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Background, previous research, additional reading

The government is committed to reducing burdens for taxpayers and building a transparent and accessible tax system fit for the digital age. At the March 2015 Budget, the government set out the vision for a transformed tax system and the end of the tax return.  
More than two million small businesses are already using HMRC digital accounts, and digital accounts for individual taxpayers have been introduced this year. In 2016, every individual and small business will have access to their own secure digital tax account, like an online bank account, that enables them to interact with HMRC digitally. 
HMRC Process Transformation has been set up to play a leading role in driving radical transformation across HMRC. The work will incorporate radically re-designing HMRC’s processes to become more customer focussed, intelligence led and digitally enabled. 
It will also personalise services and design around customers’ needs in order to maximise the revenue we bring in; grow compliance and make it easier for customers to get it right. Over the next four years we will create one of the most digitally advanced tax systems in the world.
We need to support HMRC Process Transformation in achieving its aims by understanding the needs and behaviours of our individual customers and using this insight, to design and develop processes to support HMRC’s Making Tax Digital.
Making Tax Digital will help taxpayers get their tax affairs right first time. Currently taxpayers find themselves having to report on information which HMRC already knows. This is inefficient both for the tax payers and HMRC. It also means mistakes are made and tax is lost.

Making Tax Digital for Individuals (MTDi)
HMRC's vision is for a personalised service designed around our customers’ specific needs, built on digital tax accounts and making better use of data (including the data HMRC already holds). MTDi will transform HMRC's interaction with customers, growing voluntary compliance through the use of digital tools. 
The government is investing to transform HMRC into one of the most digitally advanced tax authorities in the world. 
The core elements of MTDi are premised on ensuring that through the digital account (Personal Tax Account – PTA) customers have a single picture of their taxes, made possible through use of real time information and using third party information to pre-populate accordingly.
The Roadmap for the delivery of MTD was published on 14th December 2015:  https://www.gov.uk/government/publications/making-tax-digital. 
It provides a high level outline of how taxpayers’ experience of dealing with HMRC will develop between now (early 2016) and 2020. It also sets out the timeline for public consultations which will aid the development of the detail of the changes. 

Personal Tax Account
By April 2016, every individual taxpayer will have access to their own digital account — simple, personalised and secure, offering an increasing range of services. By 2020, HMRC aims to be interacting digitally with all taxpayers. By that time, the full range of tax and Child Benefit services will be available for all taxpayers to use, accessible from a wide range of devices and protected by the very latest technology to encrypt data and keep it safe. 
HMRC will automatically target prompts and advice through secure messaging in the accounts, tailored to taxpayers’ specific needs and circumstances — such as when someone has a baby, or approaches retirement. Digital support will be there for those who need it, as HMRC builds on the successful online services it already operates through Twitter, YouTube, webinars and web chats.

Real Time Information
Despite the vast majority of employers now operating PAYE in real time, the final tax position for the employee or pensioner is only reconciled after the end of the tax year. 
Millions of taxpayers in PAYE find after the end of the year they have paid too much or too little which they find both frustrating and time-consuming to resolve. 

HMRC has already started using real-time PAYE data to reduce end-of-year under and overpayments, by changing tax codes in-year. From 2017, HMRC will further develop its use of real-time data — checking income, benefits-in-kind and personal allowances each month to make tax code adjustments that will help avoid under and overpayments altogether.

This will be of particular benefit to taxpayers with more than one job or those with low or fluctuating income/s, many of whom contact HMRC regularly to change how their personal allowances are shared between jobs and pensions to prevent overpayments of tax. In the future, they will be able to see these adjustments clearly in their digital tax account and choose how their personal allowances are allocated.

Millions of individual taxpayers, those for who PAYE cannot collect the tax due, who report additional income or gains or claim particular reliefs - currently give information on annual tax returns and those with additional tax liabilities pay up to ten months after the tax year to which the information relates.  The time lag for reporting increases the risk of customer error and the annual deadline creates a large peak of customer contact to HMRC seeking help with their return.  In the future, information to establish a taxpayer’s liability will be pre-populated as far as possible and taxpayers will be able to update their information, report or make claims in real time.  They will be able to manage their bills through the year, so as not to face an annual bill.

Third Party Information 
Many taxpayers report information to HMRC on tax returns that HMRC either already holds or can access. Taxpayers should not have to give HMRC information that it already has or should be able to get from elsewhere – for instance from employers, banks, building societies and other government departments. Taxpayers will see this information in their digital accounts and will be able to check that their details are complete and correct at any time. The responsibility for ensuring that their tax bills are right will remain with taxpayer. 

Single Financial Picture
At present, many taxpayers have to contact different parts of HMRC to find out their financial position relating to different taxes and/or benefit entitlements. A taxpayer may pay income tax, make National Insurance contributions or student loan repayments and receive Child Benefit; some people run a business as well as being an employee or having a pension. The modern, digital tax system will give all of these taxpayers a single, personalised view of their overall tax position across all of their liabilities. 
This overview will make it much easier for taxpayers, and their tax agent (if they have one), to see the payments they have made to HMRC. Those who need to pay HMRC will be able to do so through their digital tax account. 

Where they need to pay more than one liability, they will be able to make a single payment — setting off any tax owed on one liability against an overpayment on another. It will feel like paying a single tax.

Payment and updating 
HMRC will be able to use its PAYE information together with real-time information from third parties to ensure that any tax due from other sources of income does not build up. Tax arising on additional income that is small or regular will be collected through in-year adjustments to tax codes.

Those with more than one source of income collected through PAYE will see an up-to-date picture of their tax affairs, showing all of the information received by HMRC from their employer, and how each income source affects their tax calculation. For example, someone with two part-time jobs will be able to take control of how their personal allowance is split between each of them, in order to pay the right tax in-year. 

Those taxpayers with a secondary income of under £10,000, will not be mandated to report it in the same way as business customers will, but HMRC will look to encourage the take up.
[bookmark: h.gjdgxs]
Existing evidence, planned consultation and other, ongoing primary research 

Existing assessments of customer engagement to date have been able to draw on HMRC insight on overarching and high level principles relevant to MTD. 

We know that individuals really worry about getting their taxes right. MTD will help people have much greater certainly about what they owe, allowing them to plan more effectively, seeing their tax affairs in one place and interacting with HMRC more easily.

This research is part of a programme of research and evidence around the design and delivery of MTDi: 

Desk Research 
We have and currently are conducting desk research to synthesise existing evidence based on the main MTDi design issues (pre-population, use of third party information, more regular payment and reporting) and a summary of existing evidence in this area will be provided to the successful supplier to inform their thinking around the research design and materials e.g. co-design sessions and themes within the topic/discussion guide/s.  

The publication of the MTD Roadmap allows us to further explore individual customers’ views on the detail of the MTDi proposals but we now need to gain a more comprehensive understanding of the impact on customers, and how MTDi can be best designed to achieve its desired aims to improve both compliance and customer experience. 

Public Consultation
Detailed consultation is planned for Spring through to Summer 2016 and stakeholder consultations will already be underway for specific elements of the Roadmap. 

Primary Research – Digital Customer Segmentation
The Digital Customer Segmentation will be focussed on 1) customer propensity to use digital services and 2) likelihood to need support. 

It will help HMRC understand where different types of customer (based on their demographic characteristics, life stage, types of (potential) interaction with HMRC etc.) feature on this scale, from likely to use digital services by default in all/most circumstances, to unlikely in all/most circumstances.

Primary Research – Personal Tax Account (PTA)
Currently the Personal Tax Account is a collection of existing HMRC Digital Services such as viewing income and personal details and providing links to tax forms that may be useful to a range of customers. There is no functionality to make payments, view contact history or do things that will have an impact on income or tax. 

The PTA research will help to understand which features the account requires to appeal to individuals and help inform the order in which HMRC should bring services into the account, how to coherently package them together, and which customer groups they will be more relevant to. 

This research will identify the elements of the Personal Account that have the most value to customers and will encourage customers to use and stay in the digital channel.

Primary Research – Digital Contact Channel Research 
A new contact platform (NCP) has been installed across HMRC’s Customer Service Centres (formerly known as Contact Centres) which has capabilities that previous Contact Centres did not. The NCP enables Customer Service Centre advisers to interact with customers not just by phone but through a number of digital contact channels such as: SMS, Secure Messaging, Co-browsing, Web chat and HMRC’s Virtual Assistant (called Ruth). 

The research findings will be used to prioritise how HMRC digital projects deploy support tools such as co-browsing and Web chat to individual customers who need support.

Primary Research; Making Tax Digital for Businesses

The focus of this research is explore the reactions of small businesses and Agents to the core elements of Making Tax Digital for Business (MTDfB) as well as to understand their anticipated response to this new way of engaging with HMRC and meeting their tax obligations.

Making Tax Digital for Businesses, combined with this research brief forms a bigger piece of customer insight on Making Tax Digital overall.

The focus of this Research Brief is to:  

Undertake primary qualitative research with individual customers and Agents to explore in detail the potential attitudes, behaviours, issues and outcomes that may affect their engagement with the requirements of Making Tax Digital as detailed in the MTD Roadmap proposals.

The focus of this brief is two-fold; 

1) Phase 1: to undertake primary qualitative research with individual customers and agents on the MTDiRoadmap proposals to explore in detail the potential attitudes, behaviours, issues and outcomes that may affect their engagement with the requirements. This has not been possible to date. 
2) Phase 2: To undertake a programme of co-design in early 2016/17, drilling down to particular elements of the MTDi Roadmap to input into design sessions and consultation, to further develop and refine options for implementation. This would potentially be 4-6 workshops starting after April 2016.These will need to take into account variations within customer groups. Phase 2 is subject to budget confirmation.

There are likely to be further phases of research and/or co-design in 2016/17 to further develop and refine options for implementation (also subject to budget confirmation – see section on further phases for more detail). .

A particular engagement challenge is likely to be amongst those customer groups who are digitally excluded or who may require support to move to new ways of working - we will outline particular target groups of interest later in this brief. 










Overarching business objective/need
The overarching business objective for MTD is to:

Drive radical process transformation across HMRC – making the tax system more effective, more efficient and easier for customers:

· Design transformational services, joining up the tax system to make it more effective, more efficient and easier for customers across key transformational work areas:
· Re - design HMRC processes to become more customer focused, intelligence led and digitally enabled:
· joining up the tax system to make it more effective
· delivering HMRC efficiencies
· improving upstream compliance
· radically transforming the customer experience
· preparing business processes for digital success.

· Personalise services and design them around our customer’s specific needs in order to maximise the revenues we bring in; grow compliance and make it easier for customers to get it right.
What decisions will this research help HMRC make?

This research will provide timely evidence to support the consultations taking place in 2016 and to inform the:

· Development and refinement of policy recommendations and design, so that these reflect the barriers and levers faced by individual customers across the population
· Delivery of more specific MTDi customer narrative and stakeholder engagement to ensure that this is based on solid customer understanding and can be effectively used in our communications and briefing activity; and to minimise the risk of HMRC being seen as out of touch in its engagement with stakeholders. 
· Language, tone and approach within proposed MTDi stakeholder engagement and consultations, so that HMRC is able to communicate effectively with its customers, stakeholders and representative groups in ways that resonate, allay concerns and clearly identify those opportunities enabled by MTDi.
· Provide a clearer picture of customer burden and impact, nuanced at a different individual groups to better represent the population affected. 
Research Objectives

Phase 1 of the research is required to undertake a robust qualitative exploration of individual customers and agents' attitudes to those elements of MTDi design around: 

· better use of real time data received from employers and other third parties to reduce over and underpayments of tax
· pre-population of digital accounts giving customers a more up to date view of their tax position, giving employees and pensioners with a secondary income of less than £10,000 an opportunity to report and pay more regularly through their digital account 

It will deliver valuable qualitative insight exploring the attitudes and behaviours of individuals across a range of demographics to address identified gaps in our understanding of the needs and likely engagement specific customer groups with the requirements of MTDi.  

The key objectives are to explore:

· Individual customers and agents overall attitudes and expectations towards the elements of MTDi that may affect them.  
· Levers and barriers that will influence potential engagement with MTDi
·  and how might these be overcome and/or maximised through e.g. design, communications, (transitional) support measures, or other incentives  
· Impacts and experiences across different individual customer groups of moving to MTDi; 
· particularly understanding potential impacts for those customer groups with less capability to engage with MTD and how best to address these
· How customers are likely to behave in relation to the proposals in terms of contact, compliance, disputes, agents usage. 
· The main areas of concern regarding HMRC using third party data to pre-populate individual customer accounts and how can these be overcome
· Pre-population of the personal tax account, and the onus on the customer to get the data right; 
· How will that change the relationship between the customer and HMRC (and Agents, where they are represented)? 
· What are the main worries for individual customers?
· What should the data dispute process look like?
· Perceptions and impacts of more regular updating for employees and pensioners with secondary income of less than £10,000 (depending on the frequency)  
· Ways to encourage voluntary uptake
· Perceptions and impacts of mandation, e.g. welcomed or necessary to force change 
· Perceptions and impacts of tax off-setting e.g. perceived as an advantage and / or making tax simpler
· The support and educational needs required by individuals to support engagement with MTDi and to minimise any negative impacts. 
· Any differences by key customer groups defined in the section on target audiences below, particularly in relation to capability to engage with MTDi, and the potential for the development of an engagement typology. 

Insight from Phase 1 will provide timely evidence to support the proposed MTDi consultations taking place in Spring/Summer 2016. 

Phase 2 of the research aims to co-design, test and refine with customers approaches to implementing MTDi – in particular:

· Design levers to influence aspects of the design from the customer perspective.  
· How the proposed approaches for designing and implementing MTDfI could be refined.  

Detailed Research questions 

More specifically, the research needs to explore the following specific elements of the MTD Roadmap, with the relevant customer groups affected by the proposals:  

· Pre population
· What are reactions and possible impacts from the idea of “no or little touch” principle for the mass market, with silent approval and no ability to overwrite data; How does HMRC encourages or incentivise regular checking of pre-populated data on the digital account? 
· Customer will remain legally accountable for the data HMRC uses? What are the perceived implication for customers; would they interact with third parties more if data is inaccurate?
· What are their expectations around the role they should play in co-cleansing incorrect or out of date data – what are their reactions to the idea that they will only be able to overwrite designatory data; change of address etc.
· Should there be an “interim period” where customers can overwrite data to start off with until confidence grows in third party data?
· Idea of a dormant account, would this be the default for most? What are the hooks that could encourage those who do not contact HMRC to use the account, just to check their data? 
· Build on existing insight around attitudes to HMRC using pre-populated and third party data? How do attitudes, expectations (and potential behaviour) differ depending on how accurate or complete the data is? 
· For those with complex tax issues, should HMRC offer opt outs?

· Third party information
· Who do customers think are potential or current third party suppliers? 
· Trust in third party suppliers 
· The perceived impact of pre populating with third party information and the obligations (ensuring data is correct) for customers and/or their Agents that come with it 
· Error in data; would customers know what the actual figures are or would it be perception and expectation of error. What are boundaries of acceptability or error?
· What are customer expectation and attitudes around where responsibility for checking pre-populated data should lie – and what levers can HMRC use to shift this?
· Explore reactions to and possible impacts (burden) of the potential for data disputes; such as dealing with third parties, accessibility of third parties, 
· What are likely expectations around HMRC’s role - would they expect HMRC to provide information, act as arbitrators/point of escalation, expectations on how HMRC will handle/pause debt collections/penalties while disputes are being resolved?

· Updating HMRC 
· Individual customers will be required to provide updates to HMRC on non-employment income and reliefs at least quarterly on a voluntary basis – how is that perceived, any burdens/benefits, issues, preferences? 
· What will encourage customers to take the opportunity to update their digital account more frequently, if it is not mandatory?
· When secondary income from self-employment and property reaches £10,000 per annum they will be required to use digital tools to keep track of their affairs and update HMRC at least quarterly through their digital account, 
· How will customers know what they have to do?  
· What are the barriers and levers to doing this? 
· How might these be overcome?  
· Do they think that this will increase or decrease their propensity to use an agent? 
· The customers claiming employment expenses, i.e. mileage, professional subscriptions – how regularly do they think they are likely to claim these within the digital account?

· Real Time Reporting 
· For individuals, processing and reconciliation will be monthly and invisible to the majority of customers; 
· Would customers like to be notified of changes (underpayments and overpayments which are being reconciled), what are their tolerances around the level of notification (should this lead to a lot of notifications)?
· What contact would customers opt for, what scenarios re notifications would be welcomed and needed (frequency and type of changes)? 

· What are customer expectations around reconciliation of information reported? Do they expect reconciliation to be instantaneous or in near real time, every time they make an update to HMRC?  How does this relate to notifications around estimates? Currently PAYE information from employers is reconciled monthly, in future small, frequent and predictable income sources will be in scope.

· Payments
· With-holding (through in year adjustment to tax codes) is the most effective means of tax collection, would customers expect that to apply to non-employment income if all is in one account, or through other direct payment mechanisms?  
· What will encourage customers (particularly those with larger liabilities) to pay more regularly if it’s not mandatory to do so? E.g. reducing the need to resolve under or over payments at the end of the year, spreading the cost throughout the year and ensuring the tax bill does not build up. 
· What are customer reactions to these proposals do any pose any potential impacts, e.g. hardship? 

· Single Financial Account
· What are the perceived benefits to customers about the possibility of being able to set off their liabilities i.e. net overpayments against any other amounts owing?  
· Do customers expect to have choice over which liabilities they pay and in which order, and how do they react the possibility that this would be automated or rules for off-setting their liabilities? 
· How would this work for customers who have both personal and business income, depending on the nature of their business (e.g. self-employment income, versus business owner)?

Proposed Methodology

Methodology and stimulus 

Phase 1 and Phase 2:

The method proposed will be wholly qualitative in nature – we expect that this will comprise of a mixed qualitative methodology including group discussions and depth interviews. Your expertise will be essential here, and we do not wish to be overly prescriptive in defining the methodology. We expect to work collaboratively with you following the appointment to further develop and agree the best approach to the work.  

The research design must ensure a range of views are explored from across the Individuals customer base. 

In Phase 2, we are particularly interested in approaches that will enable the co-design of some aspects of the implementation of MTDi, with individual customers and HMRC staff.

We expect to work closely and collaboratively with the successful agency to develop stimulus to help describe the MTDi proposals and scenarios under discussion in a way that customers can understand, and expect to discuss stimulus in either the briefing meeting or separate session. 

These materials will include some future customer journeys for key customer groups. We will be looking for your recommendations on stimulus development and design in your proposal. 

Sampling and target audiences

We expect the winning agency to free-find the sample for this work - please advise on any particular challenges associated with this. 
The target audiences for this research should be individual customers who currently pay their income tax via Self-Assessment (SA) and/or PAYE, including the following two broad customer groups who are likely to have greater engagement with MTDi, due to the greater complexity of their affairs, their multiple interactions with HMRC and/or those customer groups where there are more likely to be challenges e.g. digital capability. 

Both these customer groups have multiple income streams and/or changes of circumstances, which could lead to frequent changes in tax codes and under or over payments of tax in any one year. 

1. Individual customers (employees and pensioners), with a secondary self assessed income source of less than £10,000 (e.g. income from property, self-employment, savings and/or investments). These customers will not be subject to the same requirements as Business customers for reporting quarterly and using 3rd party software, but will be able to (and encouraged) to update HMRC regularly on their income through their digital account. HMRC will be able to provide these individuals with the information they need to budget for tax on their income and their account will mean they will be able to better keep their tax position up to date, and be able to if they choose to, to pay or receive a repayment closer to real time (removing the necessity of filling in a tax return or the worry of a surprise tax bill at the end of the year)

2. Individual customers who currently pay their income tax via PAYE and/or SA and who have multiple income streams or changes in circumstances: 

More specifically, the following customer groups should be included in the sample: Individual customers: 

· with multiple employments
· in employment but receiving either a State Pension, an  Occupational Pension or both 
· in employment but receiving multiple Occupational Pensions 
· employment claiming flat rate expenses (FRE) (e.g. tools, cleaning of uniforms)
· in employment claiming Benefits in Kind (BIK) (e.g. use of assets, medical benefit, accommodation, company car, loans)
· starting work for the first time
· changing employment part way through the tax year
· in employment, but also claiming tax credits 
· in employment, but also receiving income from renting property
· in employment, but (either now or previously) claiming/ed taxable state benefits (e.g. Jobseeker’s Allowance (JSA), Carer’s Allowance, Employment and Support Allowance (ESA) (contribution based), Incapacity Benefit (from the 29th week you get it), Bereavement Allowance, Pensions paid by the Industrial Death Benefit scheme, Widowed Parent’s Allowance and Widow’s pension)

The sample for Individual customers’ needs to cover a mix of digital capability, including those who have lower digital engagement. A particular engagement challenge is likely to be amongst those customers more likely to be affected by the requirements, who are digitally excluded or who may require support to move to new ways of working.   

We expect that the sample should include both represented and unrepresented customers, in order to develop our understanding of how MTDi will affect the relationship and use of agents, but should be slanted to those customers who are unrepresented – c. 75% of the sample.  

Overall the sample should include a good spread of demographics, including age, gender, socio-economic group and ethnicity. The design should ensure a good geographical spread across the UK (to include the four tax regions, England, Wales, Scotland and N. Ireland). 


4. Agents who represent Individual customers 

Agents are an additional target audience group of interest.  Our focus should be on the smaller high street firms or specialist tax advisers, who may be less likely to respond to a formal consultation, to include:
· One man bands
· Those with 1-2 partners
· Those with 3-5 partners 

The Agents sample should cover the range of types of Individual customers who may be affected by the MTDi proposals to explore the potential impact MTDi may have on their relationship with their clients. 

It should include a mix of those who are affiliated to professional bodies and those who are not. 
 Further Phases 

Further iterative stages of qualitative research and/or co-design sessions may be required to follow-up with customers at future points during 2016/17.

This brief includes an open option to proceed with a further phases of qualitative research and/or co-design sessions to build a wider body of evidence for Making Tax Digital (MTD), should this be required, up until March  2017. 

These further phases are subject to client agreement, budget approval and satisfaction with the delivery of the initial two phases of research and co-design sessions. 

Tendering agencies should cover in brief their capabilities to deliver these further phases of research, key considerations to take into account and indicative costs. The initial service order will cover the first phase only and at the end of this phases or other subsequent phases, HMRC reserves the rights to conclude the project in writing to the Contractor and decline the offer to procure the research services detailed under the next stage. If HMRC opts to procure the services detailed under subsequent stages, it reserves the right to discuss and negotiate the commercial offer before any work commences. Any changes to the contract end date will be submitted in writing. 

Other issues that may have an impact on this project

Phase 1 is an urgent piece of work and all fieldwork will need to be completed by 31st March 2016 to report in April. (This is due to end of year budgetary restrictions within HMRC).

Phase 2 is due to begin in ‘Spring 2016’ but we have no confirmed timetable on the Public Consultations yet so no timetable for Phase 2 has not been included here.

A particular engagement challenge is likely to be amongst those customer groups who are digitally excluded or who may require support to move to new ways of working. 

Whilst the digitally excluded are not part of the sample within this Research Brief we will need to include those on the digital margins to ensure we have represented their views and most significant barriers within MTDi- we will outline particular target groups of interest later in this brief






What we need from you – the deliverables
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.

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

Assessment Criteria 

Your proposal will be assessed against cost and quality: 40% of the marks available will be allocated to the cost of the proposal, and 60% to the quality of a proposal. 

The lowest cost bid will receive full 40% of the marks. Scores for other bids will be applied proportionately, relative to their difference from the lowest cost bid. The 60% for quality is split into five sub-criteria. We award a score of 0 to 5 for each quality criteria; you must score 3 or above (out of 5) to remain in the tendering process. Each criteria has been given a weighting. 

The following criteria will be used to evaluate your proposals for this specification:

· Quality Criteria 1: Understanding the objectives of the immediate work and wider context it sits within (Weighting 20%): 
· Quality Criteria 2: Level of expertise, experience and skills to carry out the day to day, overall work (Weighting 20%): 
· Quality Criteria 3: Demonstration of a range of suitable methods and/or techniques to complete the overall work Weighting 20%): 
· Quality Criteria 4: Definition of how the overall work will be managed (e.g. whether it needs to be broken down into phases) and who is responsible at each stage in the process (Weighting 20%): 
· Quality Criteria 5: Level of expertise, experience and skills in delivering presentations, discussing findings and accepting or debating challenge at senior executive and/or board level for this work (Weighting 20%): 

The scoring key below will be used when assessing your proposal. 

	Score
	‘Open’ Question Criteria

	5
	The response is excellent and completely relevant. The response is comprehensive, unambiguous and demonstrates an excellent understanding of, and meets, the requirements in all aspects, with no clarification required. The response is well thought out and/or provides
· highly credible examples;
· benefits; or 
· innovation.  

	4
	The response is good and highly relevant. The response indicates a good understanding of the requirements and provides sufficient detail across all areas. The response demonstrates how the requirements will be met in the main, which may require minor clarification only. 

	3
	The response is satisfactory and relevant. The response indicates a satisfactory understanding of the requirements in most aspects, although may lack detail in certain areas. The response suggests that the requirements would be met satisfactorily, but may require some clarification.

	2
	The response is limited and partially relevant. The response indicates partial understanding of the requirement. The response contains ambiguities which suggests that the requirements would not be met unless significant revisions were made to the proposal.

	1
	The response is poor and only partially relevant. The response addresses some aspects of the requirements but contains insufficient/limited detail or explanation. The response demonstrates only limited understanding of the requirement. The response contains deficiencies which suggest the requirements would not be met. 

	0
	The response is not considered relevant. The response is unconvincing, flawed or otherwise unacceptable. Response fails to demonstrate an understanding of the requirement.  





Project Deliverables

Phase 1:

We would like the following deliverables for Phase 1:
· A briefing/set-up meeting with the agency and main stakeholders before the project begins
· Regular updates (frequency to be determined at the briefing/set-up meeting) to the HMRC project team throughout the life of the project
· The top line findings before the final presentation
· *Two face to face presentations: one to the internal project team and immediate HMRC stakeholder group and one to the internal project team and wider HMRC and other stakeholders groups. To last about 60 minutes, with an additional 30 minutes for Q&A, (*Assume HM Revenue and Customs Offices at 100 Parliament Street, Westminster, unless otherwise indicated.)
· A full written report in Power Point or other format to be approved in advance, documenting all analysis, findings and insights in an engaging manner and with clear recommendations for further action (approx. 40-80 pages)
· A one page standalone summary of the research including key findings and any insights which can be circulated to stakeholders and published on our internal Customer Zone. 
· In addition, as part of our publication process, we require a publishable version of the research findings to feature on GOV.UK. This report will need to include all the key findings of the research, and should be reasonably short (approx. eight to ten pages in Word). A standard template and guidance will be provided.


Please send proposals back to: 

By 9am Monday 15th February. We will not be able to accept proposals beyond this time and date.




Our project timeline 
The timings given below are an estimate for Phase 1. 

Phase 1: 
	Final Research Brief issued
	Wednesday 3rd February

	Proposals received from agencies
	By 9am Monday 15th February

	HMRC to assess proposals
	Monday 15th - Wed 17th February

	Contract awarded to successful bidder
	Thursday 18th February

	Briefing meeting
	Tuesday 23rd February

	Screener Development & Approval 
	Wednesday 24th February - Friday 26th February

	Recruitment starts
	Monday 29th February

	Materials development & approval (e.g.:qual discussion/topic guide/s, proposition stimulus – to be discussed)
	26th February - 9th March

	*Fieldwork (to be completed in parallel with recruitment after the first week to accommodate timelines)
	**Pilot: 9th and 10th March
14th - 31st March 

	Analysis 
	1st April - 8th April 

	Draft Final Report 
	Early w/c 11th April  

	F2F Presentation to internal project team and wider stakeholder group
	w/c 11th April 

	Full Final Report 
	w/c 18th April 

	Draft Publication Report
	w/c 18th April

	Final Publication Report
	w/c 25th April 



*Proposed fieldwork dates, based on ‘other issues that may have an impact on this project’ and the Easter Bank Holiday dates are Good Friday - Friday 25th March and Easter Monday - Monday 28th March

This will be further discussed and agreed at the briefing/set-up meeting with the successful agency. 

**Pilot: first day/evening of fieldwork to be a test of the materials and how participants are reacting to the proposition materials to enable time for rework and changes (if needed).

Budget
We are not able to disclose exact budget information. 
Please provide a cost for Phase 1 and Phase 2 of the project design as set out above and set out alternative options e.g. Option 1, Option 2, Option 3 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 Phase 1 only. 

We are not able to provide any further detail and the exact budget could fall at any point inside the range selected.

[bookmark: _GoBack]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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