
When it comes to sourcing relocation management services, the procurement team’s goal is 
to retain the most cost-effective supplier while the global mobility team’s intention is to build 
a cost-efficient and competitive program that attracts the best talent in their industry.  But a 
company’s program is only as strong as its partnerships. To get the most out of partnering 
with a relocation management company (RMC), alignment should begin during the RFP 
process.

In the global mobility industry, where the majority of providers offer essentially the same 
suite of services and often work with similar supply chains, what sets these service-oriented 
companies apart can be challenging to dig out and differentiate in an RFP.

Procurement is better equipped to make a successful strategic partnership decision when 
they understand their process and goals, the RMC industry and what information is 
necessary to craft a meaningful reply to the RFP.  As a result, the RFP responses can offer a 
customized solution to achieve mobility program goals, rather than submitting a generic 
introduction to the company. Here we’ll examine how procurement leaders can be more 
successful when procuring this category.
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Choosing a relocation provider is about forming great 
partnerships.  You are hiring a company to manage your 
greatest asset, your people (and their families), during one the 
most stressful events of their lives.  

Failing to provide caring support to these families can become 
extremely expensive in terms of failed assignments, reduced 
employee retention and loss of productivity while an employee 
deals with the day-to-day process of relocating.  
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On the other hand, happy productive employees who 
experience a smooth relocation helps companies achieve 
their business goals and succeed at what they do best as an 
organization.  One global mobility manager described his 
relocation partners this way, “…when the pandemic started 
and relocation resources were strained, my partners came 
through for me when I needed them most...”   

A vendor will receive and service orders, but a partner will 
work hard to understand your company culture and 
objectives—going above and beyond to help you achieve 
them via a well-run global mobility program.  A partner will 
proactively bring ideas and practices that promote efficiency 
and contribute to the success of your mobility program.

While most relocation management companies offer similar 
services, focusing on efficiency and program optimization will 
help determine which RMC is the right fit.

Many real estate firms, moving and storage companies – or 
even workplace services and commercial moving companies 
– have relocation in their name.  However, inviting a company 
that doesn’t provide all the services you need will confuse the 
evaluation process as these companies price services 
differently.

Procurement should only invite companies that specialize in 
relocation management as their core business to the RFP 
process; and answering these questions will help determine 
which kind of RMC is the best fit.

• Is flexibility and responsiveness important to you, or are you 
concerned about providing a process-driven, standardized 
experience to each transferee?  

• Do you want a tech-driven, self-managed online portal RMC?  

• What is the right scale for your needs? Regional or global 
coverage?  

• If RMCs provide different kinds of experiences using different 
service delivery models, which model is ideal for your 
demographics and program?  

• Does the RMC provide funding for home sale transactions, 
equity advances or other distributions on your behalf?

• Does the RMC provide the technology for easy initiations, 
dynamic reporting and accurate financial integration with 
payroll?



Thinking through these important questions will help narrow the list down to the RMCs that 
fit your ideal partner profile.

If you are not sure where to start, talk to local relocation council groups, industry peers or 
members of the Worldwide Employee Relocation Council to determine which RMCs fit the 
profile you have created.

If there isn’t sufficient time to research each of the RMCs and coordinate a preliminary 
conversation with a representative before an RFP, perhaps beginning with an RFI that asks 
the RMCs to address essential questions or must-haves can help winnow the list.  

Sending the RFP to a dozen RMCs will not only be expensive for them but also for you as you 
sift through the multitude of responses to your RFP questions.  It’s not unusual for 
companies to issue an RFI to eight to 10 RMCs, select five to respond to the RFP and then 
invite two or three for the best and final presentation.

An RFI can efficiently eliminate any company that doesn’t provide the essential services, 
coverage, or cultural feel you are looking for in a provider. This step ultimately will save both 
time and money.

If a procurement leader wants thoughtful, customized solutions to deliver the company’s 
mobility program goals, the first step is partnering with HR and the global mobility function 
to define them – and then to ensure that the company’s goals, values, and priorities are 
shared clearly.



Without context, the relocation management companies (RMCs) responding to an RFP from 
an organization miss out on discovery and real understanding. Too often this leads to 
providing a generic showcase of their company, rather than offering a solution that fits the 
client’s values.  Because relocation management is a service-oriented industry, client 
engagements should be customized to the budget, mobility objectives, relocation policy, 
company culture and many other factors that make each potential client unique. 

Providing sufficient information up front to all respondents will allow them to provide a 
meaningful response and address pricing accordingly.  Here are some helpful tips on what 
information would be helpful to RMC respondents.

Why are you doing an RFP and what is the 
desired goal to be achieved, need to be met, or 
problem(s) to be solved?  

For example, if you have had problems with 
inaccurate payroll reporting, or lack of visibility 
and transparency into cost drivers, or 
household goods service issues, specific 
examples will help your respondents explain 
how they can best solve these issues on your 
behalf as your partner.  

Providing specific details on the following will 
also help an RMC better understand what 
solutions the program requires.

• Relocation policies

• Demographics of relocating 
population 

• Total program spend

• Homeowner population

• Supplier network  

• How the monies outlaid by the RMC 
on the client’s behalf will be funded 

Additionally, this information will help 
procurement differentiate the RMCs they 
are evaluating.



Addressable spend is an important topic when choosing an RMC.  For example, if you have a 
$1 million program spend and your goal is to save 5%, the first step is to understand how 
much of the $1 million spend is policy driven and how much of it is an addressable spend 
that can be negotiated. 

When considering the global mobility program spend that is driven by relocation policy, 
there is typically no differentiation in savings from one RMC to another.  For example, real 
estate costs are governed by the agent’s fees and closing costs which are market driven and 
led by the client’s policy. Other policy-driven costs would include gross up methodology, 
cash allowances, lease cancellation costs, hotel, car rental and airfare costs, among others.  

When a global mobility leader forms a great collaborative partnership with the right RMC, 
they can help find policy savings by advising on best industry policy practices.  They can also 
help with a policy refresh, which can make an organization more competitive, while 
considering how to curb overly generous, outdated or inefficient policy provisions.

Addressing this part of program spend, however, is not typically done during the RFP period 
as this kind of program advice is provided at no cost to clients but charged as a consulting 
service to non-clients.   

The addressable spend in a relocation program that can and should be explored in an RFP 
includes:

• Service fees
• Household Goods (HHG)  
• Temporary Housing  
• Real Estate Home Sale Program costs 
• Funding options and fees 

Often HR and procurement feel all the RFP respondents seemed pretty much the same at 
the end of the RFP process.  There are a few reasons for this:

• RMCs do provide essentially the same services.

• Fee structures are usually very similar; and more importantly, the fees a client pays are 
typically only 2% of the entire mobility program spend.

• The costs for direct services performed by downstream suppliers do not differ very much 
from one RMC to another.

The real savings in a mobility program is the alignment of RMC and client, the efficiency of 
the partnership, the satisfaction of both transferee and stakeholders, and the value of the 
guidance the RMC brings to the client’s program with fresh policies that optimize 
competitive advantages.



It pays to take the time to allow the RMCs to schedule discovery calls with key stakeholders 
and to learn the company’s program and culture. It’s equally important for the client to get 
to know the RMC’s leadership as well as consultants who will interact with relocating 
employees.  

Achieving a great partnership is a function of culture match and choosing an RMC that is 
right-sized and capable of checking all the must-have boxes.  As you take the time to get to 
know the teams at the RMCs you are considering, you will find that while the services 
offered don’t differ very much, how the RMC delivers these services can be dramatically 
different.  You could consider:

• Is this RMC somewhere people like to work?

• Does this RMC treat its supply chain like partners?  Do their suppliers like doing 
business with them?  (Ask for supplier references.)

• What is the decision process like?  Are consultants and account managers enabled 
to make decisions or does every decision go up a chain of command that takes 
time?

• What is the flexibility of this RMC?  Can they adapt and act fast?

• Does their DEI and sustainability culture match well with yours?

• Does the RMC have a unique idea, solution or perspective that solves a need in 
your program?

• What is the experience level of the team?  And does the RMC have experience with 
companies like yours?

This list is incomplete, but hopefully it helps identify the intangibles that ultimately make or 
break a great partnership. Fundamentally, the mutual discovery process should help identify 
a partner to understand your company, one that will fit well with your team and 
stakeholders.

Sterling Lexicon’s team of experts average more than 20 years of experience in policy 
consulting. We will work with your procurement team to create the right solutions for your 
program goals.

For more information, contact David Bradstreet
Director of Business Development
David.Bradstreet@sterlinglexicon.com
1.801.205.7689 mobile
1.972.745.9508 direct
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