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[bookmark: _Toc423443000]WHATS INCLUDED
Customer Requirements (this document)
Appendix A 	– Award Questionnaire (template to be completed)
Appendix B 	– Supplier Pricing Matrix (template to be completed)
Appendix C 	– Call-Off Contract (Part A&B) (Customer specific terms)
– Call-Off Contract (Part C) (Standard Terms and Conditions) 
Appendix D 	– Supplier List for Consortium Possibilities 




[bookmark: _Toc423443001]OVERVIEW
	CCS Project Lead:
	Lucy McCormack
	Customer: 
	Ministry of Defence
	Delivery Location:
	Andover
	Phase(s): 
	Discovery
	Project:	 
	DS02- 061

	Required Capabilities:
	Include, but are not limited to:
☒ Agile Product Design & Delivery
☒ Content Design, Editorial and Strategy
☒User Research (UX Design)


	Subcontracting Permitted?
[supplier must have all required capabilities, but may subcontract to supplement their resource if required]
	☒Yes        

	Supplier Partnering Permitted?
[suppliers who do not hold all the required capabilities, but wish to bid for all, may partner with another supplier on the framework who does hold the capabilities they need]
	☒Yes        

	Contract Charging Mechanism (Discovery Phase):
	Fixed Price
	Tender Publish Date:		
	01/12/2015
	Tender Submission Deadline:
	15/12/2015
	Proposed length of phase:	
	04/01/2016 – 05/02/2016

	Proposed Commencement Date of Project:
	04/01/2016

	
[bookmark: _Toc423443002]LOTTING STRUCTURE 
[bookmark: Text5]The Customer has structured this procurement as follows: 
	Lot 1 
	Agile Product Design and Delivery, Content Design, Editorial and Strategy and User Research

[bookmark: timescales]


[bookmark: _Toc423443003]TIMESCALES
The Customer or CCS may change this timetable at any time. The Potential Provider will be informed by email if there are any changes to this timetable.
It is the Potential Provider’s responsibility to monitor the online messaging facility (e-Sourcing).
	DATE
	WHO
	ACTIVITY

	01/12/2015
	CCS
	Publish requirements to Potential Providers 
Clarification period starts


	04/12/2015
	CCS, Customer & Potential Providers
	Clarification Webinar 14:00
Invite to webinar will be issued via the CCS eSourcing Suite. All questions and responses will be published via eSourcing Suite.

	10/12/2015
	Potential Providers
	Clarification Question period closes
Please submit all clarification questions by 23:59hrs
Please note that we aim to publish all response to Q&A within 24hrs


	15/12/2015
	Potential Providers
	Submission Deadline 
Potential Provider must upload submission to the eSourcing suite by 12:00noon


	22/12/2015
	Potential Providers & Customer
	Demonstration, Testing and Scrutiny


	23/12/2015
	
	Award Notification
Publish Successful and un-successful Potential Providers.

	04/01/2015
	
	Expected "Commencement Date" for Call-Off Contract/s




[bookmark: _Toc423443004]KEY DELIVERY DATES
	[bookmark: h.j88kjvpapbfj]PROJECT PHASES
	START DATE
	COMPLETION DATE

	Discovery 
	04/01/2016	05/02/2016

[bookmark: h.3znysh7]
[bookmark: _CUSTOMER_LOCATIONS][bookmark: CurrentSituationBackgroundInformation]

CURRENT SITUATION / BACKGROUND INFORMATION
[bookmark: h.2et92p0][bookmark: h.tyjcwt]The British Army's website(s) has changed little since it was launched in 2008, while on other channels such as Facebook and Twitter the Army is successfully engaging users and continues to grow this audience. Recent developments in website design, search engine optimization and the need to engage with rather than ‘talk at’ the audience mean the time is right for change.
 
To ensure that the digital estate is fit for purpose while being flexible enough to respond to industry or government guidelines the Army must adopt a user focused approach to delivering its messages.  An essential element of this project is to ensure the Army overcomes the lack of Suitably Qualified and Experienced Personnel (SQEP) within the digital workspace.
 

1. The latest online user survey contains a wealth of anecdotal evidence, which confirms that users are increasingly frustrated with the quality and web-suitability of content, elements of the design and the navigation and search facilities.  The pace of change and the difficulty securing the scheduling of technical improvements and lack of internal resource continues to hamper efforts.  There is a major delta between the current website design software and behind the scenes technology, which severely impacts on the variety of devices on which they can be accessed.
 
 2. The current Army digital estate is in contract for a further 12 months, allowing us time to investigate and migrate.  The results of this research project will inform the development of a new contractual agreement, which will be let through the proscribed procurement pipeline.


3. Providing a reliable, dynamic and trusted public facing web presence is essential and has been agreed within DDC and by the Department’s Digital Leader reflecting:
 
a.             The importance of the Internet as a public information and staff communication channel.
b.             The ongoing focus across government on digital methods of delivery. 
c.             The need to demonstrate that the Army strives for value for money in a changing world with ever decreasing finances.
 
4. In order to meet Digital by Default standards the Army will use this User Experience study as a first stage in the proposal and plan of a longer term project to address the shortcomings of the site with an improvement plan.  Additionally, a quantitative and qualitative content audit will catalogue current digital assets and help inform what content is relevant to our audience and should be kept. A combination of the user experience research and content audit will help to identify how and where to improve content for both user engagement, strategic messaging, and to identify redundant content. 

[bookmark: _Toc423443005]CURRENT ROLES AND RESPONSIBILITIES OF THE CUSTOMER
	Role
	Responsibilities 

	Head of Digital
	Service Manager - Oversee and sign off outcomes

	Strategy Information Architect
	Working with the chosen company to use internal resource and information already gained to supplement the work from the chosen company



CURRENT TECHNOLOGIES AND LANGUAGES
Not relevant as this is a study on what is there for the external world to see
[bookmark: h.3dy6vkm][bookmark: SummaryofRequiredOutcomesandUserNeeds]
REQUIRED OUTCOMES
Content Audit - The aim is for the agency to produce recommendations on the future content, governance, and types of information/communications that should make up the profile of the Army Internet presence. The quantitative audit will be an automated process of the whole of the Army web presence. The qualitative audit will cover 10% of the most important content (based on Army communication priorities and web analytics). 
 
User Testing – This will be a series of activities including face to face moderated user testing, remote moderated user testing, and remote un-moderated user testing with internal and external audience groups.  This will help form recommendations for development work based on qualitative understanding of user behaviour in defined and undefined tasks.
 
Card Sorting – A vital element of the user journey is understanding how the audience structures information they are looking for and importantly how we should structure what we want to tell them, using appropriate language.  This activity will be conducted qualitatively on a small scale with a representative segment of each defined audience group.
 
Validation – The validation phase will help confirm or deny that the insight gained from the User Testing and Card Sorting is valid.  The resulting Information Architecture (IA) will ensure we present the right content, using the right language in an accessible form for all audience groups.  Importantly the IA will help to ensure a higher rate of engagement and audience retention.

The Card Sorting and Validation exercises will focus on a ‘Minimum Viable Product’ (MVP) information architecture, thus the most important digital content will be launched first and other content will be iteratively improved and launched based on Army and user priorities. This methodology reduces the upfront development cost, particular for an organisation such as the Army with its extensive repository of content.  
 
Technology – Crucially, the insight gained from the User Experience study will inform the technological development pipeline. This will help to ensure that the new ‘website’ will be fully compliant with the Government Communications Plan 2015 in terms of responsiveness and accessibility.

Service Delivery Plan – should provide a breakdown of the required roles and appropriate delivery team structure, scale and service delivery processes (including content strategy/delivery and technical development). 
Outputs from these activities will provide:
· Personas (user needs and user stories)
· Understanding of capabilities required to complete the alpha (development phase) of the project
· Ability to scope and plan the alpha phase  (service delivery plan)
All of each are required of a discovery phase in the Digital by Default standards. 

[bookmark: _Toc423443007][bookmark: _Hlk377137066]REQUIRED CAPABILITIES AND OUTCOMES OF THE SUPPLIER

	Required Capabilities and Outcomes of the Supplier

	Capabilities
	Outcomes

	Agile Product Design & Delivery
	Project / Delivery Manager – responsibilities will be to manage the timescales and deliverables of the project. 
Business Analyst – this role will be involved in the creation of the service delivery plan to understand the required resources and costs for the alpha phase – understanding what is required for the Minimum Viable Product and a phased plan to implement a full site.  
Multiple roles can be undertaken by one person.

	Content Design, Editorial and Strategy
	Content Designer / Content Expert - this role will to feed into the service delivery plan and will be involved in the Content Audit and Information Architecture development. 
Multiple roles can be undertaken by one person.

	User Research (UX Design)
	Researcher – responsibilities include undertaking the user testing and card sorting aspects of the project. They will also be involved in the content audit and information architecture development. Output will include:
· Personas (user needs and user stories)
· Understanding of capabilities required to complete the alpha (development phase) of the project
· Information Architecture of Minimum Viable Product
Multiple roles can be undertaken by one person.



[bookmark: h.92ippd2izwih][bookmark: h.b63l8csuhea5][bookmark: h.2s8eyo1][bookmark: h.17dp8vu][bookmark: h.3rdcrjn][bookmark: h.yg185uead2c1][bookmark: h.1fob9te][bookmark: _Toc374881908][bookmark: _Toc374882413][bookmark: _Toc374881909][bookmark: _Toc374882414][bookmark: _Toc374881910][bookmark: _Toc374882415][bookmark: _Toc374881911][bookmark: _Toc374882416][bookmark: _Toc374881912][bookmark: _Toc374882417][bookmark: _Toc374881913][bookmark: _Toc374882418][bookmark: _Toc374881914][bookmark: _Toc374882419][bookmark: _Toc374881915][bookmark: _Toc374882420][bookmark: _Toc374881935][bookmark: _Toc374881936][bookmark: _Toc374881937][bookmark: _Toc374881938][bookmark: _Toc374881939][bookmark: _Toc374881941][bookmark: _Toc374881942][bookmark: _Toc374881943][bookmark: _Toc374881944][bookmark: _Toc374881945][bookmark: _Toc374881946][bookmark: _Toc374881947][bookmark: _Toc374881948][bookmark: _Toc374881949][bookmark: _Toc374881950][bookmark: _Toc374881951][bookmark: _Toc374881953][bookmark: _Toc374882440][bookmark: _Toc374881957][bookmark: _Toc374882444][bookmark: _Toc374881958][bookmark: _Toc374882445][bookmark: _Toc374881960][bookmark: _Toc374882447][bookmark: _Toc374881962][bookmark: _Toc374882449][bookmark: _Toc374881963][bookmark: _Toc374882450][bookmark: _Toc374881964][bookmark: _Toc374882451][bookmark: _Toc374881965][bookmark: _Toc374882452][bookmark: _Toc374881970][bookmark: _Toc374882457][bookmark: _Toc374881971][bookmark: _Toc374882458][bookmark: _Toc374881973][bookmark: _Toc374882460][bookmark: _Toc374881974][bookmark: _Toc374882461][bookmark: _Toc374882178][bookmark: _Toc374882665][bookmark: _Toc374882181][bookmark: _Toc374882668][bookmark: _Toc374882182][bookmark: _Toc374882669][bookmark: _Toc374882183][bookmark: _Toc374882670][bookmark: _Toc374882184][bookmark: _Toc374882671][bookmark: _Toc374882185][bookmark: _Toc374882672][bookmark: _Toc374882203][bookmark: _Toc374882690][bookmark: _Toc374882204][bookmark: _Toc374882691][bookmark: _Toc374882205][bookmark: _Toc374882692][bookmark: _Toc374882208][bookmark: _Toc374882695][bookmark: _Toc374882209][bookmark: _Toc374882696][bookmark: _Toc374882210][bookmark: _Toc374882697][bookmark: _Toc374882212][bookmark: _Toc374882699][bookmark: _Toc374882215][bookmark: _Toc374882702][bookmark: _Toc374882216][bookmark: _Toc374882703][bookmark: _Toc374882217][bookmark: _Toc374882704][bookmark: _Toc374882218][bookmark: _Toc374882705][bookmark: _Toc374882219][bookmark: _Toc374882706][bookmark: _Toc374882220][bookmark: _Toc374882707][bookmark: _Toc374882221][bookmark: _Toc374882708][bookmark: _Toc374882223][bookmark: _Toc374882710][bookmark: _Toc374882225][bookmark: _Toc374882712][bookmark: _Toc374882227][bookmark: _Toc374882714][bookmark: _Toc374882228][bookmark: _Toc374882715][bookmark: _Toc374882229][bookmark: _Toc374882716][bookmark: _Toc374882230][bookmark: _Toc374882717][bookmark: h.cdo3zfecolhd]
We believe the roles described above are those that we require to complete the Discovery Phase; however we are not limiting ourselves to just these roles. We are open to suggestions as to other roles that may be needed within the 3 capabilities specified. Suppliers are free to suggest alternatives, providing justification in their proposals. 

THE METHODOLOGY

[bookmark: _MON_1497184509] [

GOVERNANCE
A weekly meeting to update on progress. 
A process in place for us to be kept informed of matters of importance.





[bookmark: _Toc423443008]TERMS AND CONDITIONS 
Please note that Customer specific Terms and Conditions apply to this agreement.  Please refer to the Call-Off Contract Part A, for further information. Please note that these terms will supersede the standard terms within Call-Off Contract Part C Call-Off Terms and Conditions
The following DEFCON’s apply to this agreement:
	DEFCON 5J (Edn 07/08) 
	Unique Identifiers

	DEFCON 129J (Edn 07/08) 
	 The Use Of The Electronic Business Delivery Form

	DEFCON 501 (Edn 12/14) 
	Definitions And Interpretations

	DEFCON 507 (Edn 10/98)
	Delivery

	DEFCON 515 (Edn 10/04) 
	Bankruptcy and Insolvency

	DEFCON 518 (Edn 11/12) 
	 Transfer

	DEFCON 520 (Edn 07/11) 
	 Corrupt Gifts And Payments Of Commission

	DEFCON 521 (Edn 04/12)
	Subcontracting To Supported Businessesc

	DEFCON 522J (Edn 05/03) 
	Payment Under P2P  

	DEFCON 522JA (Edn 04/09) 
	Payment Under P2P - Matching The Invoice And Order (Two-way Match)

	DEFCON 525 (Edn 10/98) 
	Acceptance

	DEFCON 530A (Edn 12/14) 
	Dispute Resolution (Scots Law)

	DEFCON 531 (Edn 11/14) 
	Disclosure Of Information

	DEFCON 534 (Edn 06/97) 
	Prompt Payment (Subcontracts)

	DEFCON 550 (Edn 02/14) 
	Child Labour And Employment Law

	DEFCON 566 (Edn 07/14) 
	Change Of Control Of Contractor

	DEFCON 595 (Edn 10/04) 
	 General Purpose Automatic Test Equipment Data Requirements

	DEFCON 76 (Edn 12/06)
	Contractor's Personnel At Government Establishments

	DEFCON 92 (Edn 08/90)
	Failure of Performance

	DEFCON 614 (Edn 09/03)
	Default

	DEFCON 632 (Edn 08/12)
	Third Party Intellectual Property - Rights & Restrictions

	DEFCON 602 A 
	Quality Plans 

	DEFCON 608 
	Contractors Facilities 



EVALUATION STAGES, MINIMUM PASS MARKS & PRICE EVALUATION
Evaluation will follow the approach below: 
· Technical & Cultural evaluation
· Demonstration, Testing and Scrutiny
· Pricing evaluation

MINIMUM PASS MARKS:
In order for Potential Providers to progress they must achieve or exceed the Minimum Pass Mark, as defined in the Award Questionnaire.
	Stage 1: Technical & Cultural evaluation
	All Potential Providers who achieve the required Minimum Pass Mark for a Lot will be added to the Short List, and will be eligible to continue in the Further Competition.

	Stage 2: Practical Demonstration, and Scrutiny of the resources proposed by the supplier 
	Suppliers who meet the Minimum Pass Marks specified for Part A Supplier Confirmation, and Part B1 Written Submission; will be required to complete Part B2 Practical Demonstration of a particular skill (specified within the Award Questionnaire) in order to evidence capability. 
Supplier resources will be required to respond to the Scrutiny questions stipulated within the Award Questionnaire. Each shortlisted Supplier must achieve the Minimum Pass Marks identified in the Award Questionnaire to continue in the Further Competition.

	Stage 3: Pricing 
evaluation 
	 For each Further Competition the Customer has a choice as to how they wish the pricing to be evaluated. 
In this instance the Customer has specified Combined Evaluation as their chosen price evaluation method. For more information please see the Evaluation Guidance document held on the e-Sourcing suite.
Please note that pricing will only be evaluated for those shortlisted suppliers that have met the Minimum Pass Marks for the preceding evaluation stages 
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23 Jun 15

ARMY WEBSITE USER SURVEY, SPRING 2015: REPORT
Background

1. The Army Media & Communication Digital team is directed to conduct a user survey
of the Army website (www.army.mod.uk) once a year and report the results to the Cabinet
Office. The survey helps us to assess whether our website is performing as it should — and
whether it represents value for money for the taxpayer. The results also help us to improve
our website. The survey conducted in Spring 2015 was the fourth one conducted.

Methodology

2. Deployment. For 7 consecutive days in April/May 2015, all visitors to any page of the
Army website were presented with an invitation to complete a 14-question user survey,
with an indication of how long it might take. Visitors could dismiss the message; defer it, so
it re-appeared later on; or start the survey, run using MOD Surveys’. Many of the survey
guestions were specified by the Cabinet Office and were mandatory. However, users could
exit the survey at any time. This means that, in comparison to questions at the beginning
of the survey, there are fewer recorded responses to questions nearer the end of the
survey.

3. Analysis. The results of the whole survey were analysed on their own and in
comparison with the results filtered according to specific responses to a question, eg those
who indicate in Question 4 that they got none of what they wanted from the Army website.
These comparisons produce some interesting insights about demographic and
psychographic subpopulations. In addition, 2015 results were compared with results from
2012, 2013 and 2014, uncovering some trends over time.

Results

4. Response quantity and rate. There were 3,813 responses to the 2015 survey.
Since 2012, the response quantity and rate have decreased noticeably. The same
deployment method has been used each year — so perhaps the decrease is due to
continued survey fatigue.

2012 survey | 2013 survey | 2014 survey | 2015 survey
Response quantity 6,414 5,757 5,162 3,813
Website visitors that week 150,597 162,777 187,855 163,997
Response rate 4.3% 3.5% 2.7% 2.3%

! MOD Surveys: https://surveys.mod.uk
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5. Age. Responders are predominantly young, with 72.3% being 24 or under. This
proportion has increased from 71.0% in 2012.

1600 = 15 or under (656)

= 16-19 (1519)

1400 = 20-24 (525)
25-34 (336)

= 35-44 (205)

= 45-54 (220)
55-64 (140)

= 65-74 (94)

= 75 or over (35)

= No answer (5)

= Not completed or Not
displayed (78)

1200

1000 ~

600 -

400

200 4

Bl e -

0-

6. Gender. A majority of responders were male, which reflects the high proportion of
people seeking information about joining the Army. This proportion has remained largely
steady over the years. It is the reason why the Army website is visually designed to appeal
more to men.

= Female (643)

= Male (3031)

= No answer (61)
Not completed or Not
displayed (78)

2%
2%

79%

17%
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7. Satisfaction with visit. The great majority of responders were satisfied or very
satisfied with their visit, with only 2.7% being dissatisfied or very dissatisfied. This
dissatisfaction rate is in line with previous years: 3.2% in 2012, 3.4% in 2013 and 3.5% in
2014.

= Very satisfied (1394)
= Satisfied (1451)

1400 = Neither satisfied nor
dissatisfied (312)
1200 Dissatisfied (63)
= Very dissatisfied (25)
1000 - = Don't know (62)
No answer (13)
200 = Not completed or Not
S displayed (493)
- l
U0
Q el —i -

8. What information have you come to look for today? Responders could select
multiple options to this question — for example, indicating that they are interested in Joining
the Army and Army Reserve information. The most popular information sought on the
Army website remains ‘Joining the Army’, with 52% of responders selecting this option.
There has been a steady appetite in those seeking Army Reserve? information over the
years, from 16.9% in 2012 to 17.2% in 2015. There has been a continued decrease in
those seeking Equipment, Operations and News information — as Op HERRICK drew to a
close, and because people are consuming news online increasingly through social media.

BT = Army Reserve (657)
= Equipment (526)
= Joining the Army (1994)
News (588)
= Operations (438)
= Public events (195)
e Regiments (1151)
o = Regimental associations (176)

1000 - Soldier Magazine (167)

= Sports and adventurous

800 4 training (270)
= Training (1136)

600 = Welfare (201)

- Other (319)
400 + I Seriel3
200 - "
o N = |

% Termed Territorial Army in the 2012 and 2013 surveys.

1800 -

1600

1400 -
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9. Did you get what you wanted from the website? The percentage of responders
selecting the top option — that they got everything they wanted from the Army website —
was the most popular at 38%, increasing its lead as the most chosen response. (In 2012,
‘Got most of what | wanted’ was the most chosen response.) In addition, those who got
none of what they wanted reduced from 4.4% in 2014 to 1% in 2015.

1600 -

1400

1200

1000

= Got everything | wanted (1449)
= Got most of what | wanted (1186)
= Got some of what | wanted (470)
Got none of what | wanted (34)
= Other (167)
= No answer (14)
Not completed or Not
displayed (493)

10. Ease of use of the site.? The great majority of responders thought that the Army
website was easy or very easy to use. The shape of the graph below hasn’t changed much
over the years, but the proportion of those selecting ‘poor’ or ‘very poor’ has increased
slightly from 1.7% in 2012 to 2.7% in 2015. This would reflect the increasing use of mobile

devices to access the website.

1600 4

1400

1200

1000

600

400

200

= Very Good (1588)

= Good (1375)

= Neither good nor poor (211)
Poor (66)

= Very poor (25)

= Don't know (23)
No answer (32)

= Not completed or Not
displayed (493)

®The questions discussed in Paragraphs 10 to 14 were presented as a single question in the survey

(Question 6).
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11. Attractiveness of design/appearance. When asked to rate the Army website on its
attractiveness of design/appearance, most responders were very positive. But the
proportion of those selecting ‘poor’ or ‘very poor’ has increased slightly from 1.7% in 2014

to 2.8% in 2015.

1600
1400
1200
1000 -
800 -
600 -
400

200

0 -

= Very Good (1544)

= Good (1300)

= Neither good nor poor (307)
Poor (77)

= Very poor (30)

« Don't know (18)
No answer (44)

= Not completed or Not
displayed (493)

12. Ease of finding information/services. Of all the aspects of the Army website in
Question 6 of the survey, the ease of finding information received the least favourable
response, and the only one for which the most common response was ‘good’ instead of
‘very good’. Despite this fact, the proportion of those selecting ‘poor’ or ‘very poor’ still only

equates to 6.1%.

1600 5
1400
1200

1000

800

600

400

200 -

0 -
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= Very Good (1164)

= Good (1434)

= Neither good nor poor (459)
Poor (145)

= Very poor (54)

= Don't know (20)
No answer (44)

= Not completed or Not
displayed (493)





13. Clarity of information. Of all the aspects of the Army website in Question 6 of the
survey, the clarity of information received the most favourable response. When asked
whether the Army website contained information that was clear and easy to understand,
most responders were very positive. But the proportion of those selecting ‘poor’ or ‘very
poor’ has increased slightly from 1.6% in 2012 to 2.4% in 2015.

1800 = Very Good (1613)

= Good (1285)

= Neither good nor poor (266)
Poor (56)

= Very poor (35)

= Don't know (22)
No answer (43)

= Not completed or Not
displayed (493)

1600

1400

1200 -

1000

800

600 -

400

200 -

0 -

14. Accuracy of information. When asked whether the Army website contained
accurate and up-to-date information, the great majority of responders agreed — or agreed
strongly. As one would expect, of all the parts of Question 6 in the survey, this one has the
greatest percentage of ‘don’t know’ responses.

1600 -

= Very Good (1412)

= Good (1142)

= Neither good nor poor (403)
Poor (126)

= Very poor (67)

= Don't know (126)
No answer (44)

= Not completed or Not
displayed (493)

1400

1000 4

800 -

600 -

400

200 -

=
[ i
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15. Usefulness of site search. Over 90% responders stated that they had used the on-
site search, available in the top right-hand corner of each web page. Those responding
that the site search is ‘very good’ has increased slightly from 37.8% in 2012 to 38.6% in
2015.

1300 l = Very good (1282)
1192 = Good (1227)
1083 4 = Neither good nor poor (311)
i Poor (95)
975 = Very poor (49)
= Don't know (20)
Not used (301)

= No answer (35)
= Not completed or Not
displayed (493)

[ | ozl

16. Likelihood of recommendation. More than half the responders would definitely
recommend the Army website to a friend, colleague or family member. This proportion,
and the shape of the graph, has remained constant over the past four years.

800 .
1800 = Definitely (1609)
1680 = Probably (1005)
o = Not sure (370)
1400 4 Probably not (133)
' = Definitely not (37)
1200 - = No answer (14)
Not completed or Not
1000 displayed (645)
800
600 -
400
200
o B Al

1:. .
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17. Frequency of visits to the Army website. This question was previously mandated
by the Cabinet Office, but the responses are not so informative and do not result in any
changes to the Army website. The shape of the graph has been remarkably constant over
time.

= Every day (321)

= Every 2 or 3 days (824)

= About once a week (714)
About once a fortnight (330)

= About once a month (353)
Less often (414)
Don't know (204)

= No answer (8)
Not completed or Not
displayed (645)

18. What would you like to see more of on our website? The free-text responses to
this question yielded a broad range of suggestions.

a. Given the desire for Joining the Army content, it is unsurprising that many
suggestions cover recruiting content, such as more information about the different
roles, the recruiting process in general and fithess regimes.

b. Several responders requested that they would like to see more videos on the
website.

c. A significant number of responders would like more information on the different
phases of training, selection and what to expect at the various training locations.

d. Several responders wanted more information on specific regiments. In
particular, what they are currently involved with on a day-to-day basis and what their
role is within the Army.

e. As with last year’s survey, there were also several suggestions for more
frequent and timely news. This is something we are working towards for the future
website. However, the general appetite for news on the website is less popular than
other sections (see Paragraph 8).
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19. Use of social networks. The 2012 and 2013 surveys gave 4 default options for
responders to choose from — Facebook, Google+, Twitter and YouTube — together with an
‘Other’ option. This was widened to 8 default options in 2014 and again to 10 in 2015 to
include social media platforms the Army Digital team is interested in exploring. Facebook
and YouTube remain perennially popular. Of the newer social media platforms, the
messaging application Snapchat stands out, with a third of responders using it. Of the
platforms listed when responders selected ‘Other’, LinkedIn appears the most.

2600 -

| = Facebook (2404)

2400 ! = Google + (596)
2200 . = Instagram (929)
o | Pinterest (162)
U = Snapchat (1042)
1800 Tumblr (180)
1600 ‘ Twitter (716)
| = Vimeo (35)
14009 Wordpress (34)
1200 ! YouTube (2081)
1000 4 = Other (136)
o [ = Seriell
800 +
600 <4
o]
400 +
200 -
0 41— —

20. Use of British Army social media channels. The British Army Facebook page* is
our most popular social media presence. Our newest social media channel, Instagram?,
was only beaten in popularity by the well-established Facebook and YouTube presences .
There was a significant increase in responders choosing the ‘Other’ option, the vast
majority of which then typed ‘None’.

= Facebook (1799)

= Google+ (290)

= Instagram (382)
Pinterest (24)

= Tumblr (54)
Twitter (364)
Vine (37)

= Wordpress (blog) (34)
YouTube (1386)
Other (136)

= Seriel0

4 www.facebook.com/britisharmy
® https://instagram.com/britisharmy
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21. Accessing the internet. This question was asked to gauge the different device
popularity for accessing the website. Although Desktop PC and Laptop responses were
the most popular, this may be influenced by the ease of completing user surveys on such
devices.

= Smartphone (671)

= Tablet (420)

= Laptop (1021)
Desktop PC (899)

= Games console (22)

. Other (39)
No answer (27)

= Not completed or Not
displayed (714)

rrrrrrrrrrr

22. Further comments. The final prompt asked responders to add any further comments
they have about the website. This generated a number of very similar suggestions to those
described in Paragraph 18.

What next

23. Excerpts from the survey have been shared with ARTD for recruiting suggestions.
Insights from this survey will be used to make incremental improvements to the current
Army website and will feed into the user requirements and development of the future Army
website.

Jonathan Papworth

SO2 Digital Developments Manager, AMC
Army MediaComm-AMC-Dig-DevMgr
94393 6078
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[bookmark: h.wtc3s6lc79oc]Introduction to this guidance

This Methodologies Guidance contains summarised extracts from, and links to the original sections of, the Government Service Design Manual https://www.gov.uk/service-manual.



The purpose of this is to provide guidance to Contracting Authorities when considering what may be necessary / appropriate to define within Call-Off Contracts / Statements of Work (SOW), given the specific nature of the Digital project for which the supplier(s)’s services have been commissioned. The following sections are included:



· Releasing software 			- How regular releases can reduce risk

· Testing in an agile environment 		- What testing your service might look like

· The deployment pipeline		- What happens to developed code before it’s deployed

· Version control 				- Ensure the team can collaborate on code

· Configuration management 		- Manage a team's approach to configuration

· Development environments 		- Early infrastructure needs for agile projects

· Information security			- Ensuring user data stays secure



[bookmark: h.sfsu6tf1chgq][bookmark: kix.7f3722f8py5n]

RELEASING SOFTWARE

https://www.gov.uk/service-manual/making-software/release-strategies.html

How regular releases can reduce risk



Releasing software comes with risks, so trying to minimise those risks is prudent. We do that in a number of ways:

· by releasing smaller chunks regularly it’s much easier to see what is going to change, and if something goes wrong it’s much simpler to roll that change back and undo it

· doing something regularly makes the case for investing in automation easier, removing much of the potential for human error and making each release the same

· if you’re doing something several times a day you tend to get better at it

· As well as reducing risk, being able to release early and often also helps products improve quickly, by reducing a potential barrier to quick experiments and rapid iteration.



It is important to think about how you release changes to a running application as early in the products development as possible. This is because it affects how software is developed and tested and how a product may be supported.



Being able to release software on demand is important. 6 monthly or longer release cycles are dangerous. Not only do new features rarely see the light of day but fixing known problems have to fit within a rigid release schedule.



Note that it’s important to make the distinction between releasing regularly and the ability to release all the time. The application should always be in a state where it could be released, that means quick changes can be made when needed. As an example changes to the software running GOV.UK are made on average 5 times per day.






In order to do that you have to consider:

· your approach to testing

· the quality of low level code – approaches like continuous integration, where code is tested constantly, and test driven design, can be helpful

· using the same tools and release processes for both the development and production environments - this way the software and tools will be well understood and will have been run thousands of times before the first public launch



Although tools, potentially including commercial tools, are required to aid rapid releases the discussions should not start with what tools should be used or procured but with the needs of the service and the product team.



Finally consider the following two measures of a system; mean time between failures and mean time to recovery. A very traditional approach involves focusing completely on reducing the time between any failures happening, by hopefully improving the quality of the overall system. But problems will always happen at some point, so focusing some effort on reducing the time taken to fix problems that do occur can often be much more cost effective as well as improve the overall system uptime.

[bookmark: h.y1xt7d2q4h8p][bookmark: id.ou6pjbx4lget]

TESTING IN AN AGILE ENVIRONMENT

https://www.gov.uk/service-manual/making-software/testing-in-agile.html

What testing your service might look like



It is important to recognize why we are testing in the first place, and that is to build the best quality system we can, that does what the customer requires, at a cost that everyone agrees we can afford (cost being money, business change, risk etc.). Too often, the focus of testing is to validate what has been produced and that alone, when in actuality it should be more about the following 7 concepts:

· Building quality in

· Everyone is responsible for quality

· Fast Feedback

· Tests are an asset of the product

· Faster delivery into production

· Clear and consistent view of testing

· Optimise value

[bookmark: h.fnqcy2dtsq4l]

Types of testing

The most noticeable difference with testing in an Agile world is that the majority of your test effort will be focussed on automated tests. These tests run in Continuous Integration (C.I.) which means that they form part of your code base and every time you make a change to your code, your tests are automatically run. This gives you immediate feedback on the quality of your code and helps prevent bugs being found at a later stage when they are expensive and complicated to resolve.



· Code Testing

· Exploratory Testing

· Load & Performance Testing

· Penetration Testing

· Accessibility Testing

· Crowd Sourced Testing

· Test Your Ideas



THE DEPLOYMENT PIPELINE

https://www.gov.uk/service-manual/agile/continuous-delivery.html

What happens to code between it being written by a developer, and deployed to production? We refer to this process as the deployment pipeline.

[bookmark: h.1rbmld486gu9]The commit stage

Whenever a developer checks into version control, a suite of tests is run against the latest version of the code. At this stage, any quick, easy-to-identify defects such as compile errors or unit test failures are caught. If the tests pass, the code progresses to the next stage.

[bookmark: h.dgrktpqqs40d]Shared sandbox environment

The code is deployed to a shared sandbox environment, where everyone involved in the project can observe it. The sandbox should be similar to production as far as is practical: for example, if production uses Postgres, the sandbox should also use Postgres and not another database such as MySQL or sqlite.



Every commit is considered a potential candidate to be released into production. The sandbox environment is the first environment where the application is deployed and run. This is the first stage where it can be visually inspected for quality by anybody on the team. The purpose is to identify any defect which means the application should not be deployed to production. If such a defect is found, this version of the code stops here; otherwise, it can proceed to further specialist testing environments.

[bookmark: h.vefty2vg8iv0]Specialist testing environments

There may be a need for other testing environments, to enable testing for specialist requirements such as load and performance testing, penetration testing, or accessibility testing. How many environments are needed will depend on the requirements and constraints of individual projects.



If code is determined to be of satisfactory quality, it can now proceed to the live production environment.

[bookmark: h.vql5vdpbdooz]Production environment

Once code has passed the commit stage, been deployed into the shared sandbox environment, had any necessary specialist testing run on it, it is considered suitable to go live. Deploying to production should be done in the same way as deploying to any other environment – using the same scripts, same configuration management tooling, and the same version of the code.



This ensures that when code is released to production, you are not doing it for the first time; you are instead performing an operation which has been validated at each stage throughout the deployment pipeline.

[bookmark: h.s5jjo2kyrwe9][bookmark: id.owokywyuffs2]

Version control

https://www.gov.uk/service-manual/making-software/version-control.html

Ensure the team can collaborate on code



All software development projects must use a version control system. Version control allows you to track changes to code over time, meaning that you can quickly step back to an earlier version where necessary and you can annotate your changes with explanatory details to help future developers understand the process. Version control will also provide tools to audit who has made changes to the code and what has changed.

[bookmark: h.k15vgthx3lun]Commits

Those updating the code should make small, discrete ‘commits’ of changes that are grouped according to their intention. They should be committed with a clear message explaining what the intention of the change was and (where appropriate) providing links to any supporting information such as development stories, bug reports, or third-party documentation.

[bookmark: h.y0gxmu9w17qs]


VERSION CONTROL SYSTEMS

At GDS we prefer to use a distributed version control system. This means that everyone involved in the process has a full copy of the code and of its history. This makes it easier for developers to create ‘branches’ in their code to explore new features or approaches without treading on the toes of those working on different aspects of the service. We use Git, which is one of the highest profile options.



It also provides extra resilience; if the network is unavailable the developers can continue to work and make small incremental commits, merging their changes back with everyone else’s at a later date.

[bookmark: h.xp2flgrus5tb]Not just code 

It’s a good idea to also use version control for other aspects of your work, not just code. We use the same version control tools to manage the Service Design Manual as we do our code, and the Government Digital Strategy was also produced that way.



[bookmark: h.50im5t9p0ouo][bookmark: id.spj3di2271t0]

CONFIGURATION MANAGEMENT

https://www.gov.uk/service-manual/making-software/configuration-management.html

Manage a team's approach to configuration



Your system is likely to be much larger than a single application, relying on other supporting infrastructure components. Even a simple application probably requires some configuration, to provide database credentials or a web service endpoint for instance.



In order to build robust, scalable and portable systems this configuration data should be well managed.

[bookmark: h.eh67cavomxej]Management tools

Configuration management tools help with documenting and maintaining the configuration and dependencies of a software system. Although this could be done using hand-made software, it’s common to use existing tools.

Three examples of existing open source configuration management tools are CFEngine, Chef and Puppet.

		[bookmark: h.bltpriil8z6b]Infrastructure as code



		One approach to managing configuration is to describe the configuration and the software dependencies in code. This brings with it all the advantages of programming in general, including:

· testability

· reusability

· executable documentation

· common and constrained language to describe a problem domain

· Once described in code the infrastructure configuration is executed against the servers, networks and software in question.



		Build for portability



		Moving software systems between providers can be difficult and time-consuming. Even with compatible providers and simpler procurement rules it’s possible to lock yourself in through technical inertia alone.



Configuration management encourages a deep understanding of the configuration of the system and this can be used to move software easily between providers.



		Use the same tools for development and production



		A common problem in software systems is seen when code written by a development team works on their machine or a test environment but not on the production environment. A common cause of this is differences in configuration – different versions of software, different types of database or application server. This can be avoided by using the same tools for both development and production environments.





[bookmark: h.9mjo31p45ks3][bookmark: h.d7wi1zb573uj]

DEVELOPMENT ENVIRONMENTS

https://www.gov.uk/service-manual/making-software/development-environment.html

Early infrastructure needs for agile projects



As software developers, the environments we use every day matter greatly. Below are a set of guidelines for development environments to enable the exemplar projects (service transformations committed to in the Government Digital Strategy) to:

· test software choices to prove they are valid

· experiment quickly with new approaches

· produce and test software in a production-like architecture

· develop rapidly and iteratively

· continuously test and monitor software during development



Although this document does not describe the capabilities and characteristics of a production environment, there is a general presumption that any production environment should enable the exemplar project development teams to:

· deploy updates to the system rapidly and iteratively (ie at least daily)

· continuously test and monitor software in production

[bookmark: h.2ricdn4zhst4]

Required

The essential capabilities of the development environment without which the development team will not be able to operate, are:

· Current availability - A service that is already operational and able to onboard customers very quickly (typically within 5 working days)

· Internet connectivity - Both incoming and outgoing internet connectivity. This should also facilitate remote management

· Self service provisioning - We should be able to remotely provision new machines ourselves to meet our needs as they arise, without the need to phone, fax or email anyone, and therefore require a self service method of provisioning virtual machines and storage

· Suitable range of virtual machine options - Support for 64 bit architectures and a range of virtual machine sizes at least up to 4 cores, 16GB RAM and 300GB disk

· Run own operating system - The flexibility to run whatever operating system is deemed suitable for the project, rather than just a limited subset of those supported by a vendor

· EU-based data centres - We would prefer to store data in the EU, and ideally within the UK, therefore we require development environments to be hosted only in EU-based data centres

· Service Level Agreement - A suitable SLA should be in place with the service provider (whether internal or external), with at least a 99.5% uptime guarantee

· Development team access - Approved development team members should have root access to manage virtual machines (eg to install & configure software)

[bookmark: h.fpejj9x4r58c]

Desired

Optional capabilities which would make a marked difference to the production of the services, are:

· Provisioning API - The provisioning of virtual machines, storage, load balancing, etc to be available via an API. Any API should have a suitable authentication mechanism in place, and should be accessible to development team members via the Internet (optionally through a VPN)

· Create virtual machine templates - To speed up provisioning we would like to be able to store virtual machine templates from which new machines can be launched

· Firewall and load balancer service - If available a managed firewall and/or load balancer service may be used

· Configurable private network - We require the ability to manage internal networks, each consisting of specific groups of virtual machines. This should allow for some virtual machines not to be internet accessible

· Virtual Private Network - We may choose to expose parts of the service via a Virtual Private Network. The infrastructure service should at a minimum not prevent this and may ideally provide a suitable managed service

[bookmark: h.vcwecgqeiklo][bookmark: id.pppouywcvxw7]

Information security

https://www.gov.uk/service-manual/making-software/information-security.html

Ensuring user data stays secure
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