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Introduction:
THE EVOLUTION OF “INTELLIGENT ANALYTICS”

For the purposes of this report, we've tried to focus on what we've termed “intelligent analytics”,

by which we mean the sophisticated analysis of data—often very large datasets—aimed both at
developing deeper insights than have traditionally been generated, and at helping to predict the future
rather than simply explaining the past.

However, “intelligent analytics” is only the latest manifestation of the broader data and analytics
consulting industry, and it’s often hard to distinguish between where analytics start and data stops.
The relationship between the two has also changed over time; indeed, one of the central arguments
of this report is that it will change again in the future, as the schematic on the following page seeks
toillustrate. Today’s organisations have moved a long way from the small, standalone datasets of

the 1980s, largely due to the advent of ERP systems, which integrated data from multiple functions.
Although organisations vary tremendously in their level of maturity when it comes to both data and
analytics, the focus for the more sophisticated adopters at the moment is around amassing very large-
scale data “lakes” and in developing better tools for analysing the information they contain. Most such
lakes, though, are fed only by internal sources: Going forwards the opportunity—and challenge—will
be to integrate new external sources of information and to develop the next generation of analytical
tools, driven by artificial intelligence and other technologies.

The work done by consultants in this evolving market has traditionally been a combination of low-
cost work (typically around data cleansing and assurance) and higher-value work (usually focused on
business intelligence). The arrival of new, large datasets has created a surge of activity in the low-cost
space, and some of that work continues today. But growth has come from high-value, analytics work—
and it’s this part of the market we've tried to size here.

Going forwards, we see that re-balancing of consulting work continuing to tilt towards the high-value
end, but also shifting to include more sophisticated analytics, a greater element of behavioural change,
and the ability to identify and/or create new, external datasets.
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Definitions: What do we mean by “intelligent analytics”?

1980s 1990s-2000s 2010s 2020s
Data Dispersed data sources of Lsarsgtziasga:f;: (iiﬁ'éf;‘our:lf T: Data lakes integrating different Integration of external data
limited depth Y ’ gsice muitip sources of internal data sources into the data lake
small-scale applications
Standard analysis is superseded “intelligent analytics” grows in
Analytics Business intelligence—creating dashboards to report data by “intelligent analytics” (more sophistication, supported by Al,
sophisticated, predictive analysis) machine learning, etc.
Access to data lakes raises the bAS new ar!g bletter.al n;ll ysi
. . . . C profile of data and analytics ecrc:mfes V:f elyavalia . N the
Change Analysis for senior executive only; limited change implications throughout the organisation, but emphasis shifts to en§urlng t .at
o . results are translated into action
doesn’t drive behavioural change .
and other behavioural change
Low-cost consulting High-value consulting
¢ Data cleansing and assurance e Analytics

e Behavioural change
¢ |dentification and creation of new, external datasets

Property of Source Global Research, not to be used without our permission.
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Section 01:

SHOULD CONSULTING FIRMS
(CONTINUE TO) INVEST IN ANALYTICS?
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Section 02:

WHAT MIGHT GIVE CONSULTING FIRMS A
COMPETITIVE ADVANTAGE IN THE FUTURE?
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Section 03:;

HOW CAN CONSULTING FIRMS CREATE A
SUSTAINABLE COMPETITIVE ADVANTAGE?
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About our research Breakdown by sector

.. . . . ® Technology, media
At the beginning of 2018 we surveyed 199 senior executives in & telecoms
American corporations in an attempt to measure both the extent @ Financial services
to which they thought their consulting was about to change, and

. . . . ® Manufacturin
how it would do so. We also interviewed consulting leaders from g

consulting firms, many of whom are quoted in this report. Other

Services

® Qur report also draws on data from: Retail
® Qur global consulting data model—a bottom-up model of the
consulting industry covering 84 countries, 29 sectors, and six

major service lines and containing almost 10m data points

°
°
® Public sector
® Energy & resources
ﬂ ® Private healthcare
® Our annual global client perception survey, the latest °
°

version of which had 9,000 responses from a range of major
consulting markets around the world.

Public healthcare
Pharma & biotech

Breakdown by seniority Breakdown by function

IT
Finance

® Director/C-level

® Other senior
executive

® General
management

Operations
® Human resources
©® Marketing & sales
® Risk/compliance
® Strategy
® Other
® Procurement
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Or simply visit our website, have a
more in-depth look at what we do,
and drop us a question at:
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¢ Relevant content,
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blogs, podcasts,
and spotlights.

reports will be published earlier in the
year and made available to subscribers,
as tranches become available.

transformation

the market. Part 2: Firm-by-firm analysis

Would you like more information on any of the above? A more detailed view? Or to adjust any of it to suit your requirements?
The adjacent page offers more insights into how we can help you.



Over the course of the last ten years we've worked with leaders in many of the world’s
biggest professional services firms, to help them find solutions to some of their most
important challenges. Here are some typical examples of the kind of work we do.

You need to know how
big your market is

We have a global data model of the professional services industry
that is the biggest and most sophisticated of its kind ever created.
It provides data on market size, growth rates, and forecasts across
29 industrial sectors, 10 service lines, and 84 countries. It also
breaks down the market by different types of firm.

We can provide you with a version of the model that’s customised
to fit your needs, giving you data on all the countries, sectors, and
service lines that matter to you, and none that don’'t. But we won't
stop there, unless you want us to: Our analysts will work alongside
you to make the model yours, mapping our definitions to yours, so
you can look at the market on your terms rather than ours.

You need to understand
what the numbers
mean for you

For many of the firms we work with, pure data isn't enough, and nor
are standard reports able to offer a view that’s sufficiently tailored
to their needs. In these situations, 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 clients’ perceptions—to build
a picture of the world around you. You get a story that’s laser-
focused on your challenges and your opportunities, and that helps
you to translate data and insight into action.

You're new in your role
and need to understand
the market for which
you're now responsible

For people who have just moved into a new role, we can create
packs of information specific to a particular geography, sector, or
service line. Our market sizing data can be used to quantify the
market’s potential, and our analysis of clients’ perceptions and the
competitive landscape will help you understand how best to seize
the opportunities and respond to the threats.

You need to create
clear propositions
around your services

Our research tells us that having a big brand 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 built in
aday: 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.

You need help with
your inorganic growth
plans

You need to understand
how you measure

up against your
competitors in the
minds of clients

You need to create
better, more effective,
thought leadership
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We also work with firms that are supplementing their organic
growth with acquisitions, helping buyers find and qualify suitable
targets for acquisitions. Leveraging our deep knowledge of the
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.

Understanding what your clients think about your firm is critical

in today’s fast-changing and highly competitive market. New
circumstances demand new, expert-led strategies to brand
benchmarking, and that requires both independence—to get to the
real story, not the one your clients think you want to hear—and deep
knowledge and data about your market and your competitors.

We usually have a head-start here, because of the data we already
have, but we've got all the expertise and experience that’s needed
to conduct new research among your clients and those of your
competitors, in order 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
create competitive advantage over specific, named competitors.

Thought leadership has come to dominate the marketing activities
of professional service firms, and with good cause: Our research
with clients finds consistent evidence that good thought 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.

How well does your thought leadership measure up? We can
conduct in-depth reviews to assess quality in a sample of material
that’s either random or defined by you, from single pieces to entire
bodies of work, on an ad-hoc or routine basis. We can also help
you shape your approach to topics and understand what your
competitors are doing, and can provide guidance about how to
approach a specific piece of high-profile thought leadership.

We also recognise that good thought 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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