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Twenty years ago an audit firm could have differentiated itself on 
the basis of its product, but in today's world it's become easier 
to replicate service quality and customer experience, so any 
advantage you create is short-lived. Differentiation today also 
depends on our vision of what the audit of tomorrow will look like. 

Marc Macaulay, Partner, US Cognitive Technology Audit Leader, KPMG
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OUR STARTING POINT
Audit is—inherently, inevitably, and undeniably—a conservative business. 

A process that’s been built up over decades; that’s been adjusted to crises 
and other, more gentle market changes; and that’s dependent on the ability to 
analyse data over time, isn’t something anyone wants to reinvent overnight.

Yet the same forces that have kept the audit within a narrow evolutionary 
path, have also resulted in a market where differentiation is so difficult that 
regulators have to intervene to force clients to change auditors, and where 
manual processing persists long after it’s been automated in other industries. 
Audit firms themselves suspect they’re living on borrowed time. Digital 
technology has disrupted many industries: surely it’s only a matter of time 
before it changes audit, too? 

To help answer this question, we surveyed 200 senior executives in US 
corporations, all of whom were, in some capacity, involved in the audit 
process—details of which can be found on page 7.

This report has been written for audit firms, but not by auditors. Instead, 
we’ve applied the expert understanding we’ve developed about the consulting 
industry to the audit world, in order to take an outside-in view of the way the 
audit market may develop in the future. 
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OUR METHODOLOGY AND RESEARCH SAMPLE

We surveyed 200 senior executives in US organisations in January 2017.

Respondents came from a range of different sectors, although we skewed the 
sample towards financial services (25% of the total), because this is such a crucial 
market for the professional services sector. 

All were senior executives, including 71% at CXO level. Thirty-four percent of 
the sample came from the finance function. All had direct involvement with their 
auditors: 77% were involved in selecting them. 

Eighty-percent of respondents had either put their external audit out to tender 
in the last 12 months, or were expecting to do so in the next 12 months. The 
reason for putting the audit out to tender varied. Just over a third of respondents 
said they did so as part of a standard rotation process, and a further 22% did so 
because audit regulations forced them to change. Other reasons were specific to 
the organisation and included on-going strategic changes, conflicts of interest, or 
because they weren’t happy with their current auditor.
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Breakdown by industry

Breakdown of sample by timing of audit tender Breakdown of sample by reason for tendering audit

Breakdown by size of organisation Breakdown by seniority
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Please note that this chart adds 
the responses from two questions 
together: When a firm had last put 
its audit out to tender, and when it 
expected next to do so in the future.
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For further information please visit www.sourceglobalresearch.com
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