
OOuuttssoouurrcciinngg  iiss  aa  bbuussiinneessss  pprraaccttiiccee  tthhaatt  aalllloowwss  ccoommppaanniieess  ttoo  fflleexx  tthheeiirr  ccaappaabbiilliittiieess 
aanndd  eexxpplloorree  nneeww  ooppppoorrttuunniittiieess  wwiitthhoouutt  ppuulllliinngg  rreessoouurrcceess  aawwaayy   ffrroomm  ccoorree  bbuussiinneessss..

DDiidd  yyoouu  kknnooww  tthhaatt  77  iinn  1100  BBrriittiisshh  bbuussiinneesssseess  oouuttssoouurrccee  kkeeyy  sseerrvviicceess??  

A recent YouGov survey revealed that as many as 70% of B2B decision-makers outsource 

essential activities to external service providers. Popular reasons for outsourcing include 

accessing relevant and qualified staff; and driving better results.   

Outsourcing may not make sense for every organisation; and the business case for 

outsourcing varies by company. However, there are some common advantages.

These include: 

Access to skills and expertise  which may be limited or lacking in-house

Increased f lexibil ity    to meet unpredictable or evolving business requirements

The option to test and benchmark new approaches  without major investment

The ability to leverage up-to-date knowledge and innovation
An opportunity to decrease ongoing investment  in internal resources

Of course, there are also a range of risks associated with outsourcing – such as limited 

domain knowledge, language and cultural barriers, and lack of control. Fortunately, these 

issues can be resolved if you choose the right outsource partner. 

In this article, we explore key points for consideration when it comes to selecting an 
outsource partner in the field of B2B marketing. 
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Ideally, you want to bring in a partner who understands and respects the issues that are 

important to your business. If you share the same values, it will be easier to work with this 

agency on a day-to-day basis and ultimately build a strong strategic partnership.

3. SSiizzee  aanndd  AAggiilliittyy

Is the agency big enough to handle your requirement, yet small enough to view your needs 

as a priority? Preferably, you want to work with a partner organisation that values your 

business and gives you personalised service, while offering you a comprehensive solution 

that can be quickly scaled up to support changing business needs.

Aside from offering an agile resource, your agency needs to flex in their approach. Evaluate 

whether the agency you’re considering is consultative and willing to tailor a solution to meet 

your unique and complex needs; or whether they will shoehorn you into their processes?  

A flexible attitude is not just something you need at the outset, but also a quality that’s 

valuable over the long-term. An agile agency is one that is continually open to your feedback 

– and able to incorporate this in a timely manner.

4. EExxppeerrttiissee

An obvious – and critical – criterion is expertise. You need to be confident that the agency 

you select has the skills, knowledge and experience you’re looking for. Ask for proof. This 

could come in the form of references and testimonials, or the accreditations and standards 

they hold. You can also look into their track record and search for independent reviews. You 

should, for example, explore Google Business Reviews and/or Glassdoor.com to see what 

their staff are saying about them.

If you work in a regulated industry, you want a partner that has relevant experience and can 

guarantee compliance with your internal policies and regulatory obligations.

Another thing to look out for is churn on previous clients and staff. If they don’t have a strong 

track record of keeping customers and employees happy, they’re likely to fall short of your 

expectations too.

5. PPrriicciinngg  mmooddeell

What pricing models do your potential outsource partners offer? Are they fair and will they 

translate into a healthy ROI?

When it comes to demand generation, outsourcing contracts are often billed on a pay-per-
lead or pay-per-hour basis – and it may seem difficult to choose between the two.
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If you are a small business with a limited budget and you are trying a channel for the first time, 

you may need predictability and feel more secure knowing exactly what you will pay for each 

result. In this case, pay-per-lead may feel like the most affordable and risk-free model. 

However, it’s important to understand that this approach can sometimes carry hidden costs 

further down the funnel. For example, it often encourages a focus on lead volume and quick 

wins at the expense of lead quality and long-term value. There’s also a risk the agency will 

burn through valuable data to get as many quick successes as possible, rather than spending 

time on (potentially higher value) prospects who require more nurturing before they’re sales 

ready.

The pay-per-hour model, on the other hand, fairly compensates the agency for the time it 

takes to build connections with prospects and gain insights that support a high-quality 

demand generation and lead qualification process. For this reason, the more experienced 

agencies tend to offer this pricing model.

6. HHooww  wwiillll  vvaalluuee  bbee  mmeeaassuurreedd??

Beyond the pricing model, you also need to ask how your potential outsourcing partners will 

add value to your business and augment the resources you already have in place. Will they be 

able to work synergistically with other functions – such as sales – for example? And what 

other services and skills can they bring to the table? It’s often best to ask the agencies you’ve 

shortlisted to put together an ROI model for you. And ask how they will measure and report 

on performance. 

7. Contractual f lexibil ity 

There’s always a chance that, once the settling-in period has passed and the project is well 

underway, the outcomes will not meet your expectations. Certain agencies are willing to build 

some flexibility into their contracts, to guard against the client feeling ‘locked in’. A more flexible 

agency may, for example, give the client the option of a fair notice period that kicks in after the 

first month or so. This way, you won’t get tied to an outsource partner that is taking your money 

without delivering any value.

8. WWhhaatt  hhaappppeennss  aafftteerr  tthhee  ccoonnttrraacctt  iiss  ssiiggnneedd??

Ask each agency about their on-boarding process. You want to know that you will be welcomed 

into the partnership with a well-structured on-boarding programme. Also, confirm in advance 

who will be assigned to your account and how much time you can expect them to dedicate to 

your business. Sometimes, more senior people pitch and then disappear.
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9. TTrraannssppaarreennccyy

Transparency is at the heart of any successful outsourcing relationship. This calls for clear and 

open communication between your business and the agency. Explore their communication 

policy. Are they open door (or floor)? Ideally, you want to work with people who are easy to 

reach and welcome your input.

You could also ask about their reporting approach. For example, some agencies have an 

online client portal, where you can easily monitor campaign performance in real-time. They 

may also be willing to share details on customer interactions, such as call recordings (in the 

case of voice contact campaigns), and other campaign analytics.   

10. RReemmoovvee  tthhee  gguueesssswwoorrkk

Minimise risk and feel confident you’re choosing the very best provider of a specific set of 

marketing services by benchmarking several agencies alongside each other. Alternatively, if 

you have an existing agency, you could run a Champion Challenger scenario, where you pitch 

your existing agency against a new agency (or several new agencies) and compare the 

outcomes. This type of approach allows you to analyse results and objectively determine the 

best team for the job.

IInn  ssuummmmaarryy

Outsourcing a precious function can be a very scary step, especially for first timers, but the 

right potential partner should be able to reassure you quickly and guide you gently through 

the process. If an agency is too pushy, insists on you adapting your requirements to their 

process or fights shy of benchmarking their service against others, alarm bells should ring. If it 

doesn’t feel right, stick to your guns and don’t compromise on your standards and values. It 

should be as important to the agency, as it is to you, to find the right fit. A potential trusted 

partner should be confident that they can deliver value and be committed to supporting you

in the longer term. IIff  tthheeyy  aarree  nneeiitthheerr  ooff  tthhoossee  tthhiinnggss,,  aann  aaggeennccyy  sshhoouulldd  qquuaalliiffyy tthheemmsseellvveess  oouutt  
ooff  tthhee  sseelleeccttiioonn  pprroocceessss  bbeeffoorree  yyoouu  ddoo..

We have worked with some of the world’s leading organisations for the past 30 years and our 

business model is based on an agile approach that puts the customer at the heart of our 

process. With flexible contracts and an ‘always on trial’ approach, our success relies on our 

ability to continue to deliver value for our clients and we have a proven track record when 

benchmarked against other agencies, particularly with complex, compliance-based needs. If 

you are looking for a strategic partnership with an experienced, best in breed, voice specialist, 

speak to us today.
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Hopefully this article will have inspired you to think a bit more 

about telemarketing and the value it can bring to your business. 

For more information on our services visit our website, or give us 

a call to discuss your requirements and how The Telemarketing 

Company can help support your sales and marketing strategy. 

The Telemarketing Company

26-27 Regency Square

Brighton

East Sussex 

BN1 2FH

United Kingdom

Tel: +44 (0)1273 765 000 

www.ttmc.co.uk

info@ttmc.co.uk

Awards and Accreditations




