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| think the client/account manager relationship is only going to get closer. In the last few years,
clients have been bringing more and more capabilities in-house, meaning that they look to
strategy consultants for the really tough problems they can’t solve otherwise; and that means
that they will have to rely more heavily on their account managers as trusted advisors.

Dr. Andreas Berlin, Oliver Wyman

Towards the end of last year, we produced a report entitled , which
explored all of the different ways in which project delivery has evolved in response to
changing client demand. And if there was one overarching narrative that came out of that
report, it was one of diversification and complexity.

The “capability arms race” has been a fact of life in our industry for a while now; it feels as if
every year large firms need access to an even broader range of expertise, lest clients decide
that they have failed to keep up with the latest trends. But now, a similar phenomenon is
taking place with project delivery. One firm may be selling one-day ideation sessions, six-week
discovery projects, and 12-month managed services contracts—often to the same client.

In many ways, we regard this report as something of a companion piece to that one. Because
the upshot of all of that additional complexity is that account management has become a more
important topic in our industry than ever before. Account leads, and the account teams of
which they are a part, have a key role to play in helping navigate complexity on both sides of
the client/consultant relationship. On the one hand, they have to understand the nuances of
clients’ business issues, and on the other they need to figure out how to bring together their
firm’s different capabilities to create bespoke solutions that can address those needs; while
also figuring out the right delivery model for those solutions.

Over the last year or two, we have heard from many of the firms that we work with that
developments in the landscape of the industry have forced them to take a step back and re-
evaluate their approach to account management. For a long time, the attitude of firms was
something like: “Partners know how to manage their client relationships. If we do good work
and give our partners the freedom to cultivate those relationships over dinner and on the
golf course, we can trust that’ll lead to a healthy pipeline.”

That approach may have worked in the past, in a world where partners could reliably sell

work and deliver it using the resources of their own practices and capability teams, but it’s
increasingly ill-suited to a world where clients are looking for multidisciplinary solutions.
Moreover, it’s rare these days that a project can be signed off by a single buying centre; selling
work requires building relationships up and down the client organisation—and that’s a lot
harder to do without a structured approach to account management.

Buyers in this industry also recognise the value of good account management. Every year,
we survey thousands of clients around the world and ask them about their views on the
firms that they have worked with. We also ask them which attributes of consulting firms
they consider most important; in other words, what are the features of a firm that they take
into consideration when deciding whether or not it’s the kind of service provider they could
see building a long-term relationship with. And in every one of the last four years, account
management has been one of the five most frequently cited such attributes (Fig. 0.1).
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Figure 0.1

The attributes of consulting firms that clients care about the most

2017 2018 2019 2020
Innovative Innovative Innovative Innovative
approach approach approach approach
Account Quality of thought Account Project
management leadership management methodologies
Quality of thought Project Project Account
leadership methodologies methodologies management
Project Account Quality of thought Quality of thought
methodologies management leadership leadership
Breadth of Ability to Breadth of Breadth of
services implement services services

All of this has only been magnified by the COVID-19 pandemic. Account managers, after
all, are never more important than in a time of crisis. Many clients have had to, in the
space of just a few weeks, completely re-evaluate their business priorities; and they
will be looking for outside counsel to help them through this challenging period. Across
every industry, there are sure to be opportunities for consultants to set themselves
apart from the crowd by being supportive, flexible and responsive partners. Those that
approach this period with the right values in mind may well find themselves coming out
of it with client relationships that are stronger than ever before.

But the pandemic also means that firms may have to rethink on an operational level
how they maintain those relationships. Partners are going to be spending a lot less
time on client site for the foreseeable future; which will make it harder to build the
strong human-to-human connections that are at the core of good account management
practices. Account management has not typically been an area where firms relied
heavily on software and data models—but many will now turn to technology as a
solution to this challenge.
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Unless otherwise specified, the data in this report comes from a study conducted in

February 2020 of 150 US-based senior executives, all of whom had personal experience
using consulting services within the last year; 56% of them had used consulting services
in the last three months. All respondents in this study worked in organisations with 500

or more employees.

75% of these executives had personally made the decision to bring in consultants. 69%
had been part of project steering committees, and 57% of them had experience working
in project teams alongside external consultants. Further details about their employers
and their roles within their organisations are shown in Fig. 0.4, Fig. 0.5 and Fig. 0.6.

Where necessary, we have also drawn on data from our global data model, a bottom-up
model of the professional services industry that we use to size the industry. This model
covers over 80 countries, and includes detailed data on almost 1,600 firms, as well

as higher-level estimates for a further 400,000 firms. Additionally, we have referred

at certain points to data from our annual Client Perception Study, in which we ask
thousands of clients around the world about their views on firms that they have worked
with or have considered working with. Except where noted, the data that we have used

in this report refers specifically to the US market.

To explore the different ways in which firms are approaching the topic of account
management, we conducted a series of interviews with leaders in the professional
services industry. Many of them had personal experience as account managers; others
had been involved in creating firmwide account management strategies. A full list of

contributors is available at the back of this report.

A selection of these conversations have been made available to subscribers of our
Emerging Trends programme as an accompanying interview series. You can read
transcripts of these interviews—and access interactive data visualisations and other
additional pieces of content—by going to the on the Source
Global Research website. If you do not have access to this platform, please contact your

account manager.
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Figure 0.4

Sectors represented in our sample

® Financial services
Technology, media &
telecoms
Manufacturing
Services
12% 7%
15% Healthcare
Retail
Other
Energy & resources
Public sector
[+) [») [+) [+)
- e e o © Pharma & biotech

Figure 0.5

Size of clients’
organisations in our
sample by revenue

Less than US$100m
US$101m - US$500m
US$501m - US$750m
US$751m - US$1bn

US$1.1bn - US$3bn
® US$3.1bn - US$5bn
US$5.1bn - US$10bn

More than US$10.1bn

Figure 0.6

® CEO or other CXO/
board level position

Sample distribution
by job role

® Direct reports into CXO
® VP/Assistant VP

© Head of department
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