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GCC OVERVIEW

As if the lexicon of management weren'’t
already riddled with three-letter acronyms,
2017 saw another one catapulted to the
forefront of the collective consciousness of
GCC consultants: MBS.

It’s hard to overstate the importance of Saudi
Arabia to the health of the GCC consulting
market, and it’s similarly hard to overstate the
importance of Saudi Crown Prince Mohammed
bin Salman. In no other major consulting market
does so much rest on one man.

So far, the signs, for consultants at least, appear
to be good: MBS might be courting controversy
in various forms, but he’s also making a name
for himself as an ambitious reformer, intent on
building a post-oil Saudi Arabia. Indeed, the
urgency with which he appears to be setting
out to do that has allowed the consulting
market to maintain and even increase its
momentum at a time when many were openly
wondering if it would do the opposite.

Not only that, but there’s a sense that things
are starting to get a bit more serious—a sense
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bolstered by 2017’s detentions of high-ranking officials. But it’s probably fair to say
that the greater threat to the idea of Saudi Arabia as a consulting gravy train comes
from another prominent three-letter acronym: the NTP (National Transformation

Program), which is hastening the shift from advice to implementation.

The uptick in consulting spend
in the UAE and Saudi Arabia has

Nevertheless, these are not the boom times they once were: The Saudi Arabian helped mitigate any losses from
consulting market almost certainly picked up speed in 2017, but growth remains Qatar.
below the level at which it was before oil prices crashed. In fact, the steady stream

of consultants boarding their planes in Dubai, bound for Riyadh, would do well to

Kushal Shah, Roland Berger

note that consulting market growth in the UAE is running at less than 1% below that
of Saudi Arabia. Dubai’s Expo 2020 is helping that along, but so, just to add another
three-letter acronym into the mix, is the introduction of VAT, as Gerard Gallagher at

EY explains: “VAT is one of the biggest waves of demand in the region at the moment, Our focus remains on the three
and it will continue to drive consulting for at least the next 18 months. Businesses need main markets in the region:
to reconfigure their processes and their systems to ensure they have the right digital Saudi Arabia, UAE, and Qatar.

technology to be VAT compliant.”

Anil Khurana, PwC

All of that adds up to a fair degree of optimism across the region, despite smaller
markets, most notably Qatar, continuing to disappoint. Many consulting leaders are
suggesting that 2017 was the best year they’ve had in some time, and some are going
even further than that: “2017 was our best year ever,” says Pedro Oliveira at Oliver
Wyman. “The only reason we didn’t grow by even more than we did was because we

couldn’t hire enough people.”
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38 ABOUT THIS REPORT

Methodology

Sources

Our report is based on quantitative and qualitative research of consulting firms in the
GCC. This includes:

Megamodel: our global consulting data model

The quantitative data contained in this report focuses on consulting done by mid-

and large-sized consulting firms (those with more than 50 consultants) and typically
includes work they have carried out for mid- and large-sized clients—what we at Source
call “big consulting”. It therefore reflects the “addressable” market for the majority of
mid- and large-sized consulting firms; we don'’t try to track the long, thin tail of work
done by very small firms for very small clients, nor the contractor market, as most
readers of this report would not seek or be able to compete with this part of the market.
Our analysts work out the addressable size of the market through desk research,
identifying the number of firms that meet our criteria, and extrapolating from that to
reach a figure for the market as a whole.

Using this definition, we’ve built a bottom-up model of the global consulting market from
the information we get from consulting firms and our own research, and we use it to

size the industry and its growth rates. This is based on our global model which contains
detailed data about almost 1,600 firms, plus higher-level estimates about a further
400,000 firms, all with more than 50 consultants apiece, in addition to comprehensive
primary research carried out by Source analysts.

Please note that our 2016 baseline figures have changed slightly since last year, as we have
refined and implemented improvements to our research methods. We have provided
subscribers who bought last year’s report with a restated set of 2016 baseline figures. If
you subscribed last year and haven't received this, please do get in touch with us.

We should emphasise that there are no standard sources of definitions of data within
geographies let alone between them. We are, however, confident that the richness of our
qualitative data, combined with Source’s unparalleled industry expertise, means that our
analysis fairly and accurately reflects the state of the market.

All figures given in this report are in US dollars. For reference, Source is using the
following exchange rates in our reports this year:

e US dollar to British pound $1=£0.78
e USdollar to euro $1=€0.89
Client view

We interviewed 13 senior end users of consulting in the GCC to help us to build up
arich picture of how trends in the consulting market are playing out within clients’
organisations. Our conversations focus on the following areas:

* What’s driving change in their organisation
* How they are using consultants
* Factors that affect the way clients work with consulting firms

* What they value the most—and least—about working with consultants

We also carry out client surveys. We surveyed 297 senior clients of consulting firms
across the GCC. All work in organisations with over 250 employees.

Our survey asks clients similar questions about how they buy consulting services.

In particular, this report draws on how they expect their expenditure on consulting
services to change over 2018 and into 2019, and what initiatives they’ll be working
on and how likely that is to drive consulting work. Their responses are just one of the
factors that we take into account when forecasting future growth rates.
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Figure 14 Survey respondents by sector

39 2%

Figure 15 Survey respondents by organisation size

Figure 16 Survey respondents by function
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Interviews with senior consultants

In addition to our quantitative research, we interviewed 28 very senior consultants
(typically the most senior person in their country) from most of the leading consulting
firms in the region and many smaller local specialists to understand more about

how the consulting market is performing, and what the major trends, changes, and
challenges are. Throughout the year Source analysts remain plugged into the global
consulting market through our bespoke research and consulting projects, adding
further depth to our understanding of the consulting industry.

In-depth desk research

We also conducted a thorough PEST analysis in the GCC that drills down into finer
macroeconomic details on a holistic and sector-by-sector basis and allows us to fit our
research into a wider macroeconomic picture.

Definitions of sectors and services

Our definition of management consulting includes a broad range of business advisory
services, but excludes:

® taxadvisory

* audit

¢ the implementation of IT systems

¢ the delivery of outsourced/offshored services

* HR compensation/benefits administration and technology

Where mergers and acquisitions work is concerned, consulting on deals is included
(under strategy), but corporate finance fees on deals themselves are generally not
included although it is not always straightforward to separate the two.

For more information about how we classify consulting services and sectors, please
see “Definitions of sectors and services”.
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CONTRIBUTORS

We are extremely grateful to all the people we spoke to for making this report possible. Below is a list of the individuals who
have contributed from consulting firms (some consultants choose to remain anonymous).

Name
Suhael Ahmed

Stephen Anderson
Stefano Aversa
David Cox

Guy Elkington
Mustafa Faizani
Gerard Gallagher
Osama Ghoul
Nuno Gomes
Julian Hawkins
Jonathan Holmes
Lovrenc Kessler
Anil Khurana
Rafael Lemaitre
Jesus Mantas
Makram Musharrafieh

Tom O'Byrne
Pedro Oliveira
Christopher Page
Vikas Papriwal
Francesco Pavoni

Mohammed Riaz

Job title
Chief Operating Officer & Head of Advisory

Partner
Global Vice Chairman and Chairman, EMEA

Regional Managing Director, Middle East &
South Asia

Managing Director

CEO—IMETA Region

Managing Partner

Managing Partner

Principal, Talent Business Leader MENAT

Firm

KPMG

PwC
AlixPartners
Mott MacDonald

Navigant

Mercer

EY

Devoteam Group

Mercer

Partner in Charge of Deloitte Consulting, Middle East Deloitte

Managing Director Middle East
Managing Director of Dubai office
Partner, Advisory

Partner

Managing Partner and General Manager—IBM GBS

Director, Global Service Line Lead—Portfolio,
Programme & Asset Management

Director, Market Development & Client Services

Partner, Middle East & Africa Head
CEO, Middle East and Africa

Partner, Head of Markets at KPMG Lower Gulf

Managing Director MENA Region

Korn Ferry Hay Group

Simon-Kucher & Partners

PwC

Sia Partners
IBM

Atkins

Towers Watson
Oliver Wyman
Aon Hewitt
KPMG

PA Consulting

Global Business Services Leader, IBM Gulf and Levant IBM

Visar Sala Managing Director of Accenture Strategy Accenture

Waddah Salah Middle East Consulting Leader PwC

Riku Santala Partner BearingPoint

Kushal Shah Partner Roland Berger

Peter Steward Senior Director, Head of Consulting Middle East Cognizant

Frank Weise Managing Partner, Middle East Horvath and Partners
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ABOUT THE AUTHORS

Edward Haigh

Ed is a Director of Source, and he is particularly
focused on HR, strategic marketing, and new
product development. He is a key member of
the Source research team and spends much

of his time interviewing consultants and their
clients around the world in order to identify
and explore major market trends.

Ed regularly speaks about the consulting
market to leadership teams around the world,
has lectured at Columbia University (New
York), Imperial College (London), and Vrije
Universiteit (Amsterdam), and he is regularly
quoted by media including the Wall Street
Journal, the Washington Post, the Financial
Times, Bloomberg, and the trade press. Prior
to joining Source in 2008, Ed spent seven years
in various marketing roles for Sony Europe.

B.J. Richards

B.J.is the senior editor at Source and is
responsible for ensuring consistency in quality,
content, and tone across the core programme.
She also writes a number of our core reports
and participates in Source’s market research.
An accomplished writer and editor, B.J. has
provided strategic communications for senior
executives ranging from a US senator to
presidents of Harvard University. She earned
her juris doctorate from the University of
Georgia and is a member of the Georgia bar.

Alastair Cox

Alastair is a Senior Analyst at Source,
specialising in the Consulting Market Trends
area of the business. His responsibilities include
interviewing senior consultants and clients,
analysing data, writing reports, and presenting
research to clients. Alastair has also championed
the development of Source's philanthropic
activities; encouraging the team to raise
awareness and funds for Alzheimer’s Research
UK. Prior to joining Source, Alastair was a
management consultant with PwC, working

on a multitude of projects across a number of
different industries and service lines.

Ashok Patel

Ashok is a writer and editor at Source,
contributing to our Consulting Market
Programme and Client Perception Programme
reports. Prior to joining Source, he was an
editor and a consultant in the commodities
market, and he also brings experience from the
UK automotive sector.
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Over the course of the last ten years we've worked

with leaders in many of the world’s biggest professional Youneed We also work with firms that are )

services firms, to help them find solutions to some of help with ZESE:Z:E:E'TE;SE;EL‘(’;aer;lscﬁgrzg\g’rt]Z iy
) . . your )

their most important challenges. Here are some typical inorganic qualify suitable targets for acquisitions.

examples of the kind of work we do. Leveraging our deep knowledge of the

growth plans

professional services sector, we can scan
the market, profile companies, and even
effect introductions. Firms use our services
because we're well-connected in the
industry, independent, and fast.

Youneedto  We have aglobal data model of the
know how professional services industry that is the
big your biggest and most sophisticated of its kind
market is ever created. It provides data on market Youneedto  Understanding what your clients think
. i 0 how you changing and highly competitive market.
countries. It also breaks down the market by New circumstances demand new, expert-led
different types of firm. ?gz?;l;:igsr strategies to brand benchmarking, and that
We can provide you with a version of the competitors requires both |ndependence—.to get 'Fo the
model that's customised to fit your needs, intheminds &2 Sto?}” s thedodne on:lr d'fn;s thm(lj( gj/ou
giving you data on all the countries, sectors, of clients want to hear—and deep knowledge 2l ata
and service lines that matter to you, and about your market and your competitors.
none that don’t. But we won't stop there, We usually have a head-start here, because
unless you want us to: Our analysts will of the data we already have, but we've got all
work alongside you to make the model the expertise and experience that’s needed
yours, mapping our definitions to yours, so to conduct new research among your clients
you can look at the market on your terms and those of your competitors, in order
rather than ours. to understand where your strengths and
weaknesses lie, and what you need to do to
stand out. The focus might be on your firm
alone, but it might also be on how you can
Youneedto  For many of the firms we work with, pure create competitive advantage over specific,
understand dataisn’'t enough, and nor are standard hamed competitors.
what the reports able to offer a view that’s sufficiently
numbers tailored to their needs. In these situations,
mean for you our analysts start with a blank sheet of paper,
put your firm in the middle of it, and draw on . .
all our data and knowledge—including about You need Thought Ie:f\dersh!p'has come to dgmlnate
clients’ perceptions—to build a picture of to create the marketlng acthl_tles of professional
the world around you. You get a story that’s better, more Service ﬁrrr]s, an.d with good GRS Our
laser-focused on your challenges and your effective, research with clients finds consistent
opportunities, and that helps you to translate thought evidence that good thought leadership
data and insight into action. leadership matters to them, too. It helps them to do
their job, to identify where world-class
capability exists in these firms, and even to
shortlist firms for projects.
You're new For people who have just moved into a new How well does your thought leadership
inyourrole  role, we can create packs of information measure up? We can conduct in-depth
andneedto  specifictoa particular geography, sector, reviews to assess quality in a sample of
understand  Or service line. Our market sizing data can material that's either random or defined by
themarket P used toquantify the market's potential, you, from single pieces to entire bodies of
for which and our analysis of clients’ perceptions work, on an ad-hoc or routine basis. We can
N — and the competitive Iandscape.W|II help also help you shape your approach to topics
responsible 72V understand how best to seize the and understand what your competitors are
p opportunities and respond to the threats. doing, and can provide guidance about how
to approach a specific piece of high-profile
thought leadership.
Youneedto  Ourresearch tells us that having a big brand We also recognise that good thought

create clear
propositions
around your
services

is no longer enough: Increasingly, clients
expect professional firms to have a clearly
articulated proposition for each service that
differentiates them from their competitors.
But the best propositions aren’t builtin a
day: Our analysis, because it’s grounded

in facts about clients’ perceptions and
behaviour, helps firms quickly cut through
internal disagreement and build a clear
sense of direction.

leadership doesn't happen by accident,

but because you've put in place the right
processes and engaged the interests and
enthusiasm of your key subject matter
experts. We help professional services

firms create the foundations, organisational
structure and processes for high-quality
content. We can also run workshops that
inspire your people and help make them more
effective at creating thought leadership.
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Source Global Research is a leading provider of information about the market for professional services. Set up in 2007
with offices in London and Dubai, Source serves both professional services firms and their clients with expert analysis,
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efficiency, and transparency.

Source was founded by Fiona Czerniawska and Joy Burnford. Fiona is one of the world’s leading experts on the
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