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This event looked at various stages of the Digital 
Transformation process and offered some practical, 
actionable advice that could be applied to your 
own journey. We heard from charities who are well 
underway with their own strategy and who shared 
advice and learnings from their experiences.

Charities are addressing the new reality 
of constant change to find a place in the 
developing digital world. The concept 
of Digital Transformation has been 
around for decades but in recent years 
this conversation has changed from 
conceptual to practical.
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Zoe Amar

Zoe also wrote The Charity Digital Toolkit and The 
Charity Social Media Toolkit with Skills Platform, as well 
as partnering with them to map digital skills across the 
UK charity sector in The Charity Digital Skills Report. Zoe 
attended our event in her role as Chair of the steering 
group for The Charity Digital Code of Practice, a new 
initiative for the sector.

The code was created with the aim to solve some of 
the key challenges the charity sector is facing, namely 
that is falling behind other industries when it comes to 
digital skills. Other sectors, such as retail, have faced 
similar issues and Zoe and the team behind the code 
are determined for the charity sector to not suffer in the 
same way.
 
Some of the key stats behind this are:

• Only 15% of charities have been through digital 
transformation

• 62% are taking active steps to improve culture
• Charity sector staff also feel their own leadership 

teams are falling behind in this area
• This can have a detrimental effect on the ability of 

charities to fundraise

Zoe mentioned the importance of taking funders along 
the digital journey alongside the charities and for them 
to be working more closely together. Only a handful of 
funders truly understand the importance of digital.
 
Many different organisations are involved in the Charity 
Digital Code, such as Charity IT leaders, Acevo, SCVO, 
Zoe Amar Digital, Government – Office of Civil Society, 
Lloyds Bank, Small Charities Coalition and many more.

Zoe is a familiar face in the charity sector, an expert in her field she 
writes for The Guardian Voluntary Sector Network about charities 
and digital issues. 
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The aims of the Code are to:

• Help charities be relevant and fulfill their purpose in 
the digital age

• Create new opportunities for funders to engage with 
digital activity and increase collaboration with the 
sector

• Develop charities’ digital skills, motivation and 
confidence

• Create a level playing field for all, free to access and 
open to all charities (with small and large budgets)

The creation of the Code is well under way. They have 
done user testing with around 20-30 organisations, 2 
planning workshops and a microsite has been developed. 
The consultation process will be opening in a few weeks’ 
time (beginning of July 2018).
 
Zoe finished her talk by giving examples of two charities 
that have excelled in digital. Firstly, Scope with their 
ambitious 5-year digital strategy. And Parkinson’s, who 
have taken a thoughtful and considered approach to 
their digital activity. They have used digital to attract 
talent and to be more visible – Zoe referenced videos by 
CEO Steve Ford.

Her words of advice to the audience were to be bold 
and be courageous. Be clear on the proposition and use 
digital to help you communicate this. She highlighted the 
importance of appealing to the trustees and the leaders 
of charities and to ensure they are being led on the 
journey. #charitydigitalcode

@DeborahMackay

@CharityComms

@zoeamar says charity 
sector isn’t moving 
as fast as it could be 
when it comes to digital 
- just under 32% of 
charities have a clear 
digital strategy to help 
achieve their goals. 
#YoyoPresents

Jealous of everyone 
at #YoyoPresents this 
morning! Check out 
the hashtag for some 
digital best practice 
and transformation 
takeaways. 

@straytweets
READ MORE 
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James Forage

He opened the talk with a bold statement. ‘You don’t 
need to know about digital, digital is the detail – too 
many people get caught up with digital for digital’s sake 
– it’s what it can do for you that really matters, and what 
it can do for an organisation.’
 
A critical part of any transformation is to clearly 
understand the vision of the charity – could the board 
give you an elevator pitch if there is any uncertainty?

Only once the vision is clear and understood can any 
form of transformation happen. But transformation 
doesn’t have a clean start and finish point; it’s a state of 
being and you should always be moving forwards. People 
sometimes forget that it’s a collective responsibility; you 
need to own the transformation, as does the person 
sitting next to you. It’s not something that can be 
achieved by one person. Culture changes also have to 
be owned; the wheels of industry are slow to move, but 
individuals can speed this up by not waiting for things to 
happen and by standing up and owning those changes. 
It’s about how you think and how you act, and any form 
of transformation requires a shift of mindset.

A challenge in the sector is that it is typically risk-averse, 
because charities have to answer to a board of trustees 
and to the public, as opposed to just the profit lines. 
Innovation can suffer, but you must break out of this. 
Even if this is small, incremental changes which you can 
use as case studies for success and to whet people’s 
appetite for change. Due to this ‘fear of failure culture’, 
charities can be reluctant to share what went wrong with 
each other or internally. People don’t want to be seen as 
wasting funding and/or resources. But it’s the only way 
that you can grow: by making mistakes, learning from 
these and sharing your stories with others.

James is a co-founder of Yoyo and drew upon his 20 years in the 
digital industry (both at management consultancies and digital 
agencies) to offer the audience practical advice around their own 
digital transformation journeys.
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So tell your supporters, your senior management teams 
and your trustees about the things that have gone well 
but also the things that have failed. Failure is normal, 
failure is good. You will find success, but it’s important 
that people understand your journey to get there. And 
build on those successes by continuing to tell people 
about it. Bypass anyone who gets in your way – it’s quite 
common to have blockers either through people or 
budget constraints. But always keep the faith and focus 
on what you are doing.

Think Experience is a Yoyo philosophy (we’ve even 
written a book on it) that is all about putting the user 
at the centre of everything that you do. Although it is a 
user-first approach, it also warns you not to forget about 
the organization’s needs. The key is marrying these two 
up – understanding the user’s needs and the needs of 
the organisation.

James’ golden rules are:

1. Understand the vision 
- Ask if you don’t know 

2. Own culture change 
- Focus on your own behaviour and attitude 
- Stick to your golden questions!

3. Break out of your siloes 
- Collaborate, share, learn, grow, succeed and fail as 
one

4. Think Experience 
- Marry the needs of your users with the needs of 
your organisation

5. Keep the faith 
- Believe in yourself and what you’re doing 
- Take action and others will follow

A few of James’ key takeouts were:
 
• Don’t lose focus. Forget about the how (digital is the 

how). It’s about the why – why are you doing this? 
Who will benefit from this?

• You should be one team with one vision, no matter 
the size of the charity. The goal is to come together 
to do amazing things for a single cause that you all 
really care about. The rest is just the detail of how 
you’re going to achieve that.

• Keep the faith – if you’re feeling like you’re trudging 
through treacle, it’s not surprising. It’s new. It’s tricky. 
People sometimes don’t get this. But just feel the 
fear and do it anyway.

@sushi_juggapah

If the org is saying 
you need a “digital 
strategy” that’s the 
responsibility of SMT - 
very very true, preach 
James @yoyodesign! 
#YoyoPresents

@straytweets
READ MORE 
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Alex Holden

Target Ovarian Cancer is a small charity of 20 people 
with only 1 dedicated digital resource, however they 
have been getting themselves noticed in the sector for 
years partly due to the fact that they have truly embraced 
digital. In fact the CEO is such an advocate for digital, 
that she has told the SMT that she expects digital to be 
central to any business plan they submit.
 
Awareness of ovarian cancer is particularly low, and sadly, 
there have been no new treatments since the 1990s. 
Their view is that enough is enough, it’s time for change, 
and it’s time for a revolution. Their goal is to double the 
cancer survival rate, which is a huge target. But they can’t 
do this on their own; they need to involve women with 
ovarian cancer especially, their family and friends, the 
public, the government, the funders – everyone needs 
to work together. And digital plays a central role to all 
of this. It gives them the opportunity to do so much and 
Alex believes that this is what is going to transform their 
charity. They can reach new audiences, transform their 
fundraising and transform their services.

What have they done? 

• Created a goal for their digital strategy – you have 
to be clear on what this is otherwise you’re in the 
world of creating a website for visitor numbers with 
no purpose. It’s not worth rushing this stage as if 
you start from the wrong place, you’ll end up in the 
wrong place.

• Created their own ‘brand onion’ which is repeated 
on each internal presentation to keep people 
focused on their goal of bringing people into the 
centre of the ‘onion’ – from the periphery to the core 
of a fully-engaged audience.

Alex has had a phenomenal career at global organisations both in 
the private sector and not-for-profit, but she has found her home 
at Target Ovarian Cancer for the last 6.5 years and she has been 
making huge waves for the charity ever since.
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• Ensured the internal stakeholders have been brought 
on the journey. She always uses the brand onion and 
makes sure that every single person knows their role 
and what’s in it for them, as well as what the digital 
priorities are. How is digital going to help them? 
Should conflict arise, she always goes back to the 
original goals, which everyone has signed up to.

• Engaged users in the whole process. Giving women 
a voice is fundamental to the charity, but Alex argues 
that it is always essential to engage with users 
from the beginning. They send out impact surveys 
to understand what has had an impact – if it’s not 
having an impact, why are we doing it?

• Achieved some quick wins early on in the process 
with allowing users to book events and download 
publications online. When they first started the 
transformation, people had to phone the office.

• Created a lot of video and personal case studies – 
their audience loves video and the benefit of this is 
that it’s really cheap to do on an iPhone. Stories like 
‘I was diagnosed, I had this operation, this is what 
happened and this is what I did’ are so compelling. If 
you are isolated as you’re currently having treatment 
for example, digital is hugely powerful.

• Improved their service delivery with digital. Their 
website was the first step – ensuring that all guides 
that were in PDF are now on the site, and that 
the structure and content was improved to help 
visitors find the right information quickly. There is a 
member’s area for clinical nurses – helping nurses 
help women with ovarian cancer and allowing them 
to share best practice. This includes podcasts, 
videos and different content for them to view. They 
have created an app for the general public to track 
symptoms. This is a digital representation of a 
successful printed initiative. But by being online, it’s 
much easier to access, reminders can be set and it 
can be with you at all times.  

They have done a huge amount with fairly limited 
resources, but there is still so much they want to do. They 
do have to prioritise their innovation projects over the 
years, but they are clear about the vision and the goals, 
and what can be achieved over the next 4-5 years.

Alex talked about the data side of digital and the 
fact that it can give you so much information to help 
support business cases, and to understand the impact 
of what you are doing. However, she warned that many 
organisations have spreadsheet after spreadsheet 
collecting data that doesn’t even get analysed, so it 
can waste time. She recommended that you choose 
measurements that reflect that big goal and help you to 
understand whether you are meeting it. If it doesn’t do 
that, there is no point collecting and evaluating it.
 
One of their next steps is to sort out the IT side of the 
business. They have all their data in different places (like 
most organisations). They have to work better together. 
The audience joined in with a discussion around the 
challenges of outsourcing IT – it makes joined up thinking 
and collaboration harder when it is managed externally. 
But the same principles apply – sharing a vision and goal, 
identifying ways to achieve this and working together to 
make it a reality.

@thedivinehammer

Fantastically articulate 
and important session 
from @ALHHolden 
@TargetOvarian 
at this morning’s 
#YoyoPresents on the 
transformative work 
they’ve been doing 
behind the scenes for 
women affected by 
ovarian cancer 

@straytweets
READ MORE 
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Tracey Garrett

To understand the journey of an organisation, it’s 
important to know the history, and Tracey gave the 
audience a really clear insight into the charity’s past 
approach: ‘The team is so passionate about what they 
do. We just love talking about trees. We wanted to tell 
you, and we didn’t care whether you wanted to listen.’ 
This was reflected in their bloated website with over 
15,000 pages. No one monitored what was going up, 
anyone could post things up there and there was minimal 
governance. There was no content control, and no rules 
around who built digital products – they had 36 websites 
and no way of controlling it all.

They started with a content strategy. They wanted to 
take people on the journey from interested visitor to 
passionate engager through education, inspiration and 
enjoyment. They ultimately want people to take action – 
sign petitions, volunteer and give money.
 
Appealing to a wider audience was also part of their 
goal. A challenge that many other charities share, is that 
a large proportion of their audience demographic is 
getting older and there is a risk that if you don’t fill the 
supporter bucket at the bottom (i.e. through younger 
audiences), you will become defunct.
 
The SMT really got behind this strategy, and provided 
more resource, e.g. in social, the team went from one 
part-time person to three. Some of the key steps taken 
were to:
• Carry out an audit on the 15,000 pages. Each page 

now has an owner, an objective, a lifespan and is of 
relevance.

• Push the website to become more vibrant
• Improve business workflows, processes and rules. 

The content now has to meet certain criteria.  

Tracey is leading the digital transformation at one of the UK’s most 
respected charities – the Woodland Trust. She was able to share 
some of their journey with our audience.

@LondonKirsty

Tracey says they were 
also guilty of telling 
people what they 
wanted people to know 
rather than listening to 
what people wanted 
#YoyoPresents

@straytweets
READ MORE 
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• Set up a group of stakeholders from around the 
organisation – this group helped set the rules, set 
the objectives. They then sell that into their own 
teams.

• Brought in an external content consultant to work 
through what audiences were looking for – if you 
give visitors what they are looking for, they are more 
likely to convert.  They carried out a survey about 
what people want and did a similar one internally 
to see the gap. Internally, people thought that 
the audience visited because they want to be a 
member; this is of course not the case. They care 
about wildlife, conservation, trees! Tracey believes 
that the team was so internally focused and these 
surveys allowed them to identify the truth of what 
people were actually looking for. She referenced a 
good case study – Norwegian Cancer Society. The 
old website was busy with lots of requests for the 
audience to do things which benefited the charity. 
People weren’t engaging with the website. The new 
website however was more audience focused – it 
was about allowing the audience to follow their 
own path and then see how the charity can help 
them. The numbers are impressive. Two years later, 
they had doubled the visitor numbers, increased 
donations by 70% and increased the membership 
figures by 88%.

It became apparent after going through these exercises 
that it wasn’t just a content strategy that they needed; 
they needed to undertake a full digital transformation 
process. They brought in the team at Yoyo to do an 
independent audit and consultancy piece to start that 
journey.

Yoyo conducted a comprehensive review of all digital 
activity along with stakeholder interviews, workshops and 
a technology audit. From this, a vision and roadmap for 
digital was created, aligned with their 2025 strategy. 
 
2018 has been busy for Tracey and the team putting 
everything into action. There is a new web build 
happening – instead of just improving the content 
and structure on the existing site, the breadth of their 
ambition meant that they needed a new platform. 
They are integrating their digital marketing, where they 
actually do less but make it more relevant and focused. 

One of the key pieces of feedback was that people have 
heard of Woodland Trust but don’t know what they do. 
So everyone needed to come together to solve this 
challenge through effective digital communication.
 
Social influencing has also been a key part of their recent 
digital strategy. Tracey was very honest here admitting 
that this was new to her – she was used to managing the 
messaging, but with influencers, she is not in control; 
they can create what they want. Although initially a 
bit scary, it’s been hugely successful for their family 
memberships. The content produced has been amazing, 
and they simply couldn’t have created it themselves.  
Celebrity endorsements have also been a success. Tracey 
concludes that without social they just wouldn’t have the 
same reach and wouldn’t be involved in the conversation.
Tracey’s talk was called ‘Transformation, Trees and 
Trauma’ and she finished her talk with a note to 
the ‘trauma’, which for her is the engagement of 
stakeholders. As we heard a lot from the event, this is 
absolutely critical to success but can be the most difficult 
part. Her tips are to have a very robust internal comms 
process to support this. The content strategy had a 
small group, but now that this has turned into a digital 
transformation process, she has a variety of different 
groups: Management steering group, SMT, trustees, 
content strategy team and a project delivery team. She 
also runs monthly drop in sessions where people can 
pop in and find out more about what is going on with 
digital and they have regular blogs (1-2 weekly) from 
someone who’s directly involved. This could be one of 
her direct team or it could be a conservationist who 
came for a content workshop. Asked what would be 
the one thing she’d implement around internal comms, 
Tracey responded “Get your CEO on board’ but she also 
recommended lots of internal education.

So there we have it, another Yoyo Presents 
event concludes and we all go away a little 
wiser than we were before.

Until next time… 

See how we’re helping charities get more 
from digital.
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