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PERCEPTIONS OF CONSULTING—PROCUREMENT VIEW

Bl EXECUTIVE SUMMARY

* Three consulting firms, IBM Global Business Services, Accenture, and Deloitte,
dominate the minds of procurement professionals. All other consulting firms are far
less likely to be mentioned than these three.

* Only one of those firms, IBM, is seen to back up its impressive mindshare score by
featuring prominently from the perspective of quality. In fact by this measure it’s the
top-ranked firm, drawing especially high praise, relative to other firms, for its work
in strategy, operational improvement, and data & analytics. IBM is also one of the
most respected firms for the extent to which it delivers value in excess of the fees
it charges. But it’s pipped to the top spot by this measure by Roland Berger, a firm
that’s especially well-regarded among indirect clients (prospects) for the value they
expect it to deliver.

* Our report finds evidence of a widespread acceptance, among procurement
professionals, of convergence among consulting firms, speaking positively about
firms in relation to services with which they weren't historically associated.

e Asignificant link is revealed between views about the quality of a firm’s work, and
views about its prices. Where one is good, the other is good. We conclude that,
counter to the stereotypical view of procurement professionals, quality is actually
the driving force here.

* There’s evidence of deteriorating opinions about the Big Four among procurement
professionals, and of particularly negative views about price. But we conclude that
discounting may have become too prevalent and that attention may more usefully be
focused on quality.

GLOBAL RESEARCH
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Who did we talk to?

I METHODOLOGY

We have 73 responses from our surveys of procurement professionals in December
2016, and 114 from a supplementary survey in May 2017, all of whom have been
responsible for buying substantial volumes of consulting services in the previous year.
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What did we ask them?

Each respondent was asked to tell us about three consulting firms and was presented
with a list of twenty leading consulting firms. We focus respondents on the world’s
leading consulting firms to ensure we have sufficient responses to carry out a detailed
analysis.

We asked each respondent to share their views on each of the three firms selected,
focusing on the following areas:

¢ Quality: Their perception of the quality of service provided by each firm in ten
different consulting services.

¢ Value: Their view of how much value each firm added in relation to the fees paid for
its services.

¢ Recommendations: Whether they have recommended, or would recommend, any
of these firms to a colleague or peer.

e Attributes: How they rate each firm and the individuals from it across a range of
attributes, and what they think the most important attributes of each firm are.

Which firms are included in this report?

Firm Did we ask about this Dataincluded in Detailed profile
firm in this market? market average scores? available?
Accenture v v v
Aon Hewitt (4 v (4
AT. Kearney v v v
Bain & Company v v v
BearingPoint v v b 4
The Boston Consulting Group v v 4
Capgemini Consulting v v v
Deloitte (4 v v
EY v v v
IBM Global Business Services v v v
Korn Ferry Hay Group v v X
KPMG v v v
L.EK. 4 X X
McKinsey & Company v v v
Oliver Wyman v v v
PA Consulting v v v
PwC v v 4
Roland Berger v v v
Strategy& v v v
Willis Towers Watson v v 4
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How we rank firms in this report

In this report, we reveal the top-ranked firms in four areas: mindshare, quality, value,
and most recommended firm. We look at the top-ranked firms overall, but where

we can, we also split the data to look at perceptions in each consulting service, by
client type, by industry, and by function (that is, looking at how views of respondents
in different industries and different business functions vary). In breaking down the
data to this level our sample sizes can become quite small, so where it isn’t big enough
for us to be confident making a ranking, we’ve declined to do so. If you have further
questions, please contact info@sourceglobalresearch.com.

Mindshare: We base our rankings on the numbers of respondents talking about

each firm, relative to each other. To calculate that, we awarded a score of 100 to the
most-mentioned firm, and work out how many times each other firm was mentioned in
relation toit.

Quality: We base our rating on the sum of the proportion of people who describe
quality as either “high” or “very high”. Where that produces an equal result between
two firms, we take into account the share who have described quality as “very high” to
determine the order in which they are ranked.

Value: We base our rating on the sum of the proportion of people who say that the value
afirm delivers is greater (to any extent) than the fees it charges. Where that produces an
equal result between two firms, we take into account the extent to which value is seen to
be greater than fees (respondents had the choice of saying it was twice, five times, or ten
times greater than fees) to determine the order in which they are ranked.

Most recommended: We base our ranking on the proportion of people who say they
have recommended a firm. Where that produces an equal result between two or more
firms, those firms simply tie.

Advertising these findings:

Firms like to use these findings in their own marketing and
KPlIs. Source’s marketing licence allows you to publicise your
ranking in advertising, editorials, presentations to external
clients, below your email signature, and on your corporate
website. The licence also allows you to use the Source “badge”
within these. The badge is given to those firms that have been
rated number one, two, or three by clients in a given sector/
region for mindshare, quality, and value.

Both the licence and the badge are valid for 24 months,
and for more information, please contact Ella-Sian Jolley,
or click here.
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HOW TO USE THIS CLIENT
PERCEPTION STUDY

It's very important to be clear about what our Client Perception Studies are, and are not:

What they’re not are exhaustive studies of clients’ opinions about specific firms that
remain statistically robust when filtered to provide detailed data about views at a very
granular level of the market. So if, for instance, you want statistically robust data about
what clients in the pharma sector in Germany think about McKinsey’s operational
improvement capabilities, you won'’t find it in these reports. We do profile individual
firms in our reports to the extent we can—indeed this remains one of the most popular
parts of the reports with readers—and we do, separately, provide Brand Perceptions
Summaries of the world’s leading consulting firms, but our Client Perception Studies are
not designed to replace the sort of in-depth client research that many firms carry out
(and often ask us to carry out for them).

What they are designed to do is provide a snapshot of views within a particular
consulting market at a point in time. What they lack in detail about individual firms they
make up for in three important ways:

¢ A multi-firm view. Our reports enable consulting firms to see how they stack up
against their competitors in the minds of clients.

¢ Aview from prospects, not just existing clients. We include the views of
people who aren’t current active clients of the firm they’re telling us about, enabling
us to understand what we tend to think of as a firm’s brand pipeline, and to compare
the views of prospective and active clients. In doing this last, we're able to assess the
extent to which clients’ expectation of a firm are met in reality, and how well a firm’s
marketing and delivery capabilities are aligned.

¢ Independence and expertise. The trouble with conducting your own client
research is that clients are often reluctant to express negative views about firms (and
people) with whom they’ve worked closely. They have no such concerns when they’re
telling us. Added to which, we're able to bring the expertise we've gained over years
of analysing the consulting market to bear, helping to interpret the results within the
context of the wider market and the strategic priorities of consulting firms.

It’simportant to remember that this is a study of client perceptions; a summarised
view of what we're hearing from the market. It’s not Source’s view, nor is it a comment
on market share or arecommendation to clients about which firms to buy from.

The audience of these reports is very much the firms featured in them, and those
interested in the strength of the competition in any given market.

The difference between direct and indirect clients
We talk about two types of clients in this report: direct and indirect.

Direct clients are clients who either have very recent experience of working with the
firm they chose to tell us about or are working with it now.

Indirect clients are clients who feel qualified to share an opinion about a firm but aren’t
among their direct clients. They may have had exposure to the work the firm has done
elsewhere in their organisation or have simply formed an impression based on reading
afirm’s thought leadership or being exposed to its marketing in some other form. In
simple terms, indirect clients are prospects.

The differences between the opinions of these two types of clients tell us a lot about
the differences between expectation (indirect clients) and reality (direct clients). But
it also tells us something about the differences between a firm’s marketing and what it
actually delivers.

GLOBAL RESEARCH
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CONSULTING MARKET PROGRAMME

® Aseries of detailed reports that contain the most accurate view
available about the consulting market in an extensive list of
countries and regions. These explore key themes, provide market
sizing data, growth forecasts, and deep analysis, all backed up
by extensive quantitative and qualitative research amongst
consulting firms and clients.

® Aswell as our country reports, we also produce a global view of
four different industries. These reports contain industry analysis,
market sizing data, and growth forecasts at a global level, as well as
breakdowns by sub-sector, service, and geography.

STRATEGIC PLANNING PROGRAMME

® Aseries of reports that take a detailed look at the big trends in the
global consulting industry, interpreting them in terms of what they
mean for consulting firms and who is best placed to exploit them.

CLIENT PERCEPTION PROGRAMME

® Aseries of reports based on our huge client survey, that reveal
what clients think about the leading consulting firms in a number
of regions and industries. We rank the leading consulting firms in
terms of clients’ perceptions of things like quality and value.

summaries. These give an in-depth and unique view of the world’s

leading consulting firms. Available on request.

WHITE SPACE

® Aseries of reports that analyse the quality and effectiveness of
thought leadership. These are included in all White Space

subscriptions.

‘ ® As part of this programme, we also publish brand perception
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How to subscribe

You can either subscribe to a whole programme
(the cheapest way of getting access to
everything) or buy reports individually. All
reports in our programmes come with a global
licence, so once you've bought them you can use
them anywhere in your firm.

What'’s included

* Agloballicence.

® Anexecutive summary (8-10 pages)
highlighting key themes.

* Relevant content, updated regularly: blogs,
podcasts, and spotlights.

Want to know more?

For more details about how you can subscribe,
please contact:

UK, EUROPE, AND US

Alice Noyelle

o/ +44(0)20 3795 2662

4 alice.noyelle@sourceglobalresearch.com

MIDDLE EAST

Jodi Davies

o +971(0)52 989 5224

4 jodi.davies@sourceglobalresearch.com

Or simply visit our website, have a more in-depth
look at what we do, and drop us a question at:

@ www.sourceglobalresearch.com

CONSULTING MARKET STRATEGIC PLANNING CLIENT PERCEPTION WHITE SPACE
PROGRAMME PROGRAMME PROGRAMME
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About Source

Source Global Research is a leading provider of information about the market for management consulting. Set up in
2007 with offices in London and Dubai, Source serves both consulting firms and their clients with expert analysis,
research, and reporting. We draw not only on our extensive in-house experience but also on the breadth of our
relationships with both suppliers and buyers. All of our work is underpinned by our core values of intelligence, integrity,
efficiency, and transparency.

Source was founded by Fiona Czerniawska and Joy Burnford. Fiona is one of the world’s leading experts on the
consulting industry. She has written numerous books on the industry including: The Intelligent Client and The Economist
books, Business Consulting: A Guide to How it Works and How to Make it Work and Buying Professional Services.

For further information please visit www.sourceglobalresearch.com

UK AND EUROPE

Source Information Services Ltd

@ 20 St Dunstans Hill e London ¢ EC3R 8HL
J +44(0)20 3795 2668

MIDDLE EAST
Q@ PO Box 340505 e Dubai e United Arab Emirates
 +971(0)52 989 5224

& info@sourceglobalresearch.com

@ www.sourceglobalresearch.com
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