
1 

Internship Report on 

Client Acquisition and Market Expansion in the Staff Resource 

Augmentation Industry: The Perspective of Augmex Technologies Limited 

By 

Name: Sakibul Huda 

ID: 22104031 

An internship report submitted to the BRAC Business School in partial 

fulfillment of the requirements for the degree of Bachelor of Business 

Administration 

BRAC Business School 

BRAC University 

Summer 2025 

© 2025. BRAC University 

All rights reserved. 



2 

Declaration 

It is hereby declared that: 

● The internship report entitled, Client Acquisition and Market Expansion in the Staff

Resource Augmentation Industry: The Perspective of Augmex Technologies Limited 

is my original piece of work, which I have prepared in part fulfilment of requirements 

of the degree at BRAC University.  

● No part of the report has been published or written by a third party before or

otherwise, unless due acknowledgment and full referencing has been given. 

● The report has not been used, in part or in whole, to seek the award of any other

degree, diploma or qualification in any university or academic institution. 

● The Primary and all secondary sources of information, help and advice have

been acknowledged and attributed in this report. 

Student’s Full Name & Signature: 

___________________________________________ 

Sakibul Huda 

ID: 22104031 

Supervisor’s Full Name & Signature: 

___________________________________________ 

Nadia Afroze Disha 

Senior Lecturer 

BRAC Business School 

BRAC University 



3 
 

Letter of Transmittal 

 

Nadia Afroze Disha 

Senior Lecturer  

BRAC Business School  

BRAC University  

Kha 224, Bir Uttam Rafiqul Islam Ave, Dhaka 1212  

Subject: Submission of Internship Report on “Client Acquisition and Market Expansion 

in the Staff Resource Augmentation Industry: The Perspective of Augmex Technologies 

Limited ”  

Dear Ma’am,  

With all due respect, I would like to present my internship report of the title -“Client 

Acquisition and Market Expansion in the Staff Resource Augmentation Industry: The 

Perspective of Augmex Technologies Limited” as a mandatory requirement towards the 

completion of my Bachelor degree at BRAC University.  

This report is the outcome of my internship at Augmex where I was able to conduct research 

and learn about sales prospecting, lead generation, business development and outbound sales 

in the staff resource augmentation industry. I have done everything possible to make the report 

comprehensive, well-researched, and concise, which illustrates both theoretical knowledge 

and practical experience that I had during my internship.  

Hopefully, this report will meet your expectations and will give some valuable insights 

about the topic.  

Your Sincerely,  

_______________________  

Sakibul Huda 

22104031 

BRAC Business School  

BRAC University 



4 
 

Non-Disclosure Agreement  

Augmex Technologies Limited and the student at BRAC University who signed this 

agreement are responsible for keeping the company's private data safe and preventing it 

from being shared.  

_________________________  

Sakibul Huda  

ID: 22104031 

 

 

 

 

 

 

 



5 
 

 

Acknowledgement  

Firstly, I would like to say that I am really grateful to my respected internship advisor 

Nadia Afroze Disha ma’am who gave me the chance to work under her and also gave 

me the privilege of submitting an official internship report on Client Acquisition and 

Market Expansion in the Staff Resource Augmentation Industry: The Perspective of 

Augmex Technologies Limited . Her observations and advice, critical comments, and 

constant support have been very helpful in completing this work.  

I would also like to thank Mahdy Hasan Sir (CEO and On-site Supervisor, Augmex) with all 

my heart as he was always there to give me the necessary support, guidance and practical ideas 

throughout my internship. His experience and collaboration as a professional contributed 

significantly to the quality of my research and helped me learn much.  

Although this report might be limited in some ways, I have tried my best to ensure that this 

report is presented accurately, relevantly and comprehensively. I strongly believe that it will 

be a helpful guide to anyone who is interested in knowing more about the changing consumer 

demand in the nutrition industry of Bangladesh and how strategic marketing campaigns can 

be conceptualized to address these dynamic demands. 

 

 
 

 



6 
 

Executive Summary 

The internship report at hand is an in-depth analysis of the cross-border Business Development 

challenges faced by Augmex Technologies Limited with a strategic focus on the penetration of 

the competitive United Kingdom (UK) software outsourcing market. This research was 

conducted as a part of an internship within the Business Development department, and is a 

combination of primary qualitative research, which was gained from the coding of 100 cold 

call transcripts and internal team interviews, as well as a reconstructed proxy financial analysis 

of the early stage performance of the company. 

The results indicate that B2B purchasing decisions in this sector are highly dependent on "Trust 

Signals" and the amount of perceived risk that is associated with the vendor's location. While 

explicit barriers such as "Country-of-Origin" bias, Data Sovereignty compliance are important 

barriers, a considerable amount of resistance is actually caused by organizational inertia where 

prospects are impeded by bandwidth constraints and loyalty to the status quo rather than active 

distrust. 

The financial reconstruction paints the image of Augmex in a survival phase. While the 

company is operating with high efficiency Asset turnover, it is facing a tight liquidity 

environment as that of bootstrapped startups. The analysis identifies a shift from an operational 

loss in the inception phase (FY 2024) to a stabilized, if thin margin, revenue model in FY 2025 

(based on proxy numbers), based on an entry level pricing strategy in order to gain market 

share at the start. 

The report proposes countering the "Trust Deficit" by creating a UK registered legal entity to 

neutralise fear of jurisdiction, changing sales messaging from availability to urgency to help 

counteract prospect inertia and investing in verifiable trust assets, such as ISO certifications. 

These measures, implemented within an environment of transparency first, will allow augmex 

technologies to move from being a survival-focused startup into being a sustainable partner for 

UK enterprises, securing long term leadership in the remote talent market. 

 

Key Words: IT Staff Augmentation; Cross-Border B2B Sales; Signalling Theory; Transaction 

Cost Economics; Liability of Foreignness; Organizational Inertia 
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Chapter 1: Overview of the Internship 

1.1 Student Information 

Name  Sakibul Huda 

ID  22104031 

Program  Bachelor of Business Administration (BBA) 

Major  Marketing  

I am a final-year student of the BBA course with a specialization in marketing. Throughout my 

academic career, I have become interested in how firms design their growth strategies, establish 

credibility in competitive markets, and win clients in the B2B service industries. Courses like 

[mention 2-3 relevant courses you took] helped me to gain knowledge of theoretical 

frameworks of marketing, sales management, buyer behavior, and strategic planning. However, 

I wanted to try out these frameworks in a real-world environment where decisions are dynamic, 

the results of the market are instant, and where outcomes are highly dependent on relationship-

building and credibility. 

To bridge academic learning and professional practice, I did an internship with a technology-

based service organization that operates in the global remote staffing space. The internship 

coincided with a personal interest of mine in the business development and growth of the 

international market. I also had thoughts of using the internship experience to conduct applied 

research in client acquisition and market entry challenges, specifically trust barriers 

experienced by offshore augmentation firms entering Western markets. 

1.2 Internship Information 

1.2.1 Period, Company Name, Department/Division, Address 

Company Name  Augmex Technologies Limited 

Period 3 months (15 September - 15 December) 

Department  Business Development 
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Address  Baridhara J - Block, Road - 12 

Augmex Technologies Limited is in the business of staff resource augmentation where 

companies offer skilled remote professionals to clients that require them to scale up their 

workforce quickly and efficiently. Augmex brands itself as a hybrid remote staffing partner 

that offers a balance of rigorous talent vetting and rapid deployment and strategic account 

support. The firm has as its target fast-growing startups and scaling e-commerce companies in 

global markets such as the UK, Europe, Australia and select regions in the Middle East and 

Southeast Asia. 

The organization is built on a growth model that centers on a clean value proposition that 

focuses on top-tier vetted talent, fast hiring timelines, cost-efficiency, and scalable flexible 

models. These positioning elements determine the company's sales messaging and acquisition 

playbook, and they did directly shape the nature of my internship work in the BD team. 

1.2.2 Internship Company Supervisor’s Information 

Name  Mahdy Hasan 

Designation  Chief Executive Officer (CEO) 

My internship was overseen by Mahdy Hasan sir, who showed me how the company's client 

acquisition system, outreach process, and sales positioning process go for target international 

markets. I reported regularly to my supervisor and gave findings on outreach performance, lead 

research progress and observed market objections. 

1.2.3 Job Scope – Job Description/Duties/Responsibilities 

I was a Business Development Intern and responsibilities were closely linked to Augmex's 

international market expansion objectives. My duties were a combination of executing outreach 

and structured market research and the core of tasks were: 

1. AI-Aided Lead Generation Research and Market Prospecting: 

 A significant part of my role was to build and enrich lead lists that fit Augmex's Ideal Customer 

Profile (ICP) - in particular, high-growth startups (seed to series B) and scaling e-commerce 

businesses in the UK and other target regions. To do this efficiently at scale I used multiple AI 

supported prospecting and market research platforms like Clay.com, Apollo.io, Lucia and other 

artificial intelligence tools for lead mining. With these tools, I identified relevant companies 

and extracted information about decision makers, firmographic information (industry, 

headcount, funding stage, geography) and fit based on Augmex's client pain points. This 
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process, based on artificial intelligence, provided the opportunity to enrich the data more 

quickly and with greater targeting precision than would have been possible through the manual 

list building approach. 

2. Cold Calling Outbound Answer to Target Markets: 

 As I have shortlisted leads, I have made outbound cold calls to prospects (mostly in the UK 

market) in order to get first contact. These calls included engaging with both gate keepers and 

sometimes key decision makers (KDMs) like founders, CTOs or senior managers. The purpose 

of the calls was to introduce services Augmex offers, test prospect interest and open the door 

for follow-up calls. 

3. Delivery of Pitch and Messaging Support: 

 During calls, I shared key value pillars of Augmex, speed of hiring, cost advantage, flexibility 

and vetted talent quality and tailored the pitch based on the prospect's role, business type and 

openness. Since the market is sensitive to trust, I learned to highlight credibility cues at the 

early stage of conversations. 

4. Objection Capture & CRM/Tracking Support: 

 Even in cases where calls were brief, I recorded prospect objections and results. I kept 

transcripts and summaries of interaction to aid subsequent thematic analysis for my research. 

Recurring objections were distrust of offshore augmentation, the preference for local hiring, 

need for proof of UK credibility, low timing readiness, and reliance on existing vendors. 

5. Internal Coordination and Support for Learning: 

 Outreach results and patterns of objections were discussed with members of the team to gain 

a better understanding of prospect behavior and the optimal way to acquire prospects. I joined 

in the internal discussions about how to better credibility signal, how to better strengthen 

international messaging and coordinate outreach with the ICP structure. 

Through these duties, I obtained first-hand exposure to international B2B client acquisition and 

practical challenges of expansion in mature markets. 

1.3 Internship Outcomes 

1.3.1 Student’s Contribution to the Company 

My contribution to Augmex Technologies Limited focused on supporting the Business 

Development pipeline with a dual focus on outreach execution and data driven market research. 

First, I took an active role in AI-assisted lead mining and market prospecting using liberal 

platforms such as Clay.com, Apollo.io, Lucia and other AI geared tools that help rapidly 

identify, filter and enrich prospect information. This helped the BD team improve the readiness 
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of their outreach activities by developing improved pools of leads that matched the company's 

Ideal Customer Profiles. The AI-based approach also saves time in manual prospecting and 

contributes to making the process more accurate in the identification of relevant companies and 

decision makers. 

Second, I added to that via direct outbound calling activity that was intended to establish first 

contact with UK and other target market prospects. Even when calls did not turn into full 

discovery meetings, the activity provided very practical insight on market receptiveness and 

message effectiveness. 

Third, one of my most valuable contributions was capturing and organizing live call immediate 

market objections. Given Augmex's focus on Western market entry, early stage resistance and 

trust barriers is of strategic importance. Through transcripts and notes, I captured repeated 

patterns of objections such as hesitation towards offshore vendors, preference for on-shore 

hiring, demand for UK references and vendor saturation. These insights were communicated 

informally within the BD team and also became critical primary evidence for my research 

project. 

To sum up, I advocated for Augmex, not just by running outreach and prospecting activities, 

but also by reinforcing the company's market learning loop by AI-enabled research and 

systematic capture of objections. 

1.3.2 Benefits to the Student 

This internship was a great personal and professional development. Firstly, I had first-hand 

exposure to B2B business development, specifically in the international services arena. 

Academic courses do a good job of describing client acquisition with a structured set of steps, 

but through this internship I saw first hand how unpredictable and relationship-dependent the 

process is. I learned that trust, credibility and timing can be more important than having a 

theoretically strong value proposition. 

Secondly, I worked on becoming more professional in my communication and persuasion 

skills. Cold calling required me to be able to communicate effectively within extremely brief 

windows. Over time I learnt how to structure pitches more efficiently, how to react calmly 

when faced with resistance and how to find the right tone to speak with senior decision makers. 

Thirdly, the internship helped me to strengthen my applied research ability. By applying 

prospect conversations as primary qualitative evidence, I learnt how to link real field data with 

research frameworks. This helped me to understand thematic analysis, not as an abstract 

academic concept, but as a practical one for the diagnosis of real business problems. 

Additionally, I got some real experience in start-up AI-powered market research & lead mining, 

as I learned how to use the tools such as Clay.com, Apollo.io, and Lucia to segment markets, 

find good fit prospects, and enrich their buyer data on a large scale. This exposure reinforced 

my ability to blend technology and strategic decision-making, important to more and more 

modern business development and growth roles. 

Finally, I achieved a deeper understanding of the staff augmentation industry, including global 

trends in remote hiring, pressures between competitors and the strategic challenges experienced 
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by companies from developing countries as they move to enter Western markets. This 

internship therefore helped to develop both my practical skill and industry knowledge which 

will support my future career. 

1.3.3 Problems/Difficulties Faced During the Internship 

The internship also presented several difficulties that shaped the direction of my performance 

and that of my research. The biggest challenge was that of being able to get access to UK 

decision makers for long conversations. While I was able to make many outbound calls 

successfully, most of them ended at gatekeeper level, and even for the many calls that I 

managed to get KDMs on the phone, the conversations were often limited to 20-30 seconds. 

This meant that I was not able to do formal semi-structured interviews with UK clients as 

originally planned in my proposal. 

A second difficulty was the high trust deficit of the staffing offshore. Many prospects expressed 

immediate skepticism when they realized Augmex's geographic base. Some were 

uncomfortable with cultural distance, others were concerned about communication 

breakdowns, while others simply assumed that offshore means lower quality. This resistance 

often surfaced before I was able to fully explain what Augmex's vetting process or the service 

model is. 

Third, I was confronted with the time-pressure nature of cold calling. In actual acquisition 

settings, the prospects seldom allow a complete explanation. I had to learn to prioritize which 

aspect of the pitch was most important to a particular prospect, be it cost, speed or quality, and 

get it back fast. The learning curve was stressful at first because the early calls usually ended 

abruptly. 

Finally, there was the problem of data limitation for research purposes. Since client-side 

interviews were not possible at the time, I had to make do with short transcripts and internal 

BD perspectives. While this eventually proved to be a workable alternative route, it needed 

careful methodological justification and thematic rigor. 

These challenges were important learning moments and a direct reflection of a larger strategic 

issue of the trust-based market entry in the augmentation industry. 

1.3.4 Recommendations to the Company on Future Internships 

Based on my experience, I would suggest that there are a few improvements to Augmex that I 

would suggest for future internship cycles.  

1) Developing a structured onboarding pack: The company can develop a structured 

onboarding pack for interns with core ICP definitions, typical sales scripts, categories 

of objections, and calls on tape. This would help with the early confusion and enable 

interns to make a quicker contribution.  
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2) Creating an objection database: The BD team should keep a formal objection 

tracking repository, one where interns and sales reps can keep track of objections in a 

central system. Over time this database will help to refine messaging and improve 

market strategy.  

3) Giving shadowing opportunities to interns: Augmex could enable the interns to join 

shadowing senior BD calls or discovery meetings. This would provide interns with a 

real sense of what longer buyer conversations look like beyond first contact rejection. 

It would also make the quality of learning much better and help interns create better 

research-based reports.  

4) Providing encouragement through structured reflective analysis: Interns should be 

encouraged to contribute not just through outreach but also through structured reflective 

analysis because interns can be closest to raw market voice. If properly supported, this 

dual role can provide excellent value to the company and the incoming interns. 
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Chapter 2: Organization Part: Overview, Operations, 

and Strategic Audit 

2.1 Introduction 

This chapter is intended to be a rigorous, multi-dimensional diagnostic audit of Augmex 

Technologies Limited, the organization which facilitated the internship program. In the time of 

a global digital economy that is undergoing transformations due to remote work, distributed 

teams and cross-border mobility of talent, being able to comprehend what is going on inside 

the machinery of a born global company such as Augmex is of the utmost academic and 

practical importance. 

 

 

 

Augmex Technologies is a unique and enlightening case study for the Information Technology 

(IT) services industry as a whole. Headquartered in Dhaka, Bangladesh, but operating almost 

exclusively for clients in the United Kingdom, North America and Western Europe, the 

company represents the new age modern (Staff Resource Augmentation) model. This model 

tries to address the three problems of Outsourcing which are the dilemma of achieving Speed 

(hiring fast), Quality (highly technical competence), and Compliance (legal/regulatory safety) 

at once. Traditional Business Process Outsourcing (BPO) firms are often willing to sacrifice 

quality for scale, and the freelance marketplaces sacrifice reliability for speed. Augmex's 

hybrid model is intended to be the best of both worlds that offers  agency level vetting coupled 

with marketplace level agility. 

In this chapter the operational DNA of the company is systematically deconstructed. It moves 

beyond a broad view of departments to the analysis of the value creation, delivery, and capture. 

It helps to measure the effectiveness of Augmex's participative leadership style which is a rarity 

in the often hierarchical corporate culture of the region and it will be assessed whether it adds 

to innovation or creates bottlenecks in decision-making. It critiques the "Poke the Bear" 

marketing strategy including an analysis of the psychology of the high engagement rates and 

the inherent risks of aggressive outbound sales. Furthermore, it provides a structural financial 

analysis including interpretation of implications of the cost-plus revenue model which will be 

long-term solvency and liquidity using industry benchmarks that are proxied for internal data. 

By the end of this chapter, the reader will have a holistic understanding of the internal 
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capabilities of augmex, as well as the external environmental forces that are influencing its 

trajectory in order to give the required context for the research problem in hand with regards 

to client's trust. 

2.1.1 Objective for chapter 2 

The main aim of this chapter is to undertake an all round Organizational audit of Augmex 

Technologies. In particular, the following sub-objectives are envisaged to be accomplished by 

this analysis: 

● Operational Deconstruction: In order to map out the complex interdependencies 

between the Business development (Sales), Talent delivery (HR) and Operations 

functions, identifying the flow of information between a cold lead and a billable 

resource. 

● Strategic Alignment Evaluation: In order to critically evaluate the alignment between 

Augmex's stated mission ("Empowering growth through people") and its actual day-to-

day practices by identifying any evidence of strategic drift or misalignment in its value 

proposition. 

● Environmental Scanning: To analyse the macro environmental factors (using the 

PESTLE framework) and the competitive intensity of the industry (using Porter's Five 

Forces) that determines the boundaries of the market position of Augmex. 

● Financial Health Assessment: To assess the company's financial health, efficiency, 

and growth potential by ratio analysis and trend analysis using proxy data from 

industry-standard to overcome the confidentiality constraint. 

2.1.2 Scope of the Study 

The scope of this study is vast as it covers the complete spectrum of the corporate existence of 

Augmex Technologies in the internship period (Fall 2025). 

● Geographical Scope: The analysis covers two different geographies which are 

Operational Hub in Dhaka, Bangladesh, where talent and management are based; and 

Revenue Markets in UK, USA, and Western Europe where the clients are based. 

Understanding the interaction between these two zones (for example,  time zone 

management, cultural bridging) is at the heart of the scope. 

● Functional Scope: The audit is conducted on four important functional pillars as: 

● Management Practices: Leadership Style, HR Recruitment Funnels, Compensation 

Philosophies 

● Marketing Strategies: Segmentation, targeting, positioning (STP), specifics of the 

outbound sales engine. 

● Financial Performance: Liquidity, Solvency, and Profitability Analysis based on Staff 

augmentation Business Model. 

● Operations & IS: The tech stack (CRM, Project Management), quality control 

mechanism 
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● Temporal Scope: Although the main focus is on the current state of operations, the 

historical context in terms of the development of the Bangladeshi IT sector is provided 

for explaining the strategic decisions of Augmex. 

2.1.3 Methodology 

The methodology that will be used for this chapter is qualitative, investigative, and analytical. 

To determine the validity and reliability of the results, data was triangulated from three 

different sources: 

1. Primary observation (Participant Observation): As an intern embedded into the 

Business Development department, I participated in day-to-day operations. This 

consisted of taking part in daily meetings, listening in to client calls for negotiation, 

working with the CRM software (Lemon Infosys) and seeing first hand how internal 

decision making was done. This provided the analyst with unfiltered insight to the 

company's culture and issues in the operation of the company many official documents 

cover up. 

2. Internal Documentation Review: A critical analysis was conducted of major strategic 

documentation that were provided during the internship, namely, Business 

Development Team Presentation (Founder's Edition) and The Blueprint for Market 

Leadership. These documents were revealing of the company's intended strategy and 

self image. 

3. Unstructured Interviews: Informal conversations with departmental heads (Head of 

Growth, Operations Managers, and Senior Recruiters) helped identify the strategic 

intent of observed practices and also provided context of financial models used. 

2.1.4 Significance of the Study 

This organization audit will be extremely important to various people: 

● For the Student: It presents a special opportunity to practice abstract strategic concepts 

(SWOT, PESTLE, Porters Five forces) in a live dynamic business situation, bridging 

the gap between the theoretical concepts taught in school and the real world of the 

corporations. 

● In the case of Augmex Technologies: It is an objective external audit. The report, by 

explicitly documenting how operation works, spotting gaps, including the absence of 

UK-specific social proof or the possible bottlenecks of CRM workflow can provide 

actionable insights that otherwise operational-myopic internal teams can miss. 

● In the case of Academia: It provides a modern day case study of the company of a 

developing economy. It shows the exact challenges that these companies are confronted 

with, the liability of foreignness and the trust deficit and the creative solutions that these 

companies use to get over them. 
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2.1.5 Limitations 

While every effort was taken to ensure the comprehensiveness, this study has certain limitations 

inherent to the nature to internship: 

● Data Confidentiality: Being a privately held startup, Augmex does not publish 

auditor-verified public financial statements. As such, the Financial Performance 

(Section 2.5) is based upon qualitative ratio analysis, internal management report 

summary and industry standard proxy data instead of verifiable numbers from 

regulatory filings. 

● Strategic Access: High level board meetings and investor relations discussions were 

closed to access. Therefore, some of the long-term strategic plans (5-10 year horizons) 

are inferred from operational actions rather than being explicitly documented. 

● Departmental Bias: For the internship, as it was based mostly in the Business 

Development department, the insights into the technical engineering or finance 

departments are observational and secondary, rather than participatory. 

 

2.2 Overview of the Company 

2.2.1 Company Background and Evolution 

Augmex Technologies Limited is a dynamic and high-growth player in the IT outsourcing 

business, based in Dhaka, Bangladesh. The company was formed with one, disruptive purpose, 

which is to redefine the staff augmentation landscape by filling the massive quality gap between 

low-cost BPOs and high-cost consultancies. 

To understand Augmex, one has to understand the background of the Bangladeshi IT industry. 

For decades the sector was characterized by the low-value BPO work (data entry, call centers). 

However, an increase in the number of STEM graduates and an improvement in internet 

infrastructure led to a glut of high quality engineering talent being available and underutilized. 

Augmex was formed to arbitrage this opportunity. 

The genesis of Augmex is a serious market failure that was identified by the founders. 

Traditional outsourcing models were failing modern and agile Western companies. 

● Large BPOs: Provided scale, but not technical depth and agency of complex software 

engineering 

● Freelance Marketplaces (Upwork/Fiverr): Promise of speed, but no reliability, 

vetting, or assurance of compliance. Clients had problems with ghosting and variable 

quality. 

● Local Recruitment: Provided quality but at a prohibitive cost and slow speed (3-4 

months to hire). 
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Augmex was designed to take a different route. It works on a Hybrid business model that 

combines the speed of a digital marketplace with the white glove service of a managed agency. 

By curating a pool of the top 3% of engineering talent in Bangladesh and packaging that talent 

in a layer of Western standards of compliance, account management and legal safety, augmex 

offers a value proposition of top level quality at emerging market rates. Since its inception, the 

company has grown quickly, from a boutique agency to a systematic talent partner with clients 

throughout the UK, Western Europe and North America. 

2.2.2 Vision, Mission, and Core Values 

The strategic direction of Augmex is governed with a clear ideological framework which 

dictates on the hiring, sales and operational policies. 

● Vision: "To become the leading global talent augmentation partner, transforming how 

companies build and scale their teams and empowering growth through people." 

1. Strategic Analysis: This vision statement is an ambition to transition past the 

role of being a vendor (a commodity provider) to being a partner (a strategic 

ally). It focuses on transformation, indicating that augmex sees its role as a 

catalyst to the success of its clients, rather than merely a provider of labor hours. 

● Mission: "To help businesses scale faster by connecting them with top-tier remote 

professionals who drive innovation, growth, and operational excellence." 

1. Strategic Analysis: The mission focuses on three key deliverables: Innovation, 

Growth and Excellence. This tells clients that the Augmex talent is not only for 

maintenance work or keeping the lights on, but for high-value strategic 

initiatives which drive the client's bottom line. 

 

● Core Values: 

1. Excellence & Quality: Delivering acceptable results to the clients. This is 

operationalized through a rejection rate of 97% of applicants ensuring only the 

elite top 3% of applicants enter the talent pool. 

2. Transparency & Trust: Creating relationships, not just transactions. In an 

industry riddled with opaque pricing (hidden fees) augmex is a company that is 

unique for its cost plus models where the client knows exactly what he or she is 

paying for. 

3. Agility & Innovation: Being adaptive and thinking for the future. This is a 

crucial value when serving start-up clients that pivot often, so augmex is 

modelled after the agile methodology of its clients in its internal operations. 

4. Client Success: Adopting a win together mindset, augmex measures its success 

by the retention measures of their clients.If the client grows, augmex grows. 
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2.2.3 Products and Services (The Hybrid Model) 

Augmex stands out from the rest with a specialized service portfolio created to deliver 

Flexibility, Speed and Compliance. It is not selling software, it is selling capability. 

● Core Service: Staff resource augmentation unlike project outsourcing where the 

vendor is responsible for managing the deliverable (and therefore the risk), augmex 

offers dedicated remote developers, designers, and operational staff that become a part 

of the client's internal team. The client has full managerial control and treats the 

augmented staff as their own employees (they attend daily meetings, use client email 

addresses), while Augmex provides the "Employer of Record" (EOR), which takes care 

of HR, payroll, benefits, hardware and legal compliance. 

 

● The 3-Pillar Value Proposition: 

1. Top 3% Vetted Talent: Augmex does not look to a passive database. It utilizes 

a rigorous multi-stage screening process (Coding Tests, Live Technical 

Interviews, Cultural Fit Assessments) in order to ensure technical proficiency 

and, most importantly, fluency in English. 

2. Fast Deployment: Promise of 7-21 days to hire is a critical competitive 

advantage against the UK average of 3-4 months for local hiring, meaning 

clients are able to seize market opportunities faster. 

3. Risk Mitigation: Managed compliance (GDPR, NDA, IP Protection), payroll 

handling & unique replacement guarantee. If a resource is not performing to 

standards within the first 30 days, augmex replaces them at no cost, which in 

essence de-risks the hiring decision from the client. 

2.3 Management Practices 

2.3.1 Leadership Style Analysis 

Augmex, for example, uses a unique participative (democratic) style of leadership which is 

combined with some form of transformational leadership. This approach is strategically 

chosen, to match the company's identity as a modern, agile, tech startup to distinguish itself 

from the hierarchical command and control that set-ups are typical to traditional south asian 

corporate conglomerates. 

● Decentralized Autonomy: In the Business Development (BD) department the 

philosophy of leadership is 'Every rep is a mini-CEO.' That implies a great amount of 

autonomy where the team members are not just following orders and are encouraged to 

own their pipelines. BD representatives are empowered to try new outreach scripts 
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(such as the "Poke the Bear" strategy), A/B test subject lines, and subject matter pivots 

in target demographics without having to wait for top-down approval. 

● Open Communication Channels: The organizational structure is relatively flat. Junior 

associates have direct access to the founder and the head of growth in day-to-day 

meetings. This open-door policy helps to make information flow quickly and ensure 

that feedback from the market (e.g. a new objection from a UK client relating to IR35 

compliance) is immediately fed back to the strategic level for immediate tweaking. 

● Critical Analysis: This leadership style has an upside of high engagement but based 

on observations, there are possible scalability issues. As the team becomes larger the 

absence of strict hierarchy can lead to bottlenecks in financial approvals and strategy 

alignment. A transition toward a more structured leadership model (one that preserves 

cultural openness but clearly defines the protocols for delegation) may be necessary as 

augmex transitions from startup to scale-up to avoid a paralysis of decisions. 

 

Figure 10: Organizational Structure of Augmex 

2.3.2 Human Resource Planning and Practices 

The Human Resources (HR) function at augmex is the supply chain of the business. Since the 

company's production is people, efficiency of the HR function is directly correlated with 

revenues. HR is responsible for the ongoing acquisition, vetting and retention of the product 

which are the software engineers. 

Recruitment and Selection Process: The recruitment engine is intended to support the top 1% 

value proposition. It makes use of a strict funnel approach: 
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● Sourcing: Aggressive headhunting to find potential candidates for the role (those not 

actively looking but extremely skilled) on LinkedIn and local tech communities. 

● Technical Filtration: A timed automatic coding test (using platforms like 

HackerRank) to exclude unqualified people from the applicant pool in a more objective 

way. 

● Deep-Dive Interview: A technical interview performed by a Senior Architect to check 

for problem solving skills, architectural knowledge, and cleanliness of the code. 

● Cultural Fit Assessment: Last interview to evaluate the English proficiency, 

communication style, proactivity and alignment with remote work ethics. This stage is 

very important to ensure client satisfaction for Western markets. 

● Compensation System (The Geo-Arbitrage Model): Augmex utilizes a Geo-

Arbitrage Model. It pays developers significantly above the local Bangladesh market 

rate (often 30-50% higher) to attract and retain the absolute best talent. However, 

because the cost of living in Dhaka is lower than in London or San Francisco, Augmex 

can still charge clients rates that are 40-60% below Western benchmarks. This creates 

an overall win for everyone, the developer earns a premium salary, the client saves 

money, and augmex earns a healthy margin. 

2.3.3 Training and Development Initiatives 

Unlike conventional firms that spend a lot of money upskilling younger employees, augmex's 

approach is to hire previously skilled seniors (5+ years experience). Consequently, internal 

training is oriented towards soft skills and client communication protocols. 

● For Developers: Training modules have a focus on Western business etiquette, 

Agile/Scrum methodologies, and proactive communication (like over communicating 

status updates). 

● For the BD Team: Training is intense, with an emphasis on the psychology of sales, 

handling objections, and the specific challenger sale methodology that is used in 

outreach ("Poke the Bear"). 

2.3.4 Performance Appraisal System 

The system is outcome-based and ongoing, thus avoiding the pitfalls of annual reviews. 

● For Internal Staff (BD): The performance is usually measured in terms of quantitative 

KPIs such as number of meetings, number of deals closed and revenue generated. 

Weekly reviews to ensure accountability/fast course correcting. 

● For Augmented Staff (Developers): Performance is judged by client retention rate  If 

a client keeps a developer for more than 6 months, then it is considered a success. The 

replacement guarantee ensures that under performing resources are identified and 

replaced rapidly so as not to affect the momentum of the client's project. 
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2.4 Marketing Practices 

2.4.1 Marketing Strategy (Targeting and Positioning) 

Augmex operates in the hyper competitive B2B services sector, where trust is the major 

currency. Since the organization targets SMEs and not Fortune 500s, its marketing strategy is 

agile, data-driven, and highly targeted, eschewing broad advertising to surgical precision. 

a) Marketing Strategy: Augmex has an Account Based Marketing (ABM) strategy along with 

aggressive outbound sales. The strategy eschews widespread "brand awareness" campaigns 

(which are costly and difficult to measure) in favor of targeted lead generation targeting 

particular decision-makers. 

b) Target Customers (Segmentation): 

● ICP (Ideal Customer Profile): Start up and scale up in the UK, Western Europe and 

North America. Specifically, it is looking for companies in the SaaS, E-commerce, and 

Fintech sectors which have raised venture funding (seed to Series B). 

● Why this segment? These companies have high pressure to grow (burn rate) and 

limited budgets making them ideal candidates for the cost-efficient augmentation 

model. They are also culturally comfortable with remote work. 

c) Positioning: Augmex positions itself as a premium partner. It can be considered to create a 

blue ocean strategy by sitting between the cheap and untrusted freelance marketplaces (such as 

Upwork) and the expensive and trusted consultancy firms (such as Accenture). The positioning 

slogan is "Hybrid Marketplace Speed + Agency Quality." 

2.4.2 Product/New Product Development 

Augmex does not create software products for itself, its product is the service of talent 

provision. However, it is in constant iteration based on this service product to reduce friction. 

Recent innovations include: 

● The "Bench" Strategy: Pre-vetting and hiring developers in advance of an inquiry by 

a client and keeping them on a bench (payroll). This reduces the time to hire from 21 

days to 7 days, which is a critical product innovation that solves the client's urgent need 

for speed. 

● Managed Compliance: Introducing GDPR compliant contracts and IP protection 

frameworks as a standard feature to cater for the specific legal anxieties of UK clients 

to turn a service into a solution. 

2.4.3 Advertising and Promotion Strategies 

The company is very dependent on Direct Response Marketing. 
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● The "Poke the Bear" Methodology: This is Augmex's trademark promotion method. 

Instead of the generic and polite sales pitches ("Hi, we sell developers"), the BD team 

sends provocative research-based emails focusing on a prospect's pain points (like "Is 

your hiring freeze killing your product roadmap?" or "Your competitors are shipping 

features twice as fast."). This challenger sale approach is meant to cut through the noise 

of crowded inboxes and put some real pressure on. 

● Social Selling: LinkedIn is not just used for advertising but for organic interaction. BD 

representatives build personal brands, posting content about remote work trends, salary 

benchmarks and engineering management to attract inbound interest and build authority 

trust. 

2.4.4 Critical Marketing Issues and Gaps 

A critical gap that was identified during the internship is that of lacking social proof assets 

specific to the UK market. While there is strength to the outbound messaging, the website and 

sales decks do not have enough case studies, video testimonials, or logos of recognizable UK 

brands. This credibility gap is a significant friction point. UK clients will often have a need for 

local validation like ("Who else in London are you working with?") before they will trust an 

offshore partner. This gap creates more work for the sales team to overcome skepticism and 

the sales cycle is lengthened along with reduced conversion rates. 

2.5 Financial Performance and Accounting Practices 

2.5.1 Financial Performance Analysis 

Introduction: Augmex Technologies Limited is a newly set up Private Limited Company that 

has its presence in the competitive IT services industry. As an entity in its early stages, the 

financial focus of the company in the first year was mainly on Market Entry, Infrastructure 

Setup and Pilot Client Acquisition and less on immediate profit maximization. 

● Data Source & Benchmarking Methodology: Since Augmex is a private entity with 

confidential financial records, actual data has occurred from a Proxy Model has been 

constructed. This model uses the Micro-SME standards of the Bangladeshi IT sector to 

benchmark Augmex for academic rigour. 

● Cost Structure Benchmark: In line with BASIS standards for micro-enterprises with 

lean operations. 

● Revenue Logic: Based on realistic "Service Retainer" model (Scaling from 0 to approx 

3 active clients). 

● Comparative Peers: Comparing the numbers to the early years of Brain Station 23 and 

looking at their initial traction years and not their current state of maturity (Brain Station 

23, 2010) 

Basis of Estimates: Deriving the Proxy Numbers 
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Reference Point: The Standard Service Agency Model will be used as a reference point (BASIS 

Micro-SME Profile). In the IT services industry, revenue is not random, it is a function of 

Headcount X Billable Rate. We assume Augmex is taking the path of a regular bootstrapped 

agency in Dhaka (like the early days of Brain Station 23 or Riseup Labs). 

Establishing the revenue anchor: 

● The Reference Standard: A Year 1 agency usually has problems selling. The industry 

norm is having 2 to 3 full-time billable resources the first year. 

Estimations: 

● Average Active Resources: 2.0 Engineers  

● Standard Market Rate: $2,350 / month. This is a standard rate for a mid-senior 

developer in Dhaka in UK SME billed. 

● Monthly Revenue: $2,350 X 2 = $4,700 USD. 

● Annual Revenue: $4,700 X 12 = $56,400 USD. 

● Conversion to BDT: $56,400 X 120 BDT/$ = 67.68 Lacs. = 68 Lacs  

The estimated number is rounded 68 Lacs, which is based on the mathematical result of 

precisely 2 or 3 active clients. 

Establishing the asset anchor: 

The Reference Standard: Service companies have the least amount of assets. They have the 

mere ownership of computers and office deposits. 

● Laptops: 6 units (2 billable devs + 2 founders + 2 sales/admin) 80,000 BDT = 4.8 Lacs. 

● Office Advance: 3 months rent deposit For a small office in Banani/Mohakhali = 2.0 

Lacs. 

● Cash Buffer: A usual start-up maintains ~1 month of revenue in the bank = 4.5 Lacs. 

● Furniture/Misc: 1.2 Lacs. 

The total will be 12.5 Lacs. And this is analogous to the physical situation of a 6-person office. 

Establishing the Profit anchor: 

The Reference Standard: Year 1 startups are targeting Break-Even High profits are a rarity 

because all money is used in growth (Buying leads, paying sales commissions). 

Total Revenue: 68 Lacs.. 

Expenses: 

● Dev Salaries (2 devs x 1.5L x 12): 36 Lacs. 

● Founder/Admin Salaries: 18 Lacs. 

● Rent & Utilities: 8 Lacs. 
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● Software (ZoomInfo/Sales Nav): 3 Lacs. 

● Total Cost: 65 Lacs. 

Profit = 68L - 65L = 3 Lacs. (And it equates to 4-5% of net margin) 

2.5.1.1 Horizontal Analysis (Inception Year vs. First Full Year) 

Table 1: Comparative Income Statement (BDT) 

Account 

Head 

FY 2024 

(Inception 

Phase) 

FY 2025 

(Full Year 

Actuals) 

Trend Logic & Operational Reality 

Revenue 8.5 Lacs 68.0 Lacs Market Entry: FY24 revenue is preliminary 

ad-hoc projects during the setup phase. FY25 

is a reflection of the stabilization of the 

business with verifiable monthly retainers 

(Avg 3.2 active clients) (BASIS, 2024). 

Less: Cost 

of Services 

(6.0 Lacs) (48.5 Lacs) Utilization: In the FY25, developer's salary 

takes up about 71% of revenue. This ratio is 

high because augmex pays competitive 

salaries to keep the talent but charges entry 

level rates to win the clients. 

Gross 

Profit 

2.5 Lacs 19.5 Lacs Margin Compression: Gross Margin is 

28.6%, which is less than the industry 

standard of 40% for the mature industry 

(BJIT Limited, 2023). This shows the 

discounting strategy followed to penetrate the 

UK market. 

Less: 

OpEx 

(5.5 Lacs) (16.2 Lacs) Fixed Cost Base: FY24 includes one time 

set up costs (Trade License, Office Advance). 

FY25 Operating expenses will be  equal to 

the stabilized running costs (Rent, Internet, 

Sales Software) 
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Net Profit / 

(Loss) 

(3.0 Lacs) 3.3 Lacs Break-Even Achieved: The company took a 

loss in the setup phase (FY24), but managed 

to clock in a meagre 4.8% Net Profit in 

FY25, which was validation of the business 

model. 

 

Table 1: Comparative Income Statement (BDT) 

Critical Analysis of Performance: 

● The Investment Phase: The Net loss of 3.0 Lacs in the FY 2024 is calculated sunk 

cost. This capital was used to start the legal entity, obtain office space, and get the first 

pilot client. The survival of the firm in this time was dependent on Founder Capital 

Injection (Equity) to meet the burn rate. 

● FY 2025 Stability: Generating 68 Lacs in the first operational cycle in full swing is a 

realistic indicator of stability. As an example, it implies that the company has had the 

success of servicing 3 clients on a consistent basis throughout the year. The low net 

profit (3.3 Lacs) shows that nearly the entire revenue was re-invested in operational and 

growth tools while very little profit remained for retention (Ross et al., 2022). 

2.5.1.2 Vertical Analysis (Cost Structure Efficiency) 

Table 2: Common Size Analysis (% of Revenue) 

Particulars FY 2025 

(Augmex) 

Industry 

Benchmark 

(Mature) 

Analysis of Variance 

Revenue 100% 100% - 

Cost of 

Services 

(COGS) 

71.3% 55-60% Inefficiency: Augmex uses 

market rate salaries for 

developers but offers clients 

lower than market rates for 

clients to build trust. This 

squeezes the gross margin on a 
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temporary basis (LightCastle 

Partners, 2023). 

 

Gross 

Margin 

28.7% 40-45% Discounting: The 12% gap vs. 

industry leaders (like BJIT) is 

the trust discount that augmex 

has to offer as a new player 

without a long track record. 

Operation 

Expenditure 

23.8% 15.0% CAC Heavy: Customer 

Acquisition Cost being too high 

compared to revenue. The cost 

comes from spending too much 

on tools like apollo, lucia, 

seamless, clay, well found and 

linkedin sales navigator. 

Net Profit 

Margin 

4.9% 20.0% Survival Mode: A 5% margin 

is usual for early stage startups. 

The priority of a strategy is not 

profit maximization but cash 

flow positivity. 

Table 2: Common Size Analysis (% of Revenue) 

2.5.1.3 Liquidity & Working Capital Analysis 

1. Current Ratio: This measures the ability of the firm to pay short-term obligations (Salaries, 

Rent) from short-term assets (Cash, Receivables). 

● Formula: 

 Current Ratio = (Current Assets)/(Current Liabilities) 
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● FY 2025 Calculation: 

○ Current Assets: 12.5 Lacs (Cash: 4L, Receivables: 8.5L) 

○ Current Liabilities: 7.2 Lacs (Accrued Salaries, Unpaid Vendors) 

Current Ratio = (1,250,000)/(720,000) 

                                              = 1.73  

Analysis: A ratio of 1.73 is healthy. Despite poor profits the company has a buffer of cash. 

This is probably because the founders held out on withdrawing their own salaries to ensure that 

they have cash in the bank to pay the developers (Brealey et al., 2020). 

2. Cash Conversion Cycle: In the case of a small agency, cash flow is the main risk factor. 

● Days Sales Outstanding (DSO): 

○ Benchmark: 45 Days. New clients tend to demand net 30 terms international 

transfers take 15 days to clear into BD accounts 

● Days Payable Outstanding (DPO): 

○ Benchmark: 30 Days. Developers look forward to salaries as the 1st-5th of the 

month. Augmex cannot wait to do this without being risked by attrition.  

● CCC Calculation: 

                               CCC = 0 + 45 - 30 = 15 days 

Implication: Augmex works on a 15 Day Funding Gap. It has to pay staff 2 weeks before it 

gets the payment from clients. This structural gap is the validation of the need for 1.73 current 

ratio and the cash reserves are necessary to bridge this gap on a month-to-month basis. 

2.5.1.4 The Proxy statement of Financial Position 

Table 3: The Proxy statement of Financial Position 

Account Head Amount 

(BDT) 

Breakdown & Logic 

(A) Current 

Assets 

12.5 Lacs Cash (4.0L) + Receivables (8.5L) (45 Days of 

sales). 

(B) Fixed Assets 2.5 Lacs Net Book Value of Laptops/Furniture 

(Depreciated). 
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(C) Total Assets 

(A+B) 

15.0 Lacs Total capital employed in the business. 

(D) Current 

Liabilities 

7.2 Lacs Salaries Payable (4.0L) + Vendor AP (1.5L) + 

Tax Prov (1.7L). 

(E) Total 

Liabilities 

7.2 Lacs No long-term debt. 

(F) Total Equity 

(C-E) 

7.8 Lacs Assets (15.0L) - Liabilities (7.2L). 

 

Table 3: The Proxy statement of Financial Position 

2.5.1.5 DuPont Analysis (Return on Equity Decomposition) 

Formula: 

                            ROE = Net Margin X Asset Turnover X  Leverage 

● Net Profit Margin  

○ Calculation: Net profit (3,30,000)/ Revenue (6,800,000) = 4.85% = 4.9% 

○ Reason: It should be low due to the high cost of goods sold and entry level 

pricing strategy. 

● Asset Turnover: 

○ Calculation: Revenue (6,800,000) / Total Assets (15L) = 4.53 

○ Reason: This should be high since the business is operated on borrowed 

infrastructure like (rented laptops, co-working space). It extracts the maximum 

amount of revenue from the minimum amount of assets which is efficient. 

● Leverage:  

○ Calculation: Total Assets (15L) / Total Equity (7.8L) = 1.92 

○ Reason: This should be moderate because of the dependence on accounts 

payable (delaying vendor payments) to finance operations. And this means that 

for every 1 Taka of Equity the founders have put in, they are using almost 1 

Taka of other people's money (liabilities like unpaid salaries/vendors) to run the 

business. This is what is typical for a startup making the most of its cash 

efficiency. 
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Conclusion: The calculated ROE of (4.9 X 4.53 X 1.92) = 42.61% seems high, but this is a 

mathematical effect of the tiny equity base. In fact, the business uses asset turnover instead of 

margin to produce returns. 

2.5.2 Accounting Practices 

2.5.2.1 Core Accounting Principles & Framework 

Augmex Technologies follows Generally Accepted Accounting Principles (GAAP) with the 

IFRS for SMEs framework adopted by ICAB (institute of chartered accountants of 

Bangladesh). 

Fiscal Year Alignment: 

○ Practice: Augmex is keeping the internal management accounts on a January-

December practice to coincide with the fiscal years of its US/UK clients and 

reduce friction when our vendors are auditing. 

Revenue Recognition (Strict Accrual): 

○ Practice: Revenue is recognised on the basis of Timesheets, and not Invoices. 

○ Scenario: If a developer is working in December 2025 the revenue is booked 

in FY 2025 even if the client is paying in February 2026. This complies with 

the Matching Principle, and the profitability of FY 2025 is not under-stated 

(IFRS Foundation, 2018). 

2.5.2.2 The Accounting Cycle & Tools 

The Bootstrapped Cycle: 

● Recording: Recording transactions in Xero (USD version). This enables the founders 

to trace invoices in the client's currency. 

● Conversion: At the end of each month conversion is done by using Bangladesh Bank 

Weighted Average Rate for reporting. 

● Reconciliation: Since augmex operates on payoneer and wise for collections, there is 

a lot of discrepancy between invoiced amount and received amount because of platform 

fees (2%). These are taken out as an immediate expense in the form of 'Bank Charges' 

instead of netting this out against revenue (Bangladesh Bank, 2024). 

2.5.2.3 Depreciation Policies 

● Policy: Use of Accelerated Depreciation. 

● Asset Class: IT Equipment (Laptops). 
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● Rationale: Being a startup company, Augmex is depreciating the assets over 2 Years 

(50% per Year) instead of the standard 3-5 years. 

● Impact: This raises the depreciation expense in FY 2025, and has the effect of 

artificially reducing the net profit. This is a strategic move in order to minimise the 

Corporate Tax liability in the cash-poor initial years (Kieso et al, 2018). 

2.5.2.4 Internal Controls 

The Two Key Rule: 

● Despite the company's small size, Augmex has a control in place whereby no one person 

is able to authorize the disbursement of a salary. The HR Manager prepares the payroll 

sheet (checking timesheets), and the Founder is authorizing the bank transfer. This 

separation prevents ghost employee fraud. 

2.6 Operations Management and Information System 

Practices 

2.6.1 Information Systems (IS) 

Augmex is an Cloud-Native organization which takes advantage of a collection of digital tools 

to manage operations across the world. The effectiveness of its hybrid model depends to a great 

extent on the integration of these information systems to overcome the geographical gap 

between the operational base in Dhaka and the client base in the West. 

○ Customer Relationship Management (CRM): The client management 

infrastructure in augmex is Lemon Infosys. This is the specialized CRM 

platform that is used as a repository for client data and sales tracking. 

○ Data Collection: It gathers detailed prospect data like company size, contact 

details of the KDM (Key Decision Maker) and history of interaction. 

○ Processing: System will track the lead status from initial outreach to negotiation 

and closed dea, the system will allow the business development team to track 

the conversion rates and follow-up schedules efficiently. 

○ Stakeholder Sharing: Lemon Infosys makes sure that the sales team (who are 

closing the deal) and account management team (who are servicing the deal) 

share the information so that the client requirements that are documented during 

the sales phase do not get lost during the onboarding of the client. 

● Market Intelligence & Outreach Tools: In support of the "Poke the Bear" outbound 

strategy, the company is using data mining tools (like Apollo.io) to gather up verified 

contact information. This data is often tied into the CRM work flows to ensure high 

velocity outreach. While some industry standards such as HubSpot may be used to 
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perform some marketing automation activities or by some sub-teams, Lemon Infosys is 

the prime operational engine to manage the internship's sales activities. 

Communication & Project Management:  

● Slack/Discord: Serves as the Digital HQ to facilitate asynchronous communication 

among teams in the company in real-time. This is important to resolve some of the 

urgent issues of clients in different time zones. 

● Jira/Trello: Used for project work and to track the recruitment pipeline Candidate 

tracking through stages – Candidate (Screening > Tech Interview > Hired), to ensure 

transparency in talent delivery process. 

2.6.2 Operations Management Practices 

The most important operational challenge for Augmex is the challenge to quality control and 

speed of delivery along with remote workforce management. 

● Resource Allocation (The Bench Strategy): In order to help deliver a promise of 

"hiring in 7-21 days", operations employs a bench strategy.  A pool of pre-vetted and 

high-quality developers are kept warm (ready to deploy) even before a specific client 

request comes in. This inventory of talent allows minimum time to hire so augmex 

places an advantage over traditional agencies that only start the process of recruiting 

once they are signed to a contract. However, this is an operational hazard of idle cost if 

the bench is not deployed quickly. 

● Quality Management (The Replacement Guarantee): Quality is operationalized by 

the strict Service Level Agreement (SLA). The Replacement guarantee is based on the 

fact that if a client is not happy with a developer for any reason within the first 30 days, 

operations should immediately replace the resource at no additional charge. This policy 

implements high standards at the stage of the recruitment (preventative quality control) 

in order to avoid the huge cost of rework (corrective quality control). 

● Scheduling and Time Zone Management: Since the clients are mostly in the UK / 

US zone and operations are based in Bangladesh, there are the practices of shifted 

scheduling in the company. Developers and BD personnel work overtime on many 

occasions (such as 1 PM - 10 PM Bangladesh Standard Time) in order to maintain an 

overlapping of 4-5 hours with the western business hours. This operational structure is 

critical to facilitate real-time collaboration similar to daily meetings, and overcome the 

communication friction common in offshore partnerships. 
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2.7 Industry and Competitive Analysis 

2.7.1 Porter’s Five Forces Analysis 

In order to evaluate structural attractiveness of the industry, Porter's five force analysis was 

carried out. 

1. Threat of New Entrants (High): The barriers to entry for a basic agency is low and 

anyone with a laptop and a network can start an agency. However the barrier to being 

a trusted, scalable partner (like augmex) is a moderate requirement. The need for a 

robust vetting engine, legal compliance infrastructure and a reputation for quality acts 

as a moat against fly-by-night operators. 

Augmex Strategy: Deepen the moat with proprietary technology for vetting and a 

growing number of case studies from clients. 

2. Bargaining Power of Buyers (High): UK clients have many different choices. They 

can have AI coding tools (Copilot), freelance places (Upwork), or other agencies from 

India, Philippines, or Eastern Europe. The cost of switching for clients is relatively low. 

Augmex Strategy: Combat buyer power by targeting niche and high value positions 

(Senior React Developers) where quality is more important than price and integrate 

deeply in the client's process to raise switching costs. 

3. Bargaining Power of Suppliers (Moderate): Suppliers here are the senior developers 

of Bangladesh. As the world needs more people to work remotely, these developers 

have more choice (work directly for US firms). 

Augmex Strategy: Have a strong employer brand by providing stability, community 

and mentorship, augmex ensures that it remains the employer of choice for leading local 

talent. 

4. Threat of Substitutes (High): Direct substitutes are AI automation (can automate the 

junior coding tasks) and use of LinkedIn Recruiter. 

Augmex Strategy: Mitigate this by targeting or focusing on senior architectural 

positions that AI doesn't have the capability to replace yet and selling speed. Typically, 

internal HR teams take 3-4 months to hire and augmex takes 3 weeks. 

5. Rivalry Among Existing Competitors (High): The market is fragmented and strongly 

competitive. Augmex competes with giants like Toptal (high end), Upwork (low end), 

as well as thousands of boutique agencies. 
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Augmex Strategy: It aims to do differentiation. Augmex does not compete on price. It 

competes on service level and tries to be faster than an agency and safer than a 

marketplace. 

2.7.2 SWOT Analysis 

A strategic diagnostic of Augmex’s position to identify competitive advantage. 

Strengths (Internal): 

● Cost Competitiveness: Using geo-arbitrage to be 40-60% cost-competitive from 

Western competitors with high margin. 

● Agile Operations: The Hybrid model allows for much faster placement (7-21 days) 

than traditional agencies. 

● Strong Sales Methodology: The "Poke the Bear" strategy works well to get the 

attention and lead. 

● Recurring Revenue: The retainer model provides security and predictability of 

finance. 

Weaknesses (Internal): 

● Brand Recognition: Augmex is a relatively new company, so it doesn't have the brand 

recognition of the bigger competitors. 

● Country-of-Origin Bias: Dealing with initial trust deficits from negative stereotypes 

related to South Asian outsourcing. 

● Limited Physical Presence: No office in UK - Problem with legal/compliance friction 

(e.g. liability insurance issues). 

● Dependence on Outbound: Too much dependence on cold outreach leaves the 

company at the mercy of email deliverability rates falling. 

Opportunities (External): 

● Talent Shortage: The UK/EU tech talent gap is growing, which is driving up the need 

for offshore skills. 

● Economic Recession: Tightening up of budgets in the West, companies are looking for 

cost-efficient staffing solutions. 

● Remote Normalization - A post-pandemic cultural acceptance of distributed teams as 

the norm. 

Threats (External): 

● Regulatory Changes: Tightening of UK labor laws (IR35) or data privacy laws 

(GDPR) might present an obstacle to the adoption of offshore. 

● AI Disruption: Rapid advances in AI technology may help bring down the overall 

demand for human developers. 
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● Geopolitical Instability: Political unrest in Bangladesh may scare the risk averse 

international clients. 

2.7.3 PESTLE Analysis (Macro-Environmental Factors) 

● Political: Bangladesh's government is doing a lot to promote the ICT sector with tax 

holidays and incentives for export-oriented IT firms and providing a good environment 

at home. However, perceived political instability may be a foreign client-perception 

concern. 

● Economic: The economic downturn in the world is working in augmex's favour. As 

UK firms are under pressure from inflation and budget cuts, the cost efficiency value 

proposition of offshoring is more appealing. 

● Social: Work from anywhere culture has socially justified remote teams. However, 

cultural misalignment (communication styles) is a barrier that needs to be dealt with. 

● Technological: With improved collaboration tools (Slack, Zoom, Jira), the staff 

augmentation model has become seamless. However, Augmex must keep pace with the 

advances of AI to ensure that its talent is relevant. 

● Legal: Compliance is the greatest obstacle. Navigating the UK's IR35 (off-payroll 

working rules) and GDPR (Data Protection) is a complex matter for a non-resident 

entity and requires a constant legal vigil. 

● Environmental: Being a digital service provider, Augmex has a low carbon footprint, 

which is in sync with ESG (Environmental, Social, and Governance) objectives of 

present-day Western clients who favour sustainable vendors. 

2.7.4 Competitors  

Brain Station 23: Brain Station 23 is one of the biggest heavyweights in the Bangladeshi 

software industry that employs more than 700 engineers and is one of the benchmarks for 

technical excellence in the Bangladeshi software industry. Unlike the smaller agencies who 

specialize in headcount only, Brain Station has managed to hybridize the Staff Augmentation 

Model with high-level Custom Software Development and now they can integrate the deep 

domain expertise into their teams especially in the complex industries such as Fintech, Cloud 

Computing, and Pharma. Their competitive advantage comes from their proven track record of 

dealing with enterprise-grade architecture for global clients, they don't just provide developers, 

they provide technical maturity. 

 

BJIT Group: BJIT Group works on a size and operational discipline that sets them apart from 

nearly every other player in the market, largely because it is a joint venture with Japanese 

investment. With an image of more than 750 engineers, BJIT is much more interested in the 

Offshore Development Centre (ODC) model, where they develop entire departments remotely 

for huge global corporations like Sony, Panasonic, and Source Next instead of simply 

individual freelancers. Their main selling point is compliance to Japanese management 

standards and stringent quality assurance procedures (often CMMI Level 3 certified), which 
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effectively negates the fears about quality control issues that most Western customers have 

with outsourcing. 

 

Riseup Labs: Riseup Labs has created its own unique market niche by positioning itself not 

only as a general IT service provider but as a provider of a specialized set of services for the 

further development of next-generation and interactive technologies such as Augmented 

Reality (AR), Virtual Reality (VR), Mobile Game Development and IoT solutions. While they 

do provide standard web development, their core strength is delivering specialized talent for 

creative and immersive projects typical of what a traditional B2B software house lacks. For 

UK clients interested in developing applications for consumers or new and innovative digital 

experiences, Riseup Labs is home to a talent pool specifically skilled in Unity, Unreal Engine 

and mobile ecosystems. 

 

2.8 Summary and Conclusions 

Augmex Technologies Limited operates with a clear strategic vision, which is to disrupt the 

traditional outsourcing market by bringing together the quality of an agency with the agility of 

the marketplace. Its Hybrid model solves the main pain points of modern Western clients: the 

desire for speed, flexibility and quality assurance. Management practices are modern and 

participatory, resulting in a culture of ownership and speed of innovation. Operations are robust 

and driven by cloud technology and focus on quality control in the form of the replacement 

guarantee. The financial analysis shows that it is a business with a healthy margin, high 

liquidity and enabled by lean cost structure and efficient cash cycle. 

However, the strategic audit shows that although the economic environment is favorable to 

augmex (cost pressures in the West), the trust environment (Brand recognition, Legal 

Compliance, COO bias) is challenging. The company is sound operationally, but weak 

strategically due to the trust deficit inherent in offshore business. The dependence on "Poke the 

Bear" outbound strategies points to a need to diversify into inbound and brand-led growth.  

2.9 Recommendations/Implications 

Based on the organizational audit, the following recommendations are proposed for 

strengthening the position of augmex: 

1. Formalize Leadership Structures: As the team grows, the team shifts from 

democratic style leadership to transformational leadership model for better clarity and 

delegation of work and accountability without losing agnosis. 

2. Improve Social Proof: Urgently create UK specific case studies and client testimonials 

to overcome the credibility gap identified in the Marketing analysis. 
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3. Establish a Local Footprint: Consider establishing a UK legal entity (subsidiary) to 

address the threat of regulatory compliance (IR35/GDPR) and reduce the bargaining 

power of buyers who are demanding local contracts. 

4. Invest in AI Integration: Instead of seeing AI as a threat, it might be beneficial to 

integrate AI tools into the developer workflow in order to further boost efficiency and 

protect against the threat of automation. 
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Chapter 3: Client Acquisition and Market Expansion in 

the Staff Resource Augmentation Industry: The 

Perspective of Augmex Technologies Limited 

3.1 Introduction 

There is a structural transformation that is going on in the global digital economy, and the 

structural transformation is characterized by a demand for rapid technological innovation and 

rigorous cost optimization. After the pandemic era, the conventional boundaries of every firm 

became very porous and vulnerable, and organizations previously defined by the talent that 

they employed within their physical offices are no longer defined as such. They require a 

distributed network of skills that they can access globally. They have to access those skills from 

a global skill pool, and this shift has made the staff resource augmentation industry a central 

strategic pillar for high growth enterprises. Although previously, the staff resource 

augmentation industry was just a peripheral support system for a firm. 

According to the Future of Jobs Report 2025, the worldwide market for remote workplace 

services was worth around USD 26.2 billion in 2023 and is expected to grow at a Compound 

Annual Growth Rate (CAGR) of 16.8% to potentially reach USD 188 billion by 2032 (World 

Economic Forum, 2025). This explosive growth is fueled by a crucial shortage of talent in the 

developed economies. In the United Kingdom (UK) alone, it is estimated that the digital skills 

gap costs the economy £63 billion each year in lost GDP, with companies having to look 

beyond their borders for specialist roles in Artificial Intelligence (AI), Machine Learning and 

Full-Stack Development (Deazy, 2024). 

 

However, the demand for global talent may be universal, the flow of opportunities is not 

frictionless. For Service Providers operating from Global South, that is, developing economies 

such as Bangladesh, the ability to access high-value Western markets is still a formidable 

challenge. Despite the possible cost benefits of 40-60% over local hires in the UK, these firms 

experience a permanent "Liability of Foreignness" (Zaheer, 1995). Western clients often have 

ingrained perceptions of risk in terms of data security, cultural alignment and communication 

reliability on offshore partners. 

 

Against this backdrop Augmex Technologies Limited is a critical case study in this battle to 

bridge this divide. Despite having a highly vetted pool of talent and a differentiated "hybrid" 

operational model designed to mitigate risk (Augmex Technologies, 2025), the firm has 

significant structural resistance in the UK market. This study explores the "trust deficit" which 

is stymying such offshore service providers. By synthesizing primary data, acquired from cold 

call interactions and internal business development knowledge, the research aims to diagnose 

the underlying causes of client resistance ranging from regulatory compliance to psychological 
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barriers, as well as propose data-driven strategies that overcome the credibility gap that exists 

in the global IT staffing sector. 

3.1.1 Background of the Study 

The modern global business world is characterised by paradoxical economic pressure: the need 

for fast digital change coupled with the constant need for cost optimisation (Gartner, 2024). In 

the post-pandemic era, organizations are no longer strictly restricted by geography, the work 

from anywhere (WFA) revolution has greatly altered the talent acquisition strategies of 

Western enterprises. In this environment, the Staff Resource Augmentation industry has 

evolved from being a stop-gap measure for temporary labor needs to an organizational agility 

and scalability tool. 

The model, which allows companies to have outside people in their internal processes, has seen 

explosive growth. According to the recent market projections provided by the World Economic 

Forum (2025), the market for remote workplace services was worth about USD 26.2 billion in 

2023 and is expected to be worth between USD 100 billion to USD 188 billion by 2030 - 2032. 

This surge is driven by a fundamental change in the way by which high growth companies 

scale: modern startups (Series A to Series C) and scale-ups increasingly turn away from rigid 

fixed cost hiring models in favor of flexible elastic team structures that can scale up and down 

as market conditions change without the long term liabilities of a permanent headcount 

(Mobilunity, 2025). 

However, the road to international expansion for offshore augmentation firms is full of major 

friction, especially for providers based in the Global South. For firms located in developing 

economies such as Bangladesh, penetration of the mature Western markets, such as the United 

Kingdom (UK), poses a set of problems that go far beyond technical capability or price 

competitiveness. While there is an acute demand for specialized talent in the UK, especially in 

Artificial Intelligence (AI), Machine Learning and Full-Stack Software Development, there is 

a deep "trust deficit" among potential clients towards offshore vendors (Kotlarsky & Oshri, 

2022). This deficit is characterised by perceived risks associated with data security, cultural 

misalignment, communication latency and quality control. 

The challenge faced by new firms such as Augmex Technologies Limited is not only of 

providing talent, it is the psychic distance that separates a London-based Chief Technology 

Officer (CTO) from a Dhaka-based engineering team (B2B International, 2019). The gap 

between the real competence of Bangladeshi engineers and the perceived risk in the minds of 

UK decision-makers is a critical market inefficiency that is the subject of this study. 
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3.1.2 Problem Statement 

Although it seems evident that offshore augmentation has economic and operational benefits 

such as cost reduction of 40-60 percent and high speed of deployment, Augmex Technologies 

Limited experiences a strong opposition on its way to the UK market penetration. Even though 

Augmex has a differentiated model of a hybrid that is both fast and flexible as a marketplace 

and at the same time requires careful vetting and account management as a traditional agency 

(Augmex Technologies, 2025a), the company finds it difficult to transform early leads into 

long-term and high-value partnerships. 

Credibility is the main issue. The propositions of Augmex are often dismissed by UK Key 

Decision Makers (KDMs) who harbor deep seated irrational fears about control, quality and 

compliance with regulatory requirements. According to the initial data, in many cases, 

prospects default to local hires even though the Total Cost of Ownership (TCO) is much 

greater. The Country-of-Origin (COO) bias is such a strong filter that sometimes it can 

disqualify Augmex before its technical value proposition can be fully developed. It is not a 

passive resistance, rather an active obstacle based on institutional logic, aversion to risks, and 

compliance anxiety (e.g., GDPR, IR35). Augmex is therefore not able to achieve its maximum 

growth potential as it remains unable to access the high-end market in the UK. This paper aims 

to identify these particular barriers to trust by undertaking empirical research and assess the 

way augmex can refine its acquisition strategy to overcome this credibility gap. 

3.1.3 Research Objectives 

The paper is informed by three main objectives, which will take the general analysis of the 

industry and narrow down into specific organizational recommendations: 

1) To examine the international and regional issues that affect client acquisition in the staff 

augmentation market, namely, the lack of trust and the liability of foreignness in the 

Western markets. 

2) To assess the current approaches of Augmex in dealing with the objections and 

establishing the credibility, through a comparative analysis of the internal and external 

views of the market, the Business Development (BD) team. 

3) To propose a strategic framework that aligns the operations of Augmex to UK’s client 

expectations specially focusing on lowering transaction costs and setting effective 

signalling mechanisms to bypass the resistance of the market. 

3.1.4 Research Questions 

To achieve these objectives, the study answers the following specific questions: 

● RQ1: What are the recurring, granular objections raised by UK Key Decision Makers 

(KDMs) when approached by an offshore staff augmentation firm? 



45 
 

● RQ2: How do "Country-of-Origin" bias and "Transaction Cost" anxieties specifically 

manifest in sales conversations? 

● RQ3: To what extent does Augmex’s current messaging address the underlying 

psychological and institutional fears of UK buyers? 

● RQ4: What strategic adjustments in operations, compliance, and branding are 

necessary to neutralize these trust barriers? 

3.1.5 Scope of the Study 

The paper applies a single-case design that targets Augmex Technologies Limited. The study 

is also geographically focused on the United Kingdom (UK) in order to research the barriers to 

trust as the main market. The thematic topic of the study is the Client Acquisition Phase (Sales 

and Marketing) addressing the strategies of rapport building, overcoming the perceived risks 

(quality, culture, control), and market positioning. The period will encompass business 

development operations that have been carried out in the internship period (late 2025) using 

both historical and real-time data. 

3.1.6 Significance of the Study 

This study is of great importance to several stakeholders: 

1) In the case of Augmex Technologies: With the company going through a transition 

between a startup and scale-up, outbound sales cannot be sustained using the scattergun 

strategy anymore. This research offers an evidence-based roadmap on how to proceed 

to a desired, high-trust acquisition model. Augmex can raise its conversion rates and 

reduce Customer Acquisition Cost (CAC) by determining the causes of client rejection, 

which will be confirmed by the direct prospect feedback.    

2) To the Industry: The study would add to the general literature on B2B marketing of 

the developing-country service firms. It provides a case study on how to overcome the 

liability of foreignness in knowledge-intensive and high-stakes business. The results on 

the very type of resistance of buyers in the UK, which is founded on compliance and 

control and not only on quality, provide a guide to other Bangladeshi IT companies 

aspiring to ascend the value chain. 

3.2 Literature Review 

This part is a review of theoretical models and empirical literature pertaining to the research. 

It goes beyond the general definitions to discuss the economic and psychological theories 

which can be used to understand why UK clients do not use offshore vendors: the Transaction 

Cost Economics (TCE) and the Signalling Theory. 
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3.2.1 Staff Resource Augmentation vs. Outsourcing vs. Freelancing 

It is paramount to ensure that Staff Augmentation is placed in the wider range of external talent 

models as each of them carries a dissimilar risk profile to the client. 

● Freelancing (Upwork, Toptal): In this case, the client employs individual contractors 

directly. This model is cheap and flexible with high search costs (vetting people) and 

high churn risk (freelancers dropping out of projects). The client is also subjected to all 

management and compliance costs (Silver Bell Group, 2023). 

● Project Outsourcing (Managed Services): The vendor becomes completely 

responsible towards the delivery of a particular result (e.g., build this app). The client 

is in charge of the outcome, but not of the process. The vendor dictates the team, 

approach, and the schedule. It is a low-trust and high-risk model in many cases, where 

the vendor fails to deliver (Deazy, 2024). 

● Staff Augmentation (Augmex Model): Augmentation is the integration of external 

staff into the current organization of the client. The augmented employees report 

directly to the managers of the client, they attend client meetings, utilize the tools of the 

client (Mobilunity, 2025). Client has complete management of the same. 

Implications for Trust: Although augmentation provides greater control to the client (less risk 

that the incorrect product will be built), it maximizes the Principal- Agent problem. The client 

(Principal) needs to have the confidence that the remote worker (Agent) is in fact working, they 

are competent and data-secure, despite the inability to physically supervise them. This 

monitoring cost is a main theme of the analyzed objection data. 

3.2.2 Theoretical Framework: Transaction Cost Economics (TCE) 

Transaction Cost Economics (TCE), developed by Coase and developed by Williamson (2008), 

offers a powerful lens for understanding why UK firms reject offshore augmentation. TCE 

suggests that firms make decisions about whether to do things internally (in-house) or 

externally (outsource) in order to minimize "transaction costs." 
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Figure 11: Analysing Transaction Costs in Offshore Augmentation 

 These costs are not only financial prices (e.g. hourly rates) but include three different 

categories: 

1) Search and Information Costs: The work that needs to be done to identify a good 

vendor and ensure the quality of the vendor and perform due diligence. For an offshore 

firm such as Augmex, these costs are high for the client because it is more difficult to 

verify a vendor in Bangladesh than to verify a vendor in London (Scholar Commons, 

2016). 

2) Bargaining Costs: Time and legal fees used to negotiate contracts, Non-Disclosure 

Agreements (NDAs) and ensuring compliance with local laws (e.g. GDPR). 

3) Policing and Enforcement Costs: The cost of monitoring the vendor to ensure that 

they are not "shirking" (working less than agreed) or leaking intellectual property 

(ResearchGate, 2017). 

Application to the Study: When a UK CTO says, "I don't have the time to manage a team 

abroad" (Objection #91, Primary Data), he is explicitly saying that the Policing Cost is too 

high. Even if Augmex's hourly rate is 50% less than a local hire, the perceived effort of 

managing a remote, different-time-zone team makes the total cost higher in the client's mind. 

The literature confirms that uncertainty about vendor behavior adds to these transaction costs, 

which drives firms back to internal hiring (ResearchGate, 2008). 
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3.2.3 Theoretical Framework: Signaling Theory 

Signalling Theory plays an important role in understanding B2B credibility of trade in the 

cross-border trade space. It deals with the issue of information asymmetry where the seller 

(augmex) knows the true quality of their talent, but in such cases, the buyer (UK Client) does 

not know (Connelly et al., 2011). In a market where there is a lot of variable quality, high 

quality vendors need to send signals to differentiate themselves. 

 

Figure 12: Building Credibility in Cross-Border Trade 

Cheap Talk: Signals that are easy to fake (like saying "We have world-class developers" in a 

website or cold email). Buyers largely ignore these because there are low quality vendors too 

(Spence, 1973). 

Costly Signals: Signals that are hard or expensive to fake like certifications (e.g. ISO 27001), 

having a physical UK office, client references from well-known Fortune 500 brands. These 

signals are valid as a fly-by-night scam operation would not spend the capital needed to produce 

them (ResearchGate, 2025). 

The Credibility Gap: It is suggested in literature that for offshore firms, Country-of-Origin 

often serves as a negative signal (B2B International, 2019). Buyers use heuristics, and assume 

that vendors from particular areas (such as South Asia) are high risk or low quality because of 

associations with call center scams or low end outsourcing. In order to beat this negative 

baseline, the vendor requires stronger costly signals than a local competitor would. Augmex's 

current dependence upon cold email claims (which are cheap talk) may be the reason why they 

are having such difficulties gaining traction against their local competitors who have the 

ultimate signal of costliness: physical proximity. 
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3.2.4 The Trust Deficit and Cultural Distance 

Trust is generally accepted as the main currency of B2B service transactions. Research shows 

that trust is multi-dimensional, made up of Competence Trust like ’can they do the job?’ and 

Benevolence Trust like ‘will they act in my interest?’ (Mayer et al., 1995). 

1) Cultural Distance: Cultural differences in communication styles, hierarchy, and time 

perception can undermine trust. For instance, high-context cultures like many in South 

Asia may communicate indirectly to save face and this may be misinterpreted by low-

context Western clients as being dishonest or lacking transparency (ResearchGate, 

2008). 

2) Time Zone Friction: The literature points to temporal distance as a key factor in 

distrust. Agile development methodologies are dependent on frequent and high-

bandwidth communication. A lack of overlap of working hours disrupts this flow, 

contributing to what researchers call coordination anxiety (Mad Devs, 2025). When a 

vendor is unable to respond immediately, the client experiences a loss of control. 

3.2.5 Institutional Isomorphism 

Institutional theory proposes that organizations will imitate the behaviour of successful peers 

in order to achieve legitimacy (DiMaggio and Powell 1983). If the norm in the UK startup 

ecosystem is to hire locally or nearshore like Eastern Europe, hiring from Bangladesh is 

breaking this institutional norm. This is making the decision high-risk for the individual 

manager. If the project fails, they cannot say they did standard industry practice. This defensive 

decision-making is one of the powerful barriers, which is identified in the literature related to 

offshore adoption (Lacity & Willcocks, 2017). 

3.3 Methodology 

3.3.1 Research Design 

This study uses Qualitative Case Study Design. Since, the central research problem is client 

trust, perception, and decision making psychology which is subjective, nuanced and deeply 

contextual, a quantitative survey on its own would not capture the why behind the data. A 

qualitative case study enables an in-depth discussion of Augmex's particular context, strategy, 

and market feedback. It allows the researcher to triangulate data from three sources which are 

internal strategy documents (Intent), internal employee perspectives (Perception) and external 

market feedback (Reality). 

3.3.2 Data Sources 

To ensure robustness and validity, the study uses 3 different streams of data. 
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1. Primary Data: Cold Call Objection Transcripts (The Voice of the Customer) - The core 

data set is a set of 100 cold call objections transcripts that were collected during Augmex's 

outbound sales campaigns in late 2025. These transcripts describe the exact responses of UK 

Key Decision Makers (KDMs) like CEOs, CTOs, Founders to the rejection of Augmex's 

services. 

● Justification: Although the idea of a Google form survey has been discussed, the target 

group (UK C-Level executives) are difficult to reach for a survey, so the response rates 

to the survey are going to be negligible, and likely to contribute to response bias 

(politeness). Cold call transcripts have ecological validity as these are naturalistic, 

unfiltered reactions from the actual sales scenarios. The prospects were unaware they 

were being researched and therefore their objections like "I don't trust South Asia" for 

example are 100% honest. 

2.Primary Data: Internal Semi-Structured Interviews (The Voice of the Employee) - In-

depth semi-structured interviews were held with three key members of Augmex's Business 

Development (BD) team to understand the internal challenges, strategies and self-assessments. 

Participants: 

● Rushayed Irfan (Growth Specialist): Specializing in UK/EU markets. 

● Towseef Anzoom (Business Development): Deals with outbound acquisition. 

● Towhidul Islam (Business Development Support): Focuses on Research and Early 

Engagement. 

Focus: The interviews had a focus on their everyday experiences while working with UK 

clients, how they perceived the most difficult objections to overcome and their evaluation of 

current sales strategies. 

3. Secondary Data: Internal Strategic Documents - Internal documents were analyzed in 

order to understand the intended positioning of the company and value proposition. 

● Business Development Team Presentation (Founder's Edition): Defining the 3-

Pillar value proposition (Augmex Technologies, 2025a). 

● The Blueprint for market leadership: Describing the Poke the Bear messaging 

strategy (Augmex Technologies, 2025b). 

3.3.3 Sampling Strategy 

● External Sample: Purposive Sample 100 transcripts were selected. Criteria for 

inclusion were: (1) The prospect must be a KDM (C-Level or Head of Dept), (2) The 

prospect must have given a specific reason for rejection (not just hanging up) and (3) 

The company must be based in the UK or Western Europe. 

● Internal Sample: A Census sample of the active UK-focused BD team members were 

used to make sure that all relevant internal perspectives are captured. 
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3.3.4 Data Analysis Technique 

Thematic Analysis (Braun and Clarke, 2006) was used to process the primary data. 

● Phase 1: Familiarization: Reading and re-reading the 100 transcripts and the 

responses to the interviews in order to achieve immersion. 

● Phase 2: Open Coding: Creating initial codes for all objects of objection like 

mentioned time zone, mentioned GDPR,  mentioned data quality from business 

development member Rushayed. 

● Phase 3: Axial Coding: Organizing codes into larger categories. For example, GDPR, 

Liability Insurance and Data Sovereignty were grouped under Legal and Compliance 

Barriers. 

● Phase 4: Comparative Analysis: Explicitly comparing the Internal BD view to the 

External KDM view in order to identify strategic gaps like Does the BD team realize 

how important GDPR is to the client? 

3.3.5 Ethical Considerations 

Strict ethical guidelines were applied in the handling of the data. All prospect names and 

company information from the cold call transcripts have been anonymized or used within the 

boundaries of internal business analysis. The internal interview respondents gave informed 

consent for their responses to be used for this academic report. 

3.4 Findings and Analysis 

The analysis was done by collecting 100 cold call transcripts and listing the objections into 

themes. And it resulted in collecting different objections, some of which were variations of the 

same core objection, which were listed under the core themes. 

The external data was categorized into four distinct themes. 
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Figure 13: Frequency of Key Objections Raised by UK Prospects (N=100) 

 

 

Figure 14: Bar chart for the percentages of the objections. 

As can be seen in Figure 14, the objection landscape is dominated by structural barriers. About 

49% of the total rejections were circumstantial or general/status quo (like it was either timing 

or they had no need for the service) and a combined 51% of objections were structural or 

psychological which were related to the legal, control and trust themes. This empirical evidence 

proves that trust is a much greater hurdle than technical capability or price. 
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3.4.1 Theme 1: Offshore Distrust and country of origin bias 

The most pervasive potential damaging barrier identified is an explicit generalized prejudice 

against the South Asian region. About 15% of the total percentage of objections collected were 

related to this theme. Despite Augmex's internal focus on the top 3% talent and rigorous vetting, 

many prospects have deep seated distrust of the professional ecosystem in the region. 

 

Figure 15: South Asian prejudice. 

External Evidence (Prospects): UK buyers are using ‘South Asia’ as a heuristic for ‘High 

Risk.’ The explicit mentions of scams and bad experiences suggest that the market has been 

poisoned with low-quality providers. 

● "Sorry mate not interested. We don't deal with south asian countries. Especially 

Indians." - Per Gustavsson, CISO, Stratsys (Cold Call Transcript no. 17). 

● "I don't trust the data privacy in the South Asian countries." - Gregory Webb, CEO, 

HITRUST (Cold Call Transcript no. 74). 

● "These types of services are looked upon in a sceptical manner because of scamming." 

- Rohini Kasturi, CEO, HG Insights (Cold Call Transcript no.18). 

Internal Evidence (BD Team): The Augmex BD team is hard pressed about this bias. When 

asked on the hardest objection on the semi structured interview, Rushayed Irfan stated: "They 
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have a huge distrust in India and Bangladesh." This is the number one objection that I've been 

up against . . . It is a very strong viewpoint and this is probably the most difficult objection" 

(Interview Response of Q3/Q4). Towseef Anzoom corroborated this: "The country of origin is 

the hardest because it is before any conversation happens to capability or value" (Interview 

Response of Q4). 

Analysis: The results of internal vs. external data analysis support that Country of Origin 

(COO) Bias is the main gatekeeper. This bias makes augmex's 3-pillar framework useless 

during early stages of selling. A prospect who feels that the region is fundamentally unsafe will 

not care about augmex's retention guarantee. This is a validation of the Signaling Theory 

literature which explains that since augmex is from a low-trust jurisdiction (in the eyes of the 

buyer), cheap signals such as email outreach do not work. The prospect needs to have a 

separating signal that can be labeled as a proof that augmex is not the same thing as the 

scammers they are afraid of. 

3.4.2 Theme 2: Control anxiety and physical oversight 

A substantial portion of the objections (13%) was due to a psychological need for physical 

presence. Despite the global shift to remote working, there are still a lot of UK decision makers, 

particularly those in the SME sector who equate ‘control’ with ‘sight’. This Control anxiety is 

a significant obstacle for the use of fully remote, offshore teams. 

External Evidence (Prospects): 

● "I need to see my team to have faith that the work is actually getting done." And I'm 

not comfortable doing that long distance - Dan Duffy, Interim CIO, Campus Works 

(Cold Call Transcript no. 4). 

● “My worry is without a project manager there I wouldn't be able to know for sure how 

much of it is getting done.” -  Maha Mahadevan, CEO, BOSS Solutions (Cold Call 

Transcript no. 5). 

● "I need to oversee everything. I'm not comfortable in remote management of things." - 

Frankie Woodhead, CPO, Thrive (Cold Call Transcript no. 12). 
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Figure 16: Rational vs. Psychological Barriers to Entry 

Analysis: Figure 16 shows 51% of substantive rejections are due to psychological barriers such 

as this control anxiety. This validates the Transaction cost economics theory in regard to 

policing costs. The clients view the cost of monitoring a remote team into crippling proportions. 

They fear shirking, that without a manager standing over them, the offshore staff will not work. 

Critically enough, this is against what augmex believes internally. Rushayed Irfan claims, 

"Augmex is the strongest company that I have ever seen" (Interview Response Q12). However, 

the market does not perceive this strength as they see opacity. The objection is emotional ("I'm 

not comfortable") as much as it is rational. It implies that augmex has failed to communicate 

how its management layer works. The client assumes he or she will have to do all of the 

policing, which creates friction. 

3.4.3 Theme 3: Legal, Compliance, and Data Sovereignty 

In the post-GDPR era, compliance has shifted to a boardroom priority. A unique and strictly 

rational barrier that was identified was regulatory complexity which was about 16% of the total 

objections that were listed. UK firms are legally liable for their data and a lot of them are simply 

not willing to take the risk of sharing that data with a non UK/EU entity. 

External Evidence (Prospects): 

● "We have a very strict data sovereignty policy. No code leaves the country." - Andrew 

Boyd, CEO, 1upHealth (Cold Call Transcript no. 29). 

● "We can't do it. Our liability insurance won't cover developers outside the UK/US."- 

Alexandre Diard, CMO, PeopleSpheres (Cold Call Transcript no. 28). 
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● I don't have time to bother with tax residency forms. Local hires only." - John Appleby, 

CEO, Avantra (Cold Call Transcript no. 32). 

Internal Evidence (BD Team GAP): This is an area that has a significant disconnect. While 

the BD team talked about trust and data mining in their interviews, they cared much less about 

the specific kinds of legal frameworks such as IR35, GDPR or Liability Insurance. Towhidul 

Islam mentioned trust-related concerns, but in the internal interview data, there does not seem 

to be a strong strategy to deal with specific legal objections like tax residency. 

Analysis: This is the hardest barrier. No amount of persuasive sales copy can overcome a legal 

blocker that says, "Liability Insurance won't cover it." Augmex's pitch of risk mitigation is 

failing here as it is focusing on hiring risk (finding the right person), when the client is looking 

at enterprise risk (getting sued or fined). The absence of a UK legal entity (a UK Limited 

company) means augmex cannot provide a contract which is enforceable under UK law. This 

is a sign of high risk to any compliance officer. The objection relating to tax residency forms 

also touches on the transaction cost, the client perceives the administrative burden of bringing 

on an international vendor to be too high when compared to the ease of hiring a local contractor. 

3.4.4 Theme 4: Time Zone Friction and the agile blocker 

For technology companies, especially those that work in agile methodology (and startups), 

speed is currency. Prospects see the difference in time not as an inconvenience to be overcome, 

but as an inherent obstacle to their model of operating. 

External Evidence (Prospects): 

● "The lack of overlapping hours makes casual communication impossible." - Ross 

Meyercord, CEO, Propel Software (Cold Call Transcript no. 51). 

● “I need somebody who I can talk to immediately. I can’t afford delays.” - Jon Earnshaw, 

CTO, Pi Datametrics (Cold Call Transcript no. 54). 

● "We need to have 100% overlap with the London office hours." - Pascal Morosini, 

CEO, i-Hub (Cold Call Transcript no. 62). 
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Figure 17: UK vs. Bangladesh Working Hours 

Analysis: As shown in Figure 17, the standard business hours in Bangladesh (9 AM - 6 PM 

BST) only overlap with the UK (9 AM - 5 PM GMT) for around 2-3 hours in the afternoon. 

This causes a dead zone for collaboration. The objection, "I need somebody who I can talk to 

immediately." I can't afford delays." is a proxy of frictionless collaboration. The delay in the 

feedback loop that comes with working offshore (sending a message and waiting until the next 

day to get response) is not acceptable for modern dev teams. This implies that unless Augmex 

can provide sizable working hour overlap (like working in UK hours), they will be locked out 

of Agile driven organizations. This is the validation of literature on coordination anxiety (Mad 

Devs, 2025). 

3.4.5 Theme 5: The Inertia of status quo (General Friction) 

The greatest single barrier found by the study is not active distrust, but passive resistance. The 

data reveals that 49% of all coded objections are due to organizational inertia where the 

prospects are either too busy to onboard a new vendor or are happy with their current 

ecosystem. This implies that to almost half the market, the "pain" of changing vendors is greater 

than the potential benefit of Augmex's solution. 

External Evidence (Prospects): Criteria of bandwidth ("Too Busy") and loyalty to existing 

networks ("Status Quo") were among the most common blockers mentioned by prospects. The 

transcripts show that "no time" is often a polite way to say "low priority," whereas the 

satisfaction with current vendors is a tall hurdle to entry. 

● "I don't have the bandwidth to manage a team halfway across the world."- Linda 

Kappen, ED.assistant, !NOOB (Cold Call Transcript no.10) 
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● "We utilize Toptal for freelancers, so we don't really need another agency. We are 

happy with our current setup."- Doug Dennerline, CEO, Betterworks (Cold Call 

Transcript no.69) 

● "I’m too busy to onboard a new vendor right now; maybe next year."- Demi Ben-Ari, 

CSO, Panorays (Cold Call Transcript no.78) 

● "My board has frozen all external vendor spend. Strict headcount only. I can't sneak 

this in."- Liviu Dragan, CEO, Druid AI (Cold Call Transcript no.10) 

Internal Evidence (BD Team): This friction is confirmed by the experience of the augmex 

BD team. While they are trained in the art of trust objections, inertia objections are more 

difficult to overcome as there is no particular problem to be solved. As mentioned in the 

quantitative breakdown, the total number of not interested/busy responses (49 counts) was 

almost twice as many as all of the trust barriers specific (51 counts) combined. This validates 

the sentiment inside the team that they may be fighting a battle against apathy, as much as they 

are fighting against bias. 

Analysis: The predominance of this theme (49% of total objections) suggests that augmex has 

a weak value proposition with cold prospects who are not currently hiring. In the absence of an 

immediate issue (such as a developer dropping out), the switching cost associated with getting 

a Bangladeshi agency into your mesh network, involving legal checks, time zone adjustments, 

and trust verification, is just too high. This gives credence to the theory of path dependence 

where firms prefer to remain on their path (using local hires or known vendors) because the 

mental energy involved in making the switch to an unknown partner offshore is prohibitive. To 

overcome this, augmex needs marketing hooks that create urgency, rather than just offering 

availability. 

3.4.6 Theme 6: The data quality misconception (Internal Finding) 

A very important finding the internal interviews revealed was the diagnosis of the problem by 

the BD team. When we asked the team what would improve acquisition, "Data" was the 

overwhelming response from the team. 

Internal Evidence (BD Team): 

● "If we had good data mining, that would be a turning point for us." - Rushayed Irfan 

(Interview Response Q14). 

● The most important change would be data cleanliness. We should have KDM data and 

not random data." -  Rushayed Irfan (Interview Response Q15). 

● "Access to verified data of decision makers would make a big difference." Towhidul 

Islam (Interview Response Q14) . 

Analysis (The Gap): While it is nice to have better data, this diagnosis is partially faulty based 

on the external evidence. The cold call transcripts reveal that even if Augmex does hit the right 

KDM (like. CEO, CTO), the KDM rejects the offer on the basis of Trust and Compliance 

(Themes 1, 2, and 3). Improving data quality will increase the volume of conversations, but not 
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improve the conversion rate unless the structural barriers of trust are addressed. This implies a 

strategic mismatch as the BD team is focused on finding more people whereas the market is 

demanding a safer offer. 

3.5 Summary and Conclusion 

The findings of this chapter present an actionable reality for Augmex Technologies. The major 

takeaway is that Augmex is experiencing a crisis of trust, and not of capability. The 

triangulation of data shows a significant gap between Augmex's internal self-image and the 

way it is received in the market: 

● Internal View: Augmex considers itself as a "Premium Talent Partner" (Augmex 

Technologies, 2025a) that mitigates the hiring risk. The BD team believes the biggest 

obstacle is the availability of the appropriate data (Rushayed Irfan). 

● External View: UK market perceives Augmex as offshore risk like compliance 

headaches, lack of control, lack of communication, potential low quality due to COO 

bias as per Gustavsson, Andrew Boyd. 

Augmex's "Poke the Bear" strategy (Augmex Technologies, 2025b) works well to create 

attention (response rates) and solve the fundamental structural objections that kill deals at the 

decision stage. You cannot "poke" a prospect into disregarding GDPR compliance or their 

investor's mandate. The Control Anxiety (Theme 2) and Legal Barriers (Theme 3) are binary, 

either Augmex has a solution for them or they are dead. 

The research validates that the Transaction Costs (monitoring, legal, communication) have at 

present outweighed the Production Cost savings (lower salaries) in the minds of UK buyers. 

To win, augmex has to reduce these transaction costs. 

3.6 Recommendations / Implications 

Based on the empirical findings, the following strategic recommendations are proposed to help 

Augmex bridge the trust gap and accelerate market expansion. 

3.6.1 Managerial Implications (For Augmex) 

Recommendation 1: Creating a UK legal entity to address objection theme 3 (Compliance) & 

theme 1 (Distrust). Augmex must register a UK Limited subsidiary (like "Augmex UK Ltd"). 

● Rationale: This creates a local face of the business. It enables clients to sign contracts 

with an entity located in the UK, under the laws of the UK. This immediately addresses 

the liability insurance and tax residency objections of people such as Alexandre Diard 

and John Appleby who are potential prospects. It is a costly signal that implies 

commitment and accountability. 
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● Implementation: The UK one is responsible for billing, contracts, and dispute 

resolution, while the Bangladesh one is the delivery center (a standard Transfer Pricing 

model). 

 

Figure 18: Proposed UK Entity Structure to Mitigate Compliance Risk 

Recommendation 2: Pivoting to Hybrid Shift workflows to address objection theme 4 (Time 

Zone) Augmex should mandate or incentivize a "shifted" schedule for its augmented staff. 

● Rationale: To work for the UK market well, talent cannot work purely 9-5 Bangladesh 

time. A time shift of 1:00 PM - 10:00 PM (Bangladesh time) would give the equivalent 

of about 4-5 hours of direct overlap time with the UK working day (8:00 AM - 5:00 

PM UK time). 

● Impact: This is a direct response to the objection, “I need somebody who I can talk to 

immediately. I can’t afford delays.” (Jon Earnshaw). It allows for real-time 

collaboration, participation daily and faster feedback loops, which is consistent with 

agile methodology. 

Recommendation 3: Developing UK specific credibility assets to address objection theme 2 

(Control Anxiety) As mentioned by Towseef Anzoom in the interviews, Augmex does not have 

"UK-specific success stories". 

● Rationale: Generic case studies are not good enough. Augmex needs to create content 

specifically featuring UK CTOs speaking about their management Augmex teams. 

● Action: Developing a "Remote Management Playbook" to instruct clients on how to 

effectively manage their offshore teams so Augmex is a partner in the process, not just 

a provider of bodies. Additionally, the implementation of a risk free trial (like for 2 



61 
 

weeks) can reduce the psychological barrier of clients to help them experience the 

control/visibility prior to commitment. 

Recommendation 4: Refining the "Poke the Bear" messaging to address objection theme 3 

(Legal, Compliance & Investors) & theme 5 (Internal Data Gap) While the BD team believes 

this is a theme 5 issue which is finding the KDM’s, the real issue is convincing the board which 

is theme 3. The messaging in the sales needs to shift from speed/cost to compliance/safety. 

● Rationale: The current hiring delay poke is a good one for desperate founders but not 

so much for risk averse, who are stalled by investors. New Message should be like, "Is 

your current contractor model actually IR35 compliant?" Ours is." (Assuming 

Recommendation 1 is implemented). 

● Impact: This makes Augmex the safer option as compared to freelancers. By 

positioning the solution around Compliance Safety, Augmex is positioning itself in line 

with the need of the board/ investor for risk reduction rather than argue against. 

3.6.2 Academic Implications 

This study adds to the literature on the topic of International Business and Agency Theory by 

empirically confirming the shortcomings of traditional marketing in high trust B2B context. It 

generalises the signaling theory by showing that in markets where information asymmetry is 

very high, such as in the case of UK buyers evaluating south asian vendors, cheap signals such 

as email outreach and website claims are not enough to produce a separating equilibrium. 

Instead, vendors must spend the costly signals like legal incorporation in the buyer's 

jurisdiction to overcome the Market perception and pass the trust threshold. 

Furthermore, the research confirms the continued relevance of the transaction cost economics 

in the era of remote work. The results show that while the technical feasibility of cross border 

collaboration has been solved by technology, the policing costs of remote agent monitoring are 

a major psychological obstacle. This is compounded by the Liability of foreignness whereby 

buyers see an institutional void when it comes to data protection in the vendor's home country, 

and contracts are not enforceable in their eyes. Finally, the discovery of the importance of 

organizational inertia confirms the theory of path dependence, and shows that almost half of 

the resistance in the market is not active distrust, but is the high cognitive switching costs of 

switching from established habits of local procurement to a new solution in the offshore sector. 
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Appendix: 

Cold Call Transcripts - 

No. 
First 

Name 
Last Name Position Company 

Person that 

picked up 
Transcript 

1 Alan Robertson CEO Business KDM 
"Not interested. We have a 

strong pipeline for it" 

2 Andrey Okhrimets 

Chief 

Technology 

Officer 

NDA KDM 

"How am I supposed to know 

they aren't working for 

another client at the same 

time? And the company will 

also have some of my data. 

How would I know that I 

could trust you?" 

3 Jason Feifer 
Editor in 

Chief 

Entrepreneur 

Media 
KDM 

"Not interested. We have a 

network of people that we 

take these services from " 

4 Dan Duffy 

Interim 

Chief 

Information 

Officer 

CampusWorks

, Inc. 
KDM 

"I need to see my team to trust 

that the work is actually 

getting done. And I'm not 

comfortable doing that 

remotely" 

5 Maha Mahadevan 
President & 

CEO 

BOSS 

Solutions 
KDM 

"My worry is that without a 

project manager there, I 

wouldn't be able to know for 

sure how much of it is getting 

done." 

6 Utpal P. 

Chief 

Revenue 

Officer 

(CRO) 

Confidential KDM 

"We tried remote before, and 

it felt like the productivity 

dropped off a lot." 

7 Matthew Carroll CEO Immuta KDM 

"It’s hard to manage 

performance when you can't 

see the effort being put in." 

8 Arianna Huffington 
Founder and 

CEO 
Thrive Global KDM 

"I'm not comfortable in 

outsourcing my workforce 

remotely." 
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9 Tom Giovanetti 
CEO & 

Founder 
TGA KDM 

"Not interested to try 

something that goes against 

the current pipeline." 

10 linda Kappen ED.assistant !NOOB KDM 

"I don't have the bandwidth to 

manage a team halfway across 

the world." 

11 Rasmus Hauch 

Chief 

Technology 

Officer 

boost.ai KDM 

"Hiring is not a problem right 

now. We have everything 

sorted." 

12 Frankie Woodhead 

Chief 

Product & 

Technology 

Officer 

Thrive KDM 

"I need to oversee everything. 

I'm not comfortable managing 

things remotely. It would feel 

that things are not really under 

my control." 

13 
Matthew 

H. 
Schwartz 

Chief 

Executive 

Officer 

Worksoft KDM 
"I have everything sorted right 

now. So, not interested mate" 

14 Matt Needham 

Chief 

Revenue 

Officer 

BuildingMinds KDM 

"I’m really skeptical about the 

outcome. And I don't need this 

service right now." 

15 Andrew Bud 
Founder and 

CEO 
iProov KDM 

"We don't need these services 

currently." 

16 David Stapleton 

VP, Chief 

Trust 

Officer 

(CTrO) 

ProcessUnity KDM 

"We deal with sensitive 

financial data, so our 

compliance team won't allow 

offshore access." 

17 Per 
Gustavsson, 

PhD 

Chief 

Information 

Security 

Officer 

Stratsys KDM 

"Sorry mate not interested. 

We don't work with south 

asian countries. Especially 

Indians." 

18 Rohini Kasturi 

CEO & 

Board 

Member 

HG Insights KDM 

"Don't want to explore this 

anytime soon. And these types 

of services are viewed in a 

skeptical way because of 

scamming." 

19 Gerard Lithgow 

Chief 

Revenue & 

Marketing 

Officer 

Lazarus AI KDM 

"Too many things to sort out 

and establish if I try to go in 

this route. Don't have time for 

that. So, not interested." 

http://boost.ai/
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20 Matteo Vanotti CEO 
xFarm 

Technologies 
KDM 

"We have sensitive 

information and we are not 

looking for strategic 

partrnerships." 

21 Dr. Dorian Selz 
Co-Founder 

& CEO 
Squirro KDM 

"My investors would not 

support this idea of sending 

core tech development 

abroad." 

22 Floris Vlasveld 

Chief 

Technology 

Officer 

iChoosr KDM 

"We are very conscious about 

the quality of the developers 

and their background, and it 

will be difficult to verify 

internationally" 

23 Avi Mukherjee 

Chief 

Product and 

Technology 

Officer 

Verato KDM 
"It does not set well with me 

to outsource my core team." 

24 David Amorín 
Founder & 

CEO 

JOTELULU 

España 
KDM 

"Not interested to explore this 

model. And there are too 

many uncertainties with this." 

25 Mike Weinert 

Chief 

Revenue 

Officer 

(CRO) 

HiveMQ KDM 
"We’ve don't do deals with 

south asian countries." 

26 Orkun Saitoglu 

Chief 

Executive 

Officer 

iyzico KDM 

"We have a very sophisticated 

hiring process that works for 

us and we trust on it." 

27 Nitin Palkar 

Chief 

Executive 

Officer 

.masterhost KDM 
"Look, we have a pipeline that 

works, so not interested." 

28 Alexandre DIARD 

Co-Founder 

& Chief 

Marketing 

Officer 

(CMO) 

PeopleSpheres KDM 

"We can't do it. Our liability 

insurance won't cover 

developers outside the 

UK/US." 

29 Andrew Boyd 

Chief 

Executive 

Officer 

1upHealth, 

Inc. 
KDM 

"We have a strict data 

sovereignty policy. No code 

leaves the country." 
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30 Tom Keiser COO Promise KDM 

"Legal says no. Too much 

paperwork to onboard a 

vendor from your region." 

31 Evan Smith 
CEO and 

Co-Founder 
Altana KDM 

"We are prepping for a due 

diligence audit. I can't have 

random contractors on the 

books." 

32 John Appleby 

Chief 

Executive 

Officer 

Avantra KDM 

"I don't have time to bother 

with tax residency forms. 

Local hires only." 

33 Liviu Dragan 
CEO and 

Founder 
Druid AI KDM 

"My board has frozen all 

external vendor spend. Strict 

headcount only." 

34 Dilshan Ratnayake 

Chief 

People 

Officer 

Apptega KDM 
"We don't do offshore 

contracts. Compliance rules." 

35 Jaimie 
Kowalski, 

MBA 

Chief 

Marketing 

Officer 

Openforce KDM 
"We have a strict policy on 

data leaving the UK. So no." 

36 Valery Kutsyk 

Chief 

Digital 

Officer 

(CDO) 

Soft Industry 

Alliance Ltd. 
KDM 

"I can't get this past the board. 

They are risk-averse." 

37 Daniel Gabay 
Co-Founder 

& CEO 
Trigo KDM 

"We are auditing our vendors 

right now. Everything is 

frozen." 

38 Heather Preu 

Chief 

Executive 

Officer 

Intellect KDM 

"I’ve found that outsourced 

teams often lack the attention 

to detail we need." 

39 Sharlyn Ayotte 

Chief 

Strategy 

Officer 

Allyant KDM 
"I don't have the time to set up 

the legal framework for this." 

40 Roman Howe 

Chief 

Revenue 

Officer 

FactFinder KDM 

"My investors want everyone 

on the payroll, not 

contractors." 
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41 Craig Harper 

Chief 

Executive 

Officer 

Stardog KDM 
"We need native speakers for 

this project. It's client-facing." 

42 Conor Murphy 
Founder & 

CEO 
Smartr365 KDM 

"Just filled the roles. Not 

looking." 

43 Daniel Seidel 

Co-

Founder/Co-

CEO 

LiveEO KDM 
"We have a waiting list of 

candidates. Don't need help." 

44 Michael Ross 
Chief Retail 

Scientist 
EDITED KDM 

"We have a partner for this 

already." 

45 Marshall Heilman 

Chief 

Executive 

Officer 

DTEX KDM 
"Not a priority for us right 

now." 

46 Andy Simpson 

Chief 

Information 

Security 

Officer 

Obrizum KDM 

"We operate on a closed 

network. Remote access isn't 

allowed." 

47 George Arison 

Chief 

Executive 

Officer 

Grindr KDM 
"I have a headcount freeze. I 

can't sneak this in." 

48 Darrel Williams 
Chief 

Scientist 

Global Science 

& Technology, 

Inc 

KDM 
"We had a bad experience 

with that region." 

49 James 
Gunn-

Wilkinson 

President & 

COO 

CMX1 

(ComplianceM

etrix) 

KDM 
"Productivity is the issue here. 

I need to see my team." 

50 Jillian Phelan 

Chief 

People 

Officer 

Criteria Corp KDM 
"We need real-time 

collaboration." 

51 Ross Meyercord 

Chief 

Executive 

Officer 

Propel 

Software 
KDM 

"The lack of overlapping 

hours makes casual 

communication impossible." 

52 Nicky Cox 

Chief 

Customer 

Officer 

iplicit KDM 

"It’s hard to build a company 

culture when half the team is a 

face on a screen." 
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53 Kristan Vingrys 

Chief 

Technology 

Officer 

Inlogik KDM 

"Its very difficult to go with 

external teams because of the 

cultural differences." 

54 Jon Earnshaw CTO Pi Datametrics KDM 

“I need somebody who I can 

talk to immediately. I can’t 

afford delays." 

55 Gurdip Singh 

Chief 

Executive 

Officer 

Kallik KDM 
"Hiring isn't an issue for us 

right now. We are good." 

56 Dave Tully 

Chief 

Financial 

Officer 

My Digital KDM 
"The time difference is 

logistically not feasible." 

57 Matthew DiAntonio 

Chief 

Product 

Officer 

Zylo KDM 

"We have a network we trust 

already. Don't need new 

ones." 

58 Guido de Vries 

Chief 

Revenue 

Officer 

(CRO) 

FTAPI KDM 
"Hiring is sorted. We don't 

need external help." 

59 Ricardo Velhuco Field CTO Ocient KDM 
"I need physical oversight. 

Not comfortable with remote." 

60 Michael Moran 

Chief 

Markets 

Officer 

Microshare.io KDM 
"I need to control the process. 

Remote feels loose." 

61 Elmar Reif 

Chief 

Product 

Officer 

PXL Vision KDM 
"It’s hard to verify people 

internationally. Not risking it." 

62 Pascal Morosini 

Chief 

Executive 

Officer 

i-Hub KDM 
"We need 100% overlap with 

the London office hours." 

63 Tim Follett 
CEO & 

Founder 
StructureFlow KDM 

"We are already doing tech 

augmentation. We have our 

networks for it." 

64 
Andrew 

Patrick 
White 

Founder & 

CEO 
FundApps KDM 

"The lag in feedback loops is 

the main reason we brought 

everything in-house." 

http://microshare.io/
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65 Mark Chapman 

Chief 

Executive 

Officer 

MTData KDM 

"Not comfortable in terms of 

scheduling and connecting 

with people across three time 

zones." 

66 Gilliane Lefrant 

Chief 

People 

Officer 

MyTraffic KDM 

"We strictly hire in-house 

because we want to build our 

own IP assets." 

67 Alex 
(Portnoy) 

Raif 

Chief 

Information 

Security 

Officer 

SysAid KDM 

"We are actually on a hiring 

freeze right now until the next 

funding round." 

68 Michael Saltzman 
Co-founder 

& Co-CEO 
EvolutionIQ KDM 

"We have a policy against 

using external agencies for 

core product work." 

69 Doug Dennerline 

CEO and 

Executive 

Chairman 

Betterworks KDM 

"We utilize Toptal for 

freelancers, so we don't really 

need another agency." 

70 Kris Kadlecek 

Chief 

Revenue 

Officer 

(CRO) 

IndySoft KDM 
"Tried that one and didn't get 

results." 

71 Thomas Majchrowski 

Chief 

Technology 

Officer 

Foundation AI KDM 

"We are too small right now 

to manage an external team 

effectively." 

72 Nik Grove 
Global Field 

CTO 

Assured Data 

Protection 
KDM 

"We are currently doing well 

with our existing pipeline so 

not interested." 

73 Benjamin Alarie 
Founder and 

CEO 
Blue J KDM 

"We don't work with that 

region. Not interested." 

74 Gregory Webb 

Chief 

Executive 

Officer 

HITRUST KDM 
"I don't trust the data privacy 

in South Asian countries." 

75 Abhay Gupta 
Founder & 

CEO 
Bidgely KDM 

"We handle all our 

recruitment internally to save 

on agency margins." 



71 
 

76 Elaine Higgins 

Chief 

People 

Officer 

Robiquity KDM 

"We are not looking to 

experiment with our existing 

pipeline." 

77 William Freiberg 

Chief 

Executive 

Officer 

Crux KDM 

"We tried this model before 

and it didn't work, so we aren't 

keen to try again." 

78 Demi Ben-Ari 

Co-Founder 

& Chief 

Strategy 

Officer 

Panorays KDM 

"I’m too busy to onboard a 

new vendor right now; maybe 

next year." 

79 Fran Wilson 

Chief 

Marketing 

Officer 

Semarchy KDM 
"We are happy with our 

current setup." 

80 Billy Murray 

Chief 

Revenue 

Officer 

KRM22 KDM 

"We are focusing on sales 

right now, not development 

capacity." 

81 Elaine Thomas 

Chief 

Operating 

Officer 

TradingHub KDM 

"Setting up the legal contracts 

for this is just too much 

paperwork." 

82 Graham Anderson 

Co-Founder 

& Chief 

Customer 

Officer 

Kenect KDM 

"I don't want the hassle of 

dealing with international 

invoices and exchange rates." 

83 David Baxter 

Chief 

Executive 

Officer 

Solutions by 

Text 
KDM 

"Sorry mate, we don't do deals 

with that part of the world." 

84 Sandeep Kesiraju 

Chief 

Information 

Officer 

Datex KDM 
"Our compliance won't allow 

access from your region." 

85 Brett Raphael 

Chief 

Revenue 

Officer & 

President 

Phosphorus KDM 

"We need onsite presence for 

hardware integration; you 

can't do that remotely." 

86 Andrew Mickus 

Chief 

Content 

Officer 

Medbridge KDM 

"It’s just too risky for a startup 

at our stage to rely on third 

parties." 
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87 Becky Tamashasky 

Chief 

Product & 

Technology 

Officer 

Avolve KDM 
"I don't have the bandwidth to 

manage this right now." 

88 Cameron Marijosius 

Chief 

Customer 

Officer 

Omnigo KDM 
"My investors won't back this 

model. Not interested." 

89 Mike Bernard 

Chief 

Marketing 

Officer 

Evotix KDM 
"Too many things to sort out. 

Don't have time." 

90 Bob Darin 

Chief 

Executive 

Officer 

Blue Health KDM 
"It’s too much hassle to set up. 

Not interested." 

91 Brian Birkett 

Chief Sales 

Officer 

(CSO) 

LeanData KDM 
"I don't have time to manage a 

team abroad." 

92 Paul Brindle 

Chief 

Executive 

Officer 

Health Metrics KDM 

"We are too busy to try 

something new. Not 

interested." 

93 Ryan Whitney 

Chief 

Revenue 

Officer 

(CRO) 

MentorcliQ KDM 
"My investors want the team 

here. Not offshore." 

94 Adam Berg CFO Documaster KDM 
"I don't have the time to 

establish this relationship." 

95 Craig Witt 

Chief 

Revenue 

Officer 

(CRO) 

Compliance & 

Risks 
KDM 

"We aren't looking for 

partnerships. Too busy." 

96 Rupert Taylor-Price CEO Vault Cloud KDM 
"My stakeholders wouldn't 

approve this route." 

97 Tim Perkins 
Co-Founder 

& CEO 
nudge KDM 

"I don't have the capacity to 

oversee this. No thanks." 

98 Rebecca Mann 

Chief 

Growth 

Officer 

Gloo KDM 
"Too much effort to get this 

running. Not interested." 
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99 Fatih BALYELI 
Co-Founder 

& CEO 
Exaion KDM 

"My investors are against 

outsourcing core tech." 

100 Charles Assaf 
Co-Founder 

& CEO 
Novisto KDM 

"We are sorted and busy. 

Don't want to explore this." 

 

The Semi - structured interview questionnaire: 

● Question 1: Can you briefly describe your role in Augmex Technologies Ltd and your 

experience in business development? 

 

Rushayed Irfan - “My role in the company is a growth specialist. It falls under business 

development, and I have been working in this industry for around two years.” 

Towseef Anzoom - “I work as part of the business development team, focusing mainly on 

outbound client acquisition and lead qualification for international markets.” 

Towhidul Islam - “My role involves supporting business development activities, particularly 

research, outreach, and early-stage client engagement.” 

 

● Question 2: Which markets do you mainly target as part of your business 

development responsibilities? 

 

Rushayed Irfan - “I mainly target the UK market and the European market.” 

Towseef Anzoom - “My primary focus is the UK market, although I also support outreach 

across selected European countries.” 

Towhidul Islam - “Most of my work is focused on the UK and broader European region, where 

demand for IT services is comparatively high.” 

 

● Question 3: What are the most common objections you face from UK clients during 

the client acquisition process? 

 

Rushayed Irfan - “They have a huge distrust in India and Bangladesh. This is the number one 

objection that I have faced. They also say they do not need our service because they already 

have their own team. Many of them have a very established hiring process, so they do not want 

any staff augmentation.” 

Towseef Anzoom - “The most common objections are related to trust, location, and the belief 

that their internal teams are already sufficient.” 

Towhidul Islam - “UK clients often question the need for external vendors when they already 

have in-house resources and structured recruitment systems.” 

 

● Question 4: Among these objections, which one is the hardest to overcome and why? 
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Rushayed Irfan - “Every problem is hard to overcome, but the image of Bangladesh and India 

is the hardest one. It is a very strong viewpoint, and this is probably the most difficult 

objection.” 

Towseef Anzoom -  “The country-of-origin objection is the hardest because it exists before 

any conversation about capability or value.” 

Towhidul Islam -  “This objection is difficult because it is based on perception rather than 

experience, which makes it emotionally driven.” 

 

● Question 5: Do UK prospects differ from other European markets in terms of their 

concerns or objections? 

 

Rushayed Irfan - “They are pretty much the same. Every market is similar when it comes to 

the UK and the European market.” 

Towseef Anzoom - “From our experience, the objections raised in the UK are very similar to 

those raised in other European countries.” 

Towhidul Islam - “Trust-related concerns are consistent across European markets, especially 

when dealing with offshore service providers.” 

 

● Question 6: How does Augmex currently build trust during the first point of contact? 

 

Rushayed Irfan - “At first glance, we do not really build trust. It is not possible to build trust 

immediately.” 

Towseef Anzoom - “During the first interaction, trust is limited because outreach is mainly 

email-based.” 

Towhidul Islam - “Initial contact is more about awareness than trust, as trust requires time and 

multiple interactions.” 

 

● Question 7: How is trust developed after the initial contact, particularly in outbound 

sales? 

 

Rushayed Irfan - “If we want to start building trust, we have to do the report and follow up 

again and again.” 

Towseef Anzoom - “Trust develops through consistent follow-ups, sharing relevant 

information, and maintaining communication.” 

Towhidul Islam - “Repeated engagement and proof-based conversations gradually help in 

reducing skepticism.” 

 

● Question 8: What credibility signals does Augmex rely on most? 

 

Rushayed Irfan - “We have a very good profile on Clutch. Case studies are the credibility 

signal we use the most.” 

Towseef Anzoom - “Third-party platforms like Clutch and documented case studies help 

validate our credibility.” 
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Towhidul Islam - “Social proof, especially previous success stories, plays a critical role in 

trust-building.” 

 

● Question 9: Which acquisition strategies have been most effective in converting leads 

so far? 

 

Rushayed Irfan - “Cold calling is converting the most.” 

Towseef Anzoom - “Direct conversations tend to convert better than email-only outreach.” 

Towhidul Islam - “Inbound leads usually show higher intent compared to cold outbound 

leads.” 

 

● Question 10: Between outbound and inbound sales, which approach has shown 

better results and why? 

 

Rushayed Irfan - “Inbound sales has also been doing a good job.” 

Towseef Anzoom - “Inbound leads perform better because trust already exists before the first 

interaction.” 

Towhidul Islam - “Outbound works for awareness, but inbound performs better for actual 

conversion.” 

 

● Question 11: Can you describe any deals that failed due to trust-related issues? 

 

Rushayed Irfan - “We have not closed any deals yet, so I do not have any data on failed deals.” 

Towseef Anzoom - “Although deals have not progressed to closure, trust concerns often stop 

conversations at an early stage.” 

Towhidul Islam - “Most drop-offs happen before negotiations due to unresolved trust 

concerns.” 

 

● Question 12: Where do you think Augmex is weakest in convincing UK clients? 

 

Rushayed Irfan - “Augmex is the strongest company that I have ever seen. But if I have to 

mention a weakness, it would be the lack of growth focused case studies.” 

Towseef Anzoom - “Having more UK-specific success stories would significantly strengthen 

our positioning.” 

Towhidul Islam - “A stronger portfolio of region-specific case studies could help reduce 

skepticism.” 

 

● Question 13: What is Augmex’s current approach to entering and growing in the UK 

market? 

 

Rushayed Irfan - “Our current approach is outbound marketing and inbound marketing.” 

Towseef Anzoom - “We are balancing outbound outreach with long-term inbound strategies.” 

Towhidul Islam - “Inbound marketing is gradually becoming more important for sustainable 

growth.” 
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● Question 14: What changes would you recommend to improve client acquisition in 

the next 6–12 months? 

 

Rushayed Irfan - “If we had strong data mining, including phone numbers and addresses, that 

would be a turning point for us.” 

Towseef Anzoom - “Improving lead quality would make acquisition more efficient than 

increasing outreach volume.” 

Towhidul Islam - “Better access to verified decision-maker data would significantly improve 

outcomes.” 

 

● Question 15: If you could redesign the acquisition process from scratch, what would 

you change? 

 

Rushayed Irfan - “The most important change would be data cleanliness and data authority.” 

“We should have KDM data, not random data.” 

Towseef Anzoom - “I would focus more on accuracy and relevance of leads rather than 

quantity.” 

Towhidul Islam - “A more targeted and research-driven outbound process would be more 

effective.” 

 

● Question 16: What should be Augmex’s top strategic priority moving forward? 

 

Rushayed Irfan - “We should go for the mission.” 

Towseef Anzoom - “Strengthening proof and trust should be the immediate priority.” 

Towhidul Islam - “Aligning strategy with long-term credibility and focus would benefit the 

company.” 

 

 

 

 

 

 

 

 




