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Using Analytics to Measure and Improve Engagement
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Nothing can be said to be certain, except death and taxes

• £627.9 billion 
• £34.1 billion
• £3 billion+
• 45 million
• 500,000
• 5.7 million
• 0.5p

• Public perception – funding essential public services / taking hard earned 
money from people

Hospitals, police,
schools…..

The taxman’s taken
all my dough..



• You (probably) don’t work for HMRC

• If you do, you’re one of around 65,000 people 
• Despite what you might have heard, we aren’t all the same

• Are you affected by any of these things?
• Age, gender, ethnicity, disability, caring responsibilities, sexuality, religion

• Or these?
• New in post, too long in post, facing change at work
• You have a manager, your manager has one too, you both have a Director, you manage a 

team
• The weather, the economic situation, how long till your next holiday
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How reliable is the evidence from Shauna’s Poll? 



• The Civil Service People Survey has demographics questions asking about 
age, gender, ethnicity, disability, caring responsibilities, sexuality and religion.

• At HMRC in 2018 around one in ten people answered ‘Prefer not to say’ to 
each of these questions. 

• Our Employee Insight team was recently asked to explain why people respond 
like this. 

4

‘Prefer not to say’ in the People Survey

Shauna’s Poll…
Why do you think people answered ‘Prefer not to say’?

What do you think we should do to improve the situation?
How can we be sure that this activity will work?
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Some possible suggestions…

They don’t want to be 
identified – it’s about 

lack 
of trust

They don’t understand 
how useful the 
information is

They’re bored with 
the survey now and 

want to finish It must be the 

people each time

It must be the 
same 

band of 
disengaged 

people each time

They don’t 
think 

we’ll act on 
the results
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It’s vital we set a clear direction and show how to get there

Culture       Ambition
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So when we have set direction, how have we made it real?

Survey

Narrative

Connecting the plans

Leadership capability

Regional communities

Empowerment

Respect @ Work

Customer focus

Delivering the actions

Evaluate, learn, refine

Intelligent 
insight



HMRC Culture Programme
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Some actions we are delivering to help shape our culture

Leadership capability

Regional communities

Empowerment

Respect @ Work

Customer focus

 Improving the employee experience with Managers as a ‘lynchpin’
 Building senior capability through Enterprise Leadership

 Focussing on a critical path for culture change
 Using insight to identify hotspots and target regional culture plans

 Working with hotspots across the business to root cause
 Testing different ways of working in a ‘culture lab’

 Consulting over 10,000 people to build our code of conduct
 Making our most impactful policies, better, smarter more respectful

 Creating a positive, customer focused brand that is about getting tax right
 Establishing a customer charter and dovetailing this into our values



What are our next steps?

 Our culture programme is initially for 5 years, we are just into year 
3, we are starting to learn from our experiences, our data & insight 
and start thinking about year 6 onwards….we know this is a long 
game

 An immediate challenge for us is ‘how do we upscale good ideas 
that come from our lab?’ We have commissioned some academic 
research to help us with this and we will use that insight to build 
our next steps 

 We work continuously to build our capability around leadership and 
the specialism of organisational development.  Together these are 
key to enabling our cultural transformation


