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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
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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4	 D	 F ina n cial a d v is o r y
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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

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
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1

Client s  wh o  ma de 
or  sold  go o ds  that 
m et  lo ckdown  n e e ds 
saw  a  surge  of 
deman d  that  drove 
many  to  a ccelerate 
th eir  digitisation 
timelines,  streamline 
op erations ,  an d 
bolster supply chains.

T h e  c o n s u m e r  p r o d u c t s  &  r e t a i l 

c o n s u l t i n g  m a r k e t  i n  2 0 2 0 

Consultant s working in th e consum er p ro du c t s & retail  market 

ha d ever y reas on to exp e c t 2 02 0 wo uld b e a go o d year.  In 2 019, 

th ey ’d se en th e market ’s  grow th clo ck in at  an imp re ssive 7. 5% with 

 reven u e s hit ting US$24 , 569m , an d 2 02 0 lo oke d to b e on a similar  
traje c tor y ;  with digital  trans formation ,  ef f icien c y imp rovem ent s ,  an d 

M &  A all  driving signif ic ant deman d .  

O f co ur se ,  f ate to ok a han d in th e form of th e COVID -19 pan demic ,  

an d consultant s’  for tun e s diverge d a ccording to th e corn er of  

th e market th ey ser ve d .  Client s w h o ma de or s old go o ds that m et 

lo ckdow n n e e ds saw a surge of  deman d that drove many to a ccelerate 

th eir  digitisation tim elin e s ,  s treamlin e op erations ,  an d b ols ter 

sup ply chains .  M eanw hile ,  th ose in th e b usin e ss of  p ro du cing an d 

selling dis cretionar y an d lux ur y go o ds gen erally saw sale s (an d th us 

consulting b u dget s)  plumm et as consum er s s taye d h om e an d co unte d 

th eir  p ennie s .  At th e en d of  th e day,  consulting ’s  winn er s an d loser s 

were n early a wash:  T h e consum er p ro du c t s & retail  consulting 

market shrank 0 . 3 % las t  year,  making it  on e of  th e s tea dier—an d 

th erefore b et ter—p er form er s of  2 02 0 .  

From th e consulting segm ent p oint of  view,  th e s tan d- o ut p er form er—

h ere ,  as in oth er se c tor s—was th e s till- small  c y b er se curit y market .  

Wor th ab o ut US$1 ,789m in 2 02 0 ,  c y b er se curit y consulting ha d a 

blo ckb us ter year,  growing n early 27. 2 % in 2 02 0 .  M u ch of  this  work 

was driven by th e n e e d to sh ore up consum er-f a cing of fering s an d 

to se cure op erations challenge d by th e su d den transition to rem ote 

working .  Across th e se c tor,  in cident re sp onse an d p en etration 

te s ting & wargaming were th e m os t p op ular ser vice s as client s 

s o ught to f ight of f  a  pan demic-in du ce d wave of  c y b ercrim e .  N ew 

reg ulator y re quirem ent s aim e d at p rote c ting onlin e consum er s als o 

drove deman d for imp rove d se curit y in several  market s .

Similar drivers were at play in the technolog y & innovation market ,  

which generates the lion’s share of consulting revenues in the sec tor 

($7,020 m in 2020),  and grew 3 .9 % last year.  Client s desperate to keep 

the light s on sharply accelerated the digital trans formation of both 

the storefront and back office,  and demand for cloud, ERP, and more 

traditional IT services remained solid.  
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2T h e  c l i e n t  p e r s p e c t i v e

Despite ongoing uncertainty and other challenges of the pandemic, 

consumer & retail  clients have more ambitious goals

T h e  p a n d e m i c  h a s  h a d  a  n e g a t i v e  i m p a c t  o n  t h e 
m a j o r i t y  o f  c o n s u m e r  &  r e t a i l  c o m p a n i e s  a n d  i t ’s  n o t 
o v e r  y e t

A s in oth er se c tor s ,  th e for tun e s of  consum er & retail  companie s in th e las t  1 2 to 18 

m onths have b e en mixe d .  T h ose making or selling consum er s taple s ha d th e challenge of 

m e eting signif ic antly high er deman d as lo ckdow ns aro un d th e world change d th e way we 

live ,  w hile th ose involve d with dis cretionar y an d lux ur y go o ds of ten f a ce d subs tantial 

drop s in reven u e . 

Looking back now on what we all  hope to have been the most dif f icult months of the 

pandemic ,  61% of the client s we sur veyed said that the crisis had a negative impac t on their 

business,  compared to 31% who saw it more positively.  CPG companies were the worst hit , 

with 65% repor ting a negative impac ted versus 4 8% of retailers.

On balance, what impac t did the COVID crisis have on your organisation as a whole? 

Figure 3

Retail

Consumer goods manufacturing

Grand total 11%

11%

11%

20%

16%

30%

8%

7%

11%

56%

60%

44%

5%

5%

4%
Very negative
Somewhat negative
No impact
Somewhat positive
Very positive

1

L arge organisations were m ore likely to have b e en n egatively af fe c te d—71% to 51% of 

up p er mid- size d client s .  Client s in A sia were m ore up b eat ,  with 53 % se eing a p ositive 

impa c t overall ,  b ut th ere was considerable variation by co untr y,  with China an d Japan 

having a m ore dow nb eat view than Singap ore .  T h e G CC an d In dia were th e m os t n egatively 

impa c te d regions .

And for some companies,  relief and recover y feels some way of f.  Only around one in six 

consumer & retail  client s say that they ’ve gone back to normal,  while almost half say they ’re 

still  focused on responding to pandemic-related challenges. CPG companies are more likely 

to say that things are back to normal,  and retailers that they ’re in the process of making 

signif icant changes to their strateg y and/or organisation as a result of the crisis .
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How would you best describe how your organisation has responded to the challenges of 

the pandemic at the moment?  

Figure 4

44%

22%

17%

17%

The pandemic isn’t over yet:  We’re still  focused
on the challenges that have arisen from it
We have the challenges of the pandemic under
control and are planning for the future
We’re making significant changes to our strategy
and/or organisation as a result of the pandemic
We’ve gone back to how things were before the pandemic

C o n s u m e r  &  r e t a i l  c l i e n t s  a r e  f e e l i n g  m o r e  a m b i t i o u s 
n o w ,  b u t  l e s s  s o  t h a n  t h e i r  c o u n t e r p a r t s  i n  o t h e r 
s e c t o r s

Six t y-one percent of the consumer & retail  client s we sur veyed said that their organisations 

are more ambitious post-pandemic than they were before it .  Although impressive when so 

many respondent s think their organisations are still  mired in responding to the crisis ,  it ’s 

a less positive pic ture than in other sec tors,  where 74% of respondent s overall  describe 

themselves as more ambitious.  CPG manufac turers are slightly less optimistic ,  with 4 8% 

saying that they ’re more ambitious compared to 54% of retail  client s,  and 10 % saying 

they ’re less ambitious (no retail  client said this).

To what ex tent ,  if  any, do you think your organisation has more ambitious goals than it 

did prior to the pandemic? 

Figure 5

Retail

Consumer goods manufacturing

Grand total
61%

60%

63%

34%

33%

37%

5%

7%

Lower level of ambition
About the same level of ambition
Greater level of ambition

Driving this more cautious pic ture across the consumer & retail  sec tor overall  is Europe, 

where just 45% of client s say their level of ambition is the same as it  was pre-crisis and 7% 

say they ’re less ambitious.  This isn’t surprising: Past crises—the 20 0 8 financial crisis being 

an especially good example—have t ypically seen a much faster recover y in the US than in 

Europe. US client s tend to be buoyed by higher levels of business confidence, a sense of 

optimism when it comes to technolog y being a universal and immediate panacea , and a 

strong underlying economy. Meanwhile,  the Eurozone tends to see lower levels of economic 

grow th , and senior executives in Europe tend to be more cautious around investment . 
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To what ex tent ,  if  any, do you think your organisation has more ambitious goals than it 

did prior to the pandemic?

To what ex tent ,  if  any, do you think your organisation has more ambitious goals than it 

did prior to the pandemic?

Figure 6

Figure 7

Pharma & biotech

Healthcare

Financial services

Technology, media & telecoms

Energy & resources

Retail

Consumer goods manufacturing

Grand total 72%

60%

63%

68%

75%

77%

79%

87%

26%

33%

37%

32%

23%

21%

20%

13%

7%

Lower level of ambition
About the same level of ambition
Greater level of ambition

The pandemic has created new opportunities

We achieved more than we’d expected during the pandemic

Our leadership team is effective

We’ve more money to invest

We’re more confident as a business

The problems we face are larger/more urgent

35%

27%

14%

14%

8%

The key fac tor driving greater levels of ambition isn’t f inancial per formance during the 

crisis:  49 % of client s who say the pandemic had a negative impac t on their organisations 

still  say they ’re more ambitious as a result of it .  Whether organisations are now more or 

less ambitious depends, instead, on the ex tent to which they believe the crisis created 

new oppor tunities for them and that they achieved more during the crisis than they ’d 

anticipated. In other words, post-crisis ambition depends, not on economic s,  but on client s’ 

own , streng thened belief in their abilit y to take advantage of even the most dif f icult of 

circumstances. By contrast ,  8 0 % of those who say their organisations are less ambitious 

than they were before the pandemic cite uncer taint y as the main reason , sug gesting that 

their leadership teams may not have learned one of the key lessons of the last 18 months: In 

the face of unprecedented uncer taint y,  almost any plan is bet ter than no plan at all .
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4A 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.

This year ’s model has been expanded, with a new 

capabilit y taxonomy and a much broader range 

of professional ser vices f irms included—all  of 

which reflec t s convergence and other changes 

we see in the industr y.  For the purposes of this 

repor t we’ve focused on t ypes of f irm and market 

segment s that broadly equate to traditional 

definitions of consulting. A s a result of these 

changes to our methodolog y, there are changes 

to our market sizing data ,  which take into account 

that conventional consulting f irms now compete 

in many non-consulting market s—in essence that 

their addressable market is larger.  Historic data 

has been restated to match our new definitions, 

but the inclusion of new t ypes of f irm and 

additional ser vices may also have an impac t on 

grow th rates.

Alongside this market segmentation , we also 

limit our market sizing and analysis to what we 

at S ource call  “big consulting”—work done by mid 

and large-sized f irms (those with more than 50 

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

thin tail  of work done by contrac tors and ver y 

small  f irms, as most readers of this repor t would 

not seek or be able to compete in this par t 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 modelling ,  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 c arr y o ut a client sur vey to h elp us b uild 

a rich pic ture of  h ow dif ferent tren ds in th e 

consum er p ro du c t s & retail  se c tor are af fe c ting 

client s’  organisations an d th eir  use of  consulting . 

O n e sur vey fo cuse s on tren ds in consum er 

p ro duc t s & retail ,  p roviding detaile d insight s into 

th e n uan ce s of  th e market .  For this ,  we sur veye d 

10 0 senior client s of  consulting f irms f rom a cross 

th e consum er p ro du c t s & retail  se c tor,  all  of 

w h om work in organisations with m ore than 5 0 0 

employe e s .  T his  sur vey fo cuse s on th e 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.

In-depth desk research

We als o con du c te d a th oro ugh PE S T analysis 

in th e consum er p ro du c t s & retail  se c tor that 

drills  dow n into f in er ma cro e con omic details 

on a h olis tic  an d se c tor-by- se c tor basis  an d 

allow s us to f it  o ur re search into a wider 

ma cro e con omic 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”.

Respondent s by organisation size

Figure 4 4

51%49 % 1 , 0 0 0 - 4 ,999 employe e s
5 , 0 0 0 + employe e s

Respondent s by func tion

Figure 45
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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 
organisations ,  religious ,  p olitic al an d 
professional memb ership organisations ,  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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A b o u t  t h e  a u t h o r s

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

f ionac z@ sourceglobalresearch .com

B . J.  Richards  

bj . richards@ sourceglobalresearch .com

B . J.  Richards 

An accomplished writer and editor,  B . J. 

has provided strategic communications 

for a U. S .  S enator,  three president s 

of Har vard Universit y,  a prominent 

American civil  liber ties advocac y group, 

and international law and consulting 

f irms. She earned her Juris Doc torate 

from the Universit y of G eorgia and is a 

member of the G eorgia bar.
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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 s 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 s 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 .

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 s 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 s 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
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May
China 

Japan
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June
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July

China 
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Japan 
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August
Perceptions of Risk Firms 
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Consulting’s New
Talent Crisis

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

November
Building a Trusted 
Brand
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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 
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A b o u t  u s



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 .

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