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Beyond the €1 Billion Target for 2020, BearingPoint is 
Aiming for Digital Transformation Leadership
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IN THIS FLASH

This IDC Flash provides our impressions of the BearingPoint analyst event held in Berlin in April 

2015.

SITUATION OVERVIEW

A small number of analysts, BearingPoint's top executives, a few clients, and some of its partners 

attended the two-day event. Although the European consulting firm was in a buoyant mood, 

revenue was nearly flat in 2014 at €560 million, up from €553 million in the previous year. Clearly, 

last year's ambition to grow 9%, set out at the 2014 event in Paris, was not met.

While BearingPoint was honest in stating the failure to meet the target — due in part to the impact 

of the geopolitical situation in Ukraine which triggered headcount reduction — it did not seek 

excuses but instead framed the event in a positive light. First and foremost, the company's revenue 

is at an all-time high. Second, the revenue shortfall is the result of a one-off situation. More 

importantly, BearingPoint had plenty of positive developments to mention outside mere growth 

numbers. 

 Industry focus has broadened from three to five segments, which now include consumer, 
discrete manufacturing, process manufacturing, utilities and resources, financial services,
and the public sector.

 BearingPoint clearly relishes the fact it is slowly but surely cementing deep and long-
standing relationships with key clients such as BMW, Schindler, Daimler, and eircom.

 The company is strengthening its horizontal offering. Business strategy and transformation 
remain important, but the focus on newer offerings such as digital/customer management 

and Asset Based Consulting (ABC) was evident. ABC is a set of software capabilities that 
BearingPoint developed and gathered into a single business unit composed of technical 
professionals designing, building, and expanding it. These assets are used to leverage the 

company's consulting capabilities into repeatable business. 

Despite local difficulties in Ukraine and Russia, BearingPoint attributed its all-time high revenue to 

its ABC offering, its client-centricity approach, its focus on high-value services, and its ability to 

leverage the firm as a whole and its global network to drive sales. 

None of these drivers are new to the company — they were mentioned at length at the 2014 event. 

Nonetheless, we see the continuation and consistency of BearingPoint's commitment to these 

values as a very stable basis from which to conduct business. But is that enough?



©2015 IDC #Q59X 2

BearingPoint is seeking to maximize its key opportunities in the market between now and 2020. It 

stated its focus on driving a culture of entrepreneurship and innovation, pushing its ABC and Go 

Digital offerings further and making investments/acquisitions in priority areas (no further details 

were provided).

We believe BearingPoint's aim to reach €1 billion by 2020 is commendable and feasible, but it 

requires a significant growth uplift. We must also note that it can no longer afford to slip up in terms 

of growth. The company has done well since its inception in 2009, growing at a 5% CAGR from 

€441 million in 2009 to €560 million in 2015. But the step change required until 2020 is clear. 

Reaching the €1 billion target will require a doubling of the CAGR to 10% over the next six years. 

With all the goodwill in the world, it does represent a steep hill to climb, even considering organic 

growth is set to be 5.5%, the rest being the result of acquisitions.

So how will BearingPoint achieve this?

FUTURE OUTLOOK

We believe BearingPoint has been doing well in the market, and last year's revenue blip is just 

that: a pause in its revenue growth trajectory. Clearly, the company is paying close attention to 

market developments to gain competitive advantage. So where does it need to focus to achieve its 

stated aim?

 BearingPoint must be ruthless and very consistent in offering innovation and focusing on 
customer centricity. The market in 2015 is slowly shifting beyond cost cutting and looking 

to growth through high-value services and innovation. Both need to go hand in hand.

 Geographic expansion in high-growth markets, such as the Middle East and Asia, must not 

derail the delivery of services in its traditional European market. It should also not divert 
too much management attention away from honing the portfolio and deepening client 
relationships. 

 It must carefully acquire and integrate key talent into the BearingPoint model. To be fair, 
Peter Mockler, the company's managing partner, made it clear that it would target small 

acquisitions over the next six years. We must underline this point. It is essential for 
BearingPoint to keep its momentum, and making significant acquisitions (which must bring 
a 4.5% CAGR alone over the next six years) is going to be challenging. 

 BearingPoint should adopt a dual digital transformation (DX) plan of action. It understands
the need to introduce DX to the market, which includes cloud, Big Data, mobility, and the 

Internet of Things (IoT). However, it must develop and mix its long-term plan for DX with 
short-term tactical (or practical) tasks.

 The long-term or strategic outlook should center on solidifying a partner ecosystem 
around DX to create a robust, competitive, and productized DX portfolio. 

 On a more tactical level, it must seek to increase its mindshare across DX, particularly
around IoT. As such, it must get even closer to its customers and seek new contacts 
within the organizations of its clients (and prospects): the famous line-of-business 

(LOB) buyers. Pursuing this relentlessly will ensure the brand is associated with DX 
and/or IoT before the buyers themselves have a clear understanding of which vendor 
is best placed to help (especially since our recent surveys show most buyers do not 

know who to approach for IoT).
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In summary, this time last year, we stated that BearingPoint made "good progress" both financially 

and in crystallizing some of its strategies, and that it was "very much in execution mode." Although 

we maintain this view today — BearingPoint's strategy is consistent, its ambition unchanged — flat 

growth in 2014 means it must redouble its efforts to meet its own 2020 target. This is now a tough 

task to achieve.

Beyond these numbers, the real narrative is around digital transformation, where the company 

feels it has right relationships at the right level, as well as the right portfolio mix between strategy 

and IT complemented by many assets (such as HyperCube and the ABACUS Solution Suite) that 

supplement its consultants' skills to help them deliver faster and transformational results to clients.

This is where BearingPoint is aiming to differentiate itself to become a go-to player in the fast-

growing digital transformation market. 

Assessing its ability to deliver this vision, a couple of questions stand out. First, how big is too big 

for ABC? As and when BearingPoint's productized consulting grows, will the company not become 

more of a systems integrator or ISV than a pure-play consulting firm? BearingPoint stated it would 

not let ABC go over 25% to focus on client value and differentiation. We believe it will need a lot of 

discipline to limit itself in this area. 

Second, will BearingPoint have enough momentum to expand both organically and through 

acquisition for the next six years in a row? Only time will tell.
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