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Background, previous research, additional reading

Self Assessment (SA) is the process by which around 10.8 million customers, including the Self Employed, Higher Rate taxpayers and appropriate Child Benefit recipients, declare and pay their tax liabilities each year. 

All SA customers receive a variety of notifications, direct mail and emails from HMRC during the Self Assessment cycle. This begins at the start of the year (April/May) when the majority of SA customers receive a ‘notice to file’ by mail.  Throughout the year we also issue ‘statements of account’ and send these to all SA customers. Both these documents explain what they need to do and by when.  We also send targeted communication to customers during the course of the year to remind them of filing deadlines. 

HMRC and formerly the Inland Revenue has been running a Self Assessment communications campaign since 1995.  The current campaign is designed to encourage individuals to complete their tax returns online and on time, as well as to generally promote a positive public view of HMRC and to raise awareness of the deadlines for filing returns.  The current campaign focuses on people finding ‘inner peace’ once they have completed their tax return and showing characters to whom taxpayers can relate.  

Every year the SA deadline is 31 January and usually paid-for marketing activity runs between 26 December and 31 January and this is the 'prompt' phase and is likely to consist of radio, posters (animated and static), digital display, , press, digital search but no TV.  
Overarching communication objectives/need
· To encourage all SA taxpayers to file and pay their returns by 31 January, with a particular focus on procrastinators –unrepresented – who file just on or before the deadlines and are most at risk of being late. 

Research Objectives
The purpose of this research is to measure the effectiveness of the 2015/16 marketing campaign among the Self-Assessment audience.  We intend to use the questionnaire developed for this work during previous waves (with an expectation of a few minor alterations if required).  
The research should evaluate the following:

· Spontaneous and prompted awareness of the overall campaign and sources of awareness

· Recognition of various campaign elements (press vs. radio vs. digital etc.) 

· Response to all campaign elements in terms of…

· Engagement: Are the ads attention-grabbing? How are the different campaign strands and ads contributing to the overall campaign cut-through?

· Message take-out and understanding: Are the messages clear, credible and relevant? Which key messages are most top of mind? 

· Call to action: Are the ads motivating? What is the likelihood of acting on the calls to action? How does this vary across and within target audiences?

· Pre/post shifts as a result of seeing the campaign: 

· Knowledge: Is the target audience aware of the amended deadlines? Are they aware they can file their tax return online? What are the sources of this knowledge?

· Beliefs/attitudes: Is the target audience more likely to do file their Return before early and before the deadline? Do they have a more positive view of HMRC as a result of seeing the campaign? 
Proposed Methodology
The campaign tracking has been running for several years, the research methodology has been based on a free-found sample using multimedia CAPI.  The research consists of a pre-wave questionnaire of approximately 20 minutes and post-wave questionnaire of 25 minutes.  Please provide options for the post-wave survey to include the showing of 2 x radio ads (on rotation & both to all sample), 1 x press chunking ads, 1 x digital OOH, 1 x OOH roadside, 1x OOH static, 1 x digital display.
Please provide costs based on this methodology, however, if you feel an alternative methodology is appropriate, please provide details and costs for this and your views on comparability with previous waves if we change. 

Sample
The sample for the 2015/16 tracking research must be representative of the United Kingdom.  Please note for the second time the 2015/16 campaign will include an area where campaign activity is omitted. The proposed areas will be the West Midlands and Yorkshire and the Humber (as determined by media boundaries – further information on exact boundaries will be available from the campaign design agency). We therefore envisage that the sample used for the post-campaign research should include the Midlands and Yorkshire and the Humber but any reporting should separate findings from the Midlands and Yorkshire and the Humber (which will be used to assess whether without campaign activity some campaign recognition/impact remains).  Given this would result in the overall sample size being reduced (when compared to previous waves) we expect you to boost the size of the overall sample to ensure a sample size that is consistent with previous waves.  The sample should be drawn using a random location sampling approach as in previous waves.  The sample should include a mix of interviews with individuals and businesses and be governed by assigned quotas for sole traders, owner/directors of businesses with 1-5 employees and higher tax earners at each wave. In 2014/15 the sample included 300 respondents who were broken down as follows:

· 150 sole traders

· 50 businesses with 1-5 employees

· 100 High Earners

All respondents should be unrepresented (i.e. they completed and submitted their Self Assessment tax returns themselves).  All relevant documents from previous waves will be shared with the appointed agency upon commissioning, including the questionnaire, data tables, and reporting documents.

Other issues that may have an impact on this project

Please note: This project has already been awarded to GfK UK Limited under the terms of the Campaign Tracking Call-off Contract which will run for two years from September 2014 to September 2016.
What we need from you – the deliverables
{These are the deliverables, but should also cover our expectations - think insight, not just the usual}

The Proposal
The proposal submitted should include:

· Understanding of the research brief

· Timetable

· Personnel, including background and experience

· Whether any part of the project will be subcontracted, and if so to whom
The proposal should specify who will be responsible for delivering this project and should provide detail of the input into the project that will be provided by each named person.

The following criteria will be used to evaluate your proposals.

· Understanding objectives

· Calibre of project team

· Relevant experience

· Added value

· Ability to meet timescales

· Value for money

Please let us know on receipt of this brief whether you think there will be any conflict of interest in your submitting a proposal.
Project Deliverables

For each wave of tracking research, the following deliverables will be required:

· Data tabulations

· A clean, fully coded SPSS datafile.  This should include all cases, all variables including analysis variables such as crossbreaks, clear labelling, correct bases, and should have all coded responses incorporated.

· A topline summary report after the pre-wave research

· A Powerpoint presentation in London (venue to be agreed) for up to 30 people, after the post-wave research
· A summary report of research findings (approximately 8-10 A4 sides of commentary) – we will supply a template as this is for publication on the HMRC website
In your costs and timings, please allow for a briefing meeting/questionnaire meeting for each wave of research.

HMRC will require draft copies of all key documents, such as draft questionnaire, topline, presentation charts and summary 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.

Our project timeline 
The paid-for activity is due to go live in late December 2015. The pre-wave of research should occur in October / November 2015. The post-wave will begin in February 2016, after the campaign has finished.

	Full proposals and costs
	1 September 2015

	Set up meeting
	3 September 2015 

	First questionnaire draft
	7 September 2015 

	Final questionnaire draft
	9 September 2015 

	Scripting 
	10-18 September 2015 

	Pre-wave fieldwork begins
	21 September 2015

	Pre-wave fieldwork ends
	1 November 2015

	Data Tables available
	13 November 2015 

	Topline Summary Report 
	20 November 2015 

	Post-wave fieldwork begins
	1 February 2016

	Post –wave fieldwork ends 
	12 March 2016

	Data Tables available
	WC 28 March 2016

	Draft Full Report 
	WC 4 April 2016

	Full Report
	WC 11 April 2016

	F2F Presentation (in London)
	WC 18 April 2016

	Publication Report 
	WC 25 April 2016


Budget

We are not able to disclose exact budget information.  Please provide a cost for the project design set out above and set out alternatives if you feel these would better meet the research objectives. 
We have provided the following table to give you a rough idea of the budget on this particular project. We are not able to provide any further detail and the exact budget could fall at any point inside the range selected.

	Budget Banding

	1.1. £0 - £9,999                              FORMCHECKBOX 

	1.2. £10,000 - £24,999                     FORMCHECKBOX 


	1.3. £25,000 - £49,999                   FORMCHECKBOX 

	1.4. £50,000 - £99,999                     FORMCHECKBOX 


	1.5. £100,000 - £149,999               FORMCHECKBOX 

	1.6. £150,000 - £249,000                 FORMCHECKBOX 


	1.7. £250,000+                               FORMCHECKBOX 

	1.8.  Undisclosed                              FORMCHECKBOX 



Costs must include travel and other expenses, broken down separately. Costs should include all fees and expenses but exclude VAT.

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.
NB ‘Personal’, ‘Confidential’ and ‘Commercial’ sensitive information has been redacted according to the provisions in the FOI Act (sections 40, 41 & 42).
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