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About Me



Who is H&R Block?



H&R Block By the Numbers



What is DNA?



What is DNA?
Why is Tax+?



H&R Block Intranet Users?

 Tax Office (6000 stores)

 Block Advisors (350 stores)

 Franchise Tax Office (4000 stores)

 Franchisees & their partners

 Field Leaders 

 Corporate associates

 Seasonally Separated

 Permanently Separated

 Contractors

DNA serves all associates, with the following 9 profiles:



Portal Performance: Usage
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 Everyone visits every day: Fluctuation in unique 

daily visitors (pink line) was consistent with staffing 

changes throughout the past 13 months.

 During the off-season, each user visited the site ~2 

times per day, viewing ~3-4 pages per visit.

 During tax season, visits increased while views per 

visit decreased slightly.

Avg Visits Avg Views 

Oct 2.0 3.2

Nov 2.1 3.8

Dec 2.1 3.8

Jan 2.9 3.6

Feb 3.0 2.9

Mar 2.9 3.0

Apr 3.0 3.0

May 2.0 3.4

Jun 2.0 2.9

Jul 2.0 3.2

Aug 2.0 3.0

Sep 2.0 2.9

Oct 2.1 2.9



Our Intranet Team

 Business Owner:  Corporate 

Communications

 Program Manager

 Project Manager

 Information Technology Partners

 Senior Business Analyst

 Lead Developer

 Offshore Developers: 2 full-time

 Offshore QA: 1 full-time

 Content Contributors: ~200

 Design team: Chemistry



Intranet Stats

• Most Recent Redesign: Summer 2014

• Number of Associates served: ~90,000

• Peak Views: 1.5 million per day during Tax Season 2016

• Capabilities:

– Single Sign-on 

– Star Ratings 

– Consistent look/feel with curtain navigation

– Accessible from the internet

– Mobile optimized

• Technologies used:

– Open Text Content Management System

– LifeRay portal

– Lithium Communities

– Google Search Appliance



DNA Survey: Why?

 Establish internal baseline 

for measuring

 Benchmark report to 

compare DNA to over 232 

other intranets 

 Generate dialogue & build 

consensus on DNA roadmap
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DNA Survey: How?

 Web-based survey

 7 minutes to complete

 4286 responses

 Distributed via DNA news 

article

 4147 associates signed up 

for a chance to win $25 

 Gave away 20 of these 

through our corporate 

recognition program
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What Did We Achieve?

 #4 out of 232 participating intranets

 #1 in several categories

 Differences among profile groups

 Ability to prioritize future enhancements

 Ability to sound really smart with 

executives/business partners about 

changes that need funding

 Takes us out of “ROI” discussion and 

into discussions about how best to 

resolve the problems they want to solve



DNA Tour & Discussion

 Single Sign-on

 Home Page, Workspace & Targeting

 Documents 

 News 

 Alerts

 New & Noteworthy

 Mega-Nav

 Search

 Content Pages:  

 Section, Sub-section, General,                  
Star Ratings

 Communities

 Business Continuity



Single Sign-on



Home Page



Workspace



Applications



News



Alerts



New & Noteworthy
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Mega-Nav Menus





Search Showcase
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0.00 0.50 1.00 1.50 2.00 2.50 3.00 3.50

I can find the information I
need on DNA.

The DNA menus help me
find the information I need.

The DNA search helps me
find the information I need.

I know where I am in the
DNA hierarchy.

Rate the following statements about finding information on DNA

47% Favorable

77% Favorable

79% Favorable

81% Favorable

42

6

7

9

Benchmark Rank out of 232 intranets
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1. Content exists in a separate content 
system that the search engine cannot 
“see”

2. Vocabulary issue:  our content 
writers are not using the same words 
as our field users

3. User just missed it: the search 
result displayed in the top 3

4. Content does not exist

5. What didn’t happen: Search engine 
fails to display the content

Reasons our users were not able to find  
what they were looking for…



Prior Look

Contents are material, nonpublic, confidential and proprietary. Unauthorized distribution or dissemination is prohibited. 28

Improved Look



Scoped Search

Contents are material, nonpublic, confidential and proprietary. Unauthorized distribution or dissemination is prohibited. 29



Key Matches

Contents are material, nonpublic, confidential and proprietary. Unauthorized distribution or dissemination is prohibited. 30



Example: Contact info at bottom of page
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Business Continuity Strategy
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Content Strategy

 Provide ongoing training and 

simplified support 

documentation

 Share best practices in 

formal & informal settings

 Develop a content lifecycle 

timeline

 Establish a recognition 

program



Measurement & Benchmarking

FREE Opportunities: 

1. Worldwide Intranet Challenge: true 

benchmarking with hundreds of other 

companies around the world

2. Digital Workplace Trends: assesses 

program maturity

3. Nielsen Norman Group: Top 10 

Intranets Design Annual

4. Heuristic Evaluation: Level 5 

Solutions



Benchmarking

WorldWide Intranet challenge

 http://www.worldwideintranetchallenge.com/

 See how your program ranks out of 232 intranets participating (so far)

 Areas measured include:

 Finding Information

 Content Strategy

 Look/Feel

 Intranet Performance

 Interactivity 

 Intranet Maintenance and Change Management (governance)

 Overall Value

 Internal measures (how favorably do your employees rate each capability?)

 External benchmarking (how do your employee ratings compare with other 
intranets?)

http://www.worldwideintranetchallenge.com/


Digital Workplace Trends Survey

 www.netjmc.com

 Measures intranet maturity

 Your data is included in their 

annual Digital Workplace Trends 

report

 Get a free copy if you participate

 Multi-Participant Option: if 6+ 

participate you receive a 

customized snapshot summary of 

your org’s overall results 

http://www.netjmc.com/


Free Heuristics Evaluation

 Measures an interface 

against recognized usability 

principles

 Objective analysis in the 

midst of the “look and feel” 

minefield

 Level Five will provide free 

analysis of 3-5 intranet 

screen shots to conference 

participants.

 www.levelfivesolutions.com

http://www.levelfivesolutions.com/


Key Take-Aways

 Stop chasing “ROI”

 Find out exactly why your users 

are saying they can’t find 

anything

 Measure and benchmark end 

user satisfaction 

 Create a dialogue about 

program maturity




