
Clients’ expectations of firms are rising fast, and 
new competitors are making their presence felt
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Professional services firms are hard-wired to  
help clients navigate industry change. Now, as 
the Covid-19 crisis hits every part of the economy, 
they are facing disruptive forces of their own. 

Demand for the services of lawyers, accountants, 
consultants and other professionals may be 
holding up as businesses try to pick a path 
through the wreckage of the pandemic — not 
least from the public sector clients that are 
struggling to respond to the crisis.1 But dig 
beneath the surface, and the appetite for services 
is uneven and the prognosis for the industry is far 
from clear. 

Clients in many sectors are facing significant 
cost pressures, so budgets for consultancy and 
strategic advice will inevitably come under close 
scrutiny. And the crisis appears to be accelerating 
changes in the professional services sector that 
were already under way; not all of these changes 
will be welcomed. 

No change in demand; all change 
in expectations
Longitude, a Financial Times company, has 
surveyed clients of professional services firms and 
finds that although the Covid-19 pandemic might 
not reduce the appeal of professional services 
firms, the bar is now higher. Clients  
want more.

The changing face of 
professional services
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They are changing the way they work with firms, 
their expectations of service delivery, and the 
nature of the work itself. Competition, meanwhile, 
is increasingly intense as sub-sectors continue 
to converge and new entrants, often powered by 
new technologies, threaten disruption.

The good news is that the work of the sector 
over the past six months has enhanced client 
relationships. That work is not just a boost 
to the bottom line. It also gives the sector 
valuable opportunities to both build new, 
lasting client relationships, and underscore their 
value proposition to existing clients. Trust and 
engagement have strengthened, demand for 
strategic advice is increasing, and some clients are 
budgeting to spend more.

However, in difficult times clients will be selective 
with their money, and there may be a flight to 
quality. Brand, reputation and service will be more 
important than ever.

Here, we look at the main findings from the 
research and discuss what they mean for 
professional services. Can the industry respond to 
clients’ changing needs and build on the existing 
demand that is seeing it through an age of crisis?

1. https://on.ft.com/2Sg0zqY

http://FT.com/group


5

This is encouraging for the sector. Many clients 
are looking to professional services firms for 
support that goes well beyond tactical advice 
about how to mitigate the immediate impacts 
of Covid-19. Just under half (49%) say that the 
disruption caused by the pandemic has increased 
their appetite for strategy advisory services; the 
same number expect to need more help with 
organisational change and restructuring. 

Even in areas where clients’ need for support is 
not so apparent, there is potential for demand to 
accelerate. Under a third of respondents (31%) 
say the pandemic has increased their appetite for 
advice around M&A, for instance, but this may 
reflect the slowdown of deals activity during the 
first half of the year, and some analysts expect 
that to ease in the coming months.2 

2. https://mergers.whitecase.com/highlights/global-ma-value-collapses-
to-record-lows-in-q2-2020

Key research findings:

T H E  C H A N G I N G  FAC E  O F  P R O F E S S I O N A L  S E R V I C E S

of respondents say that the response from professional services firms 
to the pandemic has increased trust in their services. 

64%

31% 
say the pandemic has  

increased their appetite for 
advice around M&A



But those briefs will be hard-fought:
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Amid such budget scrutiny, consolidation and  
in-sourcing, there are potential warning signs. 

T H E  C H A N G I N G  FAC E  O F  P R O F E S S I O N A L  S E R V I C E S

For the firms that serve their clients well during 
the pandemic, this is a supportive environment. 
And there is scope to capitalize on their 
relationships of trust: 48% of respondents 
expect to increase their budget allocations to 
management consultancies over the next 12 
months. The figures are slightly lower for law 
firms and accountancies, but some respondents 
anticipate spending more here too.

48% 
of respondents expect to  

increase their budget allocations 
to management consultancies 

over the next 12 months.

Meanwhile, over half say
they will be in-sourcing

more work over the next
12 months that traditionally

would have been outsourced.

70% say there will be
much greater scrutiny

of the procurement
process in the future

and a similar number
expect to see much greater
consolidation among firms.

70%

69%

55%

A majority agree that
many professional services
firms are structured to suit

their way of working and not
that of their clients.

And just under half say
that processional firms
have been too slow to

modernize their practices
and processes.

60%

49%



Section one 
Winning the business
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In this environment, firms will have to work 
ever harder to win new business. It is not just 
about convincing clients of the quality of their 
work; they will also need to compete hard on 
price. The factors that influence clients’ choice 
of professional services firm are:

1. Specialist expertise

2. Deep knowledge of sector

3. Pricing flexibility

4. Existing relationship

5. Use of smart technology automation

Price it right
“Price is incredibly important,” says Alexander 
Brown, a partner at law firm Simmons & 
Simmons and its head of technology, media and 
telecommunications. “I think it is a pressure on  
in-house legal functions to do more for less,”  
he says. “There’s much greater scrutiny of  
legal budgets by the CFO and their team, but 
there is also a much greater level of sophistication 
of purchasing.”

Brown says that senior in-house lawyers with 
long experience of purchasing legal services are 
increasingly supported by procurement teams or 
roles such as the legal operations director. This is 
leading to clients demanding greater flexibility in 
charging structures, as well as lower prices. Fixed 
or capped fees are becoming more common, he 
adds. And contingency-based charging is another 
avenue some clients may wish to explore.

There’s much greater scrutiny of
legal budgets by the CFO and their team,

but there is also a much greater level
of sophistication of purchasing.

“
”— ALEXANDER BROWN, SIMMONS & SIMMONS



SIGNIFICANTLY/SLIGHTLY 
REDUCED APPETITE

SIGNIFICANTLY/SLIGHTLY
INCREASED APPETITE

Strategy advisory

24% 49%

Financial/tax/regulatory advisory

27% 45%

Human capital/employment

33% 37%

Organisation change/restructuring

28% 49%

M&A

23% 31%

Data privacy/cybersecurity

20% 49%

Figure 1

How has the disruption caused by 
Covid-19 affected your organisation’s 
appetite for the following services 
from professional services firms?

S E C T I O N  O N E :  W I N N I N G  T H E  B U S I N E S S
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Specialise
As for specialist expertise, 71% of respondents 
say that they prefer to work with specialist firms 
rather than a one-stop shop. And two thirds 
say that some professional services firms are 
adding too many services and potentially diluting 
their core competencies. This may play to the 
strengths of firms that focus on specific sectors. 
For example, Brown points out that despite its 
large size, Simmons & Simmons now focuses for 
the most part on clients in just four industries.

Professional services firms with a certain type of 
background may also benefit. At the technology 
specialist Cognizant, for example, head of thought 
leadership Ben Pring says the business has 
grown rapidly by adding consultancy services to 
what started out as a value proposition based 
on IT itself. “In a world where innovation is the 
primo currency, being very close to the client is 
absolutely crucial,” he says. “You need to fully 
understand where the client wants to go. You 
need to be advising and shaping where the client 
needs to go, rather than just waiting for the order. 
That model is going the way of the dodo, and 
that’s why companies like ours need to have that 
high-end consulting offer.”

This demand for specialism may also lead 
to firms rethinking their structure. Should 
large international firms be broad worldwide 
partnerships, or as a “verein” structure, with 
regional or country-based partnerships that 
operate autonomously and share profits locally? 
The latter is the model for many large firms 
growing through M&A, says Nicholas Perry, 
managing partner of the London office of law firm 
Bird & Bird, but may not actively encourage the 
provision of specialist services on a global basis 
with, for example, TMT specialists across different 
jurisdictions working closely together.

“Clients do care about that structure, because 
they want a joined-up approach,” says Perry. 
In globalised industries that barely recognise 
geographical borders, “clients want a firm  
where our specialist French lawyers talk to 
our specialist Spanish lawyers, and provide 
consolidated advice.”

71% 
of respondents say that 
they prefer to work with 

specialist firms rather than 
a one-stop shop.
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3. https://on.ft.com/2ERAGe8

The ability to advise clients effectively will in 
part be shaped by a firm’s understanding of 
changing sector dynamics. Here, those firms that 
demonstrate a deep understanding of industry 
convergence and the changing nature of supply 
chains and consumer demand, should be well 
placed to benefit.

Relate and measure
The proof will be in client satisfaction, which is 
why the nature of the existing relationship is an 
important factor that respondents say influences 
how they choose a firm. 

So professional services remains a sector with 
relationships at its heart. That sounds subjective 
and intangible, but many firms are trying to take 
a more scientific approach to client satisfaction. 
“In the legal industry, even 10 years ago, the 
idea that it made sense to ask clients regularly 
whether what they want to buy is what you want 
to sell them was a fairly alien concept,” says Perry. 
“We have worked hard to formalize that kind of 
work in recent years.” Perry says Bird & Bird is 
collecting robust and wide-ranging data on client 
satisfaction, for example, and backing it up with 
regular in-depth face-to-face interviews with 
clients to understand their needs.

Clients want a firm where our 
specialist French lawyers talk to 
our specialist Spanish lawyers,  

and provide consolidated advice.
“

”

Other firms are also increasingly tracking clients’ 
views, and are often turning to third-party, 
independent assessments of perceptions of their 
service. The FT’s and Statista’s annual ranking 
of the UK’s leading management consultants,3 
for example, highlights the consultancies most 
recommended by their peers and clients.

70% 
of respondents say brand 

and reputation are increasingly 
important differentiators among

professional services firms

— NICHOLAS PERRY, BIRD & BIRD



Lack of specialist understanding of my business/sector

21%

Lack of commercial awareness

17%

Limited strategic advice

25%

Lack of innovative approach

25%

Inability to challenge our thinking

15%

Poor delivery of services

29%

Lack of joined-up approach between functions/practices

15%

Turnover of key sta�

15%

Lack of flexibility on fees

21%

Lack of transparency on fees

21%

Took the project in-house

13%

We su�ered damage to our reputation

11%

We haven't

9%
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Section two 
Serving the client
We know why clients end relationships with 
professional services firms. The reason our  
survey respondents cite most often is poor 
delivery of services, followed by disappointment 
with limited strategic advice and the lack of an 
innovative approach.

What, then, does good, modern service delivery 
look like? When asked to rate the following 
aspects of service delivery provided by the 
professional services firm that they’ve used  
most often over the past 12 months, these  
scored highest in terms of quality:

1. The availability and responsiveness
of the team that serves them

2. Firms’ operational efficiency

3. Firms’ use of digital applications

4. Ability to draw on network
of experts/specialists

5. Access to senior partners

Figure 2 

Which of the following have caused your  
organisation to end a commercial relationship 
with a professional services firm?
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Get the service right
In terms of the first two of these, one trend, 
according to Simmons & Simmons’ Alex Brown, 
could see the professional services sector 
embracing the kind of service level agreements 
(SLAs) routinely seen in other industries. “We 
already have clients who ask about that kind 
of arrangement,” he says. “The smart move will 
be to shift to a position where we have our own 
service levels. We’ll say, ‘These are our committed 
service levels, this is what we track, and this 
is a dashboard where we can both monitor 
performance’.”

This is one area where the consultancy sector may 
have an edge. Many hold more transaction-
al relationships with clients, running 
outsourced services on their be-
half — which make routine use 
of SLAs. But firms that lack 
experience of working with 
clients in this way will 
need to adapt by devel-
oping metrics for avail-
ability, responsiveness 
and efficiency, and will 
also need to try to meas-
ure service delivery in ar-
eas where performance is 
more subjective.

There is a tension here that 
firms will need to confront: clients’ 
focus on cost versus their demands for 
high-quality service. Some firms say they have 
turned away work that clients have been keen to 
award them because they cannot meet the 
pricing demanded without compromising on 
quality. They take the view that doing a poor job 
because of resourcing constraint is likely to prove 
more damaging in the longer term than suffering 
an upfront disappointment with revenue.

Digital first — not last
Digital transformation is one area where firms 
are having to evolve quickly — both to support 
clients as they adapt to disruption and to 
embrace new ways of working themselves.

“Clients are looking for two kinds of support,” says 
Anton Ruddenklau, who is KMPG’s head of digital 
& innovation for financial services. “Our role is 
to explain to clients what their business model 
might look like in the future, in terms of content 
and digitalisation, but they also need support 
in harnessing technologies that enable them 
to operate more efficiently and to serve their 
customers better.”

In other words, this is consultancy that 
balances the strategic with the 

tactical. Advisers must help 
their clients to set a course 

for transformation, with a 
vision of what the future 
looks like, but must 
also work with those 
businesses to implement 
tools and technologies 
that enhance day-to-day 
operations — often on 

an iterative basis.

This throws up an 
interesting challenge. Clients 

are keen on specialisation, but 
Ruddenklau says that different 

industries can learn a lot from one 
another. “Those clients asking us about business 
model change want to look at other sectors and 
remodel themselves accordingly,” he says. “Those 
more focused on implementation in the here and 
now are more likely to want to focus on what their 
industry peers are doing.”

Clients are also keen to see firms practice what 
they preach. Close to two-thirds of respondents 
(65%) say that digital service delivery is one of 
the most important factors considered when they 
select a firm.

65% 
say that digital service delivery

 is one of the most important 
factors considered when they 

select a firm.
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Virtual consultancy
The Covid-19 pandemic is already driving change. 
Many firms are now working with clients on a 
day-to-day basis using virtual tools such as video 
conferencing; having proved that these methods 
are a viable way to operate, it is likely that clients 
and firms will continue to use them even after  
the pandemic subsides. A number of city law  
firms have already indicated that this shift will 
become permanent.4

How will consultants establish and develop new 
client relationships in this virtual world? “It’s one 
thing to use these tools to extend an existing 
relationship, but it’s completely different to 
develop a completely new, fresh relationship in 
this way,” says Cognizant’s Ben Pring. “Innovation 

in that area is going to be a source of huge 
competitive advantage in our industry. Somebody 
has to crack that challenge — to create the means 
of a new form of relationship mediated through 
these kinds of tools.”

They may be leading the charge, but video 
conference technologies barely scratch the 
surface of what is possible. Digital offers multiple 
opportunities to serve clients better in areas such 
as automation, data analytics, machine learning 
and artificial intelligence. 

“We have automated much of our client-facing 
processes and services so that we can be 
ubiquitous with our clients across Tax, Audit and 
Advisory,” says Ruddenklau. “As with our clients, 
we remain a work in progress.”

4. https://on.ft.com/3igzwGB
5. https://www.capgemini.com/news/capgemini-launches-capgemini-invent-a-new-digital-innovation-consulting-and-transformation-global-business-line/
6. https://news.bloomberglaw.com/tech-and-telecom-law/insight-the-future-of-junior-lawyers-through-the-ai-looking-glass
7. https://www.allenovery.com/en-gb/global/expertise/advanced_delivery/fuse

What is next?
Some in the sector say that embracing these 
opportunities could require radical business 
change. “We do drink our own Kool-Aid,” 
says Ruddenklau, giving as his example 
KPMG’s launch of a new service, Engine B, 
that he describes as “a digital version of 
traditional professional services”. KPMG took 
the view that the best way to grasp digital 
transformation might be to start afresh 
on a greenfield site, rather than reverse-
engineering the existing business model.

Capgemini Invent is based on similar ideas. 
Launched in 2018, the unit operates as an 
integrated global business line to design, 
create and trial new digital solutions and 
answer the “What’s next?” question.5

Digital is also big news in the legal world, 
where investment in so-called legaltech 
is soaring, exceeding $1bn in each of the 
past two years.6 Some of that investment is 
pouring into legaltech start-ups, but big-
name law firms are also significant players. 

Allen & Overy’s Fuse,7 for instance, which it 
describes as “a place where A&O lawyers, 
clients and start-ups come together to 
explore, develop and test legal, regulatory 
and deal-related solutions”.

Peter Hirst, senior partner at law firm Clyde 
& Co, believes leading firms must develop 
these new technology tools for themselves, 
either by developing capability in-house 
or working with partners. His firm has an 
innovation board that is tasked with steering 
new projects to improve client service and 
is working with two leading universities 
on innovation projects. “We’re introducing 
artificial intelligence, we’re introducing fraud 
protection measures, and we’re introducing 
blockchain contracts,” he says. “Many of 
these are cutting edge.”

Clyde & Co is also investing in data and 
analytics. “We have an enormous amount 
of client data, which anonymised is hugely 
valuable,” says Hirst. “We now have our own 
data lab and we’re building tools that can 
give clients the power of our insight.”



I expect to see much
greater consolidation among

professional services firms
over the next 12 months

69%

There will be much greater
scrutiny on the procurement

process for professional
services contracts in future

70%

We prefer to work with
professional services firms

on a long-term basis, rather
than project by project

72%

Some professional services
firms are adding too

many services and diluting
their core competencies

66%
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Section three 
Building a strategic vision
Limited strategic advice is cited in the  
survey as a reason to end relationships with  
professional services firms. There will always 
be a role for short-term tactical engagements, 
but clients’ requirements are shifting: 62%  
of respondents say their relationships with 
firms have already become more strategic and 
less transactional, and 72% say they prefer  
to work with firms on a long-term basis rather 
than project by project.

8. https://intelligence.ft.com/

“The big opportunity in the next few years is  
going to be in digital at scale,” says Cognizant’s 
Ben Pring. “It means taking ideas that we’ve 
thought about or our clients have thought about 
and then really embedding them in a mainstream 
way, into large, complex multinational businesses.”

The finding also resonates with Bird & Bird’s  
Nicholas Perry. “I think clients will assume that  
if they’re instructing a well-respected firm, they 
will get high-quality legal advice,” he says. “But 
the real differentiator is the extent to which that 
advice is rooted in the commercial and strategic 
realities of their marketplace.” 

What clients are really looking for, in other  
words, is advice and support that will help them 
achieve their growth objectives — even if the 
nature of this changes over time. Professional 
services firms will need to provide highly  
commercial, sector-specific insight in order to  
stay competitive.

The FT’s own research underlines why this is  
a priority. The Edge of Intelligence report8  
found that many businesses are committed to 
spending more on market intelligence. They  
see such insight — and the advisers that can  
provide it — as vital to their future success.

Adapt to the environment
As the market environment changes, clients  
will want different insights. They’ll seek the  
broadest intelligence about what lies ahead  
— in adjacent sectors, their clients’ clients and 
with supply chains.

The three most important strategies for  
respondents over the next 12 months are to 
review risk management procedures, modernise 
digital infrastructure and strengthen local  
supply chains.

Percentage of respondents who agree with the statement

https://intelligence.ft.com/


Divest/sell-o� non-core business units 

35%

M&A/consolidation with other firms

41%

Entering/expanding into new sectors

48%

Undertake a major reorganization of the workforce

46%

Entering/expanding into new geographic markets

46%

Modernize our digital infrastructure

52%

More advanced use of artificial intelligence technologies

49%

Create and launch new product lines/new services

47%

Major programme of cost-cutting

47%

Review risk management procedures/policies

54%

Strengthen local supply chains

49%

Economic volatility/uncertainty

38% 41%

Increased pressure to cut costs

31% 43%

Adoption of emerging technologies*

12% 68%

Covid-19 pandemic

45% 39%

Industry/sector consolidation

17% 55%

Changes to regulatory environment

25% 45%

The UK leaving the European Union

29% 37%

Revenue diversification

19% 48%

MAJOR/MINOR THREAT MAJOR/MINOR OPPORTUNITY

*Artificial intelligence, blockchain, quantum computing, cloud
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Figure 3 

How important will the following strategies be 
for your organisation over the next 12 months?

These priorities reflect the need to balance risk 
and opportunity in markets where the outlook is 
so uncertain. Many clients are wary: 45% see the 
pandemic as a threat to growth, with a quarter 
describing that threat as major. Nearly four in 10 
(38%) say economic volatility is a threat. But 68% 
say that adoption of emerging technologies is an 
opportunity, and a majority (55%) say the same  
of industry consolidation.

How can firms support their clients as they 
grapple with those risks and opportunities? And 
can they do it as disruption and competition 

Figure 4

To what extent does your organisation 
view the following factors as threats to 
growth vs. opportunities for growth?

9. https://www.thelawyer.com/the-long-read-how-the-big-four-measure-success-in-the-legal-market-and-how-they-can-be-beaten/
10. https://on.ft.com/3nhuT2W

intensify? In legal services, for example, leading 
law firms are acutely aware that accounting 
firms are eyeing up their client bases, seeing 
opportunities to use new technologies to 
compete.9 In consultancy, meanwhile, the demand 
for specialization has seen the market become 
more fragmented, with firms facing off with 
rivals in different sectors, and small, specialist 
consultants winning market share.10
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Commoditisation and disruption 
threaten the status quo
Many professional services firms have done well from sector 
convergence. Now, similar forces are bringing new competition, 
often from digital-native disruptors.

• Private equity-backed commercial law firms are challenging
the traditional partner-based approach, with well-known
investors such as Business Growth Fund backing firms.
New ownership models will spread across all professional
services.

• Elsewhere, legal services such as Elevate and Lawyers on
Demand offer a different business model, providing access
to legal services via membership. This is a model that is
rising in popularity.

• Freelancer sites such as Upwork, Freelancer and People Per
Hour are commoditising professional services consulting,
connecting contractors and clients on a global basis.

• New online accounting platforms continue to emerge, as
software provision and accountancy services converge —
particularly for small business and personal clients.

S E C T I O N  T H R E E :  B U I L D I N G  A  S T R AT E G I C  V I S I O N
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and reinvention. For example, consultants’  
focus on billable hours can leave little space  
for strategic planning, innovation and finding  
out whether clients are happy with the service 
they’re receiving.

And the partnership structure does not 
incentivise long-term investment. Profits are 
typically distributed in their entirety; older and 
more senior partners are often particularly 
resistant to investment and change because they 
have less to gain beyond the short term; and 
intellectual property is frequently undervalued 
and overlooked.

Management and leadership is another difficult 
issue. Partnerships are often ill-equipped to act 
quickly and decisively, and to break from the past. 
The need for business model change, new types 
of collaboration and increased use of technology 
is going to make this even more problematic.

Firms are already trying to address these 
weaknesses by appointing CEOs and COOs and 
creating management committees. “We made 
that change during quite an aggressive period 
of international expansion, when we decided it 
was important to have business people making 
those business decisions,” says Clyde & Co 
CEO Matthew Kelsall. “We now have a large 
international footprint and a complex business; 
for us to divert our partners away from  
advising clients to running that business would  
be counterproductive.”

Incumbents are responding imaginatively. Bird 
& Bird, for example, has launched OXYGY, which 
provides clients with access to its lawyers but 
also works with management consultants to give 
tailored strategic advice. 

“Some clients will instruct OXYGY, and then a Bird 
& Bird lawyer might attend a couple of meetings 
to give some advice, or the client might instruct 
Bird & Bird and then somebody from OXYGY gets 
involved,” says Nicholas Perry. “We’re no longer 
differentiating so much. We’re simply saying that 
we’re going to offer advice on how to rearrange 
your business and there will be the most skilled 
advisers from multiple disciplines working on it.”

These alliances may not always be straightforward.  
Obstacles include professional liability issues and 
the need to convince often conservative clients 
that they do not need to engage several different 
firms to achieve their goals. However, this kind  
of collaboration may be the best way to provide 
the well-rounded strategic consultancy clients say 
they want — as well as to face down disruption 
and competition.

A new approach to partnership?
Rethinking the business model in this way may 
enable firms to confront what has been dubbed 
“The silent killers of future readiness”.11  
Critics of the professional services sector argue 
that its traditions mitigate against innovation  

11. https://www.linkedin.com/pulse/silent-killers-future-readiness-
professional-service-firms-hartmann/

We now have a large international
footprint and a complex business; 

for us to divert our partners away from
advising clients to running that business

would be counterproductive.

“
”—  MATTHEW KELSALL, CLYDE & CO
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Conclusion 
Professional services in 2020: 
A new way of working

Before 2020, professional services firms were 
asking themselves whether their existing 
business models, value propositions and 
methods of service delivery were still fit for 
purpose. Now, the Covid-19 pandemic is forcing 
the issue.

The good news is that clients still prize the  
advice of professional services firms. But this 
research reveals that firms need to be imaginative, 
considered in their strategy and ready to deliver 
services in new ways. 

Rethink relationship building
Clients are looking for long-term strategic 
relationships. Curiosity and a deep understanding 
of commercial reality are prized by clients 
in search of specialist expertise and sector 
knowledge. That is why firms are looking at the 
most effective structures to serve client needs. 
They are also exploring new pricing models 
and a broader range of metrics to measure  
client satisfaction.

Do not dilute your strengths
Some firms are deciding to focus on a smaller 
number of sectors. Others are establishing 
new business units to meet a demand for 
specialisation. Many are wary of non-traditional 
competitors encroaching on their territory.  
The message from respondents is clear: do not 
add so many services that distract from what you 
do best.

Create in-house digital excellence
Just under half of respondents believe that firms 
have been too slow to modernise processes 
and practices. Effective use of automation and 
machine-learning technologies can speed up 
responsiveness and improve agility, but firms 
need to go further in their embrace of proprietary 
technology and how they exploit data.

This research reveals that firms need
to be imaginative, considered in their strategy

and ready to deliver services in new ways. “ ”



 

Australia

US

Canada

France

Germany

UK India

Singapore

27%

8%

9%

9%

8%

24%

7%
7%

Banking/financial services

22%

Technology 

22%

Consumer goods

11%

Energy

11%

Healthcare

11%

Industrial goods and services

7%

Government/public sector

6%

Insurance

4%

Media

4%

I am the executive at the top of the reporting line, 
i.e. C-suite or board-level

44%

I report directly to the C-suite/board-level executive 
for my function/department

34%

I report to an executive who reports directly
into the C-suite/board

19%

I report to an executive who does not report directly 
into the C-suite/board

2%

The data in this report is based on a survey of 289 respondents. All respondents 
worked for an organisation that has contracted a professional services firm over 
the past 12 months; 10% of respondents were also Financial Times subscribers.  

Countries

18

Positions

Global revenue

Sectors

About the research 

2% 27% 21% 22% 11% 9% 3% 4%

$1bn - $4.99bn$500m - $999.99m$250m - $499.99m<$249.99m $5bn - $9.99bn $10bn - $19.99bn $20bn - $49.99bn $50bn+






