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1I n t r o d u c t i o n 

We of ten describe client s’  appetite for consulting as c yclical and talk in terms of 

pent-up demand, but never before has that last term been more apt .  2021 has,  at 

least for most consultant s,  been the year of the rebound. Af ter the cancellations and 

postponement s that charac terised the f irst months of the pandemic ,  we were already 

hearing positive stories from consultant s—especially those in A sia-Pacific—about 

client spend picking back up when we wrote last year’s Planning for Grow th  repor t . 

Now, that ’s the stor y for many consultant s all  over the world: Pipelines have been 

repopulated and many firms are now operating at capacit y as client s unleash demand 

pent-up for over a year. 

For our latest repor t ,  we’re sticking with the format that made it s debut in last year’s 

repor t .  Drawing on the hundreds of conversations that we have with senior f igures in 

both client organisations and consulting f irms, we’ve created five of ferings* from the 

capabilities in our global data model and asked our analyst s to use their knowledge 

and instinc t to score them for their at trac tiveness to both client s and providers: How 

pressing is the need for a solution for the client? Is an of fering easy to deliver for a 

provider? A sking these questions from both sides encourages us to consider where the 

interest s of client and supplier align and diverge. This year’s of ferings are as follows:

 – Work force transformation

 – New-model supply chains

 – Nex t-gen information management

 – Going beyond greenwashing

 – Making digital BAU

We’ve polled our analyst communit y to crowdsource our assessment and no opinion 

has carried more or less weight: This repor t is ,  in the truest sense, Source’s opinion .

For the f irst time, we’re also put ting a dollar value to these f ive of ferings.  This is 

one of the benefit s of the granular nature of our data model;  we can reconfigure and 

recombine it s constituent par t s to build new of ferings.  It ’s something that we do for 

client s on bespoke projec t s all  the time, but this is a rare occasion for us to showcase 

that approach in Market Trends. It ’s impor tant to note that our analyst s didn’t know 

the size of the market when they scored each of fering—we didn’t want them to be 

swayed by the current dollar-value when there are so many other fac tors at play and 

because this is a for ward-looking repor t . 

For contex t,  it ’s wor th knowing that even the smallest of fering of the f ive in this 

repor t is still  larger than the entire Japan consulting market,  as defined in our Market 

Trends repor t s. 

* We’re using the term “of fering s” throughout this rep or t in recognition of the multidisciplinar y nature of what we’re 

describing , an d to dis tinguish them from the more tra ditional “ser vices” that professional ser vices f irms have ten ded 

to think of themselves as providing .  
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S i z i n g  m e t h o d o l o g y 

We build our model from the bot tom-up, sizing the global professional ser vices market 

from the information we get from consulting f irms and our own research . Our global 

model contains detailed data about almost 1 ,6 0 0 firms, plus higher-level estimates 

about a fur ther 4 0 0,0 0 0 firms, all  with more than 50 consultant s apiece, in addition to 

comprehensive primar y research carried out by Source analyst s.  It  therefore reflec t s 

the “addressable” market for the majorit y of mid- and large-sized consulting f irms; we 

don’t tr y to track the long , thin tail  of work done by ver y small  f irms or for ver y small 

client s,  nor the contrac tor market .  

We should emphasise that there are no standard sources or definitions of market 

sizing data within geographies let alone bet ween them . We are, however,  confident 

that the richness of our qualitative data,  combined with Source’s unparalleled industr y 

exper tise,  means that our analysis fairly and accurately reflec t s the state of the market . 

To size the of ferings we have taken relevant par t s from each capabilit y in the model 

and ag gregated them to form multidisciplinar y market s. 
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S c o r i n g  m e t h o d o l o g y 

Our scoring methodolog y star t s from the basic idea that,  in order to assess how 

at trac tive an of fering is to professional ser vices f irms, conditions on both the client 

and supply side need to be taken into account .  We set tled on four fac tors for each side:

For each of these fac tors,  we devised a series of questions with answers that scored 

from 1 to 5,  and then averaged them to give each fac tor a score. Combining the scores 

for the fac tors gives each of fering t wo separate scores out of 20 : a client score and a 

provider score. 

It ’s here that the key dif ference bet ween the provider and client perspec tives becomes 

apparent .  For the former, the questions centre on the challenges of deliver y and ROI: 

A high score overall  will  come from an of fering that draws on existing methodologies 

and skills ,  could be bought predic tably by many people for a long time, and isn’t hard to 

make dif ferentiated from the competition . On the client side, the higher the score, the 

greater the need to look to ex ternal providers for help: It ’s a resonant issue, preferably 

with at tendant regulator y pressure, and while there's clear evidence of the benefit s of 

taking ac tion, the resources needed to address it  are scarce. 

For the avoidance of doubt,  though they take dif ferent things into account,  both scores 

measure the at trac tiveness of the of fering to professional ser vices f irms. So, a high 

client score doesn' t mean it 's good news for the client,  it  means it 's good news for the 

f irm (because conditions on the client side are favourable).  It  is ,  then, the t wo scores 

combined that ultimately determine how at trac tive each of fering is to professional 

ser vices f irms.

Client issue

Provider offering

Re s o n a n c e

How engaged are 
the general p ublic , 
employees , an d the 
C-suite?

Fo u n da ti o n

What ’s already in 

place?

I m p a c t

Is it  p ossible to make  
a tangible impac t?

E xe c u ti o n

How complic ated  
is delivering the 
of fering?

I n te r ve n ti o n

Is there pressure to ac t 
from ex ternal forces?

S ize

How big is the 
opp or tunit y?

S c a rc it y

How available are  
the technolog y,  
p eople, an d data 
required?

P re di c t a b il it y

Will client s come  
back for more?
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Edward is Model Design & Research Lead at S ource, where he is responsible for marshalling 

the research and data input s for all  our models ,  taxonomies,  and databases.  He has most 

recently led the development of the newly expanded S ource taxonomy, drawing on his 

ex tensive experience of scanning the market for potential acquisitions to build a more 

granular,  capabilit y-driven view of the professional ser vices landscape. He holds a degree in 

classic s from Magdalen College, Ox ford; and an MMus from the Royal Academy of Music .
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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 .  
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