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Introduction 

For some buyers of consulting, value is financial, a simple and transactional return on 
their investment in fees, though that’s not how firms tend to express it, with the creation 
and delivery of value common terms, though perhaps lacking a little in definition.

We’ve previously described value as the benefit of using consultants rather than internal 
resources, identifying five dimensions of value in professional services: Does a firm 
enable a client to tackle a problem better, faster, more easily, more safely, or more 
cheaply than they’d be able to themselves? Understanding what value means in practice 
helps firms and clients to speak the same language—it’s not hard to imagine what 
problems arise if a firm comes in talking about value in terms of speed when their client 
is most concerned about costs.

The five dimensions of value

Value—what is it when we talk about it in the professional services world?

Who is this report for?
For senior account managers and client 
& markets teams, this report reveals 
what value really means to your clients, 
busting common preconceptions and 
surfacing the concerns they wish you’d 
address. By aligning your conversations 
and deliverables with the client’s 
view of value, you’ll better meet their 
expectations, strengthen long-term 
relationships, and unlock growth.

For CMOs, this report helps you speak 
the same language as your clients 
when it comes to value, ensuring your 
messaging and materials remain relevant, 
resonant, and compelling.

Consultants help us to produce better project outcomes than we would be 
able to achieve ourselvesBetter

Consultants simplify the project delivery process and make it easier for us 
to make decisions

Easier

Consultants help us achieve results faster than we could ourselvesFaster

Using consultants minimises the risks associated with the projectSafer

Using consultants is less expensive than completing projects with internal 
resources or using other types of service providers

Cheaper

REPORT EXTRACT: non-exclusively licensed for internal use only
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What really matters
Every client is different.................................................................................6

Technology could prove to be a significant risk to value, in more  
ways than one................................................................................................7

Firms need to talk about value at the right time, and, crucially,  
evidence it......................................................................................................8

1
“The kind of engagement we have 

with consultants has changed; they 
are much more focused on value 

adding at the top end.”
CFO, energy & resources 
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Creating value in practice
Clients engage firms because they want “better” outcomes............. 10

That better solution is likely to come from sector expertise,  
but it’s not guaranteed...............................................................................11

Key client groups are looking for something more than “better”...... 12

Clients are broadly in agreement that projects are a success,  
although the benefits can take some time to appear.......................... 14

Major strategy firms make the quickest impact, something  
other firms could emulate......................................................................... 15

Clients also think they are getting long-term benefits—but  
there is a small, and possibly significant, group who aren’t  
happy with Big Four here........................................................................... 16

2
“The greatest value consulting 

firms provide is their 
industry knowledge—trends, 

competitors, disruptors.”
 CMO, manufacturing
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The impact of value  
on choice 
Firms need to vocalise their contributions to success.......................... 18

Perceptions of firms, and the value clients are looking for,  
affect choice................................................................................................. 19

3
“If there’s value in there and we 
know we will get a return from 

the investment, then we will 
spend the money.”

  CTO, services
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Value and technology 
Technology is changing the impact that firms can have........................22

Firms must call out the value of technology in their work as  
clients aren’t often seeing it in the return on investment.....................23

Technology seems more responsible for value than the firm  
tasked with bringing it alive, and that brings significant risk...............24

4
“Value is all about the relationship 

you have with them, how they make 
you feel, how they help you, whether 
they are willing to go the extra mile. 
That’s what makes a huge difference.”

CDO, TMT
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Communicating value 
in practice 
Firms are talking about value in terms of value add delivered… .........26

… but that’s not necessarily what clients want firms to focus on.......27

Clients notice when firms fail to follow through on early  
conversations about value..........................................................................28

Despite it being challenging, clients still need to measure value,  
which means understanding it and explaining it....................................29

5
“I prefer work not to be 

budget driven. It’s really about 
the value we gain from the 

deliverables, how realistically 
we view that projection.”
Director of transformation, healthcare
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Do what really matters
Listen to clients and change the value conversation............................. 31

Turn value blockers into value drivers......................................................32

6
“The finance team would say we 

could do this for cheaper ourselves. 
But it’s a huge distraction. 

Concentrating on the value add 
makes a lot more sense.”

Strategy director, retail
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7
“When we ask firms to pitch, 

it’s a judgement of the ideas and 
knowledge they bring. The decision 
might include price, but it’s really 

about the value they bring.”
CRO, life sciences
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Methodology 

32%

33%

35%

Head of department
Direct report into CxO/
board-level management
CxO/board-level management

13%

13%

20%
27%

27%

UK
US
GCC
France
Germany

14%

17%

29%

41%

5,000-9,999 people
1,000-4,999 people

10,000-19,999 people
20,000+ people

12%
17%

17%

21%
5%

5%
6%

7%

9%

Financial services
Manufacturing
Retail
Energy & resources
Services 
Healthcare
Pharma & life sciences
Public sector
TMT

10%

10%

11%
11%

11%

13%

19%
7%

8%

IT
General management
Finance
Procurement
Sales & marketing
Human resources
Operations
Risk/compliance
Strategy

Respondents by responsibilityRespondents by geography Respondents by headcountRespondents by functionRespondents by sector

We surveyed 150 senior buyers of consulting in June 2025. Respondents worked in five geographies, all of which are important in terms of scale and/or 
growth potential—the US, UK, Germany, France, and the GCC. They were also drawn from a representative mix of sectors and functions. Approximately 
two thirds came from organisations with more than 5,000 people. 
We have also drawn on the findings of our 2025 global Client Perceptions survey of 3,868 senior buyers of consulting where useful, and particularly 
for the insights shared in Figures 1-3 and Figure 6.
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Meet the experts
Catherine Anderson   
Catherine is Director of Market Trends & Analysis. She turns qualitative and 
quantitative data into meaningful, strategic insights on topics across the 
professional services market, from sustainability to managed services, guiding 
leadership teams in their decision making. 

Catherine Anderson  
catherine.anderson@sourceglobalresearch.com

Martin White
Martin is a Principal Consultant in our Client & Brand Insights team. He is an 
experienced writer and analyst, specialising in client perceptions, and helps 
professional services firms to understand how they are perceived in the 
market across multiple lines of business, including consulting, risk advisory, 
tax advisory, and audit. 

Martin White
martin.white@sourceglobalresearch.com
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