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Intranet Program Platforms



An Intranet

Case Study

How we use measurement to help 

Tax Pros get what they need



About Us…

Within the H&R Block Brand, taxpayers have access to 

more than 70,000 tax professionals

• Highly skilled associates and franchisors, many of whom work seasonal 

schedules -- just 4 months out of the year

• Many are highly educated with professional designations – CPAs, Tax 

Attorneys, Enrolled Agents 

• Others are in their “second-career” after an early retirement

• 15 hours of continuing education required annually for all

• Majority return every year
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81% agree:

“I can find 

the 

information I 

need on 

DNA”



Out of the 

Box, GSA 

looks 

something 

like this…
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Our Search Implementation:
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And yet, we still hear this in the halls:
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Specific Feedback Request

Critical for prioritizing 

change:

▪ What did you try?

▪ What can’t you find?

Helps you determine:

▪ Why couldn’t they 

find it?



40% of the root cause for Search 

Feedback in Tax Season 2016 was 

related to a single topic.
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Identified 
Trend

Trend 
Becomes 
Opportunity

Opportunity 
Becomes 
Focus

This is where my story 

begins…



DNA Search Feedback

“I’m looking for information on how to scan form 8453 PE 
into Blockworks.”

“I need step by step instructions on how to amend a 1040 
return in BlockWorks as well as a 1041, 1065, 1120, and 
1120S cuz it isn't exactly like last year.”

“I’m trying to find the smart tool for 2015 Blockworks 1040X 
Amended Return.”



More than Just a  Usability Issue…

Associate Frustration

Technical Support Call Driver

– Jan-April: 240k

– May – Dec: 25k

– Of the calls in season (240k) around 43% were 
regulatory/return-entry driven contacts (the other 57% 
were technical in nature).

Shared Knowledge Base Problematic



Research

Tax Professionals told us how it should look…



Focus on Alignment

• Staffing Challenges 

• Technology Challenges

• Season Readiness Priorities



Leading Indicators…

•High-value content in DNA for the largest user 
base.45% reduction in the 

number of articles

•About half of our tax office associates are 
“Primary Navigators”

•Includes 257 articles plus 54 “navigation” pages

311 page templates 
created in OpenText

•Limited “pardon our dust” time to less than 2 
weeks.257 articles migrated in 

one week

•Case Studies #8

•BlockWorks Main #20

•Practice Navigating #31

3 BlockWorks Pages in 
the DNA top 30 during 
1st week after launch.



Some Early Feedback…

“ Best thing ever.... keep it for ever... No more wasting time trying to get to 
some office way across town. Great for people who have full time jobs and are 
not able to go to office during business hours. Best of all snow outside, no 
problem we can stay home and practice. Love,love love it!!!!!”

“ thank you. i needed to know about entering for w7 when there was no social 
security number.”

“ NO ONE ITEM STOOD OUT.ALL WHERE VERY HELPFUL,EVEN IF YOU 
KNEW THE ANSEWER,VERY GOOD REFRESHER.”

“All information was very helpful.”

“The help links on bottom right I find very useful” 

“I Loved the hint about adding p.1 and p.2 of the 1040 to the flow.  I am an ITC 
instructor and that is how I taught my students.”



19.5% reduction in Tech Support Calls

• 19.5% reduction in calls to the Technical Support Center



Intranet Content Strategy



21

Measuring Associate 
Perception

1. I am always able to find and access the documents, news, 

applications and communities I need on DNA.

2. Content on DNA is always accurate, relevant and up-to-

date.

3. I can easily see and review what is new or changed on 

DNA.

4. Overall, I am highly satisfied with DNA as my go-to 

resource for documents, news, applications and 

communities.

5. I access DNA from my mobile device.

6. Which one of the following best describes your current role 

at H&R Block?
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Content Auditing



Create and curate valuable online resources that motivate busy

tax professionals to efficiently and effectively serve and grow 

clients.

Part artist/part care-taker:
Does not matter if we create the 

content or just provide context for our 

unique audience: tax professionals.

Like a reference book, but fun.
Like a trusty reference book, we’ll provide complete, accurate 

information.  But we’ll also add a little motivation and 

encouragement.  Reference material never looked this good!

Specifically for tax 

professionals.
Tax season happens fast.  That’s why 

everything we do is intended to help 

tax professionals (and the associates 

who support them) succeed.

It’s all about the end game.
Our clients expect us to look at their 

life through tax and find ways to help.  

In order to do this, content must be 

accurate, relevant, up-to-date.  It 

must inspire everyday employee 

engagement.

DNA Core Content Strategy:
Quick - Contextually Relevant - Inspiring

We aspire to inspire.
Documents, News and Applications 

(DNA) done right to motivate and 

encourage associates to learn, take 

action, and serve clients.



Content Managers

• Subject Matter Experts

• Super Busy

• “Volunteers”

• They want to do a 
GREAT job



Best Practices

Monthly Course Offerings

CMS Training +



Quarterly Meeting – Sample Agenda

• Content Manager Tips & 

Tricks

• DNA Strategy Update

• Content Case Studies

• What’s New

• Reminders

• Content Manager 

Recognitions



DNA Friends of Content Strategy

2
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Content Strategy Summary

1.Measure perception 

2.Write/review your 

content strategy

3.Audit content

4.Document & share 

best practices

5.Recognize content 

managers



Popular Features

• Acronyms “wiki”

• Reporting Dashboard with Custom Reports

• “New & Noteworthy”

• Communities

• Applications

• Mobility

• Sitemap Section











Keeping Everyone Updated…



Accessing DNA Communities



Jump page to “bridge” experience 

between platforms







Mobile Optimized



Getting to Mobility…





Find me on LinkedIn

• Content Audit Template

• Best Practices Documentation

• Measurement Strategies

• https://www.linkedin.com/in/karendowns/

https://www.linkedin.com/in/karendowns/



