƭŜǘƛƴ ΨLƴǘŜǊƴŜǘ !ŎŎŜǎǎ IƻǳǎŜƘƻƭŘǎ ŀƴŘ LƴŘƛǾƛŘǳŀƭǎΩ 

http://www.i -a.co.uk/_assets/iahi0809.pdf 
9
 OFCOMκ LǇǎƻǎ ahwL Řŀǘŀ ŦǊƻƳ ά!ŎŎŜǎǎƛƴƎ ǘƘŜ LƴǘŜǊƴŜǘ ŀǘ IƻƳŜέ WǳƴŜ нллфΣ here 

10
 Communities and Local Government (CLG) (October 2008) Delivering Digital Inclusion: An Action Plan for 

Consultation http://www.communities.gov.uk/documents/communities/pdf/1001077.pdf  
11

 Oxford Internet Survey 2009 report: The Internet in Britain http://microsites.oii.ox.ac.uk/oxis/publications  
12

Oxford Internet Survey 2009 report: The Internet in Britain http://microsites.oii.ox.ac.uk/oxis/publications  

2009 statistics 

showed that those 

with no internet 

connection tended 

to be older.  

Only 18% of the UK 

population was 

over 65 years old, 

but they 

represented 41% of 

those with no 

internet 

connection. 

2009 statistics also 

showed that those 

with no internet 

connection were 

more likely to be 

from a 

disadvantaged 

socio-economic 

group. 50% of 

those with no 

internet connection 

were DE compared 

to less than 30% in 

the UK population. 

http://www.i-a.co.uk/_assets/iahi0809.pdf
http://stakeholders.ofcom.org.uk/binaries/research/telecoms-research/bbathome.pdf
http://www.communities.gov.uk/documents/communities/pdf/1001077.pdf
http://microsites.oii.ox.ac.uk/oxis/publications
http://microsites.oii.ox.ac.uk/oxis/publications
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άŀ ǎŜt of common goals and objectives ... ǿƻǳƭŘ ŜƴƘŀƴŎŜ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǘƘƛǎ ǿƻǊƪΦέ 

CLG (October 2008) Delivering Digital Inclusion: An Action Plan for Consultation 
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Moving these people online is a large and complex challenge, as they are some of the hardest to reach 

people in society.  Moreover, the most commonly given reason for being offline is a motivational one and 

overcoming motivational barriers typically requires an intimate relationship and considerable time.  Even 

then, multiple barriers are likely to exist for each individual.   

2.2. The appointment of an independent champion 

By October 2008 the UK Government had created a Minister for Digital Inclusion, a Cabinet Committee on 

Digital Inclusion and a Cross-Government Digital Inclusion Team to encourage action for digital inclusion in 

the public sector.  A national delivery network ς UK Online Centres ς providing public access to computers 

and support for getting online had also been set up in 1999.   

There were many policy initiatives underway in multiple Government departments13 and funding flows 

from these departments were not jointly coordinated.  Recipients of funding worked autonomously with 

limited identification of synergies and no formal agreement of shared objectives.   

It was felt that something more was needed to provide a shared vision and leadership across all sectors 

and, in a consultation paper, the Department for Communities and Local Government proposed the 

appointment of a Digital Inclusion Champion ς a role that would be close to, but independent from 

Government.  Two main characteristics were identified as essential to the role: 

1- Public Appeal - the Digital Champion had to be interesting to the public at large and attract media 

attention. 

2- Business Credibility - the Digital Champion had to have a business reputation which would help to 

establish relationships in organisations in all sectors. 

 

                                                                                                                                                                                
 
13

 Policy initiatives can be seen in the following document: CLG (October 2008) Delivering Digital Inclusion: An Action 
Plan for Consultation, here 

In 2009 research, 

over 60% of non-

users stated the 

biggest reason they 

didn't use the 

internet was that it 

is not interesting or 

useful. 

http://www.communities.gov.uk/documents/communities/pdf/1001077.pdf
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άWe were seeking a national figurehead for the causeέ 

Government interviewee 

From a short list of candidates, Martha Lane Fox14 was appointed to the role in June 2009. In addition to 

these two characteristics MLF has experience in digital business, giving her specific credibility in this area.  

At this time, the work of the Champion covered all UK adults who were excluded from digital technology - 

estimated to be 10.2 million people15 - with a particular focus on the digitally and socially excluded - 

estimated to be 4.0 million people16.  The role has been broadened on two occasions since then: 

¶ In April 2010 the Prime Minister, Gordon Brown, appointed MLF as the UK Digital Champion 

(previously MLF was the Champion for Digital Inclusion) which included strategic oversight of a 

ƴŜǿ 5ƛƎƛǘŀƭ tǳōƭƛŎ {ŜǊǾƛŎŜǎ ¦ƴƛǘ ƛƴ ǘƘŜ /ŀōƛƴŜǘ hŦŦƛŎŜ ŎƘŀǊƎŜŘ ǿƛǘƘ άŜƴǎuring departments achieve 

ǊŀǇƛŘ ǇǊƻƎǊŜǎǎ ƻƴ ǘǊŀƴǎŦŜǊǊƛƴƎ ŀƴŘ ǘǊŀƴǎŦƻǊƳƛƴƎ ǎŜǊǾƛŎŜǎ ǘƻ ƻƴƭƛƴŜ ŎƘŀƴƴŜƭǎΦέ17  

¶ Shortly after the General Election in May 2010 MLF was re-appointed as the UK Digital Champion 

by the new Prime Minister, David Cameron, who reiterated that the role was to continue current 

work underway and advise the Government on how efficiencies could be made through the online 

delivery of public services18.  MLF was also made a member of the Efficiency and Reform Board, 

chaired jointly by the Chief Secretary to the Treasury (Danny Alexander) and the Minister for the 

Cabinet Office (Francis Maude), which guides the Efficiency and Reform Group19. 

The Department for Communities and Local Government provided an initial grant of £2m for 2009-2010 

and 2010-2011. The Department for Business, Innovation and Skills provided £313k in 2011, and the 

Cabinet Office provided a further grant of £650k for 2011-12. The variety of funding sources reflects the 

point made that several Government departments and bodies had an active interest in digital participation. 

   

 

 

                                                      
14

 For more information on Martha Lane Fox, please see her website: http://www.marthalanefox.com/  
15

 hb{Σ !ǳƎ нллфΣ {ǘŀǘƛǎǘƛŎŀƭ .ǳƭƭŜǘƛƴ ΨLƴǘŜǊƴŜǘ !ŎŎŜǎǎ IƻǳǎŜƘƻƭŘǎ ŀƴŘ LƴŘƛǾƛŘǳŀƭǎΩΣ here  
16

 CLG Oct 2008 Digital Inclusion: An Analysis of Social Disadvantage and the Information Society here  
17

 Letter from Gordon Brown to Martha Lane Fox, April 2010 here 
18

 Letter from David Cameron to Martha Lane Fox, June 2010 here. 

19
 The Group exists to make Government more efficient and reform the way public services are provided to ensure 

they meet rising public expectations.  The Board includes senior business leaders who can share their experience and 

provide challenge to Government. 

http://www.marthalanefox.com/
http://www.i-a.co.uk/_assets/iahi0809.pdf
http://www.communities.gov.uk/documents/communities/pdf/digitalinclusionanalysis
http://www.labour.org.uk/gordon-browns-speech-on-building-britains-digital-future,2010-03-26
http://webarchive.nationalarchives.gov.uk/+/http:/www.cabinetoffice.gov.uk/newsroom/news_releases/2010/100618-lane-fox.aspx
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3. ¢ƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ŀǇǇǊƻŀŎƘ  

3.1. Defining and launching a programme of work 

Following her appointment, the Digital Champion hired a small team and, together, they spent six months 

conducting research, developing insights and formulating a strategy for increasing digital participation.   

3.1.1. Conducting research and developing insights 

The Digital Champion and the team set out to understand the issue and the situation by visiting 

approximately 50 organisations already helping people to get online.  They also reviewed existing research 

and papers on the topic.   

LǘΩǎ ŀōƻǳǘ motivation as well as affordability and skills 

In reviewing existing research, the Digital Champion and the team found that, although many people were 

offline by choice ς they felt that the internet was not for them ς much of the support that already existed 

focused on the other barriers to internet use, namely affordability and skills.  Whilst affordability and skills 

were important ς and the GovernmeƴǘΩǎ ŜȄƛǎǘƛƴƎ ŘŜƭƛǾŜǊȅ ƴŜǘǿƻǊƪΣ ¦Y hƴƭƛƴŜ /ŜƴǘǊŜǎΣ focused on 

addressing these ς people also needed to be inspired to use the internet and shown how it could benefit 

them.  As a result, the Digital Champion set about changing the message from the disadvantages of being 

offline to the benefits of being online and bringing about behavioural change. 

There are benefits for all  

The Digital Champion saw digital participation as an opportunity to deliver enormous benefits for UK 

organisations: moving people online had the potential to increase the customer base of some organisations 

and reduce the cost to serve customers in other cases.  The Digital Champion felt that this was a lost 

opportunity and sought to stress the benefits to organisations, particularly the Government.   

Making the issue relevant to a far broader range of organisations meant that the Digital Champion was 

much more likely to have an impact on digital participation rates nationally than if it remained the concern 

of a few.  The Champion chƻǎŜ ƴƻǘ ǘƻ ŘŜƭƛǾŜǊ ŀ Ǉƛƭƻǘ ōŜŎŀǳǎŜ ƛǘ ǿƻǳƭŘ ƻƴƭȅΣ άǇƛƴ ǇǊƛŎƪέ ǘƘŜ ƛǎǎǳŜ ƴŜƎƭŜŎǘƛƴƎ 

the needs of the rest of the UK and future roll out would be uncertain. Broad engagement from all sectors 

could create the capacity required to bring about large scale behavioural change.  

3.1.2. Formulating a strategy and launching a campaign to address digital participation 

In order to increase digital participation the Digital Champion has had to influence others to take action.  

For the most part, the Digital Champion has targeted organisations (as opposed to individuals) as they have 

the resources and reach to have the greatest impact.  For example: they can encourage their employees to 

get online and help others get online; they can spread the message to their customers, leveraging their 

communication channels and budgets; and they can make decisions about policy or strategy, product and 

service design, and investments that can support digital participation. 

By targeting leaders of organisations across multiple sectors, the Digital Champion hoped to initiate 

significant volumes of activity that would trickle down to the offline population ς a hard to reach group.  

The Digital Champion also used the media to encourage leaders to commit to the cause and, more recently, 

to encourage the online public to help non-internet users online. 

¢ƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ŀǇǇǊƻŀŎƘ ƛǎ ƛƭƭǳǎǘǊŀǘŜŘ ƛƴ ǘƘŜ ŘƛŀƎǊŀƳ ōŜƭƻǿΥ 
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¢Ƙƛǎ ŀǇǇǊƻŀŎƘ ǿŀǎ ǘŀƪŜƴ ƭŀǊƎŜƭȅ ōŜŎŀǳǎŜ ƻŦ ǘƘŜ /ƘŀƳǇƛƻƴΩǎ ǊŜǎƻǳǊŎŜǎ ς the funding pot was more 

appropriate for leadership rather than delivery as a delivery network already existed (UK Online Centres) ς 

but also because of the unique skills and attributes that MLF, brought to the role, including her media 

appeal and ability to enthuse and motivate influential people. 

To build momentum and provide focus the Digital Champion launched 

a campaign ς Race Online 2012.  The name was chosen to link the 

campaign with the London 2012 Olympics making it positive and 

exciting and signal that it was a short term, one off initiative with a big 

goal (and date) in sight. The goal was to help millions more adults 

online by 2012 and organisations were invited to become Race Online 2012 Partners by making a pledge to 

increase digital participation.  The key streams of work in the Race Online 2012 campaign were: 

1- Influencing businesses, charities and the Government to commit to increasing digital 

participation, including acting as a critical friend and supporting and challenging organisations on 

digital participation policy and programmes. 

2- Encouraging activity at the grass roots, including ensuring sufficient face to face support for those 

offline. 

3- Raising awareness in general, including shining a light on Partner activities. 

The work in each stream is described in sections 3.2, 3.3, and 3.4. 
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3.1.3. Expanding the role to include government digital services  

The Race Online 2012 campaign focused on increasing digital participation.  The second, complementary 

aspect to the Digital /ƘŀƳǇƛƻƴΩǎ ǊƻƭŜ, has been championing greater digital capability within Government 

so that high quality public services can be delivered at lower cost.   

Through their research, the Digital Champion and the team identified that the public, businesses and the 

Government itself had much to gain from improved digital public services.  They also felt that this was an 

area in which they could add significant value given their own experience and skills.  The Digital Champion 

lobbied the Prime Minister for a formal expansion of the role which was granted in April 2010 by the then 

Prime Minister, Gordon Brown.  This aspect of the role was reiterated by the new Prime Minister, David 

Cameron, in June 2010. 

The work of the Digital Champion and team on digital public services is described in section 3.5. 

3.1.4. Managing the programme  

The Digital Champion has had a team of between 4 and 12 people supporting her work.  Team roles 

changed over time, but have included research, strategy development, programme management, 

government specialists, relationship management and PR.  Thought leadership has also been important, 

with team members specifically hired to develop long term influencing programmes and secure top level 

support from strategic Government, charity and social housing organisations. ¢ƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ 

funding was spent predominately on her team, research, web assets, and office resources.  

To supplement the team, the Digital Champion has invited experts to join the team on secondment (for 

example, from the Department for Communities and Local Government) and commissioned organisations 

to conduct pieces of work on a pro bono basis. For example, through a tendering process the Engine Group 

was appointed as wŀŎŜ hƴƭƛƴŜ нлмнΩǎ pro bono marketing communications agency. 

Race Online 2012 has made transparency a core principle, publishing information ƻƴ ǘƘŜ ǘŜŀƳΩǎ strategy 

and activities on its website in monthly highlight reports here.   

 Monitoring progress 

The Race Online 2012 campaign goal was to help millions more adults online by 2012. To measure progress, 

the Digital Champion and Race Online 2012 team chose to use the data collected by the Office of National 

Statistics (ONS) on people who had never used the internet.  The Digital Champion and Race Online 2012 

team lobbied ONS to increase the frequency with which it collects data on the offline population.  They also 

asked the ONS to provide more detailed information on the characteristics of those offline (such as age, 

gender, geographic distribution, disability and earnings).  ONS agreed to collect this data (it was their Race 

Online 2012 Partner pledge) and now do so as part of the quarterly Labour Force Survey.  Previously it was 

collected through the annual Household Survey, but the Labour Force Survey, as well as being more 

frequent, takes a much larger sample and therefore is more likely to accurately report changes in the data. 

The Race Online 2012 team also measured commitments from Partners, such as the number of Partners 

who have pledged to increase digital participation, the number of digital champions that Partners 

committed to create and the number of hours the online public pledged to give to help others online.  They 

also asked Partners to provide updates on the implementation of their pledges (called 'promises in action') 

that were published on the Race Online 2012 website.

http://raceonline2012.org/progress-update
http://raceonline2012.org/success-stories
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3.2. Influencing organisations to commit to increasing digital 

 participation 

The Digital Champion used a Partnership model to achieve change.  Organisations were encouraged to sign 

up to become ΨPartnersΩ ƻŦ wŀŎŜ hƴƭƛƴŜ нлмн and leverage their workforce and resources (communication 

and marketing channels; budgets; branch networks; technology skills; influence; service design) to promote 

and encourage digital participation. In order to become a Partner, organisations were required to make a 

ǇǳōƭƛŎ ŎƻƳƳƛǘƳŜƴǘΣ ƻǊ ΨǇƭŜŘƎŜΩ ƻƴ ǘƘŜ wŀŎŜ hƴƭƛƴŜ нл12 website. 

The Digital Champion had responsibility for an ΨExpert Task ForceΩ, a group originally established by Ofcom.  

It was made up of organisations with a remit or motivation to increase digital participation (such as UK 

Online Centres, Age UK, and the BBC in addition to Ofcom) and it became the responsibility of the 

Champion on appointment.  As these Experts were already committed to digital participation, the Digital 

Champion felt that she would have greater impact by taking the cause to organisations that were not yet 

engageŘ ǊŀǘƘŜǊ ǘƘŀƴ ǿƻǊƪƛƴƎ ǿƛǘƘ ǘƘŜ άŎƻƴǾŜǊǘŜŘέΦ  CƻǊ ǘƘƛǎ ǊŜŀǎƻƴ the Digital Champion discontinued the 

Task Force meetings and invited members to instead become Partners of Race Online 2012.20 

3.2.1. Making the case 

For private, public and charity organisations to sign up to the cause, the Digital Champion and Race Online 

2012 team recognised that they needed to be able to demonstrate the business case for how digital 

participation could benefit them specifically. This data did not exist, so the Digital Champion commissioned 

PricewaterhouseCoopers (PwC) tƻ ŀǎǎŜǎǎ ǘƘŜ ΨŘƛƎƛǘŀƭ ŘƛǾƛŘŜƴŘΩ of a Networked Nation to UK PLC which was 

published in their report, The Economic Case for Digital Inclusion in October 2009.  

The report highlighted that the potential benefits of digital participation are significant. The total economic 

benefit from getting everyone in the UK online is estimated to be over £22bn. Government could save an 

estimated £900mn per year if all the adult non-internet users made just one digital transaction each month 

instead of using a traditional channel.  

Benefits of internet use are also seen in the employment market. Internet access increases the number of 

available opportunities and value of employment: jobs are increasingly advertised online, they tend to 

require ICT skills, and people with good ICT skills earn between 3% and 10% more than people without such 

skills.  There are also benefits to houǎŜƘƻƭŘǎΥ ŎƘƛƭŘǊŜƴΩǎ ŜŘǳŎŀǘƛƻƴŀƭ ǇŜǊŦƻǊƳŀƴŎŜ Ŏŀƴ ōŜ ƛƳǇǊƻǾŜŘ ōȅ ƘƻƳŜ 

access to a computer and household savings can be made through online banking and shopping.  For 

further detail see 6.2.  

The Digital Champion used the report to bring the case to the attention of leaders in the public, private and 

third sectors in the UK. The Champion sought influence at the highest levels and was ambitious about who 

was approached: Prime Ministers, government Ministers, senior Civil Servants and the Chief Executives of 

influential companies in the UK were targeted and a copy of the report was also sent to all Members of 

Parliament. The Digital Champion also spread the message at many industry conferences such as the 

National Digital Conferences, held annually in May and at the annual conferences of charity umbrella 

organisations. 

In addition ǘƻ ŎƻƳƳƛǎǎƛƻƴƛƴƎ ǘƘŜ tǿ/ ǊŜǇƻǊǘΣ ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴ ŜǎǘŀōƭƛǎƘŜŘ ŀ ΨtŜƻǇƭŜΩǎ ¢ŀǎƪ CƻǊŎŜΩ. 

aŜƳōŜǊǎ ƻŦ ǘƘŜ tŜƻǇƭŜΩǎ ¢ŀǎƪ CƻǊŎŜ ƘŀǾŜ ŀƭƭ ŜȄǇŜǊƛŜƴŎŜŘ ŘƛƎƛǘŀƭ Ŝxclusion and are able to speak 

compellingly about how the internet has improved their lives.  (See 6.3 for a profile of one of the 

                                                      
20

 http://www.21stcenturychallenges.org/focus/the-digital-inclusion-task-force/  

http://raceonline2012.org/sites/default/files/resources/pwc_report.pdf
http://www.21stcenturychallenges.org/focus/the-digital-inclusion-task-force/
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members.)  As such they were able to help test and inform ideas through workshops and focus interviews 

and also help represent the campaign at meetings and events.  For example, they attended a meeting with 

the Digital Champion and the Prime Minister, David Cameron, in July 2010.  

3.2.2. Recruiting Partners 

Having made the case for Partners, the Digital Champion and Race Online 2012 team commenced Partner 

recruitment in early 2010. They initially sought the commitment of ten organisations which they expected 

to have the right incentives, capability and capacity to take action to increase digital participation: 

Microsoft, Google, Comet, MoneySupermarket.com, BBC, Sky, BT, McDonalds, Skype and TalkTalk.  These 

are private companies and, with the exception of the BBC, have no formal role in addressing digital 

participation.  (The BBC has a statutory duty to promote media literacy.)  The Champion wanted to 

introduce new organisations to the cause and could provide a case for their involvement.  The Digital 

Champion approached the Chief Executives of these organisations directly and met with them individually 

to highlight the benefits of digital participation for their organisations. Once initial interest was expressed, 

the Race Online 2012 team followed up to develop the partnership and commitment further. 

The Digital Champion and Race Online 2012 team encouraged PartnersΩ ŎƻƳƳƛǘƳŜƴǘ by proving that 

increasing internet use was aligned with their own organisational objectives. The team tailored the 

message to each of these Partners, with examples including: 

¶ Channel shift ς many organisations are moving services online and increasing digital participation 

will enable them to serve as many customers as possible through this channel. 

¶ Growth ς the ƻŦŦƭƛƴŜ ŎƻƳƳǳƴƛǘȅ ǊŜǇǊŜǎŜƴǘ ŀ ƭŀǊƎŜ ΨƎǊŜŜƴ ŦƛŜƭŘΩ ƳŀǊƪŜǘ ƻŦ ƴŜǿ ŎǳǎǘƻƳŜǊǎΣ ŀƴŘ ǘƘŜ 

internet is a new way of engaging with them. 

¶ Corporate social responsibility (CSR) ς increasing digital participation fits into the CSR agenda of 

many organisations. 

¶ Efficiency ς serving and supporting the offline population via traditional channels is expensive and 

digital participation can reduce this cost. This is particularly relevant for the public sector that 

serves all members of society. Better use of technology and the internet can also increase an 

ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ŜŦŦƛŎƛŜƴŎȅ ŀƴŘ ƛƳǇǊƻǾŜ ǘƘŜ ǉǳŀƭƛǘȅ ƻŦ ǎŜǊǾƛŎŜΦ 

The Digital Champion and Race Online 2012 team publicly launched their Partner programme in March 

2010.  They announced an aspiration of 10,000 Race Online 2012 Partners and they were able to 

communicate the ten Partners already on board when they launched.  This created a sense of scale and 

momentum.   

Following the launch, the Digital Champion and Race Online 2012 team approached a broad range of 

organisations asking them to become Partners.  They issued letters from the Digital Champion to the Chief 

Executives of the top 350 FTSE quoted companies, requesting meetings, and targeted specific Partners in 

the public and charitable sectors, such as the Department for Work and Pensions and charitable funders 

(see 6.6). Again, the Digital Champion and Race Online 2012 team tailored the message for each 

ƻǊƎŀƴƛǎŀǘƛƻƴ ŀƴŘ ŜƴǎǳǊŜŘ ǘƘŜȅ ƭƛƴƪŜŘ ǘƘŜ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ƻōƧŜŎǘƛǾŜǎ ǘƻ ŘƛƎƛǘŀƭ ǇŀǊǘƛŎƛǇŀǘƛƻƴΦ 

As well as direct recruitment, all organisations were invited to become Partners by making a pledge on the 

Race Online 2012 website. 
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Making pledges 

Race Online 2012 could not control Partner actions, so the intention was that, by asking Partners to make a 

public pledge a greater level of accountability would ensue.  Race Online 2012 worked directly with the 

initial ten Partners and with other large organisations that they had recruited to support the definition of 

their pledges and provide challenge. 

Other Partners defined their own pledges and Race Online 2012 provided some examples of activities that 

organisations could undertake (such as inspiring employees and customers to become digital champions, 

supporting existing digital participation programmes, or spreading the message about the importance of 

digital participation).   

3.2.3. Supporting and challenging Partners 

The Digital Champion and the Race Online 2012 team supported Partners to take action by publishing 

recommendations and providing challenge, supporting selected Partners on a one-to-one basis and 

connecting Partners to each other.   

Making recommendations and providing challenge 

Following the publication of the Ψ9ŎƻƴƻƳƛŎ /ŀǎŜ ŦƻǊ 5ƛƎƛǘŀƭ tŀǊǘƛŎƛǇŀǘƛƻƴΩ ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴ ŀƴŘ Race 

Online 2012 team developed a series of recommendations for Partners to adopt in order to increase digital 

participation. 

The Digital Champion presented these recommendations, together with 

information on the benefits of digital participation, in the Manifesto for a 

Networked Nation, launched by the Prime Minister at Downing Street in July 2010. 

The manifesto identified three categories of work required to increase digital 

participation: inspire, encourage and support.  

¶ άTo ƛƴǎǇƛǊŜ ƳƻǊŜ ǇŜƻǇƭŜ ǘƻ Ǝƻ ƻƴƭƛƴŜέ - to demonstrate the relevance and benefits of the internet. 

¶ άTo ŜƴŎƻǳǊŀƎŜ ǇŜƻǇƭŜ ǘƻ Ǝƻ ƻƴƭƛƴŜ ŀƴŘ ǊŜǿŀǊŘ ǘƘŜƳ ŦƻǊ ŘƻƛƴƎ ǎƻέ - to encourage government to 

make some services only available on the internet.  

¶ άTo ǎǳǇǇƻǊǘ ǘƘƻǎŜ ǿƘƻ ƴŜŜŘ ŀ ƘŜƭǇƛƴƎ ƘŀƴŘέ - to provide 

cheaper or free access and training. 

The manifesto listed thirty-four recommendations across these 

categories for a range of stakeholders such as private organisations, the 

Cabinet Office, Local Authorities, social housing providers, and internet 

service providers.  

As well as the Networked Nation Manifesto (intended as a document for 

all potential Partners) the Digital Champion and Race Online 2012 team 

have published recommendations for specific sectors or in relation to 

particular demographics in Ψcase booksΩ. These publications provide a 

business and / or social case with examples of what others have done and 

recommendations for action.  

In February 2011 Race Online 2012 published the Survive and Thrive Case Book, 

showcasing examples of how charities can make the best use of technology to raise money, deliver services 

and network. 

http://raceonline2012.org/sites/default/files/resources/manifesto_for_a_networked_nation_-_race_online_2012.pdf
http://raceonline2012.org/sites/default/files/resources/manifesto_for_a_networked_nation_-_race_online_2012.pdf
http://raceonline2012.org/sites/default/files/resources/survive__thrive_-_charity_sustainability_through_technology.pdf
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Getting On, a case book specifically focusing on how to help older people get online, was published in 

August 2011.  

In November 2011 Race Online 2012 published a business case for social housing providers, DIGITAL BY 

DEFAULT 2012: the case for digital housing.  This was endorsed by forewords from the CEOs of the 

Chartered Institute of Housing, Peabody (one of the oldest and largest housing associations in London), 

Affinity Sutton (a national housing association), UK Online Centres and the Chair of the National Housing 

Federation, Lord Matthew Taylor.  

In addition to these reports, the Digital Champion and Race Online 2012 team have challenged 

organisations and sectors by: 

¶ responding to public consultations;  

¶ writing to Government Ministers and other leaders; 

¶ presenting at industry conferences; 

¶ writing in the press; and  

¶ publishing their own blogs.   

For example, the Race Online 2012 team presented the housing business case to the Housing Minister who 

subsequently convened a summit, co-chaired by Race Online 2012, and attended by key stakeholders 

including UK Online Centres, housing providers, Local Authorities and the Department for Work and 

Pensions.  Following the summit, the Housing Minister issued a ministerial communiqué to all housing 

provider CEOs with more than 1,000 properties, urging them to improve digital capability, consult the social 

housing business case, collaborate with local Race Online 2012 Partners, use existing free tools and 

resource, and promote low-cost technology options.  The Digital Champion has also written articles in the 

housing press and delivered the key note speech at the National Housing Federation Annual Conference 

highlighting the importance of online access for social housing tenants. 

The main sectors targeted (housing, charities, accessibility, and welfare) were selected as they are close to 

the over-represented groups in the offline population ς the over 65s, those living in social housing, those 

with a disability, and those who are unemployed.  Organisations in these sectors are best placed to help 

people online and can also benefit significantly from better use of technology and the internet themselves.    

Providing direct support 

By the end of 2010 Race Online 2012 had over 1,000 Partners committed to the cause.  At this point, Race 

Online 2012 felt their efforts would be better spent supporting Partner delivery rather than recruiting 

additional Partners and the focus shifted.  Throughout 2011 the team has provided advice, ideas and 

challenge to Partners, using their pledges or published recommendations to hold organisations to account.  

PartnersΩ ǇǊƻƎǊŜǎǎ Ƙŀǎ ōŜŜƴ ƘƛƎƘƭƛƎƘǘŜŘ ƻƴ ǘƘŜ wŀŎŜ hƴƭƛƴŜ нлмн ǿŜōǎƛǘŜ ŀǎ 'promises in action' ς case 

ǎǘǳŘƛŜǎ ƻƴ tŀǊǘƴŜǊǎΩ ŀŎǘƛǾƛǘƛŜǎ ǘƻ ƛƴŎǊŜŀǎŜ ŘƛƎƛǘŀƭ ǇŀǊǘƛŎƛǇŀǘƛƻƴ. 

Examples of particular support activities include: 

¶ Working closely with Local Authorities running local campaigns to encourage digital participation 

(see section 3.3.2 for further details) 

¶ Working with technology Partners to develop affordable PC and internet connection packages 

¶ Supporting the Department for Culture, Media and Sport to increase the impact of its eAccessibility 

forum  

http://raceonline2012.org/sites/default/files/resources/getting_on_august_2011.pdf
http://www.housing-technology.com/dbd_order.php
http://www.housing-technology.com/dbd_order.php
http://raceonline2012.org/success-stories
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¶ Supporting UK Online Centres with the preparation and presentation of a business case for £30m of 

additional funding 

¶ Supporting UK Online Centres with its work in the social housing sphere ς specifically the Digital 

Housing Hub (a social network website to help housing providers hone their digital strategies); the 

Digital Deal (digital capability models where Partners invest together to help social housing tenants 

online); and the Digital Housing Survey of housing providers. 

¶ Running focus workshops with Partners, such as Google and Microsoft, to build understanding of 

their customers prior to new product development. 

Connecting Partners 

The Race Online 2012 team did not have capacity to support each Partner in the development and 

implementation of its own action plan. The team was, however, in a position to broker relationships 

between Partners, many of which may not have come together in the past.  Race Online 2012 organised 

regular meetings known as ΨLittle DŜǘ ¢ƻƎŜǘƘŜǊǎΩ and Ψ.ƛƎ DŜǘ ¢ƻƎŜǘƘŜǊsΩ to bring Partners together. The 

intention was that, working jointly Partners could co-create and deliver plans themselves, leveraging the 

resources, capacity and capability from multiple organisations.  Particular sector groups have also been 

convened, such as homelessness charities and charity funders.  Lƴ ŀŘŘƛǘƛƻƴ ǘƻ ŀƳǇƭƛŦȅƛƴƎ tŀǊǘƴŜǊǎΩ ŀŎǘƛǾƛǘƛŜǎΣ 

convening Partners has the additional benefit of creating sustainability as these relationships could 

continue beyond the tenure of the Digital Champion. 

A key Partner that Race Online 2012 could connect with others was UK Online Centres, ǘƘŜ ¦YΩǎ ŘŜƭƛǾŜǊȅ 

network helping people to get online.  UK Online Centres have worked with Partners on marketing 

campaigns and to support training delivery on other PartnersΩ premises (see 6.4 for background 

information on UK Online Centres). 
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3.3. Encouraging digital participation activities at the grass roots 

Research showed that the biggest ōŀǊǊƛŜǊ ŦŀŎŜŘ ōȅ ǘƘŜ ƻŦŦƭƛƴŜ ǇƻǇǳƭŀǘƛƻƴ ǿŀǎ ǘƘŀǘ ǘƘŜ ƛƴǘŜǊƴŜǘ ǿŀǎ Ψƴƻǘ ŦƻǊ 

ǘƘŜƳΩ ς a motivational barrier.  Overcoming this would be most effective by engaging with people on a 

one-to-one basis, demonstrating how the internet could be for them and inspiring them to go online.  This 

meant that activities at the local level were critical to increasing digital participation.   

Race Online 2012 encouraged activities in local communities by promoting local digital champions and local 

campaigns.   

3.3.1. Local digital champions 

The offline population is hard to reach: those offline do not receive digital messages and, as many are also 

socially excluded, receive fewer messages through other media.  Also these people are more likely to 

misunderstand or underestimate the benefits for being online as they are not tech-savvy.  Many of them 

need to be inspired to go online and they are most likely to respond positively with face to face contact in a 

familiar location.  In order to create a network of people to provide this personalised support (but with no 

additional funding), the Digital Champion and Race Online 2012 team promoted the concept of local Ψdigital 

championsΩ ς internet users who could be a trusted face for offline people and help them to overcome 

barriers, particularly motivational ones, to getting online.  They could also show how the internet is 

uniquely beneficial to offline individuals for their own personal interests and hobbies (see 6.5). The notion 

of this role existed in various organisations, but the Race Online 2012 team wanted to raise the status of 

the role and create a network between them. 

In the past training courses were the most common resource offered as support.  Here the champion was 

asking the general public, rather than experts, to be informal trainers as it was felt that their skills, together 

with the enthusiasm they could generate, would be enough to help people take the first step online.  Local 

digital champions would create a new delivery network across the country. 

The Digital Champion asked Partners to recruit local digital champions from their own organisations and 

specify how many they would seek to create.  Members of the public (internet users) were also asked to 

sign up to become digital champions online: http://champions.go-on.co.uk/.  Toolkits, training and other 

resources have been developed by the Race Online 2012 team, UK Online Centres, the Engine Group and 

other Partners to support local digital champions. 

Online users are easier to reach than the offline population.  As internet users, Race Online 2012 could 

communicate with them online, as well as through other channels, making communications cheaper and 

more effective.  The Race Online 2012 team and its Partners have set up a Facebook community group and 

regularly use Twitter to communicate to digital champions and Partners. 

 

 

http://champions.go-on.co.uk/


  

 

 

 
Copyright © 2012 Capgemini Consulting. All rights reserved. Page 24 

 

   

3.3.2. Local campaigns 

Race Online 2012 recommended localised campaigns to break down the national challenge into more 

manageable parts. The team approached Local Authorities and sought to tie the issue of digital 

participation into local objectives.  The Race Online 2012 team published a Go ON Places strategy 

describing how it aimed to leverage the support of national Partners at a local level and inspire digital 

champions to άget active wherever they live, work or play.21έ A key national Partner in driving the Go ON 

Places initiative was UK Online Centres.  Through their local delivery network and community capacity 

builder programme (now called Community Hubs), UK Online Centres are in a position to support and co-

ordinate Partners at a local level.  BT and Citizens Online also complemented Go ON Places with community 

investments made as part of their Get IT Together programme.  

There are four pillars to the strategy:  

1- Digital Infrastructure - Removing affordability as a barrier by increasing access to low cost 
hardware and connectivity for the most disadvantaged people and charities in local areas. 

2- Local spaces Increasing the number and range of local places where people offline can get 
sustained support to build their digital capability 

3- Digital champions Recruiting and supporting a thriving local network of digital champions so that 
sustainable one-to-one support is available in every neighbourhood 

4- Marketing/ PR Developing a strong local marketing campaign to promote the benefits of being 
online and inspire people to take up the support on offer 

Cities with a high relative proportion of people who had never used the internet were targeted.  Local 

initiatives have taken place in Barnsley, Bridlington, Sheffield, Manchester, Leeds, and Liverpool.  Examples 

of these local campaigns are described in more detail in section 4.3.2. 

                                                      
21

 http://raceonline2012.org/places  

http://raceonline2012.org/sites/default/files/resources/go_on_places_strategy_1311.pdf
http://raceonline2012.org/places
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3.4. Raising awareness of the importance of digital participation 

In addition to influencing organisations to commit to increasing digital participation the Digital Champion 

sought to raise awareness of the cause generally.  This was done through PR, marketing campaigns, and by 

promoting assets and collateral that could be used to unite digital participation initiatives. 

3.4.1. Media coverage 

To generate media coverage, the Digital Champion and Race Online 2012 team ensured that they gave the 

media reason to talk about the campaign. They made the topic more engaging when they changed the 

message to be one of benefits for all (rather than disadvantages for the minority) and they made their 

activities newsworthy. For example, they made bold statements of ambition (see the quote below); they 

secured appointments from Prime Ministers; they launched their manifesto at 10 Downing Street; and they 

got support from high profile Partners.   

The media is interested in the Digital Champion as a person: MLF has a reputation as a credible business 

woman, an interesting personal history and individual appeal making her and her activities newsworthy in 

their own right. While this provided advantages, (giving the cause a higher profile than in the past), MLF 

and her team were careful to manage her personal brand, ensuring focus was on the cause and the bigger 

picture, not her as an individual. 

Relationships with the media were carefully managed with different media organisation being approached 

according to the target audience at the time (leaders of organisations, the offline population or the online 

population). Race Online 2012 had no direct marketing budget, so the team had to be creative in how PR 

was generated and call on PartnersΩ to leverage their own marketing channels and budgets.  Partners were 

asked to raise awareness of the importance of digital participation by communicating to their employees 

and their customers. 

3.4.2. Marketing campaigns 

Race Online 2012 helped to rŀƛǎŜ ŀǿŀǊŜƴŜǎǎ ƻŦ ǘƘŜ ŎŀƳǇŀƛƎƴǎ ƻŦ ǘƘŜƛǊ tŀǊǘƴŜǊǎ ǎǳŎƘ ŀǎ !ƎŜ ¦YΩǎ ΨƛǘŜŀ ŀƴŘ 

ōƛǎŎǳƛǘǎ ǿŜŜƪΩ22 and 5ƛƎƛǘŀƭ ¦ƴƛǘŜΩǎ Ψ{ƛƭǾŜǊ {ǳǊŦŜǊǎΩ 5ŀȅǎΩ23.  

In October 2011 Race Online 2012 worked with three key strategic partners ς the BBC, UK Online Centres 

and the Engine Group ς ǘƻ Ǌǳƴ ǘƘŜ ΨDƻ hb DƛǾŜ ŀƴ IƻǳǊΩ ŎŀƳǇŀƛƎƴΣ ǘƘŜ ƭŀǊƎŜǎǘ ŘƛƎƛǘŀƭ ǇŀǊǘƛŎƛǇŀǘƛƻƴ 

campaign to date.  This campaign marked a shift from previous campaigns for two reasons.  Firstly, it was 

wŀŎŜ hƴƭƛƴŜ нлмнΩǎ ŦƛǊǎǘ ŎƻƴǎǳƳŜǊ ŦŀŎƛƴƎ ŎŀƳǇŀƛƎƴΦ  The Race Online 2012 team were already promoting 

digital champions but, to this point, the team had concentrated on working through Partners to recruit 

                                                      
22

 !ƎŜ ¦Y Ƙƻǎǘ ŀƴ ŀƴƴǳŀƭ ΨƛǘŜŀ ŀƴŘ ōƛǎŎǳƛǘǎ ǿŜŜƪΩΣ ŘǳǊƛƴƎ ǿƘƛŎƘ ŜǾŜƴǘǎ ŀǊŜ ƘŜƭŘ ŀŎǊƻǎǎ ǘƘŜ ŎƻǳƴǘǊȅ ǇǊƻǾƛŘƛƴƎ L¢ ǘǊŀƛƴƛƴƎ 
(as well as tea and biscuits) to older people. 
23

 DiƎƛǘŀƭ ¦ƴƛǘŜΩǎ ŀƴƴǳŀƭ Ψ{ƛƭǾŜǊ {ǳǊŦŜǊǎΩ Řŀȅǎ ŜƴŎƻǳǊŀƎŜ ǇŜƻǇƭŜ ŀƴŘ ƻǊƎŀƴƛǎŀǘƛƻƴǎ ƻǇŜƴ ǘƘŜƛǊ ŘƻƻǊǎ ŀƴŘ ƎƛǾŜ ƭƻŎŀƭ ƻƭŘŜǊ 
people a taste of what the digital world has to offer them. 

ñWe shouldnôt be satisfied when we reach 75% penetration of the internet, we should be 

satisfied when we reach a 99% penetration because then we really do create something special 

and powerful within a societyò 

Martha Lane Fox, March 2010 interview fƻǊ ά{ǳǇŜǊtƻǿŜǊΥ 5ƛƎƛǘŀƭ Dƛŀƴǘǎέ  
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champions from amongst Partner staff and customers.  The Give an Hour campaign was a step change in 

the scale of digital champion recruitment, with Partner activity backed by a national consumer campaign 

targeting the public at large.  Secondly, it was the first national digital participation campaign to target the 

offline community.  (Both the BBC and UK Online Centres had their own annual campaigns ς First Click and 

Get Online weeks respectively ς that targeted the offline population.)  Marketing could now be directed at 

internet users and, given that the online population are much easier to reach than the offline, meant that 

the potential impact of any campaign could be greater.   

The Go ON Give an Hour ŎŀƳǇŀƛƎƴ ŀǎƪŜŘ ǇŜƻǇƭŜ ǘƻ ΨƎƛǾŜ ŀƴ ƘƻǳǊΩ and help someone online at the end of 

British Summer Time, on 30th October 2011, when the UK gains an hour as the clocks go back.  The 

campaign communication objectives were to: 

¶ Inspire a wider group of people to help others to use the internet 

¶ Recruit these people to join the digital champion network so that, post 2012, Partners can 
continue to promote local action 

¶ Support the network to take immediate action (by providing updated tools, tips and information 
focused on removing the three barriers to participation: affordability, IT skills and motivation) 

¶ Increase equity of Go ON (see 3.4.3ύ ǎƻ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŦǊƻƳ ŀƭƭ tŀǊǘƴŜǊǎ Ƙŀǎ ǘƘŜ ƴŜŎŜǎǎŀǊȅ ΨŎǳǘ-
ǘƘǊƻǳƎƘΩ ƛƴ a noisy market to the target audience. 

 

The campaign included radio, television and print editorial endorsed by celebrities. It targeted the 12 

million people24 who are most likely to use their spare time to help a friend or family member, and those 

who are more likely to know a member of the offline community. 

 

¢ƘŜ ../Ωǎ ŀŘƻǇǘƛƻƴ ƻŦ DƛǾŜ ŀƴ IƻǳǊ ōǳƛƭǘ ǘƘŜ Ŝǉǳƛǘȅ ƻŦ ǘƘŜ ŎŀƳǇŀƛƎƴ.  Its involvement substantially 

increased the visibility ŀƴŘ ŀǿŀǊŜƴŜǎǎ ƻŦ ǘƘŜ ŎŀƳǇŀƛƎƴ ŀƴŘ tŀǊǘƴŜǊǎ ŎƻǳƭŘ ōŜƴŜŦƛǘ ŦǊƻƳ ǘƘŜ ΨƘŀƭƻ ŜŦŦŜŎǘΩ 

that was generated.  Race Online 2012 leveraged the communications channels of their Partners to amplify 

the messaging, providing collateral to support it.  Partners held events coinciding with the campaign, in 

many cases supported by UK Online Centres, which provided hardware and training on site. 

3.4.3. Uniting collateral 

At the outset, the Digital Champion identified that there were multiple badges, campaigns, brands, days 

and weeks in the UK that were all broadly about helping people to go online.  However they were not 

clearly linked.  The Digital Champion and Race Online 2012 team felt this 

was confusing for the offline population. 

With the aim of uniting initiatives, Race Online 2012 

developed and promoted the Go ON badge.  (This 

was originally commissioned by Ofcom and then, 

following negotiations, provided pro bono by 23red 

as part of their Race Online 2012 Partner pledge.)  It 

was promoted as a label that all stakeholders 

involved in increasing digital participation could attach to their campaigns alongside their own logos and 

brands. Race Online 2012 developed a toolkit including badges, widgets, website banners, images and text 

characters to be used on t-shirts, posters, mugs, badges, websites, flyers and other marketing material. 

                                                      
24

 According to Institute for Volunteering Research 41% of adults volunteered formally in 2008/09 and most 
volunteers were typically 35-49 year old women in higher or lower managerial positions.  See here for further 
information 

http://www.ivr.org.uk/Volunteering+stats#who
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3.5. Providing advice to Government on digital public services 

Having secured a formal remit to advise the Government on its provision of digital services, the Digital 

Champion commissioned research (provided by Transform, part of the Engine Group) and developed 

ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ŦƻǊ ǘƘŜ ŦǳǘǳǊŜ 5ƛǊŜŎǘƎƻǾΣ ǘƘŜ DƻǾŜǊƴƳŜƴǘΩǎ ƻƴƭƛƴŜ ǎŜǊǾƛŎŜǎ ǇƻǊǘŀƭ. The Digital Champion 

shared the findings and recommendations in the report άDIRECTGOV 2010 AND BEYOND: REVOLUTION 

NOT EVOLUTIONέ25 which was published in October 2010.  The recommendations were to: 

1- Make Directgov the government front end for all departments' transactional online services to citizens 
and businesses, with the teeth to mandate cross government solutions, set standards and force 
departments to improve citizens' experience of key transactions.  

2- Make Directgov a wholesaler as well as the retail shop front for government services and content by 
mandating the development and opening up of Application Programme Interfaces (APIs) to third 
parties.  

3- Change the model of government online publishing, by putting a new central team in Cabinet Office in 
absolute control of the overall user experience across all digital channels, commissioning all 
government online information from other departments.  

4- Appoint a new CEO for Digital in the Cabinet Office with absolute authority over the user experience 
across all government online services (websites and APIs) and the power to direct all government 
online spending. 

In essŜƴŎŜΣ ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴ ǊŜŎƻƳƳŜƴŘŜŘ ǘƘŀǘ ǇǳōƭƛŎ ǎŜǊǾƛŎŜǎ ǎƘƻǳƭŘ ōŜ ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ ǿƘƛŎƘ 
would be possible by simplifying and strengthening services to improve the quality of online channels. 

The Digital Champion and her team have been supporting the Cabinet Office to implement these 
recommendations.  For example, two members of the Race Online 2012 team were seconded to the 
Cabinet Office and the Digital Champion supported the Cabinet Office in the recruitment of an Executive 
Director for Digital.  The Executive Director for Digital leads the newly formed Government Digital Service 
(GDS) ς the central team recommended by the Digital Champion.  

Information on the impact of this work is provided in section 4.5. 

                                                      
25

 Letter from the Digital Champion to Francis Maude with report, Oct 2010, here  

http://raceonline2012.org/sites/default/files/resources/martha_letter_to_francis_maude.pdf
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3.6. Timeline 

The timeline below charts the key events over the two and a half years that the Digital Champion has been 

in post.  In summary: 

¶ RESEARCH AND STRATEGY DEVELOPMENT: The first 6 months (July ς December 2009) was spent 

researching the issue and environment, generating insights and defining the strategy for increasing 

digital participation.  The Digital Champion changed the message about digital participation to be 

one of benefits for all, rather than disadvantages for the minority and set about influencing 

organisations to take action, encouraging activity at the grass roots and raising awareness. 

¶ PARTNER RECRUITMENT: 2010 was spent selling the cause to organisations, securing their 

commitment, and providing recommendations for action in publications such as the Networked 

Nation Manifesto.  Relationships were nurtured, especially those with central government so that 

ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ǊŜƳƛǘ ǿŀǎ ŜȄǇŀƴŘŜŘ ǘƻ ƛƴŎƭǳŘŜ ŀŘǾƛǎƛƴƎ ƎƻǾŜǊƴƳŜƴǘ ƻƴ ŘƛƎƛǘŀƭ ǇǳōƭƛŎ 

services. 

¶ SUPPORTING DELIVERY; LEAVING A LEGACY: 2011 was focused on supporting organisations to 
translate their commitments into action, and providing more targeted recommendations (for 
example, for charities and social housing providers).  Particular focus was paid to supporting 
activities at the grass roots, promoting digital champions and encouraging Go ON Places.  The 
Digital Champion and members of the team also worked closely with the Cabinet Office to support 
the implementation of the recommendations on the future of digital public services. 
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Dec 2009

2010 Strategy 
and Plan 
published

Apr 2010

MLF 
appointed UK 
Digital 
Champion by 
Gordon 
Brown

Feb 2010

-tŜƻǇƭŜΩǎ ¢ŀǎƪ CƻǊŎŜ 
appointed

Jun 2010

MLF appointed 
UK Digital 
Champion by 
David Cameron

Jul 2010

Networked 
Nation 
Manifesto 
launched at 
Downing St

Feb 2011

Survive and 
Thrive: Charity 
Casebook 
published

Jun 2011

Getting ON- Manifesto for 
Older people published

Go ON Places strategy launched

Oct 2011, 

Give an Hour Campaign

Get Online Week (UK Online)

Dƻ hb ƛǘΩǎ [ƛǾŜǊǇƻƻƭ

Mar 2010

-Partner Programme 
started

-Pledges open

-Top 10 Partners  
targeted (Google, 
Skype, Comet, 
Three, BBC...)

Apr 2010

- 2nd wave of Partner 
recruitment

May 2010

-3rd wave of Partner 
recruitment

Oct 2009

The Economic 
Case for Digital 
Inclusion, PWC, 
published

Jul 2010

- Big Get 
Together

Oct 2010

-Directgov 2010 
and Beyond: 
Revolution not 
Evolution 
published

Oct 2010

-Go ON badge

-Go ON Bridlington

-Get Online Week (UK Online)

May 2011

Partner commitment to 
recruit 100,000 digital 
champions announced at 
the National Digital 
Conference 2011

First quarterly data on the 
offline population 
published by ONS

Q4 
2011

Sep 2011

Go ON Leeds

RECRUIT PARTNERS SUPPORT DELIVERY AND LEAVING A LEGACY

June 2009,

MLF appointed Champion  for Digital Inclusion by Lord 
Carter

-Increase awareness

-Promote digital services

-Monitor risks of exclusion

Nov 2011

Digital by Default: 
Social housing 
Casebook published

Dec 2010

Race Online 2012 strategy 
for 2011 agreed with 
Partners

RESEARCH & DEVELOP 
STRATEGY
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4. Evaluating the impact of the Digital Champion and Race 

Online 2012   

This section assesses the impact of the Digital Champion and Race Online 2012 in terms of how effectively 

they: 

¶ defined and launched a programme of work (4.1); 

¶ influenced organisations to commit to increasing digital participation (4.2); 

¶ encouraged digital participation activities at the grass roots (4.3);  

¶ raised awareness of the importance of digital participation (4.4); and 

¶ advised the Government on digital public services (4.5). 

To assess overall effectiveness, it also comments on: 

¶ the change in the target outcome (the size of the offline population) (4.6); and 

¶ the sustainability of the agenda (4.7). 

A summary of impact and lessons learnt is provided at the start of each subsection. 

4.1. Defining and launching a programme of work  

Summary of impact: By setting a clear goal and providing leadership the Digital Champion has provided 

focus for the agenda and there is evidence that initiatives in the space have converged. There is also 

evidence that the Digital Champion made the topic more appealing by developing new positive messages 

on the benefits of digital participation. By proving that it was relevant to a wider range of organisations 

than had been engaged in the past, the Champion has created the potential for large scale change. 

The Digital Champion and Race Online 2012 team supplemented their capacity by commissioning work on a 

pro bono basis where specialist skills were required.  £2.2mn worth of pro bono support was donated to 

supplement the £3mn of funding. 

They also ensured a better understanding of the size and shape of the offline population by successfully 

lobbying ONS to collect more detailed data more regularly (every 12 weeks).   

Lessons learnt: Those interviewed commented that the Digital Champion and the Race Online 2012 team 

could have been better at communicating their role.  

The team monitored the size and shape of the offline population and measured commitments (for example 

number of Partners).   They decided not to implement a detailed measurement framework to assess 

tŀǊǘƴŜǊǎΩ impact as they did not wish to divert PartnersΩ attention away from delivery.  Instead they asked 

Partners to provide updates on implementation in the form of 'promises in action'.  Some additional light 

touch measures could have provided a quantitative understanding of tŀǊǘƴŜǊǎΩ impact on the offline 

population: for example, a pro bono study of a small sample of Partners could have been commissioned to 

examine the impact attributable to Race Online 2012Ωs recommendations and support.  Without such 

measures it is very difficult to isolate the teamΩs impact on the final outcome. 

http://raceonline2012.org/success-stories
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4.1.1. Conducting research and developing insights 

As part of defining and launching the work, the Digital Champion developed new messages for digital 

participation which focused on the benefits for all rather than the disadvantages for a minority.  This had 

two critical positive consequences: 

¶ It ensured that the motivational ΨƛǘΩǎ ƴƻǘ ŦƻǊ ƳŜΩ ōŀǊǊƛŜǊ ς the most common and persistent barrier 

ς became a focus in addition to the affordability and IT skills barriers.  Activities to get people 

online that took account of the type of behaviour change required had greater potential for 

success. 

¶ It created the potential for large scale change.  Making the issue relevant to all meant that there 

was the opportunity to secure support from a broad range of organisations and this, in turn, could 

create the capacity required to bring about large scale behavioural change. 

ά¢ƘŜȅ ƘŀǾŜ ƳŀŘŜ ƛǘ ƳǳŎƘ ƳƻǊŜ ƛƴǘŜǊŜǎǘƛƴƎΦ  ¢ƘŜ ǘƻǇƛŎ ǿŀǎ ǎƻ ŘǊȅ ōŜŦƻǊŜΦέ  Race Online 2012 Partner. 

4.1.2. Formulating a strategy and launching a campaign 

In setting a goal ς to help millions more adults online by 2012 ς and launching a campaign ς Race Online 

2012 ς the Digital Champion provided focus and there is evidence that initiatives in the space converged.  

For example, information on access points is now connected between UK Online Centres, libraries, the BBC 

and Digital Unite. 

Partners have commented that the clarity the Digital Champion brought to the agenda was refreshing and 

that they were pleased to fall in behind something big with momentum.  One Partner commented that, 

άώǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴϐ Ƙŀǎ ōŜŜƴ ǎƻ ŜŦŦŜŎǘƛǾŜ ǘƘŀǘ ǿŜΩǾŜ ǎǇŜƴǘ Ƴƻǎǘ ƻǳǊ ǘƛƳŜ ǿƻǊƪƛƴƎ ƛƴ ǘƘƛǎ ŀǊŜŀ ŜǾŜƴ 

though our digital inclusion organisational goals are broader.έ    

Not all Partners agreed that the focus was the right one (for example, it could have included children or it 

could have been about frequency of use, not just the first use), but it provided clear direction and a simple 

message behind which Partners could unite. 

A risk of being so focused and clear in the ambition statement is that organisations who disagree may 

disengage and wider knowledge and understanding is lost from the agenda.  The Digital Champion and 

Race Online 2012 team mitigated this risk to an extent by targeting Partners they felt could bring most to 

ǘƘŜ ŎŀǳǎŜΣ ƎƛǾŜƴ ǘƘŜ ǘŜŀƳΩǎ ƭƛƳƛǘŜŘ ŎŀǇŀŎƛǘȅΦ  IƻǿŜǾŜǊΣ ǎƻƳŜ ƳŜƳōŜǊǎ ƻŦ wŀŎŜ hƴline 2012 question 

whether they could have kept some organisations a little closer, without detriment to the clarity of the 

mission.  

4.1.3. Managing a programme 

Planning and communications 

The Digital Champion and Race Online 2012 strived for transparency, publishing multiple strategy 

documents and monthly highlight reports describing retrospective activities on the Race Online 2012 

website.  Despite this, the role of the team and their capacity was not always clear to Partners. 

It would have been helpful for Partners and Race Online 2012 team members themselves if there was a 

single, up to date document in the public domain that describes the role of the team, the key streams of 

work, and how the team operates. 
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Leveraging the funding 

The Digital Champion was successful in commissioning specialist services from organisations on a pro bono 

basis to supplement the £3mn funding.  An estimated £2.2mn worth of services were provided, ranging 

from marketing support to event sponsorship and the creation of assets.  The majority of the support 

(estimated £1mn) was provided for marketing and communications, in particular around the Go ON Give an 

Hour campaign and at key points in the campaign, such as the launch of the Networked Nation Manifesto.   

The Race Online 2012 team also leveraged its funding by using a partnership model.  The value of 

partnership activity has not been calculated but certainly runs into many millions.  (Indeed in some cases it 

is not possible to value Partner activity.  For example, an advertising equivalent value of ǘƘŜ ../Ωǎ ŜŘƛǘƻǊƛŀƭ 

support cannot be defined as it is a public service broadcaster.)  Critically, Partner marketing activity, along 

with the pro bono services provided by the Engine Group and other agencies, enabled Race Online 2012 to 

deliver its awareness raising programme with no direct marketing spend.   

Whilst important to supporting the Race Online 2012 team to deliver, pro-bono support comes with 

challenges too.  Whilst the work had been commissioned, the fact that it was pro bono meant there was no 

firm commercial agreement in place ς the relationship was informal and based on goodwill.  Both the Race 

Online 2012 team and the organisations providing the support have found that this has resulted in more 

effort from both sides than they feel would have been the case if a commercial contract had been in place.  

The Race Online 2012 team has reflected that, in some cases, it may have been better to ask Partners for 

money with which they could then have formally commissioned support. 

Monitoring progress 

In order to better understand the offline population the Race Online 2012 team convinced ONS to collect 

more detailed data more regularly (every 12 weeks).  This data is important for understanding the shape 

and size of the target group and therefore helping to ensure that digital participation activities are tailored 

to the audience.  This change in the data collection was a big achievement for the Race Online 2012 team.   

Data on the size of the offline population, however, does not provide a direct measure of the Race Online 

нлмн ǘŜŀƳΩǎ ƛƳǇŀŎǘ.  (The size of the offline population is affected by many factors).  The team measured 

commitments (for example number of Partners) but they decided not to implement a detailed 

measurement framework to assess tŀǊǘƴŜǊǎΩ impact as they did not wish to divert PartnersΩ attention away 

from delivery.  Instead they asked Partners to provide updates on implementation in the form of 'promises 

in action' that were published on the Race Online 2012 website.  Some additional light touch measures 

could have provided a quantitative understanding of tŀǊǘƴŜǊǎΩ impact on the offline population: for 

example, a pro bono study of a small sample of Partners could have been commissioned to examine the 

impact attributable to Race Online 2012Ωs recommendations and support.  Without such measures it is very 

difficult to isolate the teamΩs impact on the final outcome.  
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4.2. Influencing organisations in all sectors to commit to increasing digital 

 participation 

Summary of impact: The Digital Champion secured commitment by tailoring the digital participation 

benefits ǘƻ ǎǘŀƪŜƘƻƭŘŜǊΩǎ ǎǇŜŎƛŦƛŎ objectives, be they in the public, private, or voluntary sector.  Over 1,300 

organisations have become Partners of Race Online 2012 and have made pledges to drive digital 

participation within their sphere of influence.  The team has increased delivery capacity by bringing more 

organisations into the agenda than had been engaged previously, and they have accelerated and amplified 

tŀǊǘƴŜǊǎΩ ŘŜƭƛǾŜǊȅ ōȅ ǇǊƻǾƛŘƛƴƎ ǎǳǇǇƻǊǘ ŀƴŘ ŎƻƴƴŜŎǘƛƴƎ ǇŀǊǘƴŜǊǎ.   

Lessons Learnt:  To guide Partner action the Digital Champion and Race Online 2012 team made 

recommendations.  They found that it was important to provide recommendations at the launch of any 

campaign, to ensure that any surge of interest created is maintained.  In addition, recommendations were 

most compelling when they were tailored to particular sectors or demographics and provided alongside 

case studies, illustrating the impact that others had achieved.  The Race Online 2012 team found that 

making recommendations alone was not enough and both resources and direct support were required to 

increase the likelihood of adoption.  By providing toolkits and selectively supporting Partners that could 

have the greatest impact, the case for implementation could be made and the barriers to implementation 

reduced.   

4.2.1. Recruiting Partners  

Partner recruitment began in earnest in March 2010.  Those recruited directly who were interviewed for 

this study were unanimously complimentary about their engagement with the Digital Champion on an 

individual level, ŎƻƳƳŜƴǘƛƴƎ ƻƴ a[CΩǎ ŎƘŀǊƳΣ Ƙƻǿ ǿŜƭƭ ǎƘŜ ƭƛǎǘŜƴǎ ǘƻ ǘƘŜƳ ŀƴŘ ŀǇǇǊŜŎƛŀǘŜǎ ǘƘŜƛǊ ƻǿƴ 

objectives and needs, her thoughtfulness (for example, re-tweeting posts to help raise the profile of 

tŀǊǘƴŜǊǎΩ ƛƴƛǘƛŀǘƛǾŜǎύ ŀƴŘ ƘŜǊ ǿƛƭƭƛƴƎƴŜǎǎ ŀƴŘ ŀǇǘƛǘǳŘŜ ǘƻ ŎƘŀƭƭŜƴƎŜΦ 

άMLF Ƙŀǎ ŀ ǳƴƛǉǳŜ ŀōƛƭƛǘȅ ǘƻ ŎƘŀǊƳ ŀƴŘ ƪƛŎƪ ƛƴ ƻƴŜ ǎŜƴǘŜƴŎŜΦέ  Race Online 2012 Partner 

 άMLF has been very smart at matching organisationsΩ objectives to the cause.έ  Race Online 2012 Partner 

The Digital Champion and Race Online 2012 team were also praised by many interviewees for their energy, 

passion ŀƴŘ ǘŜƴŀŎƛǘȅ ŀƴŘ ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ŀōƛƭƛǘȅ ǘƻ ŜƴƎŀƎŜ ǿƛǘƘ ŀ broad spectrum of people 

successfully was commented on (from public to private organisations; leaders to people at the grass roots). 

άL ǿŀǎ ƳƻǘƛǾŀǘŜŘ ōȅ [the Digital ChampionΩǎ] presentation at the National Housing Federation conference in 

September to enǎǳǊŜ ǘƘŀǘ Ƴȅ ƻǊƎŀƴƛǎŀǘƛƻƴΣ DǳƛƴƴŜǎǎ bƻǊǘƘŜǊƴ /ƻǳƴǘƛŜǎ Ƨƻƛƴǎ ǘƘŜ ŎŀƳǇŀƛƎƴΦέ  Race Online 

2012 Partner 

 άbƻ ƻƴŜ Ŏŀƴ Ŧŀƛƭ ǘƻ ōŜ ŜƴǘƘǳǎŜŘ ōȅ ώǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴϐ.έ Race Online 2012 Partner 

Number and profile of Partners 

To date, over 1,300 Partners have signed up to become Partners and made pledges ς a significant number 

given the size of the Race Online 2012 team (between 4 and 12 people).  Whilst this falls short of the 

aspiration for 10,000 Partners ς announced to inspire action ς those interviewed did not criticise the team 

for being bold.  

The graph below shows that the monthly numbers of Partner pledges peaked in July 2010, when the 

Networked Nation manifesto was launched by the Prime Minister at 10 Downing Street.   
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2ndwave of 
partner 
recruitment

David Cameron 
appoints 
Champion

Network Nation 
Manifesto launch

CƛǊǎǘ /ƭƛŎƪ κΨDƻ 
hƴƭƛƴŜ ǿŜŜƪΩ ND11

 

Graph: Number of Race Online 2012 pledges by month, March 2010 ς October 2011.  Number of pledges is 

equivalent to the number of Partners. 

The graph below shows that the main sector to make pledges has been the charitable sector (over 300 

Partners) followed by IT services firms (over 280 Partners) ς two sectors that were already particularly 

active in increasing digital participation before the appointment of the Digital Champion.  Partners in both 

of these sectors tend to be small with approximately 100 employees on average, with notable exceptions 

being large corporations such as BT (92,600 FTEs in the Group worldwide26), Capita (46,500 employees 

worldwide27), Sky (16,500 employees28), TalkTalk (over 4,000 employees29). 

There are over 160 public sector Partners and these are, on average, the largest organisations to have 

made pledges (350 employees on average). These Partners cover a broad spectrum ranging from Central 

Government departments such as the Department for Work and Pensions and the Department of 

Communities and Local Government, to local councils, schools and libraries and publicly funded bodies 

such as training organisations.   

122 organisations in the rest of the private sector (other than IT services firms) have become Partners.  

While this number may seem low compared to the total sector size, it is worth noting that digital 

participation is not obviously part of interest to most organisations in the private sector and they are 

unlikely to have been heavily engaged in the agenda prior to the appointment of the Digital Champion.  

Examples of Partners in this category are large retailers or entertainment companies whose customer base 

overlaps significantly with the offline population, such as John Lewis and Mecca Bingo.   

Combined, these organisations have an employee base of many hundreds of thousands and their customer 

base is likely to be many times this size, providing significant potential reach. 

The full listing of Race Online 2012Ωs partners and their pledges can be found here. 

                                                      

26
 BT Group annual report 2011 

27
 http://www.capita.co.uk/about-us/pages/ourpeople.aspx 

28
 http://corporate.sky.com/about_sky/key_facts_and_figures 

29
 TalkTalk Group annual report 2011 

http://raceonline2012.org/partners
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Graph: Partners by sector and average organisation size (measured by employee number) 

 

Graph: Where did you hear about Race Online 2012? 

The majority of Partners heard about Race Online 2012 either through word of mouth, the press or directly 

from the Digital Champion. 

4.2.2. Supporting Partners to take action 

This subsection covers recommendation adoption and implementation; pledge implementation; and 

connecting Partners. 

4.2.2.1. Recommendation adoption and implementation  

The Networked Nation Manifesto made nine high level recommendations for organisations in the UK. The 

table below provides commentary on the adoption rate.  Some of these recommendations are to a broad 

audience (for example, leaders from all sectors) and the full extent of recommendation adoption is not 

possible to assess.  (The Digital Champion influences others to take action and the intention is that they 

take action independently for the most part.)  In these cases, examples of adoption have been provided.  
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The Race Online 2012 team found that it was important to provide recommendations at the launch of any 

campaign, to ensure that any surge of interest created is maintained.  In addition, recommendations were 

most compelling when they were tailored to particular sectors or demographics and provided alongside 

case studies, illustrating the impact that others had achieved (as provided in the case books ς see section 

3.2.3.)   The team have reflected that it would have been helpful if the case books had been published 

earlier on in the campaign.  

The Race Online 2012 team also found that making recommendations alone was not enough and both 

resources and direct support were required to increase the likelihood of adoption.  See section 4.2.2.2 for 

information. 
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Ref Recommendation Evidence of adoption 

1 Leaders at every level of industry, 

government and the charitable 

sector should embed manifesto 

challenges into corporate plans 

and make Race Online 2012 

pledges by the end of 2010 

¶ Measure 

Over 1,300 organisations have become Race Online 2012 Partners and over 100 Partners have recently 

provided updates on their pledge implementation (called 'promises in action' and published on the 

Race Online 2012 website).   

¶ Examples 

There are examples of where Partners have embedded digital participation goals in their corporate 

plans (such as the Post Office and John Lewis Partnership) and other Partners referenced this 

recommendation in their pledge.  For example: άWe want to help our customers access the benefits of 

technology and the internet and to help them overcome any barriers that may stop them doing this. To 

help support this we have said in our corporate plan that we will do all we can to ensure that our homes 

have access to the internet by 2015.έ  Extract from the pledge of a housing provider 

¶ Assessment of Progress 

1,300 organisations from a broad cross-section of sectors have become Partners of Race Online 2012 

and, in doing so, made a public pledge to increase digital participation.  This is a significant number of 

Partners given the size of the team (4-12 people).   

Several of the Partners are large, high profile organisations in with significant influence and have 

embraced the digital participation fully, making major investments and showing willingness to lead the 

agenda in the future.   

2 Industry and media Partners 

should develop specific strategies 

to communicate the positive 

benefits of the internet to the 10 

million potential new online 

¶ Measure 

The Race Online 2012 team achieved over £24m30 of press coverage (both highlighting the benefits of 

internet use and commenting on digital public services) secured either pro bono or through Partner 

sponsorship.   

                                                      
30

 Source: Race Online 2012 using Gorkana.  Value calculated as 3 x the equivalent advertisement rate 

http://raceonline2012.org/success-stories
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customers ¶ Examples 

The BBC has been a key partner of Race Online 2012 culminating in the Go ON Give an Hour campaign 

in October 2011 which focused heavily on the benefits of internet use. 

Race Online 2012 has recruited some important media Partners including, Hearst, The Mirror, ReaderΩs 

5ƛƎŜǎǘΣ ŀƴŘ ²ƻƳŜƴΩǎ ²ŜŜƪƭȅΦ  wŀŎŜ hƴƭƛƴŜ нлмн ǊŜƎǳƭŀǊƭȅ ŎƻƳƳǳƴƛŎŀǘŜ ǘƘŜ ōŜƴŜŦƛǘǎ ƻŦ ǘƘŜ ƛƴǘŜǊƴŜǘ 

through these Partners including through regular columns in several titles. 

There is also evidence of Partners communicating the benefits of the internet in their marketing 

material.  TalkTalk, for example, has put a benefits message (rather than a service improvement 

message), central to the local marketing for its exchange rollout programme. 

¶ Assessment of Progress 

Partners cited raising awareness as the key achievement of the Digital Champion and Race Online 2012 

team and the messages the team promote are all framed positively. 

3 Funding organisations should 

develop plans to do more to 

support charities, social 

enterprises and community groups 

to raise awareness of the benefits 

of internet use to the people that 

they serve 

¶ Measure 

The Big Lottery Fund is very supportive, but there has been no notable progress with other funding 

organisations or change to funding guidelines (the latter due regulatory restrictions.) 

¶ Examples 

The Race Online 2012 team increased focus on this recommendation in 2011. In January 2011 they held 

a roundtable with key funders (between them distributing £1Bn funding p.a.) from across the UK (see 

section 6.6).  They published the Survive and Thrive case book for charities in February 2011.  They also 

ŎƻƴǾŜƴŜŘ ƘƻƳŜƭŜǎǎƴŜǎǎ ŎƘŀǊƛǘƛŜǎ ŀǘ ǘƘŜ ŜƴŘ ƻŦ нлммΦ  /ƻƳƛŎ wŜƭƛŜŦ ǿŜƴǘ ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ ƛƴ нлмм ŀƴŘ 

is supporting other charities to do the same as part of their Partner pledge. 

The Big Lottery Fund has committed to moving towards a ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ application process and 

has also supported the work of Race Online more broadly, for example, by promoting the charities case 

book. 

¶ Assessment of Progress 
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The relationship with the BLF is excellent, but the relatively recent publication of the case book means 

the full impact is yet to be seen. 

4 Government should expect people 

to use some key online public 

services and signpost those that 

need help to local web access and 

training points. 

 

Specifically for DWP: 

4.2 DWP should introduce an 

expectation that people of 

working age should apply for 

benefits online and have the 

skills to look for, and apply for, 

work online. They should work 

with Race Online 2012 

Partners to provide support to 

those that need it.  

4.3 Race Online 2012 Partners 

should support work by DWP 

that is ensuring that no-one 

enters retirement unable to 

use the internet. 

¶ Measure 

60 Local Government organisations made pledges to Race Online 2012.  This is in context of 

approximately 150 large Local Authorities in the UK and many thousands of town and parish councils. 

¶ Examples 

¢ƘŜ /ŀōƛƴŜǘ hŦŦƛŎŜ Ƙŀǎ ŀŘƻǇǘŜŘ ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩΣ ŀǎ ŀŘǾƛǎŜŘ ōȅ a[C ƛƴ ƘŜǊ 5ƛǊŜŎǘƎƻǾ ǊŜǇƻǊǘΦ  CǊŀƴŎƛǎ 

Maude the Cabinet Office Minister has stated that "If it can be done digitally it should be done digitally 

by default."31  See section 4.5 ŦƻǊ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ŀŘǾƛŎŜ ǘƻ 

Government on digital public services. 

Iaw/ ǇǳōƭƛǎƘŜŘ ŀ Ŏƻƴǎǳƭǘŀǘƛƻƴ ǇŀǇŜǊ ƛƴ !ǳƎǳǎǘ нлмм ǘƛǘƭŜŘ Ψ5ƛƎƛǘŀƭ ōȅ 5ŜŦŀǳƭǘΩ ŎƻƴǎƛŘŜǊƛƴƎ άthe next 

ǎǘŜǇǎ ƛƴ ƳŀƪƛƴƎ IŜǊ aŀƧŜǎǘȅΩǎ wŜǾŜƴǳŜ ŀƴŘ /ǳǎǘƻƳΩǎ όIaw/Ωǎύ wŜƎƛǎǘǊŀǘƛƻƴ ²ƛȊŀǊŘ ǘƘŜ ŘƛƎƛǘŀƭ ōȅ 

default channel to get set up for the main direct business taxes (Corporation Tax, Income Tax Self 

!ǎǎŜǎǎƳŜƴǘκ/ƭŀǎǎ н bL/ǎΣ t!¸9ύΦ Lǘ ƛǎ ǇŀǊǘ ƻŦ ǘƘŜ άhƴŜ /ƭƛŎƪέ ǇǊƻƎǊŀƳƳŜ ƻŦ ǿƻǊƪ ƛƴ Iaw/ ǘƻ ŀŎŎŜƭŜǊŀǘŜ 

the move to delivery of services through online channelsΦέ 

In relation to the specific DWP recommendations: 

Iain Duncan Smith, the Secretary of State for Work and Pensions, wrote to the Digital Champion shortly 

after the publication of the manifesto to confirm his ongoing support32: 

άI intend that we develop a comprehensive programme of activity [to get customers online] and I hope 

that your team can continue to support my officials in doing so. In parallel, and as our online services 

expand, we will increase the expectation that customers will access them online rather than by other 

channels.έ 

Since then DWP have taken several steps towards implementation. They have identified 6 activities to 

                                                      
31

 http://www.wired.co.uk/news/archive/2011-12/08/public-services-need-to-be-digital-by-default Extract from the Ministerôs speech at the launch of GDS 

32
 http://raceonline2012.org/sites/default/files/resources/dwp_ids_letter_21_july.pdf 

http://www.wired.co.uk/news/archive/2011-12/08/public-services-need-to-be-digital-by-default
http://raceonline2012.org/sites/default/files/resources/dwp_ids_letter_21_july.pdf
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save money by making online services their preferred channel: 

1- aƻǾŜ WƻōǎŜŜƪŜǊΩǎ !ƭƭƻǿŀƴŎŜ ƻƴƭƛƴŜ 

2- Move State Pension Applications online 

3- Publish the first annual data on JobǎŜŜƪŜǊΩǎ !ƭƭƻǿŀƴŎŜ ŀƴŘ {ǘŀǘŜ tŜƴǎƛƻƴ ŀǇǇƭƛŎŀǘƛƻƴǎ ŎƻƳǇƭŜǘŜŘ 

online 

4- Put benefit advice and make common benefits enquires available online 

5- To significantly improve WƻōǎŜŜƪŜǊΩǎ !ƭƭƻǿŀƴŎŜ ƻƴƭƛƴŜ ōȅ Ŧǳƭƭȅ ŀǳǘƻƳŀǘƛƴƎ ŀǘ ƭŜŀǎǘ тр҈ ƻŦ ǘƘŜ 

processes, with the remainder still requiring a value- added intervention from staff, by June 2012 

6- LƴŎǊŜŀǎŜ ǘƘŜ ǇǊƻǇƻǊǘƛƻƴ ƻŦ WƻōǎŜŜƪŜǊΩǎ !ƭƭƻǿŀƴŎŜ ŎƭŀƛƳǎ ƳŀŘŜ ƻƴƭƛƴŜ ǘƻ ул҈Σ ōȅ {ŜǇǘŜƳōŜǊ нлмо 

DWP has also embraced digital champions.  See recommendation 7. 

 

To support the objective of ensuring that no-one enters retirement unable to use the internet, 

Unionlearn launched the ΨGo ON get a lifelineΩ campaign.  The campaign sought to work with employers 

who were making people redundant, offering early retirement, or redeploying people to ensure that 

these people were offered digital skills as part of transitional programmes.  This underpinned the DWP 

ambition across many employers, especially in the public sector. 

¶ Assessment of Progress 

{ƻƳŜ tǊƻƎǊŜǎǎΦ ¢ƘŜ ƳƻǾŜƳŜƴǘ ǘƻǿŀǊŘǎ ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ ƛƴ ǘƘŜ /ŀōƛƴŜǘ hŦŦƛŎŜΣ 5²t ŀƴŘ Iaw/ ƛǎ ŀ 

significant shift for Central Government and a major achievement for the Digital Champion and her 

team.   

Local Government is currently out of scope of ǘƘŜ ΨŘƛƎƛǘŀƭ ōȅ ŘŜŦŀǳƭǘΩ ǇǊƻƎǊŀƳƳŜ ōǳǘ there are some 

early signs of adoption by local authorities and the new gov.uk has user location services embedded in 

its architecture.  

5 We should expect adults starting 

informal or formal education, 

training and welfare to work 

programmes to have basic IT skills 

¶  Measure 

Not measured as part of this report. 

¶ Examples 
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The Department for Business, Innovation and Skills (BIS) has agreed to use future guidance on informal 

adult learning to make it an expectation of informal adult learning that online course materials are used 

to supplement practical course learning.   Those without basic IT skills will be signposted to community 

access and learning centres for support.   

The Department for Work and Pensions has not mandated that everyone on the Work Programme 

must have basic IT skills as the programme is focussed on the outcome of finding people work rather 

than any specific training.  However, work programme providers do, in practice, make basic IT skills 

training a core offer of their support 

¶ Assessment of Progress 

Some progress.  BIS is setting the expectation in guidance on informal training and Work Programme 

providers generally provide basic IT training for those that need it.  However, as yet, there is as yet no 

firm guarantee that adults starting informal or formal education, training and welfare to work 

programmes have basic IT skills.   

6 Race Online 2012 Partners from all 

sectors should develop a package 

of rewards for going online and 

passing on web skills 

¶ Measure 

There are now digital champion qualifications available providing recognition and skills for volunteers 

who help get people online.  

There are no reward packages that we have identified for going online.   

¶ Examples 

Learn Direct and Digital Unite both promote training and qualifications for digital champions.  See 

section Error! Reference source not found. and section for details. 

¶ Assessment of Progress 

Rewards in the form of qualifications are available for those who help others online.  However, there 

has been no clear adoption of the recommendation to develop rewards for going online.  The Race 

Online 2012 team is conducting further research to understand what incentives or rewards would be 

appropriate for new web users.   
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7 People must know where they can 

find local web access and/or 

training points and where they can 

go to get assistance with any 

online only public services, 

supported by local digital 

champions in every community 

To make this happen: 

¶ Organisations should 

encourage their employees 

to be local digital 

champions 

¶ Local digital champions 

should work with local 

authorities, UK Online 

Centres, Age UK and public 

libraries to signpost local 

facilities 

Specifically for DWP: 

7.1 ... Central and Local 

Government should ensure that 

there are local digital champions in 

all... 750 Jobcentre Plus offices... 

by the end of 2010. 

This recommendation assumes a sizable network of local web access and training points is available 

which is the case in the UK.  There is a network of 3,800 community based UK Online Centres. There is a 

PeoplesΩ Network in public libraries funded by the Big Lottery Fund - a network of 30,000 public access 

internet enabled PCs.  (90% offer free access and 10% offer access at very low cost.) Moreover, in 

January 2012 ǘƘŜ {ƻŎƛŜǘȅ ƻŦ /ƘƛŜŦ [ƛōǊŀǊƛŀƴǎ ƳŀŘŜ ǘƘŜ Ψbŀǘƛƻƴŀƭ 5ƛƎƛǘŀƭ tǊƻƳƛǎŜΩΣ committing them to a 

providing a minimum level of digital resources to the public across the 4,000 libraries in Wales, England 

and Northern Ireland. This promise includes free internet access in every library, staff trained to help 

people get online, the ability to join a library via the web, and access to a virtual library online 24 hours 

a day, 7 days a week.  

¶ Measure:  

We have not polled the public to assess whether they are aware of local web access and training point 

as part of this research.   

However, a proxy measure for this recommendation is the number of digital champions that have been 

recruited: 

Over 11,000 members of the online public have signed up to the digital champions database, an 

estimated 300,000+ people said they would  help someone online as a result of the Go ON Give an Hour 

campaign and over half of the 100,000 digital champions that Partners committed to recruit have been 

created.  

¶ Examples 

DWP has a digital champion in each of their Jobcentre Plus branches (820).  There is a digital champion 

in each Mecca Bingo hall (100) and John Lewis is in the process of creating digital champions for all of 

its branches.   Capita is the single biggest contributor of champions to the digital champion database, 

with over 1,000 signed uǇ ǘƘǊƻǳƎƘ ƛǘǎ Ψ/ƭƛŎƪΣ ƛǘΩǎ ōŜǘǘŜǊ ƻƴƭƛƴŜΩ ƛƴƛǘƛŀǘƛǾŜΦ  Post Office has committed to 

using its network to signpost people to local internet access and support. 

¶ Assessment of Progress 

Many thousands of digital champions now exist, including those specifically recommended in Jobcentre 



  

 

 
 

Copyright © 2012 Capgemini Consulting. All rights reserved. Page 43 

 

   

Plus offices.  How effectively they are supporting others has not been measured, but tools and 

qualifications are in place to support them. 

Better information on access points is also now available as data from UK Online Centres, the BBC, 

Digital Unite and libraries is now all on a single database. 

8 We should work towards ensuring 

that people should have easy and 

affordable access to the internet in 

the same way they can access 

water and electricity or gas 

¶ Measure 

A computer package is now available for under £100.  The market for internet connectivity is 

considered one of the most competitive and Europe.   

¶ Examples 

 Race Online 2012 worked with Microsoft UK to develop an affordable PC package.  The £95 Microsoft 

and Remploy packages included user guides, software, telephone support, antivirus systems, warranty, 

hardware and, where appropriate, accessibility mechanisms (for visually impairments etc). Remploy 

and Partners IT completed the refurbishments for Microsoft. 

In Liverpool, wŀŎŜ hƴƭƛƴŜ нлмн ǿƻǊƪŜŘ ǿƛǘƘ CǊŜŜǊǳƴƴŜǊ ŀǎ ǇŀǊǘ ƻŦ Dƻ hb ƛǘΩǎ [ƛǾŜǊǇƻƻƭ ǘƻ ŎǊŜŀǘŜ ŀƴ 

affordable wifi offer going to social housing tenants in Liverpool Mutual Homes. 

The Digital Champion has not focused on other devices that could be used for web access. Some 

Partners have questioned whether encouraging access via traditional devices (PCs) was right given that 

people increasingly use mobile devices - laptops, mobile phones and tablets. 

The Digital Champion has not focused on broadband coverage or price given the role of Broadband 

delivery UK (BDUK)33. Compared to the EU connectivity in the UK is reasonably cheap and competition 

in the market is healthy. The price connectivity is not a significant driver of the financial barrier.   

The Race Online 2012 team has worked with the social housing sector to highlight the need for a 

sustainable, affordable solution for the social housing sector and, following the publication of  its 

business case for digital housing, ƛǎ ŘǊƛǾƛƴƎ ŘŜƭƛǾŜǊȅ ƻŦ IƻǳǎƛƴƎ aƛƴƛǎǘŜǊ DǊŀƴǘ {ƘŀǇǇǎΩ Ŏŀƭƭ ŦƻǊ ŀ Ψ5ƛƎƛǘŀƭ 

5ŜŀƭΩ ŦƻǊ ǎƻŎƛŀƭ ƘƻǳǎƛƴƎ ǘŜƴŀƴǘǎ - a joint investment framework where partners (including local 

                                                      
33

 BDUK http://discuss.bis.gov.uk/bduk/  

http://raceonline2012.org/node/3203
http://discuss.bis.gov.uk/bduk/
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authority and housing providers) invest together to get social tenants online and deliver quantifiable 

financial and social benefits.    

¶ Assessment of Progress 

The availability of a PC for under £100 with software and support is a step forward, but demand is not 

as high as it could be, potentially due to lack of awareness.  Partners questioned whether PCs, as 

opposed to mobile internet devices, were the most appropriate technology. 

The development of the Digital Deal for social housing tenants, if successful, would help to establish 

ƛƴǘŜǊƴŜǘ ŀŎŎŜǎǎ ŀǎ ǘƘŜ ΨŦƻǳǊǘƘ ǳǘƛƭƛǘȅΩ ŀƴŘ ǇǊƻǾƛŘŜ ŀƴ ƛƴǾŜstment framework for implementation.  

9 We should ensure that products 

and services are usable and 

accessible for older and disabled 

people 

¶ Measure 

No holistic measure available. 

¶ Examples 

The Race Online 2012 turned its attention to accessibility in 2011 with the publication of Getting On ς 

the manifesto for older people ς and through work with the UK GƻǾŜǊƴƳŜƴǘΩǎ !ŎŎŜǎǎƛōƛƭƛǘȅ ŦƻǊǳƳ - 

eAccessibility forum (eAF) in the Department for Culture, Media and Sport (DCMS).  Race Online 2012 

has provided suggestions to the strengthen Ŝ!CΩǎ function, and DCMS has since launched a website and 

forum to better engage members. 

¶ Assessment of Progress 

Unclear (as no measure available). 

One Partner was disappointed that the Champion had not focused more on accessibility, feeling that 

the broader group of offline people were less in need of support. 
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4.2.2.2. The success of implementing pledges  

Having launched a campaign and made a splash, the Digital Champion and Race Online 2012 team had 

effectively sparked the interest of hundreds of organisations, large and small, many of whom were 

contacting the team asking for support.  As a result, towards the end of 2010 the Race Online 2012 team 

felt that, rather than focusing on recruiting more Partners, it could have more impact by supporting 

partners to deliver.   

Given the size of the team, Race Online 2012 supported most Partners indirectly (by producing guidance 

and toolkits) and only provided direct support to the largest, most influential and most engaged Partners.  

On reflection it would have been helpful for the team to have some of the off-the-shelf support and 

thought leadership more readily available when the campaign was launched to risk initial interest dropping 

off if it is not clear what organisations can do to help. 

For those Partners that they worked with directly, the Race Online 2012 team found more support than 

anticipated was required to convert Partner intent into action.  By asking Partners to make pledges, the 

wŀŎŜ hƴƭƛƴŜ нлмн ǘŜŀƳ ƘŀŘ ǘǊƛŜŘ ǘƻ ǎŜŎǳǊŜ ŀƴ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ commitment to the challenge.  Whilst this was 

better that having no pledge at all, in reality, many of the pledges lacked specificity and negotiating the 

actual commitment was time consuming for a small team.   

Expectations of Partners and the Race Online 20120 team were also different.  The Race Online 2012 team 

was entirely focused on digital participation whereas Partners will always have other priorities.  Several 

Partners interviewed commented on how demanding the Race Online 2012 team has been.  This is positive 

in that Partners did more to support the cause than originally intended, but risks disengagement if Partners 

are pushed too far.  It can make for an uncomfortable relationship.  

άώwŀŎŜ hƴƭƛƴŜ нлмнϐ ŀǎƪ ƘǳƎŜ ŀƳƻǳƴǘǎ ƻŦ tŀǊǘƴŜǊǎ ŀƴŘ ŀǊŜ ƴƻǘ ǇŀǊǘicularly mindful of the fact that a lot of 

Partners are commercial organisations with business objectives running alongside... they lack commercial 

ŀǿŀǊŜƴŜǎǎ ŀƴŘ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǿƘŀǘ ǘƘŜȅΩǊŜ ŀǎƪƛƴƎ ǳǎ ǘƻ Řƻ.έ Race Online 2012 Partner. 

Another Partner stated that, άǘƘŜƛǊ ŦƻŎǳǎ ƛǎ ŀŘƳƛǊŀōƭŜΣ ōǳǘ ǘƘŜȅ ŀǎƪ ǘƻƻ ƳǳŎƘ.  We have other things we 

ƘŀǾŜ ǘƻ ŘƻΦέ 

Other Partners were extremely complimentary about the support provided. 

άώwŀŎŜ hƴƭƛƴŜ нлмн ǘŜŀƳ ƳŜƳōŜǊϐ Ƙŀǎ ǊŜŀƭƭȅ ƘŜƭǇŜŘ ǳǎ ǘƻ ƛŘŜƴǘƛŦȅ ǿƘŀǘ ǿŜ ŎƻǳƭŘ Řƻ ς theȅΩǾŜ ōŜŜƴ ƎǊŜŀǘΦέ  

Race Online 2012 Partner 

It would have been helpful if both Partners and Race Online 2012 had been more explicit about what they 

were expecting and able to do and what support they required, if any.   

Working with Partners directly moved Race Online 2012 further into the delivery space than was originally 

intended ς something the Digital Champion was very conscious of and keen to mitigate: άLΩƳ Ŏƻƴǎǘŀƴǘƭȅ 

ǘŜƭƭƛƴƎ ώǘƘŜ wŀŎŜ hƴƭƛƴŜ нлмн ǘŜŀƳϐ ǘƻ ƎŜǘ ƻǳǘ ƻŦ ŀŎǘƛǾƛǘƛŜǎΣ ƴƻǘ ƎŜǘ ƛƴέΦ  At times it meant there was some 

ŎƻƴŦǳǎƛƻƴ ƻǾŜǊ wŀŎŜ hƴƭƛƴŜ нлмнΩǎ ǊƻƭŜ ŀƴŘ ŀ ǉǳŜǎǘƛƻƴ ƻǾŜǊ ŘǳǇƭƛŎŀǘƛƻƴΦ  

The overall success with which Partners have converted their pledges into action is not known.  'Promises 

in action' have provided updates on the activities of some of the largest Partners but there is much more 

Partner activity underway.  There will be many instances where organisations (Partners or not) are using 

the Go ON collateral, and Race Online 2012 ideas, without the Digital Champion being aware that it is 

happening: indeed, this is the long-term goal.  Whilst this is extremely positive, it means tracking activities 

and measuring impact will underestimate the true scale.   

http://raceonline2012.org/success-stories
http://raceonline2012.org/success-stories
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There are many organisations that have fully embraced the digital participation agenda and done much to 

support the Race Online 2012 campaign, details of which can be seen in section Error! Reference source 

not found..  In general, the Race Online 2012 team have been impressed and amazed at the amount of 

support provided by Partners in what is a challenging economic environment.   

Partners themselves have not measured their impact on the offline population in most cases. (The offline 

population are not necessarily straightforward to identify and they may not be the only or main target 

ƎǊƻǳǇ ŦƻǊ ŀ tŀǊǘƴŜǊΩǎ ŀŎǘƛǾƛǘƛŜǎύΦ  9ȄŀƳǇƭŜǎ ƻŦ ǘƘƻǎŜ ǘƘŀǘ ƘŀǾŜ ƳŜŀǎǳǊŜŘ ǘƘŜƛǊ ƛƳǇŀŎǘ ƛƴŎƭǳŘŜΥ 

¶ Digital Unite estimates that ΨƻǾŜǊ ǘƘŜ ȅŜŀǊǎΩ ƻǾŜǊ мрлΣллл ƻƭŘŜǊ ǇŜƻǇƭŜ ƘŀǾŜ ŜƴƎŀƎŜŘ ǿƛǘƘ ŘƛƎƛtal 

technologies through the Silver Surfers events34.   

¶ Age UK estimate that 3,500 people ƻƭŘŜǊ ǇŜƻǇƭŜΣ άdiscovered the social side of the internet by 

attending training eventsέΣ ǎǳŎƘ ŀǎ ǘƘŜƛǊ ΨƳȅŦǊƛŜƴŘǎ ƻƴƭƛƴŜ ǿŜŜƪΩ35.  

¶ In their annual report36, UK Online Centres state that between 1 August 2009 and 31 March 2011 

they got 460,000 new people online, 390,000 of these between April 2010 and March 2011.  90,000 

new people went online during Get Online Week 2010.  

¶ Libraries estimate that they are helping 650,000 people online every quarter (including both people 

who have never been online as well as people who have tried it once or twice but have not started 

using the web in a confident way)37 

Many Partners were engaged in tackling digital exclusion prior to the appointment of the Digital Champion 

and it is not possible to know how successful these events and Partners would have been without the work 

of the Digital Champion and Race Online 2012. In interviews some Partners commented that, in many 

cases, their digital participation activities would have happened anyway, but that the Digital Champion had 

accelerated the initiatives and provided greater focus and direction. Having the Digital Champion as the 

ŦƛƎǳǊŜƘŜŀŘ Ƙŀǎ ŀƭǎƻ ƳŀŘŜ ǘƘŜ ŀƎŜƴŘŀ ŀƴ ŜŀǎƛŜǊ ΨǎŜƭƭΩ ǿƛǘƘƛƴ ǘƘŜir organisations and created interest and 

momentum amongst staff. 

άRace Online 2012 has massively accelerated and focused our efforts.έ wŀŎŜ hƴƭƛƴŜ нлмн tŀǊǘƴŜǊ. 

 

4.2.2.3. Connecting Partners  

Many Partners commented on the benefit of the introductions made by the Digital Champion and Race 

Online 2012 team at events such as ΨBig Get TogethersΩ and ΨLittle Get TogethersΩ, national digital 

conferences and roundtable events hosted by Race Online 2012. The Digital Champion believed that in 

order to create sustainable solutions (beyond the role of the Champion) it was important to create working 

groups with shared interests. These groups co-created solutions, designing new ways they could work 

together to increase digital inclusion.  

άThe Race Online 2012 team have been independent brokers, making relationships with thirty Partners 

easier to coordinate. They have mediated interests and aligned different objectives into a single focal 

pointΦέ wŀŎŜ hƴƭƛƴŜ нлмн tŀǊǘƴŜǊΦ 

                                                      
34

 http://silversurfers.digitalunite.com/  
35

 http://www.ageuk.org.uk/work-and-learning/technology-and-internet/events/myfriends-online-week/  
36

 UK Online annual report http://ctpr.org/wp -content/uploads/2011/03/UK-Online-Annual-Report-2000.pdf  

37
 Data provided my Mark Taylor, Head of Libraries, Arts & Heritage, Royal Borough of Windsor & Maidenhead 

http://silversurfers.digitalunite.com/
http://www.ageuk.org.uk/work-and-learning/technology-and-internet/events/myfriends-online-week/
http://ctpr.org/wp-content/uploads/2011/03/UK-Online-Annual-Report-2000.pdf
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The Digital Champion and Race Online 2012 team also felt ǘƘŜǊŜ ǿŀǎ ŀƴ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ƛƴǘǊƻŘǳŎŜ ΨǳƴƭƛƪŜƭȅ 

tŀǊǘƴŜǊǎΩΣ ǘƘƻǎŜ ǿƘƛŎƘ ƻǘƘŜǊǿƛǎŜ ǿƻǳƭŘ ƴƻǘ ƘŀǾŜ ǿƻǊƪŜŘ ǘƻƎŜǘƘŜǊΦ  

 άώThe Digital Champion] was insightful at bringing in new innovative PartnersΦέ Race Online 2012 Partner. 

For example, Microsoft, Three Mobile and Birmingham Library service have worked together to provide 

internet lessons with trusted faces in library borrowers homes.  In collaboration with Microsoft, Age UK is 

offering to take unwanted computer equipment and rebuild it.  Donated equipment will be used to support 

new technology users, local outreach programmes and Age UKΩs work to help older people experience the 

benefits of the net.  

4.3. Encouraging digital participation activities at the grass roots 

This section provides a view on the success with which Race Online 2012 encouraged activities in local 

communities by promoting digital champions and local campaigns. 

Summary of impact: The promotion of digital champions has significantly increased the potential 

availability and level of personalisation of support for the offline population.  Over 300,000 people 

(estimated38) were inspired to help others online as a result of the Go ON Give an Hour Campaign (see 

section 4.4.2 for further details on impact of the campaign) and over 50,000 champions are in place 

through Partner organisations.  

Local campaigns have also delivered focused activity to get people online through events and media 

coverage.  It is highly probable that this will increase participation, and data is now being collected to track 

impact in particular cities such as Leeds and Liverpool. 

                                                      
38

 Source: BBC audience research, campaign impact in field, 27 Oct ς 1 Nov 2011  



  

 

 

 
Copyright © 2012 Capgemini Consulting. All rights reserved. Page 48 

 

   

 

4.3.1. Local digital champions 

Asking the online public to become digital champions 

Recently (Q4 2011), Race Online 2012 asked internet users to sign up directly to be digital champions and 

help someone to get online as part of the Go ON Give an Hour campaign.  Over 11,000 hours of support 

had been pledged online by members of the public and over 300,000 (estimated39) were inspired to help 

someone online.   

The digital champion 

Facebook community40 

had 2,мтр ΨƭƛƪŜǎΩ όŀǎ ƻŦ 

December 2011) and it 

provides information 

to the online general 

public on what it 

means to be a digital 

champion.  The 

Facebook community 

provides an 

opportunity for digital 

champions to share 

their experiences 

which helps generate 

sustainability as they 

learn from each other 

and create a sense of 

momentum and scale. 
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 Source: BBC audience research, campaign impact in field, 27 Oct ς 1 Nov 2011 

40 http://www.facebook.com/digitalchampions  

http://www.facebook.com/digitalchampions
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Asking Partners to recruit digital champions: 

The Digital Champion and Race Online 2012 made a specific request to Partners to pledge to create digital 

champions in their organisations.  At the National Digital conference 2011 (Go ON:ND11) the Digital 

Champion announced that Partners had pledged to create a combined total of 100,000 digital champions41.   

Over 50,000 of these digital champions are in place and others are in the process of establishing the 

champions.  For some Partners, it was not clear what the digital champion role could or should be in their 

own organisation so it is taking longer for them to recruit and activate digital champions than anticipated. 

4.3.2. Local campaigns 

By breaking down the national challenge into smaller, local pieces and aligning more closely to local 

priorities Go ON Places exemplifies wŀŎŜ hƴƭƛƴŜ нлмнΩǎ approach on a local campaign scale. Originally 

piloted in Leeds and then Liverpool, the model (now called Go ON Get Local), is now being promoted by 

Broadband Delivery UK as an off-the-shelf approach to demand generation.  (Local Authorities applying to 

BDUK for funding to support the roll out of superfast broadband have to develop a demand programme to 

ensure the infrastructure is viable and sustainable.  See 6.7).  This has been a major success for Race Online 

2012 and helps ensure sustainability beyond the tenure of the Champion. 

CƻǊ ǎƻƳŜ [ƻŎŀƭ !ǳǘƘƻǊƛǘƛŜǎΣ ŘƛƎƛǘŀƭ ǇŀǊǘƛŎƛǇŀǘƛƻƴ ƭƛƴƪŜŘ ŘƛǊŜŎǘƭȅ ƛƴǘƻ ǘƘŜ ŀǳǘƘƻǊƛǘȅΩǎ ŘƛƎƛǘŀƭ ŘŜƭƛǾŜǊȅ ƎƻŀƭǎΦ CƻǊ 

others, digital participation needed to be tied into broader objectives, such as commercial growth. The 

local campaigns asked Partners to work together in communities to raise awareness, invite organisations to 

create and support digital champions and ensure that technology is accessible and affordable for all in the 

local area.   

Race Online 2012 worked closely with UK Online Centres, Leeds County Council and O2 (which is 

headquartered in the city) to deliver Go ON Leeds, a week-long series of events in September 2011 

encouraging people to go online for the first time. Events ranged from short, free and informal drop-in 

taster sessions hosted in UK Online Centres and libraries across the city to more structured, long-term 

learning programmes. Leeds invited residents of the city to become local digital champions.  On the Leeds 

City Council website it states: 

ά¢ƻ ōŜŎƻƳŜ ŀ ƭƻŎŀƭ ŘƛƎƛǘŀl champion you do not need technical skills just enthusiasm and a willingness to 

help others. Race Online 2012 and UK Online Centres are even offering help and support to those who think 

ǘƘŜȅ ƘŀǾŜ ǿƘŀǘ ƛǘ ǘŀƪŜǎ ǘƻ ōŜŎƻƳŜ ŘƛƎƛǘŀƭ ŎƘŀƳǇƛƻƴǎΦέ  

As with Leeds, ǘƘŜ wŀŎŜ hƴƭƛƴŜ нлмн ǘŜŀƳ ƘŜƭǇŜŘ ōǊƛƴƎ ǘƻƎŜǘƘŜǊ tŀǊǘƴŜǊǎ ǘƻ ŦƻǊ Dƻ hb ƛǘΩǎ ƭƛǾŜǊǇƻƻƭΣ 

working with the local economic development company, Liverpool Vision.  Aligning digital inclusion with 

the ambition to support economic regeneration was essential to secure support from the city.  Race Online 

2012 concentrated on recruiting Partners from across all sectors. There are a high proportion of offline 

people in social housing in Liverpool, so the work focused on social housing providers in particular to help 

get people online. Liverpool aimed to recruit 5,000 digital champions and inspire 25,000 people to go 

online for the first time by June 2012. Over 1,000 champions have signed up to date.   

 

                                                      
41 Source: 
http://raceonline2012.org/sites/default/files/resources/digital_champions_announcement__press_release_110511.p
df. 

http://raceonline2012.org/sites/default/files/resources/digital_champions_announcement__press_release_110511.pdf
http://raceonline2012.org/sites/default/files/resources/digital_champions_announcement__press_release_110511.pdf
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It is highly probable that these locally focused campaigns will increase participation, (as well as deliver 

additional benefits for local areas) and data is now being collected to track impact in particular cities such 

as Leeds and Liverpool.  Initial results are positive: a higher than average drop in numbers the offline 

population was recorded in Merseyside in the November 2011 release of the ONS Internet Access Quarterly 

Update. (3.9% vs a UK average of 3.4%). 

4.4. Raise awareness of the importance of digital participation 

Summary of impact: Raising awareness was cited as the key achievement of the Digital Champion and Race 

Online 2012 team by those interviewed.  They made the topic media worthy, securing £24m42 worth of 

media coverage over two and a half years, despite having no marketing budget.  They also used marketing 

campaigns, such as the recent Go ON Give an Hour, to raise awareness of the importance of digital 

participation with the general public.  The Go ON badge has been adopted by some influential 

organisations (BT and UK Online Centres for example), uniting the messages received by the offline 

community to an extent.  Their success at raising the profile of the agenda is demonstrated by the fact that 

the President of the European Commission, José Manuel Barroso, has written to all member states urging 

them to appoint a Digital Champion43.  

Lesson Learnt: Whilst the Go ON badge provides a uniting image for Partners to use, given that the number 

of initiatives, catch phrases and logos is prolific, it is likely that there will always be ǎƻƳŜ ΨƴƻƛǎŜΩ ŦƻǊ 

consumers to an extent. 

4.4.1. Media coverage 

Race Online 2012 has secured over £24m44 worth of media coverage since the appointment of the Digital 

Champion.  This includes print, broadcast and online media. The Digital ChampionΩǎ thought leadership, the 

boldness of the ambition statements that have been made, the large numbers of speaking engagements, 

and the PR focus applied to events throughout the two and a half years have been key to leveraging this 

media space.  Changing the message to make it more positive and fun also helped them to attract this 

media coverage. 

The table below shows the breakdown of media value generated by the Digital Champion since 2009 by key 

event, such as launch of Race Online 2012 and the Get Online weeks. 

Value Event 

£0.5M Digital Champion appointment (Jun 2009) 

£3M PwC report/ Get Online Week 2009 (Oct 2010-Dec 2010) 

£5.6M Race Online 2012 - first wave of activity (Jan 2010 - Mar 2010) 

£0.4M Race Online 2012 Partnership announcement (Mar 2010) 

£0.6M Race Online 2012 Partnership cont. (May 2010 ς Jun 2010) 

                                                      

42
 Source: Race Online 2012, using Gorkana.  Value calculated as 3 x the equivalent advertisement rate 

43
 http://raceonline2012.wordpress.com/2012/02/16/eu-champs/  

44
 Source: Race Online 2012, using Gorkana.  Value calculated as 3 x the equivalent advertisement rate 

http://raceonline2012.wordpress.com/2012/02/16/eu-champs/
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£2.9M Manifesto Launch (Jul 2010 ς Aug 2010) 

£4M Get Online Week/Bridlington (Oct 2010 ς Dec 2010) 

£0.2M Partnerships in action/Mecca Bingo launch/ Remploy low cost package deal (Jan 2011) 

£0.7M (Feb ς Apr 2011) 

£2.8M ND11 (May 2011) 

£3.5M Go ON Give an hour (Oct 2011) 

£24M45 TOTAL 

 

In October 2011, Race Online 2012 secured an 8 page supplement to the Daily Mirror with sponsorship 

from Partners designed to support the build up to the Go ON Give an Hour campaign.  

4.4.2. Marketing campaign 

The main marketing campaign which Race Online 2012 has delivered is the Go ON Give an Hour campaign. 

It differs from campaigns which Race Online 2012 supported previously because it targeted the general 

public to become digital champions, as opposed to targeting the offline community to get online.  It was 

also the first time that Race Online 2012 has approached consumers directly ς previously all initiatives had 

been business to business (b2b). 

Race Online 2012 leveraged Partners communication channels by coordinating messages around the time 

of the Go ON Give an Hour campaign (October 2011).  Over 75 Partners, including TalkTalk, Sky, Everything 

Everywhere, O2, BT and The National Lottery, Directgov, The Open University, NHS Choices and the 

WomenΩs Institute promoted the campaign and used the Go ON badge on their websites, directing people 

to the championsΩ website where they could sign up and access tools.  Go ON itΩs liverpool used the 

opportunity to launch their programme simultaneously, the BBC ran television and radio editorial, and a 

Daily Mirror supplement was published in coordination with the campaign. There was significant support 

on the high street from partners running events and activities.   Post Office supported the campaign in all 

370 directly managed branches , devoting a day to talking to customers about the benefits of being online; 

Unionlearn ran events in over 200 workplaces up and down the country, ThreeΩs 319 stores dedicated an 

hour of trading every day for five days to Give an Hour; 99 Mecca bingo clubs held internet taster sessions 

ƻǳǘ ƻŦ ǘƘŜƛǊ ƴƻǊƳŀƭ ƻǇŜƴƛƴƎ ƘƻǳǊǎΤ ²ŜǘƘŜǊǎǇƻƻƴΩǎ Ǉǳōǎ Ǌŀƴ ǘŀǎǘŜǊ ǎŜǎǎƛƻƴǎ ƛƴ мп ƭƻŎŀǘƛƻƴǎ ƴŀǘƛƻƴǿƛŘŜΣ ŀǎ 

well as promoting Give an Hour on community boards in their 800 venues; Unionlearn ran events in over 

200 workplaces up and down the UK including sporting venues, shopping centres, industrial estates and 

train stations and 20% of all 4,500 libraries (not including those that are also UK online centres) offered free 

one to one tuition for customers, with a focus on helping them to make use of council services online. 

BBC audience research estimated that 14.7mn, or 30% of UK adults in the UK, recalled the campaign 

without being prompted.  1.3 million people took some action as a result and an estimated 334,000 Ψgave 

an hourΩ straight away or said they planned to in the future46.  75% of people now claim to be willing to 

                                                      
45

 Source: Race Online 2012, using Gorkana.  Value calculated as 3 x the equivalent advertisement rate 

46
 Source: BBC audience research, campaign impact in field, 27 Oct ς 1 Nov 2011 
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help someone get online, with a marked increase in 45-64sΩ willingness to help - proving the hypothesis 

that people would help, and know what to do.   

Over 5 million people saw BBC stars talking about the campaign on television programmes and over 6 

million people heard about it on the national and local radio. 

Significant social and digital media coverage was also secured, with 50 online articles were generated 

across portals such as mumsnet and MSN, 5.2 million Twitter impacts achieved through tweets from high 

profile supporters including Stephen Fry, Chief Scout Bear Grylls and Sarah Brown. 

 

The lessons learnt for the Race Online 2012 team include providing more support and ideas on specific 

things that can be done in an hour; providing incentives to make a pledge so that the champion network 

can be activated and supported longer term; providing ways for people to help those outside the friends 

and family network, particularly employee volunteers; and providing support systems for champions and 

those offline beyond the initial hour. 

4.4.3. Uniting collateral 

Many Partners have adopted the Go ON badge.  UK Online Centres used the Go ON badge on all materials 

related to the launcƘ ƻŦ ǘƘŜ Dƻ hb DƛǾŜ ŀƴ IƻǳǊ ŎŀƳǇŀƛƎƴΣ ƛƴŎƭǳŘƛƴƎ ƻƴ ǘƘŜ ŘƛƎƛǘŀƭ ŎƘŀƳǇƛƻƴǎΩ website.  BT 

has the Go ON badge on its website and explains its purpose.  It also applied the Go ON badge to its ΨDŜǘ L¢ 

ǘƻƎŜǘƘŜǊΩ programme and collateral.  Other Partners have also attached Go ON to their own brands:  

[ƛǾŜǊǇƻƻƭ ǇǊŜŎŜŘŜŘ ΨƛǘΩǎ ƭƛǾŜǊǇƻƻƭΩ όƛǘǎ ŜȄƛǎǘƛƴƎ ŎŀƳǇŀƛƎƴ ǘƻ ǇǊƻƳƻǘŜ [ƛǾŜǊǇƻƻƭ ƎǊƻǿǘƘύ ǿƛǘƘ ΨDƻ hbΩ ŦƻǊ ƛǘǎ 

Go ON Places initiative and Civic Agenda used the badge in the 2011 National Digital conference, naming it 

Go ON:ND11. 

These are strong examples of how well Race Online 2012 have influenced organisations to unite behind a 

single image. It has been a challenging task as many Partners are attached to the badges and logos that 

ǘƘŜȅ ƘŀǾŜ ŘŜǾŜƭƻǇŜŘ ƛƴ ƘƻǳǎŜΣ ŘŜǎǇƛǘŜ ǘƘŜ ŦŀŎǘ ǘƘŀǘ ΨDƻ hbΩ Ŏŀƴ ōŜ ǳǎŜŘ ŀƭƻƴƎǎƛŘŜ όǊŀǘƘŜǊ ǘƘŀƴ ǊŜǇƭŀŎŜύ 

existing brands.  Over 75 Partners used the Go ON badge on their websites during the Go ON Give an Hour 

campaign. 

Whilst many Partners have used the badge during campaigns such as Go ON Give An Hour, it has yet to 

become a permanent feature for many of them.  Of the 25 Partners who were involved in the original 

100,000 digital champion commitment, only 5 display the Go ON badge on their public website and several 

use the Go ON badge alongside their own campaign and logos.  (It should be noted that offline content, 

which is perhaps more important given the target audience, has not been reviewed, and take up of the GO 

ON badge may be higher here.)  Some of the Partners interviewed were not familiar with the Go ON badge.  

The team are working with Partners to create a permanent presence of the digital participation agenda 

using the badge. 

There are still many digital badges and brands, but the adoption of the badge has gone some way to uniting 

initiatives.  The extent to which the digital landscape is less confusing for the consumer now than in 2009 

has not been measured.  

4.5. Providing advice to Government on digital public services 

The Digital Champion Ƙŀǎ ƘŀŘ ŀ ƳŀƧƻǊ ƛƳǇŀŎǘ ƻƴ ǘƘŜ DƻǾŜǊƴƳŜƴǘΩǎ ŘƛƎƛǘŀƭ ǇǳōƭƛŎ ǎŜǊǾƛŎŜǎ ǇƻƭƛŎȅΦ   

The Digital Champion made specific recommendations to the Government on the future of Directgov, the 

UK GƻǾŜǊƴƳŜƴǘΩǎ ƻƴƭƛƴŜ ǎŜǊǾƛŎŜǎ ǇƻǊǘŀƭΣ ǊŜŎƻƳƳŜƴŘƛƴƎ ǘƘŀǘ ǘƘŜ Government ƎƻŜǎ Ψ5ƛƎƛǘŀƭ ōȅ 5ŜŦŀǳƭǘΩΦ  The 

http://www.mumsnet.com/Talk/mumsnet_live_events/1192331-Martha-Lane-Fox-is-joining-us-for-a-webchat-Thurs-14-April-10am-11am/AllOnOnePage
http://tech.uk.msn.com/microsoft/articles.aspx?cp-documentid=159621753
http://champions.go-on.co.uk/
http://www.bt.com/includingyou/getting-online-registration.html
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report was a challenging but balanced piece of work.  It did not simply rubbish the status quo.  Rather, it 

ǇǊƻǾƛŘŜŘ ŀ ǿŀȅ ŦƻǊǿŀǊŘ ǘƘŀǘ άƳŀŘŜ ǇŜƻǇƭŜ ǿŀƴǘ ǘo implement the recommendations.  It added to the sum 

of human knowledge.έ Interviewee  

Francis Maude, Minister for the Cabinet Office, provided an official response to the Digital Champion in 

November 201147 ǎǘŀǘƛƴƎ ǘƘŀǘ ƘŜ ǿŀǎΣ άminded to accept [the Digiǘŀƭ /ƘŀƳǇƛƻƴΩǎϐ ǇǊƻǇƻǎŀƭǎ ƛƴ Ŧǳƭƭέ ŀƴŘ ǎŜǘ 

out a series of next steps that the Cabinet Office would take immediately as part of the implementation.  

IŜΣ άagreed in principle ... that over time Government should move to a single domain based on agile 

shared web servicesέ ŀƴŘ ŀǎƪŜŘ ǘƘŀǘ ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴ ŎƻƴǘƛƴǳŜ ǘƻ Ǉƭŀȅ ŀƴΣ άŀŎǘƛǾŜ ŀŘǾƛǎƻǊȅ ǊƻƭŜέ ǘƻ 

Government on taking the proposals forward.   

Progress against each of the recommendations is summarised in the table below: 
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 http://www.cabinetoffice.gov.uk/news/francis-maudes-reply-martha-lane-foxs-letter  

http://www.cabinetoffice.gov.uk/news/francis-maudes-reply-martha-lane-foxs-letter
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 Recommendation Evidence of adoption 

1 Make Directgov the 
government front end 
for all departments' 
transactional online 
services  

Ψ!ƭǇƘŀΩ http://alpha.gov.uk/, launched in May 2011, is a prototype of 

the centralised website for all Government information and services. As 

of June 2011 the Cabinet Office had spent £261,000 on the prototype.  

Gov.uk, the Beta version of the single domain website, was launched in 

February 2012 (www.gov.uk).  Gov.uk has been hailed as a new and very 

different approach to IT for the Government, where services are 

developed iteratively rather than through a large scale IT programmes.  

The project could save the Government £50 million a year48. 

2 Make Directgov a 
wholesaler as well as 
the retail shop front 
for government 
services and content 
by mandating the 
development and 
opening up of 
Application 
Programme Interfaces 
(APIs) to third parties.   

The new single domain platform is being built to provide a range of open 
APIs for reuse by others.  It uses open standards to ensure that the 
material can be readily repurposed. 

Alongside this, work is under way to build a repository of open public 
APIs which will provide access to both information and services in a 
managed way. This will act as the API equivalent to Data.gov.uk (a site 
that brings together all public data in one place to help people 
understand how government works and how policies are made.) 

In addition, tools for accessing and using these APIs will be provided 

through the GCloud App Store. 

3 Change the model of 
government online 
publishing, by putting 
a new central team in 
Cabinet Office in 
absolute control of the 
overall user 
experience across all 
digital channels, 
commissioning all 
government online 
information from 
other departments.  

 

The Government Digital Service (GDS), launched in November 2011, is a 

new Cabinet Office organisation created by the merging of Directgov and 

the Cabinet Office Digital Delivery and Digital Engagement teams49. The 

Executive Director for Digital leads this team, saying whilst there have 

ōŜŜƴΣ άŎƻǳƴǘƭŜǎǎ ŎƻƴǾŜǊǎŀǘƛƻƴǎ ƻƴ ŘƛƎƛǘŀƭ ǇƻƭƛŎȅΧǘƻƻ ƻŦǘŜƴ ǘƘŜǊŜ ǿŀǎ ƭƛǘǘƭŜ 

to show as a result50
ò, he is positive that GDS will succeed because the 

three key elements are in place:  

1- ¢ƘŜ ƪŜȅ ŦƛƴŘƛƴƎǎ ƛƴ a[CΩǎ ǊŜǇƻǊǘ ŀǊŜΣ άƎŜƴuinely 

ƎǊƻǳƴŘōǊŜŀƪƛƴƎέΦ  

2- Ministerial and cross- Government backing is in place 

3- The growing number of agencies and developers creating new 

publishing services and applications reusing open data 51provided 

by Government.  

The Financial Times commented on the non-traditional culture at GDS 

describing the offices as run like a Ψlarge-scale start-upΩ staffed with Ψa 

                                                      

48
 http://www.telegraph.co.uk/technology/news/9052872/Gov.uk-launches-official-single-Government-website-

beta.html  
49

 Executive Director for Digital blog http://digital.cabinetoffice.gov.uk/2011/07/29/welcome-to-the-government-
digital-service-blog/  
50

http://mikebracken.com 

51
As part of the Governments transparency agenda, data is freely available to third parties, here  

http://alpha.gov.uk/
http://www.gov.uk/
http://www.telegraph.co.uk/technology/news/9052872/Gov.uk-launches-official-single-Government-website-beta.html
http://www.telegraph.co.uk/technology/news/9052872/Gov.uk-launches-official-single-Government-website-beta.html
http://digital.cabinetoffice.gov.uk/2011/07/29/welcome-to-the-government-digital-service-blog/
http://digital.cabinetoffice.gov.uk/2011/07/29/welcome-to-the-government-digital-service-blog/
http://mikebracken.com/
http://www.number10.gov.uk/news/pm-sets-ambitious-open-data-agenda/
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new breed of young geeksΩ who have turned down jobs at Google and 

top advertising agencies to improve public services52.   

4 Appoint a new CEO for 

Digital in the Cabinet 

Office with absolute 

authority over the 

user experience across 

all government online 

services (websites and 

APIs) and the power to 

direct all government 

online spending. 

Mike Bracken53 was appointed Executive Director for Digital in July 2011. 

Mike Bracken came from the Guardian where he was the Director of 

Digital and Development, and has a background in digital services and 

technology. The Government role combines the work of the Chief 

Executive of Directgov, the lead of cross-Government digital reform work 

and part of the work of the Director for Digital Engagement and 

Transparency.   

 

 

!ƴ ŜȄŀƳǇƭŜ ƻŦ D5{Ω ǿƻǊƪ ƛǎ ǘƘŜ Ŝ-petition website, for online 

creation, signing and submission of petitions by the public- 

http://epetitions.direct.gov.uk/ . ά!ƴ Ŝ-petition is an easy way for 

you to influence government policy in the UK. You can create an e-

petition about anything that the government is responsible for and 

if it gets at least 100,000 signatures, it will be eligible for debate in 

the House of Commons.έ 

The site was developed in eight weeks and, as of November 2011, 

there have been 3 million signatures and 25,000 petitions. Six of 

the petitions passed the 100,000 mark necessary to be raised in 

Parliament. The cost was now less than one pence per transaction 

per year and would halve in year two. 

 

 

 

 

The GovernmentΩs commitment to being Ψdigital by defaultΩ was reiterated in the 2012 Budget.  The Budget 

states that the Government άwill transform the quality of digital public services by committing that from 

2014 new online services will only go live if the responsible minister can demonstrate that they themselves 

can use the service successfully. The Government will also ensure that all information is published on a 

single Ωgov.ukΩ domain name by the end of 2012 and will move to a Ψdigital by defaultΩ approach to its 

transactional services by 2015έ54  

                                                      
52

 http://blogs.ft.com/fttechhub/2012/02/beta-gov-uk/#axzz1l5OkXsFb  

53
 http://mikebracken.com/about/  

54
 http://cdn.hm-treasury.gov.uk/budget2012_complete.pdf  

http://www.direct.gov.uk/en/index.htm
http://epetitions.direct.gov.uk/
http://blogs.ft.com/fttechhub/2012/02/beta-gov-uk/#axzz1l5OkXsFb
http://mikebracken.com/about/
http://cdn.hm-treasury.gov.uk/budget2012_complete.pdf
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4.6. Changes in the levels of digital participation 

Summary: In 2009 when the Digital Champion was appointed, 10.2 million adults had never been online. By 

Q4 2011 that figure had fallen to 8.2 million. 2012 statistics will provide a better measure of the impact of 

Race Online 2012, as much activity has only recently been initiated, but there will almost certainly still be 

several million adults who have never been online at the end of 2012.   

Despite this, Partners are extremely complimentary about the work of the Digital Champion and the Race 

Online 2012 team and the general consensus is that they have been very successful.  ¢ƘŜ /ƘŀƳǇƛƻƴΩǎ 

approach means that, in the long term, UK PLC stands to reap significant rewards as identified in the 

Economic Case for Digital Inclusion. Given the Digitŀƭ /ƘŀƳǇƛƻƴΩǎ ŦǳƴŘƛƴƎ όϻоƳ over three years) this 

appears good value for money. 

4.6.1. Digital Participation progress since 2006 

The Champion has only influenced others to take action to increase digital participation, not delivered 

activity to address it directly.  However, for the campaign to be a success there must be a decrease in the 

number of people who have never used the internet.  Internet use will be affected by factors other than 

ǘƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ƛƴŦƭǳŜƴŎŜΣ όŦƻǊ ŜȄŀƳǇƭŜΣ the rise of mobile internet and tablet reading and browsing 

devices making the internet more accessible and demographic shifts), but it is reasonable to expect the 

general trend to continue down if not speed up. 

The diagram below shows how the number of adults who have never used the internet in the UK has 

declined since 2006. Since 2009 (the year the Digital Champion was appointed), 2m more adults have been 

online, with a drops of nearly 300,000 between Q2 and Q3 2011 and 224,000 between Q3 and Q4 201155,56.   

At the end of 2011 the majority of people who had never been online were in the over 55 age bracket (over 

80% of the offline population).  This segment of the population saw the biggest change in the numbers of 

people who had never been online during the course of the year.  Over 180,000 people in the over 75 age 

range went online during the course of the year, so that 30% of all over 75s in the UK have now been 

online.  Over 70,000 people in the 65-74 age range went online, meaning nearly 60% of people in the UK in 

this age range have been online; and over 160,000 people in the 55-64 age range went online, meaning 

that over 80% of people in the UK in this age range have been online.   

Another key group in the offline population are those with a disability ς at the end of 2011 nearly half of 

people who have never been online also have a disability.  The total number of non-internet users with a 

disability reduced by over a quarter of a million during the course of 2011. 

 

                                                      
55

 Source: ONS Internet Access Quarterly Update (Q1, Q2, Q3 and Q4 2011) and ONS Internet Access Households and 
Individuals 2008, 2009 and 2010.  

56
 The ONS data on the number of offline adults contained in the graph is from two different surveys.  ONS started 

collecting data on a quarterly basis in Q1 2011, using a different and larger sample than in the past.  This may affect 

the estimated size of the offline population.  It is not known for the quarterly data to what extent seasonal factors 

affect it. 

http://raceonline2012.org/sites/default/files/resources/pwc_report.pdf
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The graph also shows household connectivity over time ς for some considered to be a harder but more 

representative measure of internet usage in the long-term.  (The view being that when you are connected 

to the internet at home frequent use much more likely).   Household connectivity has accelerated over the 

campaign, as the lower, dark green line is becoming steeper.   

aŀƴȅ ƛƴǘŜǊǾƛŜǿŜŜǎ ŦŜƭǘ ǘƘŀǘ ƛǘ ǿŀǎ άǘƻƻ ŜŀǊƭȅ ǘƻ ǘŜƭƭέ ǿƘŜǘƘŜǊ ǘhe Digital Champion had had an effect on the 

size of the offline population.  Supporting Partner action did not become a focus until 2011 and the major 

campaign asking the public to sign up to become digital champions happened very recently.  As such, the 

2012 ONS figures will provide a better measure of the impact of Race Online 2012 but that there will 

almost certainly still be several million people who have never been online at the end of 2012. 

Despite this, Partners are extremely complimentary about the work of the Digital Champion and the 

general consensus is that the Digital Champion and Race Online 2012 team have been very successful.  The 

work has already reached the breakeven point for Government and significant benefits are expected 

through the implementation of the Directgov recommendations.  (Breakeven point was when 85,000 

people went online and this has been surpassed by 1.9m57.) 

                                                      
57

  According to PwC research, the Government could generate a potential saving of £900m p.a. if those who had 

never been online made just one digital contact per month instead of using a traditional channel.  10.2m people had 

never been online in 2009, so this equates to a potential saving of £900m/10.2m people = £88 per person.  (The 

Economic Case for Digital Inclusion is available here ).  £3mn funding was provided which is equivalent to £88 = 34,000 

more adults online.  However, given a 40% probability of internet users using Government digital services, 85,000 

more adults need to start using the internet in order to break even. (Based on OFCOM Communications Market report 

2011).  The 2m new users that have gone online since 2009 could save the government 2m x 40% x £88 = £70m p.a. 

on a £3m investment. 

http://raceonline2012.org/sites/default/files/resources/pwc_report.pdf
http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr11/
http://stakeholders.ofcom.org.uk/market-data-research/market-data/communications-market-reports/cmr11/
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5. Transferable lessons for using a champion approach 

Whilst the work of the Digital Champion and Race Online 2012 team is still underway, there is much from 

their experience that can be used when establishing a campaign to bring about social change, led by an 

independent champion. 

1. Be ambitious   

The Digital Champion had huge ambition.  MLF set out to influence at the very top and targeted the most 

senior and powerful leaders in the UK.  Where she needed help (for example, in navigating government or 

accessing particular stakeholders) she asked for it and senior people responded to accommodate her 

requests.  MLF displays single-mindedness and is resilient, but is also able to manage personal relationships 

very well.  This balance of qualities has been a key factor in the success of the role of Digital Champion. 

Through Race Online 2012, MLF set bold aspirations ς such as 100,000 digital champions ŀƴŘ άƳƛƭƭƛƻƴǎ 

more adults online by 2012έ. This made the agenda fresh and exciting and created a surge of interest. 

2. Keep the goal simple 

The Race Online 2012 campaign goal was simple - to help millions of adults online by 2012. This provided a 

ŎƭŜŀǊ ŘƛǊŜŎǘƛƻƴ ōŜƘƛƴŘ ǿƘƛŎƘ ǇŜƻǇƭŜ ŎƻǳƭŘ ǳƴƛǘŜΦ DƛǾŜƴ ŘƛŦŦŜǊŜƴǘ tŀǊǘƴŜǊǎΩ ǇǊƛƻǊƛǘƛŜǎ ƛǘ Ŏŀƴ ōŜ ŜȄpected that 

not everyone would agree on the focus - for example some felt it could have addressed internet safety for 

children, or frequency of use, as opposed to first use. Some disagreement is to be expected, and 

disengagement ought to be managed so as not to lose knowledge and expertise.  

Finding a simple common goal for the majority, and managing those who disagree is essential. 

3. Make it engaging and relevant ς wƘŀǘΩǎ ƛƴ ƛǘ ŦƻǊ ƳŜΚ 

The Digital Champion changed the message from one of disadvantages of being offline to one of benefits of 

being online. This change made the agenda much more interesting to people and something positive to be 

part of.  

The Digital Champion also made it relevant for all by highlighting the broader benefits of digital 

participation for UK PLC in terms of efficiency, market growth and corporate social responsibility.  MLF and 

the Race Online 2012 team then took this to the next level by tailoring the message to individual 

organisations and demonstrating how digital participation tied into their organisational objectives, making 

the case extremely compelling.  

4. Leverage others 

¢ƘŜ 5ƛƎƛǘŀƭ /ƘŀƳǇƛƻƴΩǎ ǊƻƭŜ ǿŀǎ ƻƴŜ ƻŦ ƭŜŀŘŜǊǎƘƛǇ ǊŀǘƘŜǊ ǘƘŀƴ ŘŜƭƛǾŜǊȅ ŀƴŘ a[C Ƙŀǎ ǊŜƳŀƛƴŜŘ ǎǘŜŀŘŦŀǎǘ ƛƴ 

staying true to this. She and the Race Online 2012 team have spent time working out what needs doing and 

then encouraging  others to deliver, making (often demanding) requests. The Race Online 2012 team 

sought to leverage existing organisations and delivery networks operating in the space (particularly UK 

Online Centres and libraries) and also create delivery capacity by bringing new organisations into the 

agenda (as Partners) as well as the online public (as local digital champions).  The Digital Champion and 

Race Online 2012 team have been both amazed and impressed at the amount of support provided by 

Partners in a challenging economic environment. 

Raising awareness nationally was important to maximise the impact of the work.  Race Online 2012 used 

the media effectively and played major roles in national campaigns and events, despite having no 
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marketing budget. This approach has been hard but MLF argues that they have had more impact than if 

they had been able to pay for marketing directly. 

MLF has also recognised where she needs to bring other skills into the team, for example, hiring a 

government expert to help her navigate the UK Government, and commissioning pro bono support to 

supplement the team in specialist areas.  ¢Ƙƛǎ ǇǊƻ ōƻƴƻ ǎǳǇǇƻǊǘ ŀƭǎƻ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ǎǳǇǇƭŜƳŜƴǘŜŘ ǘƘŜ ǘŜŀƳΩǎ 

funding (estimated £2.2mn worth of pro bono support was donated on top of the £3mn of funding) and 

increased capacity to deliver. 

5. Make it easy to engage  

Having successfully sparked interest in the agenda, it is critical that organisations and individuals can turn 

their enthusiasm into action easily.  Partners required more support than the Race Online 2012 team 

originally anticipated or had capacity to provide.  The team learnt that providing recommendations, 

guidance and toolkits early in the campaign is important, as is providing direct support to selected Partners 

to help them to convert intent into action. The risk to be managed with direct support is that the champion 

and team remain at the strategic level and avoid becoming entrenched in delivery. 

MLF and the Race Online 2012 team also recognise that they could have been clearer about their role and 

their approach, including how it evolved over time. This would have helped Partners to engage by 

demonstrating how they fit into the bigger picture and what they could expect. 

6. Do not underestimate the power of collaboration 

The Digital Champƛƻƴ ŎƻƴƴŜŎǘŜŘ tŀǊǘƴŜǊǎ ŀƴŘ ǿŀǎ άconstŀƴǘƭȅ ŀƳŀȊŜŘέ at the power of bringing people 

together. Partnerships are inherently difficult for both unrelated and competing organisations, but the 

independŜƴŎŜ ŀƴŘ άŎƻƴǾŜƴƛƴƎ ǇƻǿŜǊέ of the Digital Champion and Race Online 2012 team meant that 

atypical relationships could be formed and far more could be achieved that if organisations worked in 

isolation from each other. 

7. Leave a legacy  

The Champion was appointed because there was no natural leader of the agenda.  By recruiting Partners 

and supporting them to work together, there is now more and broader ownership of the agenda than in 

2009 and, working together, some organisations should be in a position to lead future digital participation 

work. The Champion has created a legacy of leadership.  

A key risk in a champion model is that the individual becomes bigger than the agenda itself and success 

relies on his or her ongoing involvement.  MLF has managed her personal brand carefully to try to avoid 

this.  She did not feature significantly in the Go ON Give an Hour campaign (it was endorsed by various 

ΨƘƻǳǎŜƘƻƭŘΩ ŎŜƭŜōǊƛǘƛŜǎύ ŀƴŘ when she felt her presence no longer added value at industry events, she 

asked high profile Partners to speak about digital participation in her place.   

DƛǾŜƴ ǘƘŜ ƴŀǘǳǊŜ ƻŦ ŀ /ƘŀƳǇƛƻƴΩǎ ƭŜŀŘŜǊǎƘƛǇΣ ŘŜǇŜƴŘŜƴŎŜ ƛǎ ŀƭǿŀȅǎ ŀ ƪŜȅ Ǌƛǎƪ ǿƘƛŎƘ Ŏŀƴ ƻƴƭȅ ƳƛǘƛƎŀǘŜŘ ǘƻ ŀ 

certain extent.  

8. Commit  

At appointment, the role of the Digital Champion was expected to be one day a week at most.  Over the 

last two and a half years, MLF has spent the majority of her working time on the agenda, meeting 

influencers and spreading the message at around 300 events and in communities with her team.  She is 

genuinely committed and is both able and prepared to invest time and energy in it, working for free.  Being 

a champion with this level of ambition is no small undertaking. 
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9. Challenge self and be prepared to change 

MLF and the Race Online 2012 team Ŏƻƴǎǘŀƴǘƭȅ ŀǎƪŜŘ άǿhat can we ōǊƛƴƎ ǘƻ ǘƘƛǎΚέ  MLF was brutal in 

questioning her own value and was always open-minded and flexible ς at the outset she did not expect the 

GovernmentΩǎ efficiency agenda to be a key focus of her work, but influencing Government policy has been 

ƻƴŜ ƻŦ ǘƘŜ ǘŜŀƳΩǎ ōƛƎƎŜǎǘ ŀŎƘƛŜǾŜƳŜƴǘǎΦ  The culture was that of a start up with flexibility built into the 

organisation: a small core team has been retained throughout the two and a half years to ensure 

institutional memory and specialists have been brought in on short-term contracts as priorities shifted.    

MLF recognised that she and her team could not tackle every aspect of the issue.  She felt that they could 

bring expertise in the area of customer experience, (rather than the technology for example), and so 

focused here. Other champions will bring different expertise. 

10. Recognise the value of independence  

The independence of the Digital Champion has been central to the success of the campaign. 

It allowed MLF and the team to approach leaders in all sectors with less resistance than might have been 

the case with a political figure.  They were perceived as doing something ŦƻǊ ǘƘŜ ƎŜƴŜǊŀƭ ΨƎǊŜŀǘŜǊ ƎƻƻŘΩΦ 

It allowed them to publicly challenge both the Government and other organisations.  Government must be 

prepared for this, and have a strong appetite for change as public criticism from a respected champion is 

potentially damaging. 

Lǘ ƳŜŀƴǘ ǘƘŀǘ ǘƘŜ ǘŜŀƳΩǎ ǇǊƻƎǊŜǎǎ ǿŀǎ ƴƻǘ ƘŀƳǇŜǊŜŘ ōȅ ǘƘŜ ǇƻƭƛǘƛŎŀƭ ŀƴŘ ŦƛƴŀƴŎƛŀƭ ŎƻƴǎǘǊŀƛƴǘǎ which exist 

inside government. 

It has allowed MLF and the team flexibility to set ambitions without being overly scrutinised. Those 

interviewed were not concerned that the Digital Champion had fallen short of aspirations given everything 

else that has been achieved.   

Whilst independence is critical, a formal link into government ƛǎ ŀƭǎƻ ƛƳǇƻǊǘŀƴǘΦ  a[CΩǎ ƳŜƳōŜǊǎƘƛǇ ƻŦ ǘƘŜ 

Efficiency and Reform Board58 gave her a mandate and some influence over the public sector.  To better 

align initiatives, it would have also been useful for the Digital Champion to have a role in funding decisions 

for digital participation activities. 

 

 

 

                                                      
58

 The Efficiency and Reform Board guides the work of the Efficiency and Reform Group.  The Group exists to make 

Government more efficient and reform the way public services are provided to ensure they meet rising public 

expectations.  The Board includes senior business leaders who can share their experience and provide challenge to 

Government. 
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6. Appendix 

6.1. Interviewees 

The following stakeholders were interviewed as part of the evaluation. 

Name Organisation 

Adrian Goodall Department for Culture, Media and Sport 

Alan Taylor Post Office 

Andy Thornton Merseylearn 

Cathy Francis Department for Communities and Local Government 

Charles Mindenhall Agilysis 

David Halpern Digital Unite 

Derek Bird Office of National Statistics 

Dido Harding  TalkTalk 

Ed Richards Ofcom 

Ed Vaizey MP Department for Culture, Media and Sport  

Francis Maude MP Cabinet Office  

George Bridges Quiller 

Gordon Brown Former Prime Minister 

Gordon Frazer  Microsoft 

Graham McWilliam Sky 

Helen Milner UK Online Centres 

Ian Watmore Cabinet Office 

Jackie Sear tŜƻǇƭŜΩǎ ¢ŀǎƪ CƻǊŎŜ 

Jessica Tompkinson  Three 

Judith Swift Unionlearn 

Keither Yonish Mirror 

Liz Chandler  Mersey Travel 

Lord Matthew Taylor National Housing Federation 

Marcus East Comic Relief 

Mark Davison The Engine Group 

Mark Jones Mecca Bingo 

Mark Thompson BBC 

Martin Wilson BBC 

Matt Warman  Telegraph 

Mike Bracken Government Digital Service 

Nigel Lewis Ability Net 

Peter Power European Commission 

Peter Wanless Big Lottery Fund 
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Rob Sullivan Department for Culture, Media and Sport 

Terry Moran Department for Work and Pensions 

Tom Riordon  Leeds Council 

Tom Wright  Age UK 

Will Brown Freud 

 

6.2. The Economic Case for Digital Inclusion ς key findings 

Consumer Benefits 

¶ Households offline are missing out on savings of £560 per year from shopping and paying bills 
online. 

¶ People living in 3.6 million low income households which are digitally excluded are missing out on 
annual savings of over £1 billion a year from shopping and paying bills online. 

 
Education benefits 

¶ Home access to a computer ŀƴŘ ǘƘŜ ƛƴǘŜǊƴŜǘ Ŏŀƴ ƛƳǇǊƻǾŜ ŎƘƛƭŘǊŜƴΩǎ ŜŘǳŎŀǘƛƻƴŀƭ ǇŜǊŦƻǊƳŀƴŎŜΥ ƛŦ 
the 1.6 million children who live in families which do not use the internet got online at home, it 
could boost their total lifetime earnings by over £10 billion. 

 
Employment benefits 

¶ Unemployed people who get online could increase their chances of getting employment with an 
estimated lifetime benefit of over £12,000 for every person moved into employment. If 3½% of the 
digitally excluded found a job by getting online it would deliver a net economic benefit of £560 
million. 

¶ People with good ICT skills earn between 3% and 10% more than people without such skills. If the 
currently digitally excluded employed people got online, each of them would increase their 
earnings by an average of over £8,300 in their lifetime and deliver between £560 million and 
£1,680 million of overall economic benefit. 

 
Improved government efficiency 

¶ Each contact and transaction with government switched online could generate savings of between 
£3.30 and £12.00. 

¶ If all digitally excluded adults got online and made just one digital contact each month instead of 
using another channel, this would save an estimated £900 million per annum. 

 
Total economic benefits  

¶ The total potential economic benefit from getting everyone in the UK online is in excess of £22 
billion. 

 

6.3. Avis Hill ς ƳŜƳōŜǊ ƻŦ ǘƘŜ tŜƻǇƭŜΩǎ ¢ŀǎƪ CƻǊŎŜ 

Avis Hill, a 54 year old grandmother, is an unlikely web evangelist.  Windmill Hill estate, where she lives, is 
typical of areas in the UK where internet use is low to non-existent.  bŀǘƛƻƴŀƭƭȅΣ ƛǘΩǎ ƛƴ ǘƘŜ ōƻǘǘƻƳ н҈ ƛƴ 
terms of deprivation. 

For Avis, internet access represented the chance to retrain and find work when she lost her job.  ά²ƛǘƘƻǳǘ 
ƛǘΣέ ǎƘŜ ǎŀȅǎΣ άLΩŘ ōŜ ǎƛǘǘƛƴƎ ƘŜǊŜ ǿƻƴŘŜǊƛƴƎ ǿƘŀǘ ǘƻ ŘƻΦ  It opens up nŜǿ ǿƻǊƭŘǎΦέ {ƘŜΩǎ ƴƻǿ ŎƘŀƳǇƛƻƴƛƴƎ 
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the benefits within her local community.  {ƘŜ ōŜƭƛŜǾŜǎ άȅŜŀǊǎ ŀƎƻΣ ȅƻǳ ƴŜŜŘŜŘ ŀ ǇƘƻƴŜ ǘƻ ƎŜǘ ōȅΦ  bƻǿ ƛǘΩǎ 
ŀ ŎƻƳǇǳǘŜǊΦέ 

 

 
CƻǊ ƳƻǊŜ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ǘƘŜ tŜƻǇƭŜΩǎ ¢ŀǎƪ CƻǊŎŜΣ Ǿƛǎƛǘ http://raceonline2012.org/peoples-taskforce. 
 

6.4. UK Online Centres ς background information 

 
What they do: UK Online Centres were set up by government in 1999 to provide public access to 
ŎƻƳǇǳǘŜǊǎ ŀŎǊƻǎǎ 9ƴƎƭŀƴŘΦ /ŜƴǘǊŜǎ ǇǊƻǾƛŘŜ ΨhƴƭƛƴŜ ōŀǎƛŎǎΩ training to give people the skills and confidence 
to get online.  

What is their aim: Their aim is to get one million more people online by 2013 in order to improve individual 
lives, strengthen communities and achieve social inclusion. 

How are they funded: UK Online Centres is a division of OCF (Online Centres Foundation) and receives core 
funding from the Department for Business, Innovation and Skills via the Skills Funding Agency (SFA). 

Key Facts: 

¶ 3,800 partner centres 

¶ There are UK Online Centres in 84% of deprived wards 

¶ One- third of their customers have no formal qualifications 

¶ Over 7 out of 10 of users are socially excluded 

¶ Around a quarter of users earn less than £10k pa 

¶ рл҈ ƻŦ ǳǎŜǊǎ ŘƻƴΩǘ ƻǿƴ ǘƘŜƛǊ ƻǿƴ ƘƻƳŜ ŀƴŘ но҈ ƭƛǾŜ ƛƴ ǎƻŎƛŀƭ ƘƻǳǎƛƴƎ 

¶ 90% of visitors access online Government services in a UK Online Centre 

 

6.5. Digital champions 

The Race Online 2012 team promoted local digital champions in order to create a network of people to 

provide personalised support with no additional funding.  They adopted this strategy based on the 

following analysis and insight: 

¶ Many people will need a friendly nudge to get online - 64% of non internet users lack an 
understanding of the benefits of internet use (Ofcom). 

¶ A large huge pool of potential local digital champions exists as 40m people in the UK have used the 
internet and 30m use it every day 

¶ 9ǾŜǊȅƻƴŜ Ŏŀƴ Řƻ ƛǘΦ LǘΩǎ ŀōƻǳǘ ƛƴŦƻǊƳŀƭ ŀǎ ǿŜƭƭ ŀǎ ŦƻǊƳŀƭ ǘǊŀƛƴƛƴƎΦ /ƻǳǊǎŜǎ ŀǊŜ ƎǊŜŀǘ ōǳǘ ƴƻǘ ŦƻǊ 
everyone.  BBC research suggests location and mobility are two key barriers with attending 
courses.  

http://raceonline2012.org/peoples-taskforce
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¶ People are motivated to help others as a third of internet users in the UK say they are passing their 
skills on and helping their friends and family to get online and find new websites (BBC 2011)  

¶ ²Ŝ ƪƴƻǿ ǘƘŀǘ ŜǾŜǊȅƻƴŜΩǎ ƛƴǘŜǊŜǎǘǎ ŀǊŜ ŘƛŦferent and that people like help to get started from 
ǎƻƳŜƻƴŜ ƭƛƪŜ ǘƘŜƳΦ  LǘΩǎ ƴƻǘ ŀ ƻƴŜ ǎƛȊŜ Ŧƛǘǎ ŀƭƭ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǎƻƭǳǘƛƻƴΦ 

The Race Online 2012 team asked digital champions to: 

¶ Inspire and train people informally or as part of an event or local course. 

¶ Signpost people to local training by using an online post code course finder or telephone helpline. 

¶ Donate equipment or signpost people to low cost PC deals 

¶ Join the champ club to get useful tools and share inspiring stories at facebook.com/digital 
champions 

¶ Get a Digital Champion Qualification 

 

6.6. /ƘŀǊƛǘŀōƭŜ ŦǳƴŘŜǊǎΩ ǊƻǳƴŘ ǘŀōƭŜ 

 

 
 
Race Online 2012 found that charities had a poor track record of using technology and the internet.  
Volunteer staff were often infrequent users of the internet themselves and technology investment 
decisions were sometimes ill-informed. 
 
άI find it extraordinary how far behind a digital by default world many charities and funders find themselves. 
Too many charities make poor use of what is available: unwilling, unaware or unable to exploit it to best 
ŜŦŦŜŎǘΦέ Chief Executive of a funding organisation 
 
In order to make a difference in the sector the Digital Champion brought together the largest UK funders. 
The event was co-hosted with the Esmée Fairbairn Foundation and attended by eƛƎƘǘ ƻŦ ǘƘŜ ¦YΩǎ ǘƻǇ 
funders. The first of its kind, this forum was used to discuss strategies to increase and improve British 
ŎƘŀǊƛǘƛŜǎΩ ǳǎŜ ƻŦ ǘŜŎƘƴƻƭƻƎȅΦ 

6.7. Broadband Delivery UK ς background information 

Broadband Delivery UK is the unit within DCMS set up to deliver the GovernmentΩs broadband strategy to 

bring superfast broadband to all parts of the UK. BDUKΩs main role is to allocate and distribute £530 million 

of funding to bring superfast broadband to the third of the UK homes which wonΩt be provided for by the 

broadband market. County Councils, unitary authorities and Local Enterprise Partnerships can apply for a 

share of the money by developing a local broadband plan setting out how everyone in the area will be 

provided with superfast broadband access. An integral part of developing a successful local broadband plan 

is to develop an effective demand programme. Local Authorities are encouraged to use the Go ON Get 

Local approach to generate demand from both local citizens and local businesses.  

A Go On Get Localǘƻƻƭƪƛǘ ƛǎ ƴƻǿ ŀǾŀƛƭŀōƭŜ ƻƴ .5¦YΩǎ ΨhuddleΩ resource area where local authorities can 

learn about the Go ON places strategy and examples of implementation and share knowledge. 

 


