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W h a t  i s  t h i s  C l i e n t  P e r c e p t i o n  S t u d y?

Underpinned by our ex tensive and industr y-leading client sur vey, this repor t reveals 

what senior end-users think about the leading consulting f irms in the f inancial ser vices 

sec tor.  The repor t contains a detailed analysis of the client journey and examines how 

client s see f irms dif ferently as they move from awareness,  to shor tlisting a f irm, to then 

becoming direc t client s and heav y users of a f irm . The repor t also includes rankings of 

the leading f irms, in order to help you bet ter understand your f irm’s positioning in the 

market,  and the overall  competitive landscape in which you are operating.

Created to provide you with a snapshot of client views, and to bet ter understand how 

well  positioned your f irm is to suppor t client s’  needs, this repor t also comes with 

individual f irm profiles to allow you to bet ter understand your competition .

Below, we have illustrated the sur vey responses that underpin the analysis included in 

this repor t .  You can read the full  methodolog y here. 
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W h i c h  f i r m s  a r e  i n c l u d e d  i n  t h i s  r e p o r t ?

Did we ask ab out this 
f irm in this market? Detailed profile available?

Accenture 3 3

AlixPar tners 3 3

Bain & Company 3 3

Bos ton Consulting G roup 3 3

Capgemini Invent 3 3

Deloit te 3 3

E Y 3 3

Fujit su 3 7

IBM Consulting 3 3

Kearney 3 3

KPM G 3 3

McKinsey & Company 3 3

Oliver Wyman 3 3

PA Consulting 3 7

P w C (including Strateg y&) 3 3

Rolan d Berger 3 3
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D i s c o v e r  m o r e  o n l i n e

The data contained and referred to within this repor t is also available online on our 

new, redesigned online por tal ,  where it  can be sor ted and filtered according to your 

preferences, also providing access to historic data from our past sur veys back to 2016 . 

To access the data,  visit the main repor t page and click the blue “E xplore the 

data” but ton . Alternatively,  you can visit the main data por tal page at repor t s.

sourceglobalresearch .com /por tal/cpp/2022 . 

When you log on, you’ll notice a sample information dashboard. Here you can check the 

sample size for certain cuts of the data. In addition, hovering your cursor over values on 

a chart will display the number of responses related to that particular value. If you have 

any questions about any of the data, please contac t us here.  
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H o w  a r e  t h e s e  s t u d i e s  d i f f e r e n t ?

The views about each firm expressed in this repor t come from senior end-users of 

professional ser vices—your client s and prospec t s,  in other words. They dif fer from 

t ypical feedback studies f irms of ten per form with their own customers in three 

impor tant ways:   

	– A multi-firm view.  Our repor t s enable consulting f irms to see how they stack up 

against their competitors in the minds of client s.

	– A view from prospec t s,  not just existing client s .  We include the views of direc t 

client s (those who have bought ser vices from a f irm on a reasonably regular basis) 

and prospec t s (client s who feel qualif ied to share an opinion about a f irm but aren’t 

among the f irm’s direc t client s).  Prospec t s may have had exposure to the work the 

f irm has done elsewhere in their organisation or have simply formed an impression 

based on reading a f irm’s thought leadership or being exposed to it s marketing in 

some other form . This enables us to understand what we tend to think of as a f irm’s 

“brand pipeline”,  and about the dif ferences bet ween expec tation (prospec t s) and 

realit y (direc t client s).  It  also tells us something about the dif ferences bet ween a 

f irm’s marketing and what it  ac tually delivers.  

	– Independence and exper tise .  The trouble with conduc ting your own client research 

is that client s are of ten reluc tant to express negative views about f irms (and people) 

with whom they ’ve worked closely.  They have no such concerns when they ’re telling 

us.  Added to which, we’re able to bring the exper tise we’ve gained over years of 

analysing the consulting market to bear,  helping to interpret the result s within the 

contex t of the wider market and the strategic priorities of consulting f irms.  

It ’s impor tant to remember that this is a study of client perceptions; a summarised 

view of what we’re hearing from the market .  It ’s not Source’s view, nor is it  a comment 

on market share or a recommendation to client s about which f irms to buy from . The 

audience of these repor t s is ver y much the f irms featured in them, and those interested 

in the streng th of the competition in any given market . 

We profile individual f irms in our repor t s—indeed this remains one of the most 

popular par t s of the repor t s with readers—and we do, separately,  provide tailored 

presentations to f irms that buy this repor t ,  contex tualising the result s for that 

individual f irm . However, our Client Perception Studies are not exhaustive studies of 

client s’  opinions about specific f irms that remain statistically robust when filtered to 

provide detailed data about views at a ver y granular level of the market,  and are not 

designed to replace the sor t of in-depth client research that many firms of ten ask us to 

carr y out for them . 

All  analysis is our own—as exper t s in interpreting client data,  our aim is to help you 

make sense of it  and bring the impor tant messages to your at tention quickly.  It  is not 

possible to influence our rankings either by subscribing to our research or by paying us 

money—it never has been and it never will  be.  To that end, Source Global Research is 

completely independent of any professional ser vices f irm we work with or comment on .
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Firm-by-firm analysis

A summar y of client s’  views about each  

f irm in turn .
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What clients are telling us

Quality perceptions continue on an upward  

curve for financial services clients,  reaching  

the highest levels on record 	 22

Financial services clients are doubling down  

on productivity,  agility,  and digital  

transformation  	 25

A pricing paradox in a tight talent market 	 28

About this report 

O ur rep or t mainly draws on our annual global client p erceptions sur vey of senior end-users of consulting 

f irms . A detailed view of our metho dolog y and more information ab out S ource can be found below:

Methodology in full 	 74

Meet our experts	 78

About us	 79

How we can help you	 80

Programme schedule for 2022	 81

Overview of client perceptions in  

financial services

Leading firms across the buying cycle  	 7

Who is front of mind with clients in financial 

services?  	 8

What topics are front of mind with clients?	 9

Who delivers high-quality work?	 11

Quality rankings by service	 13

Perceptions of the value added by firms in  

financial services	 15

Who is best to work with?	 17

Who is first choice with clients?	 19

Who is best positioned for the future?	 20

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

A strong consulting brand is not only one that at trac t s new client s to it ,  but can 

transform those new client s into repeat buyers by retaining and growing those 

account s,  and is well  positioned to take advantage of the new oppor tunities thrown up 

by emerging trends and future changes in client behaviour.

When it comes to winning client s,  a key determinant is who is front of mind with buyers 

of consulting , and who’s seen as the leading authorit y on the issues client s are currently 

thinking about .  This will  influence who client s are likely to shor tlist for work and 

speak to f irst when considering bringing on consultant s.  We look at this in the aided 

awareness measure, which obser ves how likely client s are to choose to talk to us about 

dif ferent brands; and the measure of authorit y,  which considers how likely client s are to 

consider a f irm a leading thinker in the topic s that currently mat ter most to them .

While grabbing the at tention of client s is impor tant to win their business in the f irst 

place, they won’t be retained and firms will  strug gle to grow account s and sell  additional 

ser vices if  client s don’t think the f irm can credibly deliver.  To look at this fur ther,  we 

consider what client s tell  us about the qualit y of f irms’ work across dif ferent consulting 

ser vices,  the value relative to fees charged, and the experience of what it ’s like to work 

with a f irm across a variet y of at tributes.  The competitive resilience score also gives 

an indication of the ex tent to which f irms are able to protec t and keep the client s they 

have, and how likely they are to win additional client s from competitors.

Finally,  in order to consider how well  positioned firms are for the future, we look 

at which consulting ser vices are forecast to grow the most over the nex t three 

years,  based on our ex tensive Global Data Model.  We then re-weight the scores for 

client perceptions of qualit y of dif ferent ser vices accordingly to see which f irms are 

considered to be highest qualit y in the fastest-growing areas.

The char t below shows the scores and ranking position of the f irms we’ve asked about 

in f inancial ser vices across all  of those key metric s.

 

O v e r v i e w  o f  c l i e n t  p e r c e p t i o n s 

i n  f i n a n c i a l  s e r v i c e s 1
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The top firms across key metric s in f inancial ser vices

Figure 1
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W h a t  c l i e n t s  a r e  t e l l i n g  u s

Q u a l i t y  p e r c e p t i o n s  c o n t i n u e  o n  a n  u p w a r d 
c u r v e  f o r  f i n a n c i a l  s e r v i c e s  c l i e n t s ,  r e a c h i n g 
t h e  h i g h e s t  l e v e l s  o n  r e c o r d 
Financial ser vices client s have always been more positive about the qualit y of 

consultant s’  work than client s in other sec tors: in ever y year that we’ve asked since 

2016 , they ’ve returned a more positive verdic t than their peers,  and this year is no 

dif ferent .  In fac t ,  perceptions of qualit y have reached their highest level on record, 

with just over 8 0 % of f inancial ser vices client s rating consultant s’  work as “ver y high” 

or “high” qualit y.  For almost all  consulting f irms, over a third of client s spoke about 

the qualit y of work is the best possible terms, with the propor tion describing work as 

“ver y high” qualit y rising as far as 4 4% for three firms—IBM Consulting ,  Deloitte ,  and 

Accenture .  Consequently,  far fewer client s score consultant s as average, low, or ver y 

low on qualit y now than in previous years. 

2
Financial ser vices client s are consistently more positive than those in other sec tors 

about the qualit y of work delivered by consulting f irms

Figure 18
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Financial services All  other sectors
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This inexorable rise in perceived qualit y may come as a surprise to some, given the ver y 

real challenges of delivering ser vices more remotely. You’d be forgiven for thinking that 

dealing with the complexities of hybrid-working teams on the client and consulting side 

would make maintaining ef fec tive client relationships, collaboration, and communication 

more dif ficult ,  resulting in a downward pressure on perceptions of qualit y. But it seems 

consultants in this sec tor have turned lemons into ver y tast y lemonade. 
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F i r m - b y - f i r m  a n a l y s i s

In this sec tion of our repor t ,  we summarise the views of client s about each firm in 

turn . We explain fur ther the methodolog y behind the data presented here in the 

Methodolog y in full  sec tion later in this repor t . 3
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A 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  i n  f u l l

W h o  d i d  w e  t a l k  t o ?

Respondent s’  level 

of responsibilit y

Respondent s 

by region

Respondent s 

by func tion

Respondent s by 

organisation’s 

revenue 

Figure 25

Figure 26

Figure 27

Figure 28
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W h a t  d i d  w e  a s k  t h e m ?

Each respondent was presented with a list of up to 15 leading consulting f irms in the 

f inancial ser vices sec tor and asked to selec t three consulting f irms whose brands they 

felt most able to comment on, even if  haven’t worked with those f irms. We focus on the 

world’s leading consulting f irms to ensure we have suf ficient responses to carr y out a 

detailed analysis . 

We calculate an aided awareness score based on which f irms are selec ted. To give each 

firm an aided awareness score, we’ve looked at how quickly respondent s selec ted any 

par ticular f irm . It  is “aided” in the sense that respondent s are given a list of f irms to 

choose from . The firm that reached the quota for responses f irst gains the top score 

(which is 10 0).  All  other f irms are scored in comparison based on how many respondent s 

have selec ted each firm relative to the quota . Think of it  as f irms racing each other to a 

f inish line.

We go on to ask fur ther questions,  focusing on the following areas:

	– Experience with the firms selec ted:  Whether respondent s are aware of the selec ted 

consulting f irm, but haven’t shor tlisted or used it ,  have shor tlisted the f irm, but not 

used it ,  have bought a small  number of ser vices from the f irm (i .e. ,  less than three),  or 

have bought multiple ser vices on a reasonably regular basis .

	– First choice:  If  all  other things were equal,  which f irm (from the list of 15 firms we ask 

about in f inancial ser vices) they say would be their f irst choice to work with in each of 

13 dif ferent consulting ser vices

	– In the f irm-by-firm sec tion, we char t the relative threat s bet ween a given firm and 

the other f irms we look at .  Where a higher propor tion of the client s of other f irms 

would selec t the given firm than the propor tion of client s of the given firm who would 

selec t that other f irm, then we consider the given firm to be a relative threat to that 

other f irm . In such cases the chord is coloured green . Chords in red show where the 

propor tion of the given firm’s direc t client s that would selec t that other f irm is higher 

than the propor tion of client s of that other f irm who would choose the given firm as 

their f irst choice. In such cases,  we consider the other f irm to be a relative threat to the 

given firm . 

	– Qualit y :  How they rate the qualit y of work of each of the three f irms selec ted in 13 

dif ferent consulting ser vices.  Respondent s are asked to rate qualit y on a f ive-point 

scale where 1 is ver y low qualit y and 5 is ver y high qualit y.  They ’re also given the 

option to answer “don’t know ”. We calculate a qualit y score based on the propor tion 

of respondent s describing qualit y (overall)  as either “high” or “ver y high”.  We calculate 

a qualit y out shine score as the dif ference bet ween the propor tion of direc t client s 

describing qualit y as “high” or “ver y high” and the propor tion of prospec t s describing 

the qualit y as “high” or “ver y high”.  A positive score means direc t client s hold more 

favourable views than prospec t s,  while a negative score means prospec t s think more 

highly of a f irm’s qualit y than it s direc t client s.

	– Value:  Their view of approximately how much value each of the three f irms selec ted 

add in relation to the fees paid for it s ser vices,  or if  they haven’t worked with the f irm 

how much they would expec t the t ypical value to be. Respondent s are presented with 
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f ive options: less than the amount paid,  around the same as the amount paid,  t wice 

the amount paid,  f ive times the amount paid,  or 10 times or more the amount paid.  We 

calculate a value score based on the propor tion of respondent s that value is in excess of 

fees to any ex tent .  We calculate a value out shine score  by determining the dif ference 

bet ween the propor tion of direc t client s and the propor tion of prospec t s describing the 

value added by the f irm as wor th t wice, f ive times, or 10 times or more the fees paid.  A 

positive score means direc t client s hold more favourable views than prospec t s,  while 

a negative score means prospec t s think more highly of a f irm’s value than it s direc t 

client s.

	– At trib ute s tren g th:  H ow th ey rate ea ch of  th e thre e f irms sele c te d a cross a range of 

16 at trib ute s of  w hat it ’s  like to work with consulting f irms .  T h e f ull  l is t  of  at trib ute s 

is  as follows (n ote that in many c ase s we sh or ten th e se for th e sake of  brevit y):  

	– Overall  culture of the f irm

	– The methodologies the f irm uses

	– The firm’s innovative approach

	– The firm’s account management process

	– The breadth of the f irm’s ser vices

	– The firm’s abilit y to implement

	– The firm’s brand and reputation

	– The firm’s prices

	– The firm’s overall  speed of deliver y

	– The firm’s responsiveness and flexibilit y

	– The qualit y of the f irm’s thought leadership

	– The ex tent to which the f irm put s suitably qualif ied people on your projec t s

	– The firm’s environmental,  sustainabilit y,  and corporate governance (ESG) credentials

	– The firm’s global reach

	– The qualit y of the f irm’s subjec t mat ter exper t s

	– The qualit y of the f irm’s sec tor knowledge and exper tise

Respondent s are asked to rate qualit y on a f ive-point scale where 1 is ver y poor and 

5 is ver y good. They ’re also given the option to answer “don’t know ”. We calculate a 

score for an individual at tribute based on the propor tion of respondent s describing 

the streng th of the f irm as either “good” or “ver y good”.  The at tribute score overall  is 

calculated as the average across all  at tributes of working with a f irm . We calculate an 

attribute out shine score  as the dif ference bet ween the propor tion of direc t client s 

describing the streng th of at tributes of working with a f irm as “good” or “ver y good” 

and the propor tion of prospec t s describing the streng th of f irms’ at tributes as “good” 

or “ver y good”.  A positive score means direc t client s hold more favourable views 

than prospec t s,  while a negative score means prospec t s think more highly of a f irm’s 

at tributes than it s direc t client s.

	– At trib ute imp or tan ce:  From th e sam e lis t  of  16 at trib ute s ,  w hich t wo are m os t 

imp or tant w h en thinking ab o ut ea ch of  th e thre e f irms sele c te d .  We th en ag gregate 

th eir  re sp onse s as th e p rop or tion of  client s that gave ea ch at trib ute as eith er th eir 

f irs t  or se con d m os t imp or tant at trib ute an d rank ea ch at trib ute from m os t to leas t 

imp or tant .  W h ere t wo or m ore at trib ute s have th e sam e score ,  we take into a cco unt 

th e share of  client s w h o s tate d that th e at trib ute was th eir  f irs t  m os t imp or tant 

at trib ute .  In th e f irm-by-f irm se c tion ,  we th en overlay th e ranking of  th e s treng th 
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of th e f irm in ea ch at trib ute over th e relative imp or tan ce in a char t to se e w h ere 

th ere’s  alignm ent b et we en th e t wo m easure s .

	– Relevan ce :  From th e lis t  of  15 f irms we ask ab o ut in f inan cial  ser vice s ,  w hich thre e 

f irms have th e m os t relevant of fering ,  p ositioning ,  an d content to h elp solve th e 

issue s th eir  b usin e ss fa ce s .

	– Why th ey ch o ose to work with consultin g f irms :  W hy th e re sp on dent ’s  organisation 

work s with consulting f irms rath er than completing p roje c t s with jus t  internal 

re so urce s .  We ask th em to rank th e following reasons in order of  imp or tan ce: 

to a chieve b et ter o utcom e s than th ey co uld th emselve s ,  to minimise th e risk s 

asso ciate d with p roje c t s ,  b e c ause it ’s  simpler an d easier to use consulting f irms than 

to complete p roje c t s th emselve s ,  b e c ause it ’s  le ss exp ensive than using internal 

re so urce s or oth er t yp e s of  ser vice p roviders ,  an d to a chieve re sult s  fas ter than th ey 

co uld th emselve s .

	– Why th ey ch o ose to work with th e f irms sele c te d :  For ea ch of  th e thre e f irms 

sele c te d ,  w hy th ey worke d with th ose f irms—or if  th ey haven' t  worke d with th em , 

w hy th ey wo uld want to—by ranking th e sam e f ive s reasons ab ove .

	– Which topic s are m os t p re ssin g :  W hich t wo topic s are m os t p re ssing to th e 

re sp on dent ’s  organisation over th e n ex t t wo years ,  from a lis t  of  11 broa d areas . 

Re sp on dent s are also given th e option of  sp e cif ying th eir  ow n option if  on e of  th e 

t wo m os t p re ssing issue s to th eir  organisation isn’t  on th e lis t .

	– Auth orit y :  For th e t wo m os t p re ssing topic s sele c te d ,  w h o client s think is  th e 

lea ding thinker or auth orit y on th ose issue s from th e lis t  of  15 f irms we ask ab o ut in 

f inan cial  ser vice s .

O u r  G l o b a l  D a t a  M o d e l

In order to forecast how fast the market for the 13 ser vices we ask about will  grow over 

the nex t three years,  we rely on our Global Data Model.  This will  be familiar to readers 

of our Market Trends Programme, which is underpinned by this data .

Our Global Data Model is 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. For this repor t , 

we then ag gregate capabilities together to align with the 13 consulting ser vices we ask 

about .  This result s in a robust view of the size of the supply-side market .

We 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 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 .

The data in our Global Data 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 .
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W e  a n a l y s e  a n d  e x a m i n e  h o w  c h a n g e 
d r i v e s  t h e  w a y  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  m i g h t  h a v e  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 . 

D e r i v e d  f r o m  d a t a ,  y e a r s  o f  ex p e r i e n c e ,  a n d  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 ,  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  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 . 

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

S o ,  h o w  c a n  w e  h e l p  y o u ? 

A b o u t  u s
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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 s ,  w e  p r o v i d e  c u s t o m  a d v i c e  a n d  e v i d e n c e -

b a s 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  t o  u n d e r s t a n d  h o w 

t h e i r  b r a n d  i s  p e r c e i v e d  i n  t h e  m a r k e t .  U n d e r p i n n e d  b y  o r i g i n a l 

r e s e a r c h ,  i n t e r v i e w s  w i t h  y o u r  c l i e n t s ,  e x t e n s i v e  s u r v e y s  o f  b u y e r s 

o f  p r o f e s s i o n a l  s e r v i c e s ,  a n d  o u r  w e a l t h  o f  d a t a  a n d  e x p e r i e n c e ,  o u r 

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

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

–  B r a n d  b e n c h m a r k i n g  exe r c i s e s 

–  M e s s a g e  t e s t i n g  p r o j e c t s 

–  C l i e n t  f e e d b a c k  

–  C o m p e t i t o r  a n a l y s i s 

–  S u p p o r t  w i t h  c o n t e n t  a n d  t h o u g h t  l e a d e r s h i p  s t r a t e g i e s 

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 ,  o r  o u r  o t h e r  w o r k ,  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 .

H o w  w e  c a n  h e l p  y o u
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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.
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