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W h a t ’s  i n c l u d e d  i n  t h i s  r e p o r t

US

O ur rep or t s of fer a wealth of market sizing , grow th , an d forec as t data along side engaging , in- depth analysis of the 

tren ds that mat ter.  Using our highly f lexible,  multidimensional mo del we provide f irms with rob us t ,  trus ted data to 

make informed decisions ab out s trategic inves tment s an d plan for the f uture.
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M a rket s e g m e nt s

1	 A	 Cy b e r s e c urit y a d v ice
1	 B	 Cy b e r s e c urit y in cid e nt re sp o n s e
1	 C	 Pe n etratio n te s tin g & wa rg a min g

2	 A	 Te c h n ol o g y & s e c urit y risk s e r v ice s
2	 B 	 O p e ratio nal r isk
2	 C 	 Pro g ra m m e risk
2	 D 	 Re sp o n din g to re g ulatio n
2	 E 	 R isk ma na ge m e nt 

3	 A	 e D is cove r y
3	 B	 Fo re n sic a cco untin g

4	 A	 B u dgetin g / f ina n cial p la n nin g p ro ce ss
4	 B	 D ebt a d v is o r y
4	 C	 F ina n ce f un c tio n
4	 D	 F ina n cial a d v is o r y
4	 E	 F ina n cial re s tr u c turin g & in s olve n c y

5	 A	 C o rp o rate id e ntit y
5	 B	 Cus to m e r jo urn ey & U X b e n c h ma rkin g
5	 C	 G ra p hic & U I d e sig n
5	 D	 U X & s e r v ice d e sig n

6	 A	 I d eatio n
6	 B	 In n ovatio n ma na ge m e nt
6	 C	 In n ovatio n s trate g y
6	 D	 Strate gie s fo r g row th f ro m in n ovatio n

7	 A	 Cl o u d a d v ice
7	 B	 ER P co n sultin g
7	 C	 IT s trate g y, p la n nin g & rev iew

7	 D	 IT trainin g
7	 E	 Pro g ra m m e ma na ge m e nt
7	 F	 Ve n d o r s ele c tio n

8	 A	 A d va n ce d a nal y tic s
8	 B	 Dat a v isualis atio n , b usin e ss  
		  intell ige n ce & s e ma ntic laye r

9	 A	 Cus to m e r fe e dba ck
9	 B	 Cus to m e r s e g m e nt atio n
9	 C	 Em p l oye e fe e dba ck
9	 D	 Env iro n m e nt al & s o cial im p a c t re s ea rc h
9	 E	 Ma c ro/mic ro e co n o mic re s ea rc h
9	 F	 Ma rket re s ea rc h

10	 A	 C a pit al all o c atio n s trate g y
10	 B	 C o m m e rcial d u e dil ige n ce & valuatio n
10	 C	 F ina n cial d u e dil ige n ce
10	 D	 M & A tra n s a c tio n s trate g y	
10	 E	 O p e ratio nal d u e dil ige n ce	
10	 F	 Po r t folio & inve s tm e nt s trate g y
10	 G	 P ub lic-p rivate p a r tn e r ship s
10	 H	 Te c h n ol o g y d u e dil ige n ce 

11	 A	 B usin e ss & f ina n cial m o d ellin g
11	 B	 C ate go r y ma na ge m e nt
11	 C	 Cha n n el ma na ge m e nt
11	 D	 C o rp o rate re cove r y & turna ro un d
11	 E	 C o rp o rate re s tr u c turin g
11	 F	 C o rp o rate s trate g y

11	 G	 Ma rket a nal y sis & s trate g y
11	 H	 Polic y fo rm ulatio n
11	 I	 Pricin g
11	 J	 Strate gic s o urcin g /of f sh o rin g s e r v ice s

1 2	 A	 C o rp o rate , o cc upie r s e r v ice s & f a cil it ie s  
		  ma na ge m e nt
12	 B	 Integrated real estate developer ser vices
1 2	 C	 Real e s t ate d eal /tra n s a c tio n s e r v ice s
1 2	 D	 Real e s t ate s trate g y

13	 A	 B e n c h ma rkin g
13	 B	 B usin e ss co ntin uit y & re cove r y
13	 C	 C o s t c ut tin g
13	 D	 Cus to m e r s e r v ice
13	 E	 D ev O p s
13	 F	 D is trib utio n s trate g y
13	 G	 L ea n & S ix S ig ma
13	 H	 O p e ratio nal rev iew
13	 I	 O ut s o urcin g a d v ice
13	 J	 Po s t- M & A inte g ratio n
13	 K	 Pro ce ss d e sig n , re - e n gin e e rin g  
		  & a uto matio n
13	 L	 Pro c ure m e nt /p urc ha sin g
13	 M	 Pro p e r t y & e s t ate ma na ge m e nt
13	 N	 S ale s & dis trib utio n p la n nin g
13	 O	 S ale s fo rce ef fe c tive n e ss
13	 P	 S up p l y c hain ma na ge m e nt
13	 Q	 Ta rget o p e ratin g m o d el

14	 A	 P urp o s e -le d s trate g y & c ha n ge
14	 B 	 Re s o urce - ef f icie n c y im p le m e nt atio n
14	 C 	 Re s o urce - ef f icie n c y s trate g y
14	 D 	 S o cial im p a c t & tr us t
14	 E 	 S us t aina b le wo rk fo rce
14	 F 	 S us t aina b le sup p l y c hain
14	 G 	 Clea n te c h n ol o g y
14	 H 	 G re e n IT

1 5	 A	 B e n ef it s ,  co m p e n s atio n & p e n sio n s ,  
		  exclu din g a c tua rial & inve s tm e nt a d v ice
1 5	 B	 Cha n ge ma na ge m e nt
1 5	 C	 D ive r sit y & in clusio n
1 5	 D	 Em p l oye e e n g a ge m e nt
1 5	 E	 G ove rna n ce & b oa rd ef fe c tive n e ss
1 5	 F	 H R s trate g y & ef fe c tive n e ss
1 5	 G	 L ea d e r ship
1 5	 H	 O rg a nis atio nal d e sig n & c ulture
1 5	 I	 O rg a nis atio nal trainin g & d evel o p m e nt
1 5	 J	 O utp la ce m e nt
1 5	 K	 Pe n sio n f un d evaluatio n & a d v ice
1 5	 L	 Pe r fo rma n ce ma na ge m e nt
1 5	 M	 St a ke h ol d e r ma na ge m e nt
1 5	 N	 Tale nt ma na ge m e nt
1 5	 O	 Tea m ef fe c tive n e ss & colla b o ratio n

Cy b e r s e c urit y co n sultin g

R isk & f ina n cial ma na ge m e nt 

H R , c ha n ge & p e o p le s trate g y

O p e ratio n s

Strate g y

Te c h n ol o g y & in n ovatio n

Re gio n in this re p o r t

Re gio n s in oth e r re p o r t s

Lin e of b u sin e s s
1	 Cy b e r s e c urit y
2	 R isk
3	 Fo re n sic
4	 F ina n cial ma na ge m e nt
5	 D e sig n & U X
6	 In n ovatio n
7	 Te c h n ol o g y
8	 Dat a & a nal y tic s
9	 Re s ea rc h
10	 D eals
11	 Strate g y
1 2	 Real e s t ate
13	 O p e ratio n s
14	 S us t aina bilit y
1 5	 H R & c ha n ge
16	 A rc hite c ture
17	 A u dit & a ssura n ce
18	 B usin e ss p ro ce ss o ut s o urcin g
19	 Civ il  e n gin e e rin g
2 0	 L e g al
21	 L itig atio n
2 2	 Ma rketin g & c reative
23	 N et wo rk e n gin e e rin g
24	 Pro d u c t e n gin e e rin g & R& D
2 5	 Re c r uitm e nt
26	 S of t wa re e n gin e e rin g
27	 Sy s te m inte g ratio n
28	 Ta x

S e c to r s
1	 En e rg y & re s o urce s
2	 F ina n cial s e r v ice s
3	 H ealth c a re
4	 Ma n u f a c turin g
5	 Pha rma & biote c h
6	 P ub lic s e c to r
7	 Ret ail
8	 S e r v ice s
9	 Te c h n ol o g y, m e dia & tele co m s

A lba nia
A lge ria
A n gola
A rge ntina
A us tralia
A us tria
Ba h rain
B ela r us
B elgium
B o snia
B razil
B ulg a ria
C a m e ro o n

C a na da 
Chile
China
C ol o m bia 
C ôte d' Ivoire
Croatia
Cy p r us
C ze c h Re p ub lic
D e n ma rk
E g y p t
Ethio pia
F inla n d
Fra n ce

G e rma ny
G ha na
G re e ce
H o n g Ko n g
H un g a r y
In dia
In d o n e sia
Ira n 
Ira q
Irela n d
Isra el
It al y
Ja p a n

Ke nya
Ku wait
L eba n o n
L ibya
L u xe m b o urg
Malay sia
M exico
M o ro cco
M oza m biq u e
M ya n ma r
N eth e rla n ds
N ew Zeala n d
Nige ria

N o r th Ma ce d o nia
N o r way
O ma n
Pa kis t a n
Pa p ua N ew G uin ea
Pe r u
Philip pin e s 
Pola n d
Po r tug al 
Qat a r
Ro ma nia
Russia
R wa n da

S a u di A ra bia
S e rbia
S in g a p o re
S l ova kia
S l ove nia
S o uth A f ric a
S o uth Ko rea
S p ain
S ri L a n ka
S u da n
Swe d e n
Sw it ze rla n d
Tai wa n

Ta nza nia
T haila n d
Tunisia
Turkey
UA E
Ug a n da
U k rain e
U nite d K in gd o m
U nite d St ate s
Ve n e zu ela 
V ietna m
Z a m bia

S ub -s e c to r s
1	 A	 En e rg y
1	 B	 Prima r y re s o urce s
1	 C	 U til it ie s

2	 A	 Ba n kin g
2	 B	 C a pit al ma rket s
2	 C	 In sura n ce
2	 D	 Inve s tm e nt a n d wealth  
		  ma na ge m e nt
2	 E	 Private e q uit y

3	 A	 H ealth c a re

4	 A	 A e ro sp a ce
4	 B	 A uto m otive
4	 C	 C o n s tr u c tio n
4	 D	 C o n sum e r ele c tro nic s
4	 E	 C o n sum e r p a cka ge d go o ds
4	 F	 In d us trial  p ro d u c t s

5	 A	 Pha rma

6	 A	 D efe n ce
6	 B	 Ed u c atio n
6	 C	 N ot-fo r-p rof it
6	 D	 P ub lic s e c to r

7	 A	 Ret ail

8	 A	 B usin e ss s e r v ice s
8	 B	 L eisure
8	 C	 L o gis tic s
8	 D	 Real e s t ate
8	 E	 Tra n sp o r t atio n

9	 A	 Hig h -te c h
9	 B	 M e dia
9	 C	 Tele co m s

C a pa bilitie s

REPORT EXTRACT: non-exclusively licensed for internal use only



43
5

2
1

C o n t e n t s

The US consulting market in 2021

O ur forec as t s for grow th through the en d of 2021 .

Forecast for 2021 	 65

Insights from consultants

The views of consulting lea ders in the US .

Interviews with consulting leaders	 36

Market over view

E xplores the key tren ds that were front of min d for consulting f irms in this market in 2020 .

The US consulting market in numbers	 4

The US consulting market in 2020	 6

Market segments	 9

Sectors	 9

About this repor t 

O ur rep or t draws on four main sources: 

	- O ur global data mo del covering the professional ser vices market

	- O ur annual global client p erception sur vey of senior en d-users of consulting f irms

	- O ur inter views with senior management consultant s from a range of consulting f irms

	- O ur in- depth desk research on the market

A detailed view of our metho dolog y an d more information ab out S ource c an b e foun d b elow:

Methodology	 66

Definitions of sectors and market segments 	 69

Contributors	 71

About the authors	 72

Programme schedule for 2021	 73

Our custom work	 74

About us	 75

The US Consulting Market in 2021

3© S o urce Info rmatio n S er v ice s Ltd 2 0 21

The client perspective
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1T h e  U S  c o n s u l t i n g  m a r k e t  i n  2 0 2 0

Af ter a promising star t to 2020, the US consulting market was unable 

to maintain that momentum in the wake of a pandemic that severely 

hampered economic ac tivit y for much of the year.  Add in a hugely 

consequential November elec tion that had some client s adopting a 

wait-and-see posture, and it ’s lit tle surprise that US consultant s found 

themselves in rough waters.  A s a result of the ver y challenging year, 

consulting revenues in the US fell  12 . 5% in 2020, having grown 7.4% 

the previous year. 

Many of  th e wor s t blow s consulting suf fere d hap p en e d in th e 

earlie s t  days of  th e pan demic hit ting th e US ,  w h en many client s p ut 

sp en ding on h old as th ey dealt  with th e imm e diate impa c t of  th e 

vir us an d waite d to se e h ow long th e pan demic wo uld las t  an d w hat 

th e longer-term implic ations wo uld b e .  W hile s om e elem ent s of 

b roa der digitization an d te chn olog y work contin u e d—of ten with a 

fo cus on h elping companie s op erate thro ugh a variet y of  lo ckdow n 

s cenarios—th e vas t majorit y of  consulting work de em e d n on- e ssential 

was pa use d if  n ot sh ut tere d .  B y late summ er,  h owever,  it  was clear 

that COVID -19 was h ere to s tay—at leas t for a  w hile—an d client s w h o 

f ig ure d th ey co uldn’t  wait  aro un d forever s tar te d to dip th eir  to e s 

ba ck in th e consulting water s .  B y winter,  f irms were se eing a s olid 

wave of  client s rea d y to dive ba ck in . 

A s demand picked up in the second half of the year,  client s increasingly 

focused on accelerating broader trans formation initiatives in an ef for t 

to come out of the pandemic in the best possible organizational and 

f inancial shape. Work that had been planned for 2021 or even 2022 

was suddenly on the agenda for 2020, of ten with some revisions to 

account for the challenges of the pandemic and a growing emphasis on 

diversit y and inclusion . And as client s accelerated their transformation 

plans,  consultant s found themselves under growing pressure to 

deliver result s at a quicker pace. Indeed, in some cases,  client s eager 

to advance to the nex t stage of trans formation were asking f irms to 

complete work that would’ve previously taken six months in only six 

weeks. Despite a slight slowdown in the autumn as some client s waited 

on elec tion result s to inform their decision-making , demand was 

largely on the up going into 2021 .

In terms of where consultant s saw that end-of-year uptick in demand, 

it ’s unsurprising that much of it  came from the technolog y line of 

business—one of only t wo lines of business to grow in the US market 

last year.   The need to rapidly deploy new hardware and sof t ware 

solutions to facilitate the shif t to working from home was a key driver 

in the early months of the pandemic ,  and as the year progressed, f irms 

saw growing demand from client s wanting to refine their hastily rolled-

A s  deman d  picke d 
up  in  th e  s e co n d 
half  of  th e  yea r, 
client s  in creasin gly 
fo c us e d  o n 
a cceleratin g  b roa der 
trans fo rmatio n 
initiative s  in  a n 
ef fo r t  to  co m e  o ut 
of  th e  pan demic  in 
th e  b e s t  p ossible 
o rg anizatio nal  a n d 
f inan cial  sha p e . 
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The US Consulting Market in 2021

out solutions to make them fit for long-term use. Companies also sought support to shift 

more operations to the cloud and upgrade their existing technology estates—including ERP 

systems—to create more agile organizations ready for the post-pandemic world.  
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2
I t  w i l l  c o m e  a s  n o  s u r p r i s e  t o  a n y 
c o n s u l t a n t  t h a t  t h e  i m p a c t  o f  t h e 
p a n d e m i c  o n  c l i e n t  o r g a n i z a t i o n s  h a s 
v a r i e d  h u g e l y

While our client sur vey indicates that just over half (51%) of 

organizations were negatively impac ted by the pandemic ,  41% of 

client s had—at least from a purely commercial point of view—a good 

2020. That only 8% of organizations were unaf fec ted is a reminder—

should we ever need one—of just how tumultuous a year 2020 was. 

L arge organizations (those with 5,0 0 0 + employees) were worse hit 

than upper-mid-sized ones (with bet ween 1 ,0 0 0 and 4,999 employees): 

Fif t y-eight percent of large organizations said that the impac t had 

been negative, compared to 4 4% of upper-mid-sized client s,  perhaps 

a testimony to the ex tent to which slightly smaller organizations can 

be nimbler in a crisis and are bet ter able to quickly reconfigure their 

business models .

For the US businesses that were badly af fec ted, the big gest problems 

were compromised supply chains and falling sales,  but the dif f icult y 

of choosing investment s amid so much uncer taint y also made it s 

mark . Around a quar ter of organizations strug gled to work remotely. 

Among the 41% of organizations for whom the impac t of the crisis 

was positive—and the 24% for whom it was ver y positive—66% saw 

demand for their produc t s or ser vices increase, and 54% experienced 

increased loyalt y from their customer base. New sources of private or 

non-government funding were cited as a positive by 41% of client s—

something that was more marked in some sec tors (such as healthcare) 

than others. 

T h e  c l i e n t  p e r s p e c t i v e

L o o k i n g  b e y o n d  s h o r t - t e r m  c h a l l e n g e s , 
c l i e n t s  s e e  l o n g - t e r m  o p p o r t u n i t i e s
Details of our sur vey methodolog y are here. 

Please note that we had a relatively small  number of respondent s from the pharma and 

energ y & resources sec tors,  both of which are highly consolidated market s dominated by 

a small  number of large organizations,  and from the government and public sec tor.  We 

included data from these sec tors in the char t s in this sec tion as a point of comparison , but 

it  should be regarded as direc tional only. 

Fo r  th e  US 
b usin e ss e s  that  were 
ba dly  af fe c te d ,  th e 
big ge s t  p roblems 
were  co mp ro mis e d 
sup p ly  chains  an d 
f allin g  sale s .
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The main reasons why the crisis had a negative impac t on US client s 

N ote: Resp on dent s were asked to selec t all  the s tatement s they agreed with

The main reasons why the crisis had a positive impac t on US client s

N ote: Resp on dent s were asked to selec t all  the s tatement s they agreed with

Figure 4

Figure 5

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60%

Supplies/raw materials have
been very unstable

Sales have declined
significantly

We’ve been unable to invest 
because of uncertainty

We have furloughed
many staff

We have had problems
managing our cash flow

Many of our members of staff
 can’t work because they’re il l  

or have family commitments

We cannot operate via
remote working

58%

44%

36%

34%

34%

28%

24%

You’ve told us that the COVID crisis has had a negative impact on your organisation. Please select all  the statements you agree with.

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60% 65% 70%

Demand for our products/services
has increased

Customers have been more loyal

We’re implementing change more
quickly

We’ve received new sources of
funding from private/

non-government organizations

We’ve launched new
products/services

We’ve become more innovative

We’ve received new sources of
funding from government programs

Suppliers have been more flexible

We’ve created new partnerships
with other organizations

Staff have been very cooperative

We’ve streamlined our operations

Our decision-making has improved

66%

54%

46%

41%

39%

37%

32%

29%

29%

27%

22%

15%

You’ve told us that the COVID crisis has had a positive impact on your organisation. Please select all  the statements you agree with.
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3I n s i g h t s  f r o m  c o n s u l t a n t s

I n t e r v i e w s  w i t h  c o n s u l t i n g  l e a d e r s

At S ource, we have always believed that the only way to truly 

understand a consulting market is to have real conversations with the 

consultant s who are on the ground working in that market ,  ser ving 

their client s day in and day out .  Below, you’ll  f ind condensed versions 

of our most recent discussions with US consultant s,  as they reflec t on 

2020, tell  us how the previously unimaginable event s of last year are 

reshaping the market ,  and in the case of a few brave souls ,  venture a 

guess as to what comes nex t .
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How did 2020 and COVID play out for Protiviti? 

We feel ver y for tunate to have ha d a ver y s trong 

year.  We've grown by double digit s overall  with go o d 

s treng th across our main of fering s ,  mos t of which 

have also grown by double digit s .  The areas that we've 

inves ted in heavily over the pas t couple of years have 

cer tainly paid of f.  We ma de a conscious decision at the 

en d of 2017 into 2018 to really double down on the 

technolog y space, an d that 's done really well  for us , 

even though we might have felt that we were a lit tle 

b ehin d . Business is absolutely b o oming any way you 

lo ok at it ,  an d we're ver y b ullish .

That investment is clearly paying of f.  Would you 

put your success down to any other fac tors? 

We're ver y appreciative of our team memb ers' abilit y 

to b e ultra-resilient in the face of challenge af ter 

challenge. I  think our s truc ture really help ed: We're one 

f irm rather than a collec tion of par tnerships .  We went 

remote over a weeken d in March an d, b eing global ,  our 

A sian colleagues were alrea dy well  ahea d of the cur ve. 

We've got a ver y collab orative min dset that s tar t s with 

the CEO, an d we feel we've done a go o d job of get ting 

our b es t talent from aroun d the world onto problems 

without having to sacrif ice time for travel .

How would you charac terize the pattern of last 

year? Was there a dip and then a ver y strong 

recover y? 

Frankly,  we never s topp ed . We didn' t cut salaries or 

make lay- of f s—in fac t we hired . There was no b ounce, 

b ec ause we jus t s tayed s trong , an d then as the wider 

market saw a b ounce, we were able to b uild on an 

alrea dy-s trong p osition .

Have you seen much variation in appetite for 

suppor t across your sec tors? 

Financial ser vices is our big ges t sec tor,  an d that 's 

remained fairly consis tent throughout .  The government 

space is one that s tan ds out as growing rapidly: We've 

really expan ded b ec ause of the unprecedented deman d 

surges we've seen at all  levels—federal ,  s tate,  an d loc al .

How have you kept up with such a surge in 

demand? 

We've inves ted ver y heavily in our managed solutions 

b usiness ,  so we're set up to take over entire unit s of a 

client 's b usiness an d run them for a while .  It  also helps 

that ,  with our parent company Rob er t Half,  we have 

access to millions an d millions of p eople on deman d . It 's 

another arrow in our quiver,  b ec ause we c an sc ale an d 

blen d with client s old an d new in a way that not many of 

our comp etitors c an .

Have you seen any change in client s' 

expec tations around price? 

I  think client s will  always pay for value, so it 's 

incumb ent on us to show them that value. We tr y ver y 

hard not to b e the low- cos t provider—we've walked 

away in situations when we felt that the market was 

get ting f ixated on pricing . We're also s tar ting to move 

our p osition in the market .  His toric ally,  we've b een the 

p eople you c all  once you set your s trateg y. We've b een 

incredibly go o d at that ,  b ut now we're moving on to tr y 

to b e in the conversation earlier.

How are you managing conversations with 

client s—old and new—now that so much is 

remote? 

We're using thought lea dership an d our exis ting 

contac t s ,  b ut in terms of new b usiness ,  we're f in ding 

that blin d RFPs an d other c alls are suiting us really 

well .  We're winning work with totally new client s .  We 

might not b e able to walk the halls ,  b ut neither c an 

our comp etitors ,  so pitches have to b e ab out b et ter 

execution or b et ter value. O n top of that ,  we've b een 

working hard to make remote pitches more engaging 

an d interes ting—no one c an s tay awake though a 50 -

page deck at the moment—so we're lo oking at animation 

an d video.

Does this mean that you're thinking about the 

kind of talent that you need dif ferently?

It 's cer tainly evolving the c apabilities that we're 

lo oking for,  b ut I  think that talent is talent .  We hire 

bright p eople,  b ut we're also now working to develop 

their creativit y.  D esign thinking is now par t of our 

prac tice,  an d we're seeing p eople who would deny that 

they're creative come up with incredibly innovative 

solutions .  It  really fos ters more engagement across the 

b usiness an d aroun d the world .

C o r y  G u n d e r s o n ,  E x e c u t i v e  V i c e  P r e s i d e n t ,  P r o t i v i t i
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5A b o u t  t h i s  r e p o r t 

M e t h o d o l o g y

S o u r c e s

US dollar to British p oun d US$1 = £0 .78

US dollar to euro US$1 = € 0 . 87

Megamodel: our global data model

The quantitative market data in this repor t comes 

from our unique model of the global professional 

ser vices market . 

Rather than making high-level assumptions, this 

model has been built from the bot tom up, sizing 

the market capabilit y by capabilit y—assessing 

how much work a f irm earns delivering each 

professional capabilit y within each sec tor and 

countr y. This result s in a robust view of the size 

of the supply-side market ,  which can then be 

broken down to view the size of the market by 

countr y, sec tor,  line of business,  capabilities,  and 

market segment s.

T his year ’s  m o del  has b e en expan de d ,  with a 

n ew c apabilit y ta xon omy an d a m u ch b roa der 

range of  p rofe ssional  ser vice s f irms in clu de d—

all  of  w hich refle c t s convergen ce an d oth er 

change s we se e in th e in dus tr y.  For th e p urp ose s 

of  this  rep or t we’ve fo cuse d on t y p e s of  f irm 

an d market segm ent s that b roa dly e quate to 

tra ditional  def initions of  consulting .  A s a re sult 

of  th e se change s to o ur m eth o dolog y,  th ere are 

change s to o ur market sizing data ,  w hich take 

into a cco unt that conventional  consulting f irms 

n ow comp ete in many n on- consulting market s—in 

e ssen ce that th eir  a d dre ssable market is  larger. 

His toric data has b e en re s tate d to match o ur 

n ew def initions ,  b ut th e in clusion of  n ew t y p e s 

of  f irm an d a d ditional  ser vice s may als o have an 

impa c t on grow th rate s .

Alongside this market segmentation, we also 

limit our market sizing and analysis to what we at 

Source call “big consulting”—work done by mid- 

and large-sized firms (those with more than 50 

people). Please note that we don’t track the long, 

thin tail of work done by contractors and ver y 

small firms, as most readers of this report would 

not seek or be able to compete in this part of the 

market.

All  of the data in the model is calibrated through 

ex tensive inter views with , and sur veys of, 

professional ser vices f irms and their client s, 

allowing us to discuss broader trends in the 

market alongside detailed dimensions such as 

headcount .  These inter views and sur veys are 

supplemented with desk research , which allows 

us to assess the impac t of wider macroeconomic 

trends on professional ser vices.  This ,  combined 

with our detailed modeling , result s in a long-term 

view of the market that is able to suppor t both 

historic and forecast data .  

All  f igures given in this repor t are in US dollars. 

For reference, S ource is using the following 

exchange rates in it s repor t s this year:
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Client perspec tive

We carr y out a client sur vey to help us build a 

rich pic ture of how dif ferent trends in the US are 

af fec ting client s’  organizations and their use of 

consulting. This sur vey focuses on trends in the 

US , providing detailed insight s into the nuances 

of the market .  For this ,  we sur veyed 10 0 senior 

client s of consulting f irms from across the US , all 

of whom work in organizations with more than 

1 ,0 0 0 employees. This sur vey focuses on the 

following areas: 

	- How they expec t to use consultant s during 

2021 and the f irst half of 2022

	- Fac tors that af fec t the way client s work with 

consulting f irms

	- The ways consulting f irms market themselves 

to client s and the impac t this has on client 

decision-making

Respondent s by sec tor

Figure 32

Methodology split

Technology, media & telecoms

Financial services

Manufacturing
Services
Healthcare
Retail
Pharma & biotech
Energy & resources
Public sector

27 % 23 %

14%

11%

8 %

8 %

4%

3 %

2 %
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Inter views with senior consultant s

In addition to our quantitative research , we 

inter viewed 17 ver y senior consultant s in the 

US , representing most of the leading consulting 

f irms in the geography and many smaller local 

specialist s to understand more about how the 

consulting market is per forming and the major 

trends, changes, and challenges consultant s and 

their client s face. Throughout the year,  S ource 

analyst s remain plug ged into the global consulting 

market through our bespoke research and 

consulting projec t s,  adding fur ther depth to our 

understanding of the consulting industr y.  

In-depth desk research

We also conduc ted a thorough PE S T analysis on 

the US that drills down into f iner macroeconomic 

details on a holistic and sec tor-by-sec tor basis 

and allows us to f it  our research into a wider 

macroeconomic pic ture.

Definitions of sec tors and market segment s 

O ur definition of management consulting 

includes a broad range of business advisor y 

ser vices,  but excludes: 

	- tax advisor y

	- audit

	- the implementation of IT systems

	- the deliver y of out sourced/of fshored ser vices

	- HR compensation / benefit s administration and 

technolog y

Where mergers and acquisitions work is 

concerned, consulting on deals is included (under 

strateg y),  but corporate f inance fees on deals 

themselves are generally not included, although it 

is not always straight for ward to separate the t wo. 

For more information about how we classif y 

consulting ser vices and sec tors,  please see 

“Definitions of sec tors and market segment s”.

Methodology split

1,000-4,999 employees
5,000+ employees

Respondent s by organization size Respondent s by func tion

Figure 33 Figure 3 4

Methodology split

General management/CEO
IT

Finance
Operations (e.g. ,  supply chain)
Data & information management
Regulatory compliance
Risk
Sales & marketing
Strategy

5 0 %

29 %

5 0 %

2 0 %

17 %

13 %

1 2 %

5%

1%1%1%
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Pharma & biotech	
Includes research into an d the pro duc tion of 
drug s ,  biologic al pro duc t s ,  medicinal chemic als , 
an d life sciences . 

Healthcare
Includes private an d p ublicly-f un ded healthc are, 
hospitals ,  lab oratories ,  an d medic al equipment . 

Public sec tor
G overnment
Includes federal/national ,  s tate /regional ,  loc al 
government , emergenc y ser vices ,  jus tice,  social  
ser vices ,  p ublic transp or t ,  an d conser vation . 

Educ ation
Includes p ublic an d private scho ols ,  universities ,  
an d libraries .

Defence
Includes national securit y an d consulting aroun d 
defence issues . 

Not for profit
Includes non- commercial research 
organizations ,  religious ,  p olitic al an d 
professional memb ership organizations ,  trus t s , 
lab our unions , an d b usiness associations .

Retail
Includes the selling of clothes ,  fo o d, consumer 
go o ds , an d automobiles . 

Ser vices
Logis tic s
Includes warehousing , s torage, packing an d  
crating , an d dis trib ution including c argo, freight , 
an d haulage. 

Business ser vices
Includes ser vices relating to law, accountanc y, 
IT maintenance, securit y s ys tems , a dver tising , 
employment agencies ,  an d vehicle leasing . 

Leisure
Includes museums , ar t galleries ,  theatre, golf 
courses ,  hotels ,  hospitalit y,  travel agencies , 
res taurant s ,  an d bars . 

Real es tate
Includes es tate agencies an d op erators of  
residential an d commercial b uilding s .

Transp or tation
Includes private an d p eople-related 
transp or tation , including airlines ,  airp or t 
management , train op erators ,  rail  infras truc ture 
management , water transp or tation , courier 
ser vices ,  an d private b us ser vices . 

Technolog y, media & telecoms
Telecoms
Includes telephone, mobile,  digital ,  an d other 
communic ation ser vices . 

High-tech
Includes IT-related devices ,  comp uter an d comp uter-
related devices ,  audio an d video equipment , 
broa dc as ting an d communic ation equipment .

Media
Includes ra dio,  television , an d digital broa dc as ting 
s tations an d ser vices as well  as printing an d 
p ublishing of newspap ers ,  p erio dic als ,  an d b o oks .

Energ y & resources	
Energ y	
Includes the exploration an d pro duc tion 
of energ y, including oil ,  gas ,  coal ,  an d 
renewables .

Utilities
Includes the deliver y of elec tricit y,  gas , 
water,  sanitation , an d other related 
ser vices .

Primar y resources
Includes agriculture, chemic als an d 
chemic al pro duc t s ,  commo dities ,  fores tr y, 
f ishing , metals ,  mining , an d plas tic s . 

Financial ser vices
Banking
Includes retail  banking , commercial 
banking , an d len ding .

Insurance
Includes general insurance (e . g . ,  motor, 
home, p et s ,  health—any thing on an annual 
contrac t),  life insurance, p ension pro duc t s , 
an d retirement planning . 

Private equit y
Includes b oth consulting work for private 
equit y f irms an d consulting work with 
private equit y p or t folio b usinesses . 

Capital market s
Includes inves tment banking , tra ding of 
s tocks an d f inancial pro duc t s ,  corp orate 
f inance, an d broking . 

Inves tment an d wealth management
Includes private banking , high net-wor th 
banking , inves tment management , trus t 
f un ds , the management of p ension f un ds , 
an d asset management . 

Manufac turing
Aerospace
Includes space research an d technolog y, 
the manufac ture of aircraf t ,  aircraf t par t s , 
rocket s an d other space equipment , an d 
tanks an d ammunition . 

Automotive
Includes the manufac ture of motor vehicles , 
in dus trial  vehicles ,  an d vehicle supplies an d 
par t s . 

Cons truc tion
Includes sur veying , architec tural ,  an d 
engineering ser vices ,  heav y cons truc tion , 
house b uilding , an d the b uilding of 
infras truc ture. 

Consumer packaged goods
Includes the manufac ture of clothes , 
fo o ds , alcohol ,  tobacco, f urniture, home 
f urnishing s ,  cleaning pro duc t s ,  small  arms , 
children’s toys ,  an d sp or t s equipment . 

Consumer an d in dus trial elec tronic s 
Includes elec tric al comp onent s ,  household 
an d in dus trial  appliances ,  commercial an d 
professional equipment . 

In dus trial produc t s
Includes in dus trial  machiner y, s teel an d 
metal pro duc t s ,  an d plas tic pro duc t s . 

D e f i n i t i o n s  o f  s e c t o r s  a n d  m a r k e t  s e g m e n t s 
S e c t o r s
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Technolog y & innovation
I d eatio n ,  In n ovatio n ma na ge m e nt ,  In n ovatio n 
s trate g y,  Strate gie s f o r g row th f ro m 
in n ovatio n ,  Cl o u d a d v ice ,  ER P co n sultin g , 
IT s trate g y,  p la n nin g & rev iew, IT trainin g , 
Pro g ra m m e ma na ge m e nt ,  Ve n d o r s el e c tio n , 
Cl ea n te c h n ol o g y,  G re e n IT,  C o rp o rate 
id e ntit y,  G ra p hic & U I d e sig n ,  U X & s e r v ice 
d e sig n ,  Cus to m e r jo urn ey & U X b e n c h ma rkin g , 
Dat a v isualis atio n ,  b usin e ss intell ige n ce & 
s e ma ntic laye r.

Strateg y
Capital alloc ation s trateg y, Commercial due 
diligence & valuation , Financial due diligence, 
M& A transac tion s trateg y, O p erational due 
diligence, Por t folio & inves tment s trateg y, 
Public-private par tnerships ,  Technolog y due 
diligence, Business & f inancial mo delling , 
Categor y management , Channel management , 
Corp orate recover y & turnaroun d, Corp orate 
res truc turing , Corp orate s trateg y, Market 
analysis & s trateg y, Polic y formulation , Pricing , 
Strategic sourcing /of f shoring ser vices ,  Real 
es tate s trateg y, Environmental & social impac t 
research , Macro/microeconomic research , 
Market research , Cus tomer feedback , 
Cus tomer segmentation , Employee feedback , 
Advanced analy tic s ,  S us tainable inves tment .

Cybersecurit y consulting
Cyb ersecurit y a dvice, Cyb ersecurit y incident 
resp onse, Penetration tes ting & wargaming , 
Technolog y & securit y risk ser vices .

HR , change, & people strateg y
Benefit s ,  comp ensation & p ensions , 
excluding ac tuarial & inves tment a dvice, 
Change management , Diversit y & inclusion , 
Employee engagement , G overnance & b oard 
ef fec tiveness ,  HR s trateg y & ef fec tiveness , 
Lea dership,  O rganisational design & culture, 
O rganisational training & development , 
O utplacement , Pension f un d evaluation & 
a dvice, Per formance management , Stakeholder 
management , Talent management , Team 
ef fec tiveness & collab oration , Resource-
ef f icienc y s trateg y, Purp ose-led s trateg y & 
change, Resource- ef f icienc y implementation , 
S ocial impac t & trus t .

Operations
Benchmarking , Business continuit y & recover y, 
Cos t cut ting , Cus tomer ser vice, D ev O ps , 
Dis trib ution s trateg y, Lean & Six Sigma , 
O p erational review, O ut sourcing a dvice, 
Pos t- M& A integration , Process design , re-
engineering & automation , Procurement /
p urchasing , Prop er t y & es tate management , 
Sales & dis trib ution planning , Sales force 
ef fec tiveness ,  S upply chain management , 
Target op erating mo del ,  S us tainable supply 
chain ,  Corp orate, occupier ser vices & facilities 
management , Integrated real es tate develop er 
ser vices ,  Real es tate deal/transac tion ser vices .

Risk & financial management
O p erational risk ,  Programme risk ,  Resp on ding 
to regulation , Risk management , Budgeting /
f inancial planning process ,  D ebt a dvisor y, 
Finance f unc tion , Financial a dvisor y, Financial 
res truc turing & insolvenc y, eDiscover y, 
Forensic accounting .
 

M a r k e t  s e g m e n t s

We’ve taken the lines of business and capabilities from our taxonomy that broadly align with traditional 

definitions of consulting and divided them into market segment s that include the following. Please note 

that for some lines of business,  for example, forensic s,  we’ve taken a subset of the relevant capabilities 

and excluded others. 
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C o n t r i b u t o r s

Name	 Job title	 Organization

Rob A sen	 Nor th America Advisor y Lead	 Avanade

Alex Bombeck	 Managing Direc tor and Group President	 Nor th Highland

Bill  Boyle	 Chief Client O f ficer	 Kincentric ,  par t of Spencer Stuar t

Lisa Caldwell 	 E Y Americas Central Region Consulting 	 E Y 

	 Managing Par tner 

Carl Carande	 Global Head of Advisor y, KPMG International 	 KPMG LLP 

	 & US Advisor y Vice Chair

Paul Greenall 	 Chief Trans formation O f ficer	 Prophet

Cor y Gunderson	 E xecutive Vice President	 Protiviti

Rob Henske	 US Managing Par tner	 Roland Berger

Jenny Koehler	 US Deput y Advisor y Leader and US Advisor y 	 P w C 

	 Industrial  Produc t s & S er vices Leader

Thomas Mataconis	 S VP, FSI Business Consulting	 NT T DATA Consulting , Inc .

Steve Payne	 E Y Americas Vice Chair – Consulting	 E Y

Alber t Rees	 S VP Head of Business Consulting , 	 EPAM Systems 

	 Nor th America	

Kyle Robichaud	 CIO Advisor y Leader	 Cognizant

Rober t Rourke	 Managing Direc tor and President of the 	 L . E . K . 

	 Americas Region	

Jill  Steele	 Par tner – Corporate Strateg y	 Prophet

Kerr y Stover	 COO	 Pariveda

Andrew Zimmerman	 President	 frog , par t of Capgemini

We are ex tremely grateful to all  the people we spoke to for making this repor t possible.  Below is a list 

of individuals who have contributed (excluding those consultant s who wished to remain anonymous). 
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A b o u t  t h e  a u t h o r s

A shok Patel

ashok . patel@ sourceglobalresearch .com

A sh ok  Patel 

A shok is a writer and editor at S ource 

in our Market Trends team . He is an 

experienced writer,  editor,  and analyst , 

providing insight s into the latest trends 

and development s across the professional 

ser vices market .  He has been quoted by 

a variet y of trade publications and has 

previous experience in S ource’s Client 

Perception Programme. Prior to joining 

S ource, A shok was an editor and consultant 

in the commodities market ,  as well  as 

working in the UK automotive industr y.

Fiona  Czerniawska

A Co-founder and Managing Direc tor of S ource, 

Fiona is one of the world's leading commentators on 

the management consulting industr y.  Since founding 

S ource in 20 07, she has been bringing this exper tise to 

bear on our client s’  most pressing strategic projec t s 

and business issues.  Fiona has published a dozen books 

on consulting topic s,  including t wo for The Economist: 

Business Consulting:  A Guide to How it  Works and How to 

Make it  Work  and Buying Professional Ser vices . 

She has more than 20 years’  experience as a 

management consultant ,  working primarily in the 

areas of marketing and strateg y. She was previously in 

charge of strategic planning for E Y in the UK and has 

worked in the consulting prac tice of P w C . Fiona also 

has a PhD in 17th-centur y French ar t and lives in hope 

that it  will  be of prac tical use in business someday.

Fiona Czerniawska

fionacz@sourceglobalresearch.com
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A  p o w e r f u l  r e s e a r c h  t o o l  t h a t  a l l o w s  s u b s c r i b e r s  t o  ke e p  u p  t o  d a t e  w i t h  t h e  

l a t e s t  c o n t e n t  b e i n g  p r o d u c e d  a n d  m a x i m i z e  t h e i r  r e t u r n  o n  i n v e s t m e n t . 

A  s e r i e s  o f  r e p o r t s  t h a t  a n a l y z e  t h e  q u a l i t y  a n d  e f f e c t i v e n e s s  o f  t h o u g h t 

l e a d e r s h i p  a r e  p u b l i s h e d  t h r o u g h o u t  t h e  y e a r.

P r o g r a m m e  s c h e d u l e  f o r  2 0 2 1

W h i t e 

S p a c e

P l e a s e  n o t e  t h a t  w i t h  t h e  p u r c h a s e  o f  a l l  M a r ke t  Tr e n d s  r e p o r t s  i n  2 0 2 1 ,  y o u  w i l l  a l s o  g a i n  a c c e s s  t o  a  m o n t h l y  v i d e o 

s u m m a r y  o n  t h e  g l o b a l  m a r ke t ,  p r e s e n t e d  b y  F i o n a  C z e r n i a w s k a .

R e p o r t s 

2 0 2 1

M a r ke t  Tr e n d s  
P r o g r a m m e

C l i e n t  P e r c e p t i o n 
S t u d i e s

E m e r g i n g  Tr e n d s 
P r o g r a m m e

Q1

January Forecasts for 2021 

US 

GCC 

UK 

Nordics 

DACH 

Canada 

France

UK 

US

February
Germany 

Financial Services

March

Healthcare & Pharma 

GCC 

France

Buying and Selling

Q2

April

South America 

Australia 

China 

Japan 

South East Asia 

Benelux 

India 

Southern Europe 

Eastern Europe & Russia

Nordics 

Energy & Resources 

Technology, Media 

& Telecoms

May
China 

Japan
Beyond Digital

June

Q3

July

Africa  

Energy & Resources 

Financial Services

August
Perceptions of Risk Firms 

Perceptions of Tax Firms
Investing for Growth

September
Perceptions of Audit 
Firms

Q4

October The Global Tax Advisory Market 

The Global Risk & Cybersecurity 
Services Market 

Healthcare & Pharma 

Technology, Media & Telecoms 

Consumer Products & Retail 

Planning for Growth in 2022

Building a Trusted 
Brand

November

December
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I n  a d d i t i o n  t o  o u r  r e p o r t  p r o g r a m m e s ,  
w e  a l s o  p r o v i d e  c u s t o m  a d v i c e  a n d 
r e s e a r c h - l e d  c o n s u l t i n g  s e r v i c e s  t o  t h e 
w o r l d ’ s  b i g g e s t  a n d  m o s t  s u c c e s s f u l 
p r o f e s s i o n a l  s e r v i c e s  f i r m s ,  h e l p i n g  t h e m 
i d e n t i f y  t h e  b e s t  a r e a s  f o r  i n v e s t m e n t  a n d 
p l a n  t h e i r  s t r a t e g i c  r e s p o n s 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 .
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S o u r c e  a n a l y s e s  t h e  w a y  i n  w h i c h  e c o n o m i c , 
b u s i n e s s ,  b e h a v i o u r a l ,  a n d  t e c h n o l o g y 
c h a n g e  d r i v e s  h o w  o r g a n i s a t i o n s  u s e 
p r o f e s s i o n a l  s e r v i c e s ,  a n d  t h e  i m p l i c a t i o n s 
t h a t  h a s  f o r  p r o f e s s i o n a l  s e r v i c e s  f i r m s .

S i n c e  i t s  i n c e p t i o n  i n  2 0 0 7 ,  S o u r c e  h a s  i n v e s t e d  i n  s o p h i s t i c a t e d , 

p r o p r i e t a r y  r e s e a r c h  t e c h n i q u e s  t h a t  n o t  o n l y  p r o v i d e  u n i q u e  i n s i g h t s 

o n  c u r r e n t  a n d  f u t u r e  t r e n d s  i n  t h e  m a r ke t ,  b u t  a l s o  p r o v i d e  a  b e t t e r  a n d 

f a s t e r  s o l u t i o n  t h a n  y o u  w o u l d  b e  a b l e  t o  r e a c h  y o u r s e l f. 

O u r  a n a l y s i s  a n d  r e c o m m e n d a t i o n s  a r e  d e r i v e d  f r o m  d a t a  a n d  ex p e r i e n c e , 

a n d  w e  u s e  o u r  t e a m’ s  ex t e n s i v e  k n o w l e d g e  o f  t h e  i n d u s t r y  t o  p r o v i d e 

a c t i o n a b l e  a n d  c l e a r  c o n c l u s i o n s  o n  t h e  b e s t  c o u r s e  o f  a c t i o n  f o r  y o u  a n d 

y o u r  f i r m .  O u r  i n s i g h t s  h a v e  u n d e r p i n n e d  s o m e  o f  t h e  b i g g e s t  s t r a t e g i c 

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