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Background

Access to high-quality affordable childcare is vital for millions of parents and carers across the country. Carers are those people who have responsibility for a child in the absence of a parent and look after them in the same way as a parent. They could be, but not exclusively, grandparents, foster carers, aunts/uncles, adopting parents etc. Good childcare supports children’s development, and provides younger children with a better preparation for school. It also provides parents with the ability to work, or work more if they choose to, providing families with greater security.

The government has therefore committed to introduce a new package of support that will make childcare more affordable. There are three new government offers:

· Tax-Free Childcare (TFC), which will be available to around two million households to help pay for childcare costs from early 2017. For every £8 that parents pay into an online account, the government will pay £2 – up to a maximum annual contribution of £2,000 per child, for children aged up to 12.
· An additional 15 hours’ free childcare for nearly 400,000 working parents of three and four year olds, saving families a total of £5,000 per year. This is on top of the existing 15 hours’ free provision, to make it easier for parents to work and earn more in the years before their children start school. It will also provide a financial boost to working parents who already pay for childcare. It will be available across England from September 2017, with early implementation in some areas from September 2016.

· Additional support for parents on Universal Credit (enhanced UC), who will be able to claim up to 85% of childcare costs from April 2016, up to a monthly limit of £646 for one child or £1,108 for two or more children. This will help make sure work pays for families on a low income. 
The three offers are being introduced respectively by HM Revenue & Customs (HMRC), the Department for Education (DfE) and the Department for Work and Pensions (DWP). 

We are planning to run an advertising campaign to drive take up of TFC and the additional 15 hours. This is a comprehensive, multichannel, integrated campaign that requires tracking. It will run from Feb/March 2017 until October/November 2017. We require a pre-wave benchmark, post-wave analysis and a mid-term ‘dip’. As with other HMRC advertising campaigns we require measurement of awareness of advertising, understanding of messages and knowledge of claimed behaviour as a result of seeing the advertising. 
Overarching policy objective
The overarching policy objectives are to:
· Support working families with childcare costs

· Encourage parents to return to work if they want to, and enable them to increase the number of hours they work

· Expand access for more families to government support for childcare costs

· Support children into early learning to help them prepare for school.

Each Department will also have organisational objectives for the implementation of the childcare offers, including, for instance:

· Minimising the cost of implementation and administration

· Providing a good user journey

· Maximising online applications and minimising phone and post applications and queries (customer channels)

· Minimising error and fraud

· Reaching disadvantaged parents who may be less likely to access formal childcare.

Overarching campaign objective
The overarching campaign objective is to:

Ensure that citizens are aware of and understand the government’s childcare offer, so that they can make informed choices about how and whether to take up the support available to them. 

This translates into the following four specific communications objectives:

· Awareness

· Understanding

· Advocacy

· Take-up
Awareness

Communications will help to raise parent awareness from what is currently a relatively low baseline. As we are introducing the new offers, parents will need to know that offers exist.

Understanding

Customer insight shows that parents are more likely to engage with and take up the offers if they clearly understand their eligibility, and how much they will be entitled to receive. 
Our communications products will support understanding by:

· Signposting information on the offer

· Explaining clearly the rules on eligibility

· Making it clear and simple how to apply

· Providing a clear explanation for how much they will receive.

· Setting out, for UC customers, the range of childcare provision, encouraging parents to consider the mix available (e.g. nurseries and child minders)

Baselines have been established for two specific measures:

· Helping parents better understand how Government childcare provision can benefit them and their family. 

· Helping parents understand each of the policies, for example, enough to explain them to an interested friend or colleague. 

Advocacy

Childcare representative bodies, childcare regulators and providers themselves can provide an important advocacy role for the new offers. We will engage with partners, develop materials for them and measure levels of take-up of our messages through their channels.

Objectives also include perceptions amongst expectant/new, working, non-working parents (children aged 1-4) that government-funded childcare provides good or better financial support to help parents. 

Childcare Choices will be a national campaign but some products are not available nationally so there will be regional variations to the messages. 
Tax Free Childcare – Nationally

Additional 15 Hours – England only

Enhanced UC Childcare Support – Great Britain, not Northern Ireland.

Paid for media channels in 2017 will include:
· Radio to include Broadcast radio and Digital audio

· Out of Home in a range of formats tbc
· Women’s magazines (these are expected to run June to September 2017).
· Social Media to include Twitter video, Facebook video and Facebook link ads

· Digital Display to include Targeted display and Mobile specific

· PPC (Pay Per Click) to include Google and Bing

Our research needs
The purpose of this research is to measure the effectiveness of the Feb/March - October/November 2017 Childcare Choices advertising campaign amongst all parents with individual income below £100,000, both working and non-working. This also includes expectant mums/parents.  
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 vs out of home 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, mid and post shifts as a result of seeing the campaign: 

· Knowledge: Are the target audiences aware of the offers? Are the target audiences aware of the additional 15 hours of free childcare? Are the target audiences aware of the additional support for parents on Universal Credit?
· Beliefs/attitudes: Are the target audiences more likely to claim to have visited the visits to the online childcare calculator? Are the target audiences more likely to claim to have taken up Tax-Free Childcare? Are the target audiences less likely to claim to seek support with their online application?
Proposed Methodology
We require the following:

· Pre wave tracking – to provide a baseline prior to the campaign starting

· A mid-term ‘dip’ – to provide an initial understanding of the effectiveness of the campaign

· Post wave tracking – to understand the effectiveness of the campaign after it has finished

We are open for you to suggest an appropriate methodology or mix of methodologies. 
We would also like to have some form of understanding on how the advertising is doing on a monthly basis. Happy to hear your recommendations on how this can be achieved. 
However, please provide options for the dip and 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 for playing the radio and digital ads to respondents. 
We will send the radio ads, social media videos, Facebook link ads, digital ads and out of home in a format that is compatible for you. 
We have yet to create the advertising assets so we don’t currently know the number of executions for each channel. 
Please cost for photocopying visual stimulus from the original screen grabs for the social media and digital display. 

Sample
The sample for the 2017 tracking research must be representative of England.  The sample should be drawn using a random location sampling approach. The sample should include a mix of interviews with parents, carers, adopting parents, foster carers, adopting parents and expectant mothers/parents and be governed by assigned quotas yet to be identified, at each wave. 

Other issues that may have an impact on this project

There are three government departments involved in this activity – HMRC, DfE and DWP. HMRC is currently the lead department but at some stage after April 2017 it will be handed over to DfE to complete the campaign and measure the activity. 
There will obviously be input from the three departments at the early stage of the campaign development including setting up the tracker. HMRC will ensure that you are provided with appropriate and timely information/responses but our experience to date is that it is not always possible to deliver collated information with short turnaround times due to the number of people required to input by all departments. 
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.

The period for this programme of research would run from mid-October 2016 to March 2017 (To be confirmed with GFK and HMRC on commissioning). 
For both the pre, ‘dip’ and post waves, the following deliverables will be required (unless otherwise stated):

· Data tables in PDF and Excel (all open-ended responses to be included). This should include all cases, all variables, including analysis variables such as crossbreaks, clear labelling, correct bases and all coded responses incorporated.
· A face to face, kick-off meeting with the agency and main stakeholders before the project begins

· Regular updates (frequency to be determined at the kick-off meeting) to the HMRC project team throughout the life of the project
· *One face to face presentation to the internal project team and wider HMRC stakeholder group. (*Assume HM Revenue and Customs Offices in London, unless otherwise indicated.) DIP AND POST WAVE ONLY
· 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), to include a standalone five-eight page executive summary of the research incorporating the key findings and any insights, which can be circulated to stakeholders. 
· 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.

· 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.
We also require a one page ‘stand alone’ summary of the research incorporating the key findings and any insights which can be circulated to stakeholders.

Our project timeline 
The paid-for activity is due to go live in late Feb/March 2017. The pre-wave of research should occur in Nov/December 2016. The ‘dip’ potentially June/July 2017. The post-wave will begin in Dec 2016/ Jan 2017, after the campaign has finished.
As the campaign launch date has yet to be confirmed all dates below are yet to be confirmed. 
	Full proposals and costs
	

	Set up meeting
	

	First questionnaire draft
	

	Final questionnaire draft
	

	Scripting 
	

	Pre-wave fieldwork begins
	

	Pre-wave fieldwork ends
	

	Data Tables available
	

	Topline Summary Report 
	

	Mid ‘dip’ fieldwork begins
	

	Mid ‘dip’ fieldwork ends
	

	Data Tables available
	

	Topline Summary Report
	

	Post-wave fieldwork begins
	

	Post -wave fieldwork ends 
	

	Data Tables available
	

	Draft Full Report 
	

	Full Report
	

	F2F Presentation (in London)
	

	Publication Report 
	


Budget

We have allocated £120,000 budget for 2016-17 and £180,000 for 2017-18 so a total research budget of £300,000. 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. 
Costs must include travel and other expenses, broken down separately. Costs should include all fees and expenses but exclude VAT.
NB ‘Personal’, ‘Confidential’ and ‘Commercial’ sensitive information has been redacted according to the provisions in the FOI Act (sections 40, 41 & 42).
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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