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I n t r o d u c t i o n

The months since the onset of the COVID crisis have seen a surge in demand among senior 

executives for content that helps them stay up to date with developments,  f ind prac tical ways to 

respond, and prepare for a future that seems less cer tain than it  has done at any point in their lives. 

Consulting firms have had an impor tant role to play as content providers throughout this time, and 

in many ways have done so ver y well .  However, against the backdrop of a rapidly-evolving situation, 

they ’re in danger of being outgunned in the battle for the eyes and ears of their clients by business 

and economic publications,  like HBR and The Economist,  and even by mainstream media. 

Editor ’s note: In this rep or t we refer to "content " b ec ause our research includes information ab out the outp ut from a numb er of dif ferent sources .  To 

refer to thought lea dership throughout the rep or t would b e to overlo ok the fac t that a lot of content ,  par ticularly from mains tream media or b usiness an d 

economic p ublic ations ,  for example, is never describ ed in this way. Similarly,  we refer to content b eing "consumed" b ec ause while in mos t c ases it 's b eing 

rea d, some content is lis tened to or watched . 
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M e t h o d o l o g y

W h e re  a re  yo u  b as e d ?

W h at  is  th e  a n n u al  reve n u e  o f 
yo u r  o r g a nis atio n?

W h at  is  th e  a p p roxim ate  size  o f 
yo u r  total  o r g a nis atio n?

In  w hic h  o f  th e  fo l l owin g  in d us t rial  s e c to r s 
d o e s  yo u r  o r g a nis atio n  p rim a ri ly  o p e rate?

H ow  wo ul d  yo u  b e s t  d e s c rib e  yo u r  f u n c tio n al 
ro l e  within  yo u r  o r g a nis atio n?

W h at  is  yo u r  l eve l  o f  re sp o nsibi l it y  within 
yo u r  o r g a nis atio n?
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In August 2020 we sur veyed 150 senior executives in four countries—the US , the UK , France, and Germany—about their use of content. 

All  had ex tensive experience of working with consultants and the vast majorit y (81%) said they had personally taken decisions about 

bringing consultants,  or other advisers,  into their organisation. 
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C o n t e n t s

What do clients want? 

Is consulting firms’ content giving clients what they want?

What should consulting firms do? 

  

1

2

3
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c l i e n t s  w a n t ?
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C o n t e n t  i s  m o r e  i m p o r t a n t  t o  c l i e n t s  a s  a  r e s u l t  o f  t h e  c r i s i s …

To  what  ex te nt  has  the  COVID  crisis  changed  the 
imp or tance  of  conte nt  to  yo u  in  helping  yo u  to  deal 
with  the  challe nge s  yo u  face  at  work?

No change

More impor tant

Significantly more impor tant

11%

47%

42%

This moment could represent the high water mark for 

the impor tance of content.  In our sur vey of senior 

executives we found 89% saying that the COVID crisis 

had made content more impor tant,  and nearly half of 

them said it  had done so significantly. 

A nd there is  lit tle dif ference by size of  organisation . 

Eight y-seven p ercent of  p eople in large organisations 

are likely to place a high value on content versus 

92% in smaller organisations (those with fewer than 

5, 0 0 0 employees).
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…  a l t h o u g h  t h e r e  a r e  c l e a r  d i f f e r e n c e s  b y  c o u n t r y 

To  what  ex te nt  has  the  COVID  crisis  changed  the  imp or tance  of  conte nt  to  yo u  in  helping  yo u 
to  deal  with  the  challe nge s  yo u  face  at  work?
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A b o u t  t h e  a u t h o r s 

Zo ë  Stumpf

Zoë is Head of Thought Leadership at Source. She is 

responsible for the development and use of our thought 

leadership methodolog y, our rankings of the thought 

leadership produced by consulting firms, and our White 

Space plat form, which provides a database of consulting 

thought leadership and guidance in its produc tion to 

subscribing firms. A s well  consuming a huge 

amount of consulting firm content,  Zoë 

spends much of her time analysing the 

views of senior executives about 

what they want from thought 

leadership via both inter views 

and sur veys. Before joining 

Source, Zoë spent more than 12 

years working as a management 

consultant in a variet y of 

roles with KPMG and Atos 

Consulting. She has also worked 

as an independent marketing 

consultant. 

Edward Haigh

edward . haigh @ sourceglobalresearch .com

Edward  Haigh 

Ed is a Managing Direc tor of Source, and he is 

par ticularly focused on HR , strategic marketing, and new 

produc t development. He is a key member of the Source 

research team and spends much of his time inter viewing 

consultants and their clients around the world in order 

to identif y and explore major market trends. 

Ed regularly speaks about the consulting 

market to leadership teams around 

the world,  has lec tured at Columbia 

Universit y (New York),  Imperial College 

(London),  and Vrije Universiteit 

(Amsterdam), and he is regularly quoted 

by media including the Wall Street 

Journal,  the Washing ton Post,  the 

Financial Times, Bloomberg, and the 

trade press.  Prior to joining Source in 

20 0 8, Ed spent seven years in various 

marketing roles for Sony Europe.

Zoë Stumpf

zoe. stumpf @sourceglobalresearch .com
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t o  i d e n t i f y,  a n d  d e v e l o p  s t r a t e g i c  r e s p o n s e s  t o ,  t h e i r  m o s t 
p r e s s i n g  o p p o r t u n i t i e s  a n d  c h a l l e n g e s .

A m o n g  o t h e r  t h i n g s ,  o u r  w o r k  i n c l u d e s :

–  D e e p  m a r ke t  a n d  c o m p e t i t o r  a n a l y s i s

–  A c q u i s i t i o n  s t r a t e g y

–  P r o p o s i t i o n  s t r a t e g y  a n d  d e v e l o p m e n t

–  B r a n d  a n d  c l i e n t  s e n t i m e n t  a n a l y s i s

–  T h o u g h t  l e a d e r s h i p  a n d  c o n t e n t  s t r a t e g y,  d e v e l o p m e n t ,  a n d  r e v i e w

Fo r  m o r e  i n f o r m a t i o n  a b o u t  a n y  o f  t h e s e ,  p l e a s e  v i s i t  o u r  w e b s i t e  o r  g e t  i n  t o u c h .

O u r  c u s t o m  w o r k
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