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	Name:
	Stuart Bishop
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	Email:
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	HMRC Budget Manager & invoice enquiries

	Name: 
	Mike Crumpton

	Contact Tel. No:
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	Email:
	mike.crumpton@hmrc.gsi.gov.uk

	HMRC – Invoice payment 

All invoices should be sent to the HMRC Invoice Processing Centre

	Address:
	HMRC Invoice Processing Centre
PO Box 2092, J Spur, Barrington Road
Worthing, BN12 9AN

	Contact Tel No:
	01903 509224 

	Email:
	payments.team@hmrc.gsi.gov.uk 
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	Name:
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	Contact Tel No:
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	Name:
	Sarah Jennings

	Contact Tel No:
	03000 566272
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	Contractor Information
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	IFF Research
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Alistair.kuechel@iffresearch.com
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	Angus Tindle
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	3.
	Contractual Detail



	Contract Ref:

Incl. Framework name e.g. Catalist, and relevant section. Also include URN for Catalist and Cipher call offs. 
	DWP Social and Economic Research Framework 2013
This Service Order is subject to the DWP Social and Economic Research Research Framework (2013) Terms and Conditions of contract and Clause D3 and D4 relating to the Official Secrets Acts and related Legislation, and Confidentiality, as detailed in Annex B – additional contractual information.


	Special Terms and Conditions:

e.g. overtime, expenses, travel & subsistence, notice period.
	HMRC will review its position after each of the milestones detailed in the specification on an ongoing basis and reserves the right to terminate the contract (for any reason) prematurely. For the purpose of this engagement the notice period will be 1 month.



	4.
	Project Information



	Project Title:
	Customer response to pre-population

	Start Date:
	3rd November 2015

	End Date:
	12th April 2016


	5.
	Payment Schedule

	#
	Milestone
	Anticipated delivery date*
	Total charge (excluding VAT)
(£)

	1
	Redacted under section 41 of the Freedom of Information Act.
	1st December
	1,283

	2
	Redacted under section 41 of the Freedom of Information Act.
	26th February 2016
	11,375

	3
	Redacted under section 41 of the Freedom of Information Act.
	2nd February 2016
	12,048

	4
	Redacted under section 41 of the Freedom of Information Act.
	11th March 2016
	17,368

	5
	Redacted under section 41 of the Freedom of Information Act.
	12th April 2016
	4,163

	* - The anticipated delivery date is not a fixed invoice point. Payment is made upon satisfactory receipt of services, certified by the Project Manager.
	Grand Total (£)

exclusive of VAT:
	46,237

	Invoices relating to this Service Order should be sent to the HMRC Invoice Processing Centre (provided at 1. above) by email in pdf format, unless otherwise indicated.  All invoices must quote the Purchase Order Number.
Invoices received without a Purchase Order number may be rejected.




	6. Summary of Requirements / Role Description / Deliverables



	The section below should be used to provide clear summary of the requirements for delivery of the project/assignment.  It should include, where appropriate, milestones / key deliverables with dates, and any proposals for skills transfer (where relevant).


	Summary of Requirements 
HMRC’s specification of requirements are as set out in the Invitation to Tender issued to the supplier on 28/08/15
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Summary of supplier’s proposal 

Services will be provided by [the supplier] as set out in their tender dated 28/09/2015 [subject to the following clarifications]:
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· The supplier will not be asked to conduct an opt-out exercise. A deduction of £800 has been applied to the proposed cost to reflect this.

Deliverables and payment milestones
Payment Milestone 1 - £1,283+ VAT 
Payable upon satisfactory receipt of the following deliverables, anticipated milestone date: 01/12/15. 

Redacted under section 41 of the Freedom of Information Act.
Payment Milestone 2 - £11,375+ VAT 

Payable upon satisfactory receipt of the following deliverables, anticipated milestone date: 26/02/16. 

Redacted under section 41 of the Freedom of Information Act.
If the BBSI research is cancelled, this payment will not be made. 
Payment Milestone 3 - £12,048+ VAT 

Payable upon satisfactory receipt of the following deliverables, anticipated milestone date: 02/02/16. 
Redacted under section 41 of the Freedom of Information Act.
Payment Milestone 4 - £17,368+ VAT 

Payable upon satisfactory receipt of the following deliverables, anticipated milestone date: 11/03/16. 
Redacted under section 41 of the Freedom of Information Act.
Payment Milestone 5 - £ 4,163
Payable upon satisfactory receipt of the following deliverables, anticipated milestone date: 12/04/16. 

Redacted under section 41 of the Freedom of Information Act.
Any subsequent amendments or clarifications to the original response are to be delivered as agreed with the HMRC Project Leader or his/her nominated representative.



	7. Confidential Information



	As part of the Government’s Transparency Agenda, this agreement and any associated winning tender may be published.  The contractor must notify the project manager (provided at 1. above) of any commercially sensitive information to be considered for redaction prior to publication.  

(7.1) The following information shall be deemed Commercially Sensitive Information or Confidential Information:-
· detailed cost breakdowns including day rates (given on pages 7 and 10 of the bid to tender) be excluded from Freedom of Information requests as this content is commercially sensitive. 

· discussion on our design, including why we propose particular methods (3.1-3.4, 3.11-3.13 of the bid to tender) be excluded as we consider this commercially sensitive.

(7.2) Duration that the information shall be deemed Commercially Sensitive Information or Confidential Information:-
5 years



By signing and returning this Order Form the Provider agrees to enter a legally binding contract with the Authority to provide the Service specified in this Order Form together with, where completed and applicable, the mini-competition order (additional requirements) set out in section 3 of this Order Form.  Incorporating the rights and obligations in the Call-Off Terms and Conditions set out in the Framework Agreement entered into by the Provider and the Authority on 1st July 2013 and any subsequent signed variations to the terms and conditions.   

	For and on behalf of the Provider:-

	Name
	Angus Tindle

	Capacity
	Director

	Signature
	Redacted under section 40(2) of the Freedom of Information Act

	Date
	17th November 2015


	For and on behalf of the HMRC:-

	Name
	Brian O’Callaghan

	Capacity
	Head of Research

	Signature
	Redacted under section 40(2) of the Freedom of Information Act

	Date
	18th November 2015
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2.2

2.3

2.4

Summary of proposals

HMRC wishes to commission research to understand how customers will react to the pre-population of tax forms
—and, in particular, how pre-population influences customer behaviour, and how attitudes to pre-population differ
according to whether HMRC or third party data is involved. IFF proposes, for a fee of £47,036 + VAT, to conduct
50 in-depth interviews with HMRC customers, stratified by whether the customer is a BBSI PAYE customer (and,
within this, whether or not they received an advance letter about pre-population; and what, if any, action they took)
or SA customer (and, within this, whether they are self-employed, company directors or other SA customers, and
whether they challenged HMRC in response).

We believe our proposals offer HMRC value for money through:

® A high level of senior involvement in fieldwork, allowing us to deliver credible findings to HMRC during or
immediately following each phase of fieldwork. This will also create scope us to refine the discussion approach
and stimulus materials iteratively, if desired, so that we learn as much as possible from the exercise.

® A strong track record in delivering qualitative studies rapidly (see 3.36) and using limited sample (see 3.8),
alongside subject expertise including as an ability to design and conduct qualitative discussions in such a
manner as to overcome challenges relating to accuracy of respondent recall and respondent honesty (see
3.11, 3.12 and 3.29).This track record, combined with our qualitative fieldwork resource (including our ability
to draw on a team of up to 40 qualitative interviewers to support the ‘core’ researchers) makes IFF a ‘safe pair
of hands’ for delivery.

® A ‘core’ research team experienced in designing, conducting and analysing qualitative research with HMRC
customers, including both individuals and businesses; in qualitative interviewing on sensitive topics including
tax, personal finances and the use of pre-population; and in conducting qualitative fieldwork on topics where
— as noted above — accuracy of respondent recall and respondent honesty are key challenges.

® Reporting outputs structured to ensure the key research findings have impact and leave the end-user with a
clear understanding of how pre-population can best be utilised to encourage compliance.

Context, aims and objectives

HM Revenue & Customs (HMRC) seeks to safeguard a flow of money to the Exchequer in order to fund public
services. Closing the ‘tax gap’ — the difference between tax owed to HMRC and the total collected — thus forms a
key element of HMRC'’s current vision and is one of its six strategic objectives!. HMRC is exploring a range of
initiatives to achieve this, including the pre-population of tax forms from third party data sources to encourage
customers to fulfil their tax obligations.

Recent work in behavioural economics suggests that individuals can be ‘nudged’ into a desired course of action
by utilising pre-existing behavioural bias. Pre-population of tax forms has been identified by the Behavioural
Insights Team as a method to encourage customers to fulfil their tax obligations, by improving the accuracy of
information submitted and decreasing overall customer effort.2

However, currently HMRC has little understanding of how customers will react to the pre-population of tax forms
in practice. To ensure it fully understands the reactions of both Pay-As-You-Earn (PAYE) taxpayers and Self-
Assessment (SA) small businesses to pre-population, it seeks to commission a programme of exploratory
qualitative research.

Understanding the customer response to tax form pre-population

The two core issues that pre-population aims to address is the need to improve customer tax compliance and to
reduce the degree of error in returns. Theoretically, pre-population will reduce error of tax returns, reduce the
necessary time and effort customers spend on forms, and disincentivise fraud by demonstrating previous
knowledge of the customer and their financial affairs.

1 https://www.gov.uk/government/organisations/hm-revenue-customs/about, accessed 24" September 2015.

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/60539/BIT_FraudErrorDebt _accessible.pdf
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However, it is still unclear what the actual customer reaction will be to the November launch of form pre-population.
There are three core research areas HMRC must fully understand to ensure the pre-population of forms is having
a positive impact:

® How pre-population influences customer behaviour when conducting tax affairs.
® How pre-population impacts on the overall experience of conducting tax affairs.

® Explore customer attitudes and beliefs regarding pre-population and HMRC’s access to third-party data
sources.

Reactions to pre-population of forms have the potential to be nuanced and complex. Whilst there may be positive
behavioural outcomes (e.g. improving accuracy of tax forms) there is the possibility of an attitudinally negative
reaction if customers feel HMRC'’s use of third party data is invasive or unnecessary (indeed, in IFF’s experience
of researching pre-population, individuals often feel it is a beneficial idea in theory — e.g. by reducing personal
effort — but then become highly concerned about sharing of personal data when confronted by pre-populated
materials in reality).

Due to this potential complexity, we agree that the preferred methodology to fully explore reactions to pre-
population is to undertake a series of depth interviews across a range of SA and PAYE customers.

Methodology

Overall approach

Redacted under section 41 of the Freedom of Information Act.
Redacted under section 41 of the Freedom of Information Act.
Redacted under section 41 of the Freedom of Information Act.
Redacted under section 41 of the Freedom of Information Act.

While by no means set in stone, we are confident our approach set out above will cover all the required audiences.
We would achieve a spread of interviews across the UK (as far as the sample provided allows).

Sample-provision and opt out mailing

We note that sample will be provided by HMRC following an opt-out exercise conducted by HMRC on the
contractor’s behalf. If feasible, we would review the opt-out letter wording in order to advise on how best to avoid
the letter inadvertently influencing respondents — e.g. by reminding them of the pre-populated materials or drawing
attention to the pre-population (when really these aspects may have been overlooked or forgotten).

IFF would draw up a final sample specification for HMRC approval, following the inception meeting. Sample would
ideally be provided broadly in proportion with numbers of individuals to be recruited per sample ‘cell’.

Maximising numbers of depth interviews from the sample provided

We confirm that sample in a 16:1 ratio (i.e. 800 records minimum) and including indicators of customer type (BBSI
vs. SA) and reaction (whether challenged; whether BBSI contacted HMRC) should allow us to achieve the 50
depths. IFF’s previous success in recruiting HMRC customer depths from limited sample include recruiting
9 face-to-face depths from 75 contacts (a ratio of around 8:1) with a combination of individuals and small
businesses who had filed returns for the new ATED tax. As with this proposed study, the topic was sensitive as
it explored whether the respondent had enveloped their dwelling to avoid payment of Stamp Duty. Also for HMRC,
IFF explored the behavioural impact of CGT relief, conducting 17 depths with ER claimants, from 86 contacts (a
ratio of around 5:1), 7 depths with BARR claimants from 111 businesses (a ratio of around 16:1) and 11 depths
with agents from 51 contacts (around 5:1). We also recently achieved, in very tight timescales, depth interviews
with individuals/Self-Assessment customers and businesses/VAT customers who were being pursued by
HMRC for unpaid tax and/or penalties for not having filed tax returns. We achieved 48 interviews within 4 weeks,
with an audience very prone to dropping out of their appointments at the last minute, using contacts supplied in a
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ratio of around 20:1. As this implies, we have experience of recruiting and conducting depths from limited sample
across both individuals and businesses dealing with HMRC.

39 We

can maximise participation, and thus the numbers of depths achieved, in a number of ways:

By sourcing missing or inaccurate contact details: Previous experience of using HMRC sample suggests
that this might be an issue for around 30% of the sample. We would source telephone numbers by using
names and addresses to perform automated matching against business and consumer lists. In our
experience, this will yield matches in between 20% and 40% of instances. This would be conducted through
our longstanding partner UK Changes, with whom we have in place protocols for secure data sharing (UK
Changes have signed-up to our current GSAD agreement for handling of sensitive DWP claimant data).

Through the persuasiveness of our qualitative recruiters: Our in-house recruiters spend their working
lives setting up in-depth interviews with challenging audiences, and their success is evidenced by the studies
referenced above (see 3.8). They are briefed face-to-face by the project directors — supported by written
briefing notes and a recruitment script — which means they are well-equipped to ‘sell’ the study purpose to
potential participants and allay any concerns. Interview appointments are supported by confirmation
emails/letters and reminder calls to minimise drop-out.

By reassuring potential participants: Talking to customers about tax codes and tax returns could lead to a
perception that HMRC are ‘checking up’ on people, or that responses may have an adverse impact on way
they are treated by HMRC in future. To encourage both participation and honesty/candour of responses,
we will clearly explain who the research is for and why it is being undertaken (“to understand how people feel
about/respond to communications from HMRC™); ensuring that customers understand participation is
voluntary and that responses will be treated in confidence. Verbal reassurances can be reinforced by a
reassurance email / letter.

Through flexibility in when and where interviews take place: Participants will choose the interview location
and time, which helps put participants at ease (encouraging honesty/candour) and makes them less likely
to drop out (as we are ‘coming to them’). We would be flexible about scheduling and re-scheduling interviews
—including at evenings and weekends — to encourage participation.

By considering offering a charitable donation: We suggest offering participants a £25 charitable donation
to a charity of their choice to encourage participation. IFF would note the charity and administer this on the
respondent’s behalf. This is given as a separate fee option.

Discussion approach and topic guide coverage

3.10 We

see a well-designed guide as being vital to ensuring the objectives for this study are fully realised. Although

interviewers have more flexibility when using a topic guide as opposed to a quantitative, scripted questionnaire,

the

design and structure of the guide should not be overlooked.

3.11 Redacted under section 41 of the Freedom of Information Act.

3.12 Redacted under section 41 of the Freedom of Information Act.

3.13 Redacted under section 41 of the Freedom of Information Act.

3.14 Our final discussion approach would be informed by a detailed initial briefing by HMRC and tailored to suit the
stimulus materials that HMRC is able to supply us with.

Outputs

3.15 Our analysis and reporting would be structured so as to answer the following questions:

To what extent were the pre-populated elements noticed and how were these perceived and understood?
What action did customers take in response — e.g. checking these, contacting HMRC — and why?

What effect(s) did pre-population have on customer behaviour in fulfilling tax obligations? Did it reduce the
perceived burden of compliance? How did it influence how they completed non pre-populated elements?

3 As discussed at 3.6, ideally we would not mention pre-populated materials or draw attention to the pre-population, in case it prompts
participants to revisit the materials received or scrutinise the pre-population elements.
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What are the perceived benefits of pre-population for the customer? What are the issues/concerns?
To what extent and in what ways do customer attitudes differ re: third party data?
To what extent is further use of pre-population welcomed by customers and why?

What does all this tell us about how HMRC can best utilise pre-population to encourage compliance?

3.16 Fortheinitial BBSI/PAYE findings meeting, we envisage producing a Word document of around 5-10 pages in
length, structured around subheadings (reflecting the questions posed at 3.15). It would summarise the objectives
and the profile of the depths; describe the headline findings and their implications, with direct quotations to
illustrate key points; and make suggestions regarding further analysis.

3.17 The final findings debrief would be a PowerPoint document of c¢.40 slides. It would represent the findings
visually, using text within diagrams, while always including ‘headlines’ to explain the main point being made by
each slide, and highlighting ‘take-outs’ i.e. the practical implications for the end-user. The ordering of the slides is
likely to be led by what best serves the ‘story’ of the findings. As the debrief session is to take the form of a
workshop discussion, we suggest producing a short (1-page) plan setting out the workshop questions that the
post-debrief discussion should answer, for HMRC approval. Typically this might involve the audience working in
several breakout groups — for instance, reflecting HMRC'’s internal teams. IFF would both present and facilitate.

3.18 The final report would be a Word document, still including visual elements but with greater emphasis on
explaining the findings through text commentary. It would be more formal in its structure, with chapters and
sections organised thematically. We envisage both the report and debrief containing:

® A hierarchy or matrix of the perceived benefits and concerns re: pre-population, indicating the relative strength
of feeling in relation to these, and how they apply across the various audiences.

® Flow diagrams, to show visually how customers responded to the pre-populated information, the courses of
action taken, and why.

® Direct quotes; and case studies, describing an individual customer’s situation, their comprehension of /
response to the pre-populated elements, and how they feel about pre-population, to make findings more
tangible. All would be carefully anonymised, but would make clear the customer sub-group.

® An executive summary, highlighting the key findings; conclusions and recommendations for action (we believe
that it is our responsibility to push the ‘thinking’ about what the findings mean as far as possible, and so we
aim to include actionable recommendations whenever possible).

3.19 All reporting outputs would be carefully checked by at least two researchers to ensure respondent anonymity
has been preserved.

Data security

3.20 Allin-depth interviews would be recorded on encrypted digital recorders and returned to IFF in person or uploaded
via IFF’s own secure file transfer site. Recordings and transcripts would be stored in a secure area of our network,
with access restricted to the core members of the research team.

3.21 IFF is registered as a Data Controller under the Data Protection Act 1998; with the Information Commissioner’s
Office (registration number Z5571698) and has achieved the ISO27001 standard for data and information security.
We can confirm that we would submit a security plan on contract award.

Risks and mitigation strategies

3.22 The key to managing risk is to identify areas for potential risk at the outset, monitor these, keep vigilant for others,
and put plans in place to address them. A summary of risks to the project will form part of our regular weekly
updates and we will, of course, alert HMRC to any issues and proposed solutions as soon as possible. We believe
that the key project-specific risks (expanded on in Annex B) are:

. e . Residual Residual
‘ Probability | Impact ‘ Measures to minimise the risk probability ‘ impact
Respondents Medium High e  Recognise value of imperfect ‘top of mind’ feedback — explore their ‘real | Medium Low
cannot accurately life’ reactions first
recall the pre- e  Stimulate recall by asking respondent to think back to wider context of
populated what was going on
information
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e  Stimulate recall by showing sample information: explore further
recollections and reactions now

Respondents Medium High e  Reassure (at opt-out, recruitment, and interview) that HMRC is not Medium Medium-
unwilling to be ‘checking up’, responses are anonymous, they can decline to answer to-low
honest/candid e Askindirect questions (what ‘other people’ would think/do); check

internal logic of responses
e  Show (part-personalised) sample information to access ‘emotion’ of
response within interview

Late delivery of Medium Medium | ¢  Run BBSI PAYE and SA fieldwork in tandem if needed, drawing on Medium Low
sample for BBSI additional IFF recruitment and interviewing resource to accommodate it
PAYE fieldwork e Aim to ‘frontload’ interviews into the early part of ‘combined’ fieldwork

and aim to complete 1 week early to minimise risk of late fieldwork

completion

3.23

3.24

3.25

3.26

3.27

T,

Project Team

Alistair Kuechel and Angus Tindle, Directors [Redacted under section 41 of the Freedom of Information
Act.], would lead the study.

Angus has extensive experience of designing recruitment and interviewing approaches, and conducting
depth interviews and analysis for qualitative studies. Of key relevance is a study with SA and VAT customers
in debt to HMRC, regarding payment behaviours and how behavioural insight techniques can inform triggers to
contact HMRC regarding repayment — demonstrating his experience of applying these skills to research in relation
to tax / audit issues among individuals and businesses, in which respondent recall of communications and
action taken was an important factor. Other studies among individuals in which accuracy of recall was key
include a qualitative evaluation of two Drug and Alcohol Pilots for the DWP, in which it was critical to capture what
support individuals received, from whom, and when, to support them with their dependency and readiness for
employment; and detailed qualitative explorations of customer recall of ‘customer journeys’ when applying for the
Foreign & Commonwealth Office’s document legalisation and Emergency Travel Document services; and when
asking the PHSO to investigate a complaint about a public service. His experience of designing, conducting
and analysing depths with business audiences includes work on the HMRC Large Business Longitudinal
Panel Survey and a study for BIS to explore UK businesses’ attitudes to EU influence on Employment,
Competition and Free Movement of Services legislation. He has also explored customer responses to pre-
population in studies for the Government Digital Service (regarding ldentity Verification) and the DWP (to inform
the design of the application process for Personal Independence Payment).

Alistair’s experience of directing qualitative studies on tax / audit issues among individuals and
businesses, including designing recruitment and interviewing approaches, and conducting interviews and
analysis includes: studies for HMRC exploring what drives behaviour in light of the ER/BARR reliefs, a study
exploring the awareness and understanding of TDSI; and a study to understand behavioural drivers relating to
the Annual Tax on Enveloped Dwellings. The TDSI study is of particular relevance as it touched on issues around
customer responses to Pre-Population. His core area of expertise is public sector research in a regulatory context.
His recent work includes directing a large number of qualitative studies among business audiences, including
Alistair is one of IFF’'s most experienced qualitative interviewers and moderators — regularly running workshops
and discussion groups with a wide range of b2b and consumer audiences. Between 2011 and 2014 he was the
Account Director of IFF’'s SME Omnibus and in the summer of 2015 he was selected to be judge at the Financial
Services Customer Experience awards.

Liz Murphy, Research Manager [Redacted under section 41 of the Freedom of Information Act.], would be
the nominated project manager. Liz is very experienced in managing, moderating and analysing qualitative
research on sensitive or complex subject matters; including research with individuals seeking legal advice
on immigration issues, for the Bar Standards Board; and research to inform a campaign to challenge public
attitudes to rape, for Rape Crisis Scotland. Her experience of designing, conducting and analysing qualitative
research regarding tax and compliance issues includes a recent, sensitve HMRC study with
business/financial audiences. Other research with business audiences has included projects for HSBC and
The Department for Business, Innovation and Skills. At IFF she has been involved with a number of projects
exploring customers’ detailed recall of their ‘journey’ when interacting with an organisation (for example, for the
PHSO).

Sam Selner, Research Executive [Redacted under section 41 of the Freedom of Information Act.]
completes the team. Sam’s experience of conducting and analysing depths with business and individual
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audiences includes, for HMRC, depths with HMRC customers to inform the development of a new customer
survey; and depths with indebted SA and VAT customers to explore payment behaviour. He also worked on the
HMRC HNWU Agents Survey.

3.28 They would be supported by specialist qualitative interviewers with experience of conducting and summarising
HMRC depths as follows:

Daniel Julie Tricia

Andrew
Relevance

Connelly | Clough | Jackson | Kelly
HMRC study with SA and VAT customers in Individuals and businesses; Y Y Y Y
debt to HMRC, regarding payment tax/audit issues; recall issues;
behaviours sensitive qual.
HMRC study with individuals and businesses | Individuals and businesses; Y Y

filing returns for the new ATED tax to explore | tax/audit issues; sensitive
motivations (including avoiding Stamp Duty) qual.

HMRC study with recent claimants of ER and | Businesses; tax/audit issues; | Y Y Y Y
BARR to better understand how aware small | sensitive qual.
businesses are of the two Capital Gains Tax
reliefs, and impacts of these

HMRC study of customer awareness, Individuals; tax/audit issues; Y
understanding and behaviour in relation the recall issues; views on pre-
Tax Deduction Scheme for Interest (TDSI), population; sensitive qual.

to understand what drives ‘correct’ behaviour

3.29 Much of our experience is implicit in the above biographies (expanded on in Annex C), however, in short:

® |FF’s experience of undertaking research into Government programmes related to tax includes
qualitative studies for HMRC to understand payment behaviours among SA and VAT customers in debt to
HMRC; to explore awareness and the impact of Capital Gain Tax Relief among ER and BARR claimants; to
understand behavioural drivers relating to the Annual Tax on Enveloped Dwellings; and to explore customer
awareness, understanding and behaviour in relation the Tax Deduction Scheme for Interest (TDSI), to
understand what drives ‘correct’ behaviour. We also undertake for HMRC a survey of Tax Credits customer
experiences. The SA/VAT debtor and ER/BARR claimant studies both involve businesses and individuals;

® |FF’s experience of studies in which accuracy of respondent recall was key include a qualitative
evaluation of two Drug and Alcohol Pilots for the DWP, in which it was critical to capture what support
individuals received, from whom, and when, to support them with their dependency and readiness for
employment; and detailed qualitative explorations of customer recall of ‘customer journeys’ when applying for
the Foreign & Commonwealth Office’s document legalisation and Emergency Travel Document services; and
when asking the PHSO to investigate a complaint about a public service. The FCO document legalisation
study is a further example of our ability to conduct qualitative research with both businesses and individuals;

® |FF’s experience of conducting qualitative research into sensitive topics, including those on which
respondents may be reluctant to be honest, includes various studies among benefit claimants for the DWP
— for instance, the Evaluation of the Voice Risk Analysis pilots explored the potential impact of VRA software
on how likely Housing Benefit claimants would be to report changes in circumstances; while our programme
of User Centred Design research into personal Independence Payment explored the impact of letters and
forms on claimants’ understanding of their responsibilities regarding reporting changes in circumstances.

Project management

3.30 IFF prides itself on its ability to effectively manage projects to deliver high quality research to time and
budget. We work to the highest possible standards including the way we manage each project and the quality
control procedures and practices we follow. Central to this is our policy of working closely with our clients at all
stages of the project.

3.31 Our ethos is to keep the HMRC team informed while removing the burden of operational project management
from you, using: three face-to-face meetings for clarifying project design, and sharing emerging and final findings;
regular informal (telephone, email) contact; an update sheet sent at an agreed time each week — summarising
fieldwork completed; issues arising; relevant risks, and forthcoming deadlines; and a fortnightly diarised
teleconferences to discuss progress.
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3.32 We work transparently with clients, sharing all project materials. Of course, the HMRC team would be involved
in shaping and signing off the scope of the research and agreed methodologies, sample design, all survey
instruments (e.g. screeners and topic guides) and analysis planning documents.

3.33 We normally set up a group e-mail ensuring that all client correspondence is received by all IFF team members.
This ensures that someone is always able to respond quickly to urgent requirements.

Resourcing and timetable

3.34 Our proposed schedule with resource profile is below (D=Director, RM= Research Manager, RE=Research
Executive):

Dates — BBSI PAYE | Dates - SA Responsibility Resource profile — staff (days)

Design, sampling and opt-out

Redacted under section
Inception meeting, project plan finalised w/c 12" October HMRCI/IFF 41 of the Freedom of

Information Act.

26" October — 13" | 215 December —

November 15" January HMRC NA

Opt-out period

Redacted under section
Draft screening questionnaire w/c 19" October IFF 41 of the Freedom of
Information Act.

Redacted under section
Draft topic guide and stimulus w/c 26™ October IFF 41 of the Freedom of

Information Act.

Screening questionnaire signed-off w/c 2™ November HMRC NA

Final topic guide and stimulus w/c 9" November HMRC NA

Redacted under section
Sample to IFF, sampling w/c 16" November wic 18" January HMRC / IFF 41 of the Freedom of

Information Act.

BBSI fieldwork and analysis

Redacted under section

th _gth th _
18" November — 4% | 20" January IFF 41 of the Freedom of

Qualitative recruitment

December 19" February -
Information Act.
20" November 1% Februar Redacted under section
v - uary —
Depths conducted 14" December 26" February IFF 41 of the Freedom of

Information Act.

Redacted under section
IFF 41 of the Freedom of
Information Act.

30" November — 8" | 8" February —

Qualitative analysis January 30 February

Redacted under section
NA IFF/HMRC 41 of the Freedom of
Information Act.

Emerging findings document discussed wic 11" January
with HMRC (earlier if desired)

Reporting

Redacted under section
Final findings debrief drafted wic 29" February IFF 41 of the Freedom of

Information Act.

Redacted under section
Final findings debrief / workshop w/c 7% March IFF 41 of the Freedom of
Information Act.

Report plan agreed w/c 7" March IFF/HMRC Redacted under section
41 of the Freedom of
Draft report of final analysis w/c 21% March IFF Information Act.
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Dates — BBSI PAYE | Dates - SA Responsibility Resource profile — staff (days)

Final report signed off wic 28" March HMRC/IFF 41 of the Freedom of

Redacted under section

Information Act.

Redacted under section 41 of the Freedom of Information Act.

3.35

3.36

4.1
4.2
4.3
4.4

4.5

51

Aside from using UK Changes for sourcing missing telephone numbers (discussed at 3.9), we do not anticipate
subcontracting any aspects of the study.

We confirm that IFF has the capacity to deliver the proposed work on time and to a very high standard. We
anticipate using a team of around four interviewers for this study to support the research team. We have 40
qualitative interviewers in total who support our research teams in the delivery of qualitative work and this gives
us considerable flexibility. We currently have about 80% of our qualitative capacity available from November to
February so would be able to increase the level of resource as required to complete the work on time. This
would allow us to conduct the BBSI and SA fieldwork concurrently (i.e. if BBSI sample is provided later
than planned). Examples of IFF completing qualitative fieldwork to tight timescales include:

® Forty-eight depths in 4 weeks, with SA and VAT customers with an HMRC debt (and prone to dropping out);

® Twenty depths with HMRC customers (individuals, small businesses and agents) in just over 2 weeks, from
€.200 contacts (a ratio of 10:1), to inform the development of a new customer survey.

® For HMRC'’s large business panel survey, 11 employer depths in 8 working days to develop the questionnaire,
and 10 employer depths in 5 working days to explore issues raised by the survey.

® Twenty in-depth interviews with employers, within 8 working days in the run-up to Christmas, to inform the
development of the Employer Skills Survey questionnaire for UKCES.

® For the DWP, 46 depth interviews and 21 focus groups within 3 weeks, with individuals potentially eligible for
claiming a new disability benefit.

Firm price offer and breakdown of costs

Our fee for the work described in this proposal would be £47,036 + VAT.
Redacted under section 41 of the Freedom of Information Act.
As discussed at 3.9, we suggest a charitable donation to encourage participation — see ‘incentives’ below.

There are no additional fees chargeable for discontinuing the study (although we would expect to be paid for work
that has already been undertaken with HMRC’s approval). Our fee breaks down as follows:

[Redacted under section 41 of the Freedom of Information Act.]

Qualitative recruiters and interviewers are not billed on a ‘per day’ rate; however in the above fees these are
charged for at the equivalent of [Redacted under section 41 of the Freedom of Information Act.]

Annex A: Quality control plan
Achieving high response rates
Practices to achieve high response rates, i.e. converting limited sample into qualitative interviews, at IFF include:

® Using qualitative recruitment specialists to set up interviews: they spend their working lives setting up
qualitative interviews with (often challenging) target audiences and have developed the ‘soft skills’ needed to
persuade individuals to take part;

® By sourcing missing or inaccurate contact details: We would source telephone numbers by using names and
addresses to perform automated matching against business and consumer lists. In our experience, this will
yield matches in between 20% and 40% of instances.
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Through conducting thorough briefings face-to-face by the project directors, supported by written briefing
notes and a recruitment script. This means that qualitative recruiters are well-equipped to ‘sell’ the study
purpose to potential participants and allay any concerns.

By reassuring potential participants: Talking to customers could lead to a perception that HMRC are ‘checking
up’ on people, or that responses may have an adverse impact on way they are treated by HMRC in the future.
To encourage participation and overcome suspicions about data will be used we will clearly explain who the
research is for and why it is being undertaken (“to understand responses to some information from HMRC");
ensuring that customers understand participation is voluntary and that all responses will be treated in
confidence. Verbal reassurances can be supported by a written reassurance letter/email using IFF and HMRC
branding.

Interview appointments are supported by confirmation emails/letters and reminder calls to minimise drop-out.
The confirmation emails/letters should give contact details for individuals at IFF (and, we recommend, also at
HMRC) — this enables any queries, concerns or practical barriers to participation to be raised and addressed,
thus encouraging the respondent to take part.

Through flexibility in when and where interviews take place: Participants will choose the interview location and
time, which helps put participants at ease (encouraging candour) and makes them less likely to drop out (as
we are ‘coming to them’). We would be flexible about scheduling and re-scheduling interviews — including at
evenings and weekends — to encourage participation.

By considering offering a charitable donation: We suggest offering participants a £25 charitable donation to a
charity of their choice to encourage participation. IFF would note the charity and administer this on the
respondent’s behalf.

Monitoring interviewer performance

5.2 Practices to ensure quality that relate specifically to face-to-face interviewer performance at IFF include:

The majority of our face-to-face depth interviewers have been working with us for in excess of 5 years. All
interviewers conducting depth work undergo a 2-day training programme (in addition to the 2-day introduction
to IFF training programme that telephone interviewers also follow).

All of our qualitative work is either filmed or recorded digitally or on to audio-tape (with the respondents’
permission) in order to keep an accurate record of interviews. Video tapes, audio cassettes and digital sound
files are stored for two years in case it is necessary to revisit the data collection. Tapes and videos are
normally transcribed to aid analysis.

Members of the research team will undertake the first few interviews as a pilot exercise. Following this pilot,
the members of the team will sit down together and discuss findings and agree any necessary changes to
both topic guides and interviewer notes.

Qualitative interviewer briefings are done in person at the company offices, with supporting materials and
briefing notes issued beforehand to enable the interviewers to familiarise themselves with the broader
background and issues before going through the detail on a project.

Interviewers are encouraged to send back write-ups as and when interviews are completed (rather than
waiting until the end of a project). The research team will review the first few interview write-ups produced by
each interviewer to ensure that they provide the depth of information required. If necessary, interviewers are
contacted to discuss the interviews in question. In the event that the depth of information falls well short of the
required standard, interviewers are either be re-briefed or removed from the study.

A random sample of face-to-face interviews is listened-to by quality control staff. All the work of any interviewer
who has not worked for IFF for more than 6 months is automatically listened to. Specially trained supervisors,
who will also have attended project briefings, listen to the interview with the interviewer’s write up alongside,
and complete a report. The report is fed back to the interviewer, who may comment on the feedback if they
wish. The supervisor and interviewer will both sign the interview report and it is retained for our quality audit
by IQCS.
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5.3

5.4

55

We also, where appropriate, re-contact respondents to obtain their views on the interview. If the qualifying
criteria are particularly strict, or on a very large job, we may call back a larger number of respondents to verify
they matched the required criteria.

Securing reliable data from respondents

Practices to ensure we secure reliable data from respondents include:

Carefully explaining to respondents at recruitment and at the outset of the interview that the discussion will
touch on issues relating to tax and personal finances, so as to avoid recruiting individuals who are unwilling
to be candid on this topic; and so as to allow time for respondents to seek reassurances about the purpose of
the study (thus helping to overcome barriers that might prevent their giving us reliable data).

By reassuring potential participants about the study purpose: Talking to customers could lead to a perception
that HMRC are ‘checking up’ on people, or that responses may have an adverse impact on way they are
treated by HMRC in the future. To encourage participation and overcome suspicions about data will be used
we will clearly explain who the research is for and why it is being undertaken (“to understand responses to
some information from HMRC”); ensuring that customers understand participation is voluntary and that all
responses will be treated in confidence. Verbal reassurances can be supported by a written reassurance
letter/email using IFF and HMRC branding.

We will take care to ensure our line of questioning (and recruitment questions) are non-judgemental, to create
an atmosphere conducive to respondents ‘opening up’.

If respondents feel uncomfortable on the topic within the interview, we can reiterate reassurances re:
independence/ confidentiality; and use other strategies such as asking about ‘people in similar situations’.

We can use respondents’ answers in other parts of the interview as a ‘reality-check’ on answers — where there
are apparent inconsistencies (e.g. between claimed future behaviour and historic behaviour), the interviewer
can identify and gently probe to resolve these.

We also need to take care re: the order in which we pose questions to respondents and show any stimulus
(e.g. our suggested Pre-Populated information samples), so as to avoid accidentally ‘seeding’ information.
We will use capture participants’ spontaneous recall; and then gradually build on this by prompting them to
think through what else was going on at the time that they should have received the information; and then
showing them a sample.

The interviews would be recorded using encrypted recorders and with the permission of the participant. It is not
always suitable to record but if we feel it appropriate, we will seek permission and assure the participant of
anonymity. The recording further supports the openness of the dialogue as we can focus on building rapport,
rather than on having to take detailed notes. Participants are assured anonymity.

Ensuring high standards in data analysis

Our analysis approach consists of the following stages:

1.

Following a face-to-face briefing by the project directors, the interviewer learns the study objectives and the
topic guide off by heart, as well as how the structure of the topic guide is intended to help us access customer
insights (e.g. by covering topics in an order that avoids leading the participant to give particular answers).
This frees them up to focus on what the participant is saying (rather than needing to consult the topic guide
too often). Within the session, the interviewer continually weighs up the implications of what the
participant says — and devises relevant follow-up questions (where this helps us draw out additional insight
to meet the study objectives). Through this process of active listening and ‘weighing-up’ of feedback, the
interviewer should exit the session with an initial view on the implications of the discussion.

Sessions are recorded on encrypted digital voice recorders, with respondent permission (thus freeing up
the interviewer to focus on listening and having a genuine two-way dialogue with participants, rather than
being constrained by note-taking). If permission refused, the interviewer takes summary notes within session
and then fleshes these out from memory by revisiting their summary notes immediately after the conclusion
of the session. Audio recordings transcribed in full. Where helpful, the interviewer annotates HMRC-provided
stimulus materials to highlight specific aspects that elicited a particular response.
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5.6

5.7

5.8

5.9

3. Personal analysis by the interviewer, using the recording, the transcript and any notes. The interviewer
uses these to re-immerse themselves in the content of what the participant said; the way in which they said it
etc., in order to revisit — and potentially challenge — the interviewer’s initial view on the implications of the
discussion. It will involve triangulating feedback from different sections of the interview (to revisit our example,
although they claim they would be likely to complain about or query pre-populated sections, does this square
with what they have done when sent other pre-populated information historically?). Notes are made of key
take-outs, illuminating quotations, and areas to explore further etc.

4. Interviewers have interim analysis meetings to discuss emerging findings — identifying key ‘story points’,
any potentially ‘game-changing’ findings, and areas in which we may wish to refine either the topic guides or
the stimulus materials. These thoughts are fed back to HMRC iteratively, thus giving HMRC an early steer
on findings and also final sign-off on any refinements.

5. Individual analysis of each discussion is entered into an analysis framework. This is structured under
headings relating to the objectives — allowing sessions to be compared and objective judgements made about
the commonality of experiences. The framework would contain ‘demographic’ variables (e.g. whether BBSI
PAYE or SA customer, whether contacted HMRC, whether challenged pre-population) to identify subgroup
differences.

6. IFF then conducts a Director-led analysis session, in which researchers develop their thinking regarding
the findings and their implications. Individual researchers will bring to the session their own tentative
interpretation of the findings. This will be discussed, with careful reference to the evidence, so as to verify our
interpretation of the findings through researchers applying a degree of scrutiny and challenge to each other’s
perspectives on what the findings mean.

To maintain quality within this analysis process:

® Analysis frameworks are set up by the RM and signed-off by the Directors;

® All members of the core team are responsible for entering interviews;

® The first couple of interviewers entered by more junior researchers are reviewed by the RM;

® The completed framework is reviewed by a Director to check for completeness and consistency.

Emerging findings would be shared and discussed with HMRC; and this discussion would inform our analysis.
IFF would also conduct an analysis session, led by the Directors, in which researchers think through the findings
and their implications, with HMRC being welcome to participate. Our priority during the data analysis stage is to
develop messages that can be fully supported by research results but also that reflect our wider understanding of
relevant policy and other behavioural insight studies.

Ensuring the final outputs meet HMRC's needs

We ensure high quality reporting outputs primarily through the experience and seniority of the team involved in
writing and quality checking our reports. We write to reporting structures agreed with clients and ensure the
content, look and feel of reports are suitable to our clients and their research audiences. Our aim is to ensure that
final deliverables meet our client’s needs by directly addressing research objectives and delivering findings in an
engaging and accessible way.

We deliver reporting quality — encompassing writing style, analysis subtlety and quality of recommendations —
primarily through the experience/seniority of the team writing and checking the report. In addition:

® \We discuss key findings with HMRC before preparing presentations/formal reports, to create an opportunity
to review analysis/recommendations and identify any further analysis required,;
® Reporting structures would be approved by HMRC, before writing starts;

® Directors are actively involved in report/presentation-writing, writing all or at least key sections and reviewing
all sections;

® Report drafts are peer reviewed by a Director not directly involved in drafting;
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T

A Director will undertake a final review before submission — with a particular focus on the overall ‘story’ and

interpretation of the data. In reality, the first ‘client’ draft is the second or third IFF-draft, with improvements
made at each stage;

Presentation content and length will be discussed with HMRC in advance. Presentation charts will be delivered
for review in advance;

Presentations will be delivered by Directors.
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6 Annex B: Assessment of risks and mitigation strategies

6.1 Our completed risk register is provided as a separate attachment in Excel.

7 Annex C: Project team CVs

Director [Redacted under section 41 of the Freedom of Information Act].

Alistair Kuechel

Expertise: Designing, conducting and analysing research with a financial or regulatory compliance dimension, including
qualitative studies with HMRC customers and applying behavioural insight to drive desired behaviour.

Alistair’s experience of directing qualitative studies on tax / audit issues among individuals and businesses,
including designing recruitment and interviewing approaches, and conducting interviews and analysis includes:
studies for HMRC exploring what drives behaviour in light of the ER/BARR reliefs, a study exploring the awareness and
understanding of TDSI; and a study to understand behavioural drivers relating to the Annual Tax on Enveloped
Dwellings. The TDSI study is of particular relevance as it touched on issues around customer responses to Pre-
Population. His core area of expertise is public sector research in a regulatory context. His recent work includes directing
a large number of qualitative studies among business audiences, including Alistair is one of IFF’s most experienced
qualitative interviewers and moderators — regularly running workshops and discussion groups with a wide range of b2b
and consumer audiences. Between 2011 and 2014 he was the Account Director of IFF’'s SME Omnibus and in the
summer of 2015 he was selected to be judge at the Financial Services Customer Experience awards.

Career

April 2014 — Present: Director, IFF Research

April 2011 — Mar 2014: Associate Director, IFF Research

April 2006 — Mar 2011: Senior Research Manager, IFF Research
Oct 2003 — Mar 2006: Research Manager, IFF Research

Jan 2001 —Sep 2003: Research Executive, IFF Research

Qualifications
BA (Politics and Modern History), University of Manchester (2:1)

Major studies and selected reports

e A qualitative study for HMRC to explore awareness and the impact of Capital Gain Tax Relief among
ER and BARR claimants (2014)

o Aqualitative study for HMRC to understand behavioural drivers relating to the Annual Tax on Enveloped
Dwellings (2014)

e A qualitative study for HMRC to explore customer awareness, understanding and behaviour in relation
the Tax Deduction Scheme for Interest (TDSI), to understand what drives ‘correct’ behaviour (2015)

e HMRC: Customer Survey Development Programme (2014)

¢ HMRC: Large Business Panel Survey and Tax Opinions Panel Survey (2010-2014)
e DWP: Employer Pension Provision Survey (2015)

¢ DWP: Evaluation of Universal Credit in Pathfinder regions (2013-2014)

e BSB: Bar Course Aptitude Test (BCAT) Impact Evaluation (2013-2014)

e ACAS: A series of four qualitative projects to help Acas develop their communication materials (2013-
2014)

e DWP: STSP panel —to provide a facility for small scale, focused, rapid turn-around qualitative research
on a range in relation to the new Single Tier State Pension (2013-14)

e BIS: SME Awareness of the Bribery Act (2013)
e DWP: Impact of uprating from CPI to RPI: (2011-12)

e NEST: The building and maintaining of two qualitative research panels, one of individuals and one of
employers (2010-2011)





Director [Redacted under section 41 of the Freedom of Information Act].

Angus Tindle

Expertise: Research to inform public policy, designing recruitment and interviewing approaches, and conducting depth
interviews, on sensitive topics, including with individuals and business audiences (including HMRC customers)

Angus has extensive experience of designing recruitment and interviewing approaches, and conducting depth
interviews and analysis for qualitative studies. Of key relevance is a study with SA and VAT customers in debt to
HMRC, regarding payment behaviours and how behavioural insight techniques can inform triggers to contact HMRC
regarding repayment — demonstrating his experience of applying these skills to research in relation to tax / audit issues
among individuals and businesses, in which respondent recall of communications and action taken was an important
factor. Other studies among individuals in which accuracy of recall was key include a qualitative evaluation of two
Drug and Alcohol Pilots for the DWP, in which it was critical to capture what support individuals received, from whom,
and when, to support them with their dependency and readiness for employment; and detailed qualitative explorations
of customer recall of ‘customer journeys’ when applying for the Foreign & Commonwealth Office’s document legalisation
and Emergency Travel Document services; and when asking the PHSO to investigate a complaint about a public service.
His experience of designing, conducting and analysing depths with business audiences includes work on the
HMRC Large Business Longitudinal Panel Survey and a study for BIS to explore UK businesses’ attitudes to EU
influence on Employment, Competition and Free Movement of Services legislation. He has also explored customer
responses to pre-population in studies for the Government Digital Service (regarding ldentity Verification) and the
DWP (to inform the design of the application process for Personal Independence Payment).

Career

April 2014 — present Director, IFF Research

April 2011 — March 2014 Associate Director, IFF Research

May 2009 — April 2011 Senior Research Manager/Senior Project Manager, IFF Research
Nov 2006 — May 2009 Research Manager, So What Do You Think?

Mar 2003 — Oct 2006 Senior Research Executive, RDSi, RBA Research

Sep 1998 — Mar 2003 Research Executive/SRE, Swift Research

Qualifications
BA (Hons) English, University of Durham (2:1)

Major studies and selected reports

e Depths with SA and VAT customers in debt to HMRC regarding payment behaviours and how
behavioural insight techniques can inform triggers to contact HMRC regarding repayment

e Programme of user-centred design to inform the development of Personal Independence Payment for
the DWP, including using behavioural insight and pre-population to minimise appeals/nugatory contact

e Meeting user needs in the delivery of debt advice; consumer and stakeholder research for the Money
Advice Service

e Customer journeys research for the Parliamentary and Health Service Ombudsman, including
experiences of complaining about cases in which a family member has died while in NHS care

e Understanding triggers to nudge individuals in high flood-risk areas to install flood resistance and
resilience measures, for the Association of British Insurers

e Qualitative research on using communications to drive on-time employer payment into NEST pension
funds

e Balance of competences between the EU and UK for BIS, an exploration of UK businesses’ views on
the EU’s influence over UK laws, within the arenas of Employment regulation, Competition / Consumer
regulation and Free Movement of Services, using a sensitive, deliberative approach

e Qualitative research with citizens to explore how to communicate a new model of identity verification
when accessing digitally-delivered government services, in order to achieve user acceptance

e A gualitative and quantitative study for the Solicitors Regulation Authority on legal service providers’
use of learning and training to help ensure competence / compliance in legal service delivery

e Evaluation of Pilots to Support Drug/Alcohol Dependent Claimants for DWP

e Evaluation of welfare to self-employment programmes for BIS

e Evaluation of 6 Month Offer for DWP (in consortium with PSI/PWC)

e A study exploring barriers to accessing finance among creative industry SMEs for BIS and DCMS

il
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Research Manager [Redacted under section 41 of the Freedom of Information Act.]

Liz Murphy
Expertise: Expertise in managing, moderating and analysing qualitative research on sensitive or complex subject
matters, including with business audiences, individuals and HMRC customers

Liz is very experienced in managing, moderating and analysing qualitative research on sensitive or complex
subject matters; including research with individuals seeking legal advice on immigration issues, for the Bar Standards
Board; and research to inform a campaign to challenge public attitudes to rape, for Rape Crisis Scotland. Her experience
of designing, conducting and analysing qualitative research regarding tax and compliance issues includes a
recent, sensitive HMRC study with business/financial audiences. Other research with business audiences has
included projects for HSBC and The Department for Business, Innovation and Skills. At IFF she has been involved with
a number of projects exploring customers’ detailed recall of their ‘journey’ when interacting with an organisation (for
example, for the PHSO).

Career

2013 — present: Research Manager, IFF Research

2011-2013: Senior Research Executive, Cara Insight / Aegis Media
2007-2011: Senior Research Executive, Progressive Partnership

Qualifications

MA (Communication Studies), University of Leeds

BA Hons (Sociology), University of Leeds (2:1)

Market Research Society’s Advanced Certificate in Market and Social Research

Major studies and selected reports

¢ Arecent qualitative research study for HMRC exploring a highly sensitive topics with business/financial
audiences

e A customer journey qualitative study for the PHSO, exploring experiences of customers whose
complaint PHSO upheld

e The Pregnancy and Maternity Discrimination Study for BIS and the EHRC, using qualitative and
guantitative approaches to understand experiences of discrimination from the employer and employee
perspectives

e “This is not an invitation to rape me” campaign development research, for Rape Crisis Scotland

e Hepatitis C Campaign Development, for the Scottish Government and The Leith Agency

e Anti-gang Campaign Research, for Strathclyde Police, including mini-groups and depth interviews with male
gang members aged 14-21 years, and ex-members, to understand motives for belonging to a gang and to
inform communications to deter gang membership

e For the Scottish Government, a study to explore how members of the public could be ‘nudged’ towards
using public transport

e Asylum Seekers' Views on the Legal Processes Involved in the Initial Asylum Application, for the
Scottish Legal Aid Board, an exploration of experiences of asylum seekers in accessing legal aid and
the judicial system up to and immediately after their Home Office substantive interview

e Immigration Client Experiences for the Bar Standards Board, a qualitative study into user experiences of

seeking advice on immigration issues from barristers

e The LSYPE re-branding study, for the Centre for Longitudinal Studies at the UCL Institute of Education
— a qualitative study to explore the deepest aspirations and fears and the self-image of 25-30 year-olds,
so as to inform the development of a brand for a flagship longitudinal survey.

e Advanced 24+ Learning Loans, for BIS; a study focussing on how the process of introducing and
delivering 24+ Advanced Learning Loans is working and the impact of the introduction of these loans

e Strategic Funding Programme Evaluation, for EHRC, a mixed method study evaluating the delivery
process and the outcomes achieved by the Strategic Funding Programme with a view to ensuring that
all lessons learned are captured in such a way that they can benefit any similar initiatives in the future

e Communications Research for sportscotland; mixed quantitative and qualitative research re:
stakeholder perceptions of their traditional and social media content, with depths being used to drill
deeper into perceptions and investigate any areas where questions or issues have been raised (e.g. to
find out more about particular areas of unmet need and what could be done to address gaps).

il
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Research Executive [Redacted under section 41 of the Freedom of Information Act].

Sam Selner

Expertise: Expertise in conducting depth interviews on sensitive topics, including with individuals and businesses

Sam'’s experience of conducting and analysing depths with business audiences includes, for HMRC, depths with
HMRC customers to inform the development of a new customer survey and a qualitative study with SA and VAT
customers in debt to HMRC regarding payment behaviours and how behavioural insight techniques can inform triggers
to contact HMRC regarding repayment. He has also worked on the HMRC High Net Worth Unit (HNWU) Agents Survey.

Career
September 2013 — Present: Research Executive, IFF Research

Qualifications
BA (History), Queen Mary’s College, University of London (1st)

Major studies and selected reports

o Depths with SA and VAT customers in debt to HMRC regarding payment behaviours and how
behavioural insight techniques can inform triggers to contact HMRC regarding repayment

e HMRC: Development project HMRC’s Customer Survey 2015-18. The project comprises of an
evaluation of the survey in its current form to inform survey development, followed by a redesign and
piloting of a new survey with the three HMRC customer groups, carried out by telephone and online
(2014-)

¢ HMRC: High Net Worth Unit (HNWU) Agents Survey: Quantitative survey of Agents dealing with the
High Net Worth Unit on behalf of High Net Worth individuals to explore awareness and customer
experiences. (2014-)

e BIS/EHRC: Research on Pregnancy and Maternity-related Discrimination and Disadvantage in the
Workplace: Comprising of a quantitative and qualitative element with both employers and mothers, this
study explores attitudes and business practices in relation to pregnancy and maternity and the
experiences of mothers during pregnancy, during maternity leave and on their return to work. (2014-)

e Solicitors Regulation Authority (SRA): A study to explore how law firms, businesses and others
delivering legal services use learning, training and education to ensure their staff are competent in
delivering legal services to clients, and what they consider good practice. This comprised of depth
interviews with those responsible the training of legal staff within entities to explore current practices,
and was quantified through a survey of 750 legal entities. (2014)

e The Law Society: Paralegals Study to establish the appetite for professional development for paralegal
staff amongst legal service providers, comprising of a quantitative phase surveying both employers and
paralegals themselves, followed by in-depth qualitative interviews. (2013-14)

e BIS: Balance of Competences between the EU and UK, exploring what UK businesses think about the
EU’s influence over UK laws in areas such as Employment regulation, Competition / Consumer
regulation and Services regulation. Comprised of 45 face-to-face interviews with a cross-section of UK
businesses, exploring both spontaneous and prompted reactions to these policy areas. (2013-14)

e Competition and Markets Authority (CMA): Survey of UK businesses’ awareness and understanding of
the requirements of Competition Law, comprising of 1,500 interviews with private businesses.(2014-)

o National Audit Office (NAO): Moderated Feedback of Audit Bodies, an independent review of the NAO’s
services to central government departments and agencies through a case study approach, which
involves interviewing key officials at each of these audited bodies. It is a three year study, with three
waves of research. (2013)
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Annex D: Information considered commercially sensitive

Dear Sir/Madam,

Re: Information considered commercially sensitive in IFF’s proposal ‘Customer Response to Pre-
Population’

We acknowledge that information provided in the course of the procurement process may be disclosed under
Freedom of Information Act 2000.

We would request that detailed cost breakdowns including day rates (given on pages 7 and 10) be excluded from
Freedom of Information requests as this content is commercially sensitive.

We would also ask that our discussion on our design, including why we propose particular methods (3.1-3.4, 3.11-
3.13) be excluded as we consider this commercially sensitive.

Yours faithfully,

Angus Tindle and Alistair Kuechel,

Directors, IFF Research
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