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Summary

HMRC routinely sends multiple SMS reminders to customers to increase compliance. There is some evidence around how reminder communications impact customer behaviour, but at present we have little understanding of how they impact customer perceptions of HMRC, i.e. whether the customer/HMRC relationship is affected as a result, and whether there are any longer term changes to customer compliance behaviour.  
In July, the Tax Credits renewals campaign sent 6 waves of SMS reminders to customers. The Behaviour, Insight and Research team wish to conduct qualitative research examining how these reminders affect customer perceptions of HMRC. This will complement quantitative evaluation which will aim to determine the effectiveness of sending different numbers of reminders on renewal behaviour.  
Background and context
Customer-centricity is one of HMRC’s core strategic principles: we seek to understand our customers through data and insight so that we can better tailor and target our support. One way the Department aims to support customers is through its reminder communications. These reminders help support compliance by encouraging timely filing, renewal and payment. At present, different parts of the Department are issuing multiple reminders based on evidence that reminders sent by email and SMS help encourage customers to comply. 
We are seeking to gain further understanding of how customers feel about our approach to reminders. Without this deeper understanding of customer emotions and perceptions towards reminders, HMRC risk  deploying communication strategies which negatively impact customer views of the department, and potentially also influence future compliance behaviours and/or engagement with the department. 
At present, the Benefits and Credits team within HMRC are responsible for delivering tax credits to nearly five million families and eight million children, and Child Benefit to nearly eight million families and 14 million children. Their top priority is to pay customers their correct entitlement at the right time - no more and no less. Currently, Tax Credits claimants are asked to notify HMRC if any of their circumstances change. HMRC is particularly keen to encourage claimants to notify income changes as soon as possible, in order to avoid them finishing the year with an overpayment. The current Tax Credits renewals campaign - which involves sending 6 waves of reminders (5 waves of reminders were sent to encourage renewal before the deadline, with the 6th wave going out after the deadline to encourage customers to file before the claim termination date) – provides us with an opportunity to conduct research into the effects of proliferation on customer perceptions, and potentially engagement with, HMRC.  
Gaining insight into this would ensure we are not overburdening our customers with communication regarding their renewals, and that we are delivering a professional customer service, informed by customer needs. Additionally, there are potentially significant cost saving implications if the research reveals that sending fewer tranches of reminders than the business currently do is just as or more effective in increasing compliance behaviour. This qualitative understanding will complement quantitative evaluation which will aim to determine the effectiveness of sending different numbers of reminders on renewal behaviour within the Tax Credits campaign.
Overarching business objective
To understand the impact of multiple reminders on customers perception of HMRC, and potentially how this impacts their behaviour. This research will be used to inform future departmental approaches to reminder communications.  
Research Aims
This research aims to provide the Department with an understanding of how Tax Credits customers experience our reminders campaign and the effects, if any, on the customer/HMRC relationship.

The research questions include:

Customer needs and preferences
· Do customers find these reminders helpful?

· Which channel do customers find most useful?

· What do customers feel is the ‘right’ amount of reminders? I.e. how many are most useful/effective?

· There is also scope to include questions around potential reassurance SMS, and whether these are a welcome form of communication once a tax credit renewal has been completed.
· When would customers like to receive reminders e.g. every quarter; a month from the deadline? 

· Do they have a preferred day of the week/time of day for messages of this sort from HMRC? 

· What would they consider to be “socially acceptable” hours for HMRC communications? 

· Which examples of reminders from other organisations do customers find helpful? Did the organisations provide an ‘opt out’ facility, ‘reassurance message’, etc. 
· What has customer experience of reminders from HMRC been?

Perceptions of HMRC

· How do customers feel about the communications strategy/approach they perceive that HMRC implement? Has their view changed over time, and if so, why?

· Do reminders help customers feel that they can trust HMRC to get it right?

· Do customers feel that HMRC know them, their needs and their issues?

· Do multiple reminders from different lines of business impact customer views on the department?

Customer behaviour
· What prompts customers to file their renewal claim?
· Do customers wait until they receive reminders to file? 
· How do they use reminders to help them meet their compliance obligations?

· Do they rely on the reminders/communications for information/direction on how to file? 
· Which channels of information do they rely on? 
· What actions do customers tend to take following receipt of reminders from HMRC? Do they just file them away for later? Do the open them? Do they read them? 
· Does this vary depending on the type of communication or when this is sent? How quickly did they act on the reminder? 
· What drives these actions? (Is there concern about legitimacy of messages/concern about being scammed? Is it that they are already aware and the message isn’t giving new information? Do they not have time to read them?)
Proposed Methodology
We welcome your views on the most appropriate methodology to meet our objectives/budget. Preliminarily, we envisage a qualitative approach based on focus group discussions. We welcome your expertise and recommendations in designing the best approach for this work. 
We are keen for the research to be as reliable, insightful and robust as possible, within methodological and cost constraints. We appreciate that this methodology will not be able to provide statistically representative views nor provide numbers/proportions to behavioural projections. 
We envisage that these focus groups would take place after the Tax Credits renewal campaign period, ideally within two months of it ending in order to aid recall. 

HMRC will provide the contractor with sample of customers that were involved in the campaign – this will detail:
· Name

· Address

· Contact mobile number

· Details on how many reminders the individual received

Deliverables
Project Deliverables
These include:

· Kick off/scoping meeting to agree research proposal, deliverables and timetable.
· Regular updates with the HMRC nominated project lead (Linda Obiamiwe/ Caroline Moyles) – which can be done by email / phone / person as appropriate.
· Telephone call with project team to discuss interim findings. 

· A version of the research findings that will be published on the HMRC website. A standard report template and guidance will be provided. 
· A one page ‘stand-alone’ summary of the research incorporating the key findings and any insights which can be circulated to stakeholders.

· Full written report in Microsoft Word, documenting findings and insights in an engaging manner and with clear statement of implications and recommendations for future action 
Our project timeline 

Our preliminary timetable is outlined below. However exact dates will be determined by internal approval/initiation and the research design.  Please do amend and provide a more detailed timetable in your proposal:

	Activity
	By when

	HMRC delivers proposal to Ipsos mori
	w/c 31st July 2017

	Scoping meeting to discuss Ipsos proposal
	w/c 7th August 2017

	Service order issued to Ipsos 
	w/c 7th August 2017

	Ipsos to commence drafting stimulus material etc. (with support from HMRC)
	w/c 14th August

	HMRC to provide Ipsos with sample
	    w/c 21st August 2017

	Ipsos to commence recruitment/opt-out period
	w/c 28th August 2017

	Fieldwork begins
	w/c 11th September 2017

	Informal phone call to discuss emerging findings
	w/c 25th September 2017

	Full written report (1st full draft)
	w/c 9th October 2017

	Final agreed report 
	w/c 23rd October 2017

	Publication summary report issued to HMRC
	TBC

	HMRC Publication of report (anticipated)
	TBC


General Terms and conditions

On receipt of a satisfactory proposal, the successful research agency will be awarded a fixed price contract for the project. The Standard Conditions of Contract governing research commissions are laid down by the MR130001 framework agreement and are not negotiable.  HMRC observes the general practice of paying only for work satisfactorily completed. All work should comply with the Code of Conduct of the Market Research Society. The Standard Conditions of Contract are available on request.  
Payment terms have been negotiated to split as follows on most projects (however there will always be exceptions – which we will do our best to cater for)

30% on commission

30% on Fieldwork commencement

40% on completion

When costing proposals it would be helpful to ensure we can see these key stages clearly.  

Some key elements of our standard terms are below:

Contractual obligations 

As a result of government policy to achieve greater transparency in public procurement and help deliver improved value for money, HMRC is obliged to publish tender documents for all contracts with a whole life value of over £10,000.  There is a further obligation to publish all contracts with a whole life value of over £10,000 with effect from January 2011.  It is a condition of bidding for this work that applicants accept these obligations and agree to the subsequent publication of the contract once awarded.

Data handling

In most cases, any data we supply will be encrypted, probably using the highest encryption used by Winzip v9 or above. It is your responsibility to ensure appropriate steps are taken to ensure you are able to receive and decrypt our data.

We also require confirmation at appropriate times of the deletion of customer records from both removable and fixed media within your organisation.
Please note that HMRC does not permit the use of USB sticks and so all electronic versions should be provided on CD.

Once appointed, you should agree with your HMRC contact what security rating any data or documentation you produce should have and how it subsequently should be handled.
As part of our standard data handling requirements, as part of your proposal we will require details of your plan to receive, store and use any data that we may supply to you. In most cases the data we supply to you will contain customers’ personal details and we need to be sure that you will treat this data appropriately.

This should include precise details of the data handling and security procedures you have in place. In particular, please detail how, once we have delivered the data to you, how you will transfer and store it and who in your organisation will be able to access it. You should also detail your processes for archival of and/or destroying the data that has been finished with. As an example this should include, what systems you have that are accessible from the internet, how access to the information is managed, and details of how your data servers are backed-up and maintained.

If you have supplied current information, this does not need to be provided again.

Documentation

HMRC will require the publishable report delivered in both pdf and word formats. The pdf document should include the file size as part of the filename.
In addition, HMRC will require draft copies of all key documents, such as recruitment questionnaires, presentation charts, top line and final report. These are to be submitted in sufficient time for comments to be incorporated into the final version and for our approval to be given for production of the final version to take place.
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