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BearingPoint’s ‘2020 vision’ roadmap has a target of achieving $1bn in revenue. That means it will have to almost 
double the revenue it disclosed for 2015. The firm’s CEO believes this future can be secured in part by accelerat-
ing the solutions-driven approach vs. traditional consulting, with a heavy emphasis on DEM.
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BearingPoint’s ‘2020 vision’ roadmap has some very specific goals. A target of achieving $1bn in rev-
enue by that time means it will have to almost double the €563m ($627.69m) in revenue it disclosed for 
2015, on which it achieved €11m in net income. Its goal is for the telco sector to be a significant share 
of that $1bn. The firm’s CEO believes this future can be secured in part by accelerating the solutions-
driven approach (which delivered significant double-digit growth in 2015) vs/ traditional consulting. 
It’s already taken some strategic, structural steps by reorganizing its business around consulting, solu-
tions and ventures (the latter to invest, incubate and greenhouse technology innovators). It has also 
planned major investments in its digital ecosystem management (DEM) portfolio in 2017, and will use 
M&A to accelerate momentum and to increase staff on the marketing side.

T H E  4 5 1  TA K E
BearingPoint has a tiger by the tail with its digital ecosystem management asset, Infonova R6. Any 
other firm would be shouting from the rooftop about it, but this is a company that has a great deal 
going on in terms of new directions and opportunities, plus it’s culturally slow-moving. We believe the 
DEM summit should be seen as a signal of the firm’s intent going forward – transforming itself will be 
as important as the software.

D I G I TA L  EC O SYST E M  M A N A G E M E N T
Signaling its intent, and indeed how critical solutions that support digital transformation will be, BearingPoint 
held its first digital ecosystem management summit in London a couple of weeks ago. The summit convened part-
ners and customers, focusing on the new growth opportunities supported by DEM (effectively a proxy for ‘digital 
transformation’) and how to implement it.

BearingPoint’s Infonova R6 software asset is the spear tip of its DEM activity and is well on its way to becoming a 
defining piece of the company’s overall strategic direction. BearingPoint acquired Infonova in 2003. However, it 
is only the last few years that the market has matured sufficiently around digital transformation for its potential 
impact to become apparent. Infonova is not the only asset the firm has purchased to accelerate its ‘solutions’ ambi-
tion. Other acquisitions include HyperCube analytics firm (2012) and RiValue (2013), which has regulatory and risk 
management products and services targeted at the financial services industry.

Infonova R6 essentially enables and manages digital platforms and ecosystems. BearingPoint’s view is that, while 
traditional businesses grow organically and by M&A, they will require digital ecosystem management in order to 
grow in the digital economy. This can be provided as a combination of Infonova R6 software and BearingPoint 
consulting. Its premise is that digital-ecosystem management is a winning business model – proven by the suc-
cess of US and Chinese digital-native companies – and is one that can be copied or emulated (together with an 
understanding of the local operating environment). Successful firms use these platforms as a way to sell their own 
products and services, and to allow customers to use the same platform to sell products to their own customers 
– the white-label model.

T R A N S FO R M  T H YS E L F
As well as the obvious investments, less tangible are the things BearingPoint will need to do internally if it is to 
realize these ambitions. First is the cultural and organizational change needed to confirm DEM as the firm’s highest 
level initiative. How BearingPoint supersizes the Infonova opportunity requires investment decisions. However, 
the executive mandate and political will to carry it through will be even more important. BearingPoint and Infon-
ova will also need to move on to a consumption-based sales model – a transformation that has proven to be the 
most difficult for organizations of all hues. In other words, this requires the transformation of BearingPoint itself in 
the same way it advises its clients to transform. It won’t be easy or happen overnight because the opportunity is 
mostly new and will require much handholding and expertise for each vertical market it addresses.
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The current Infonova footprint – and indeed the in-place DEM proposition – is on-premises. We believe Bearing-
Point will need to create its own SaaS cloud to accelerate Infonova’s momentum in the market (which is uncharted 
waters for it). It envisages Infonova R6 customers – and their customers – creating clouds and ecosystems, which 
themselves could be federated.

BearingPoint and Infonova have been using examples of successful ‘digital platform’ companies, such as Google, 
Airbnb, ARM Holdings, Salesforce.com, Xbox, Wechat, Xiaomi, Nike, Predix/GE, Alibaba and Amazon, but now it 
must bring to the fore success stories using Infonova R6. R6 is a key element of BT’s Cloud of Clouds strategy and 
has enabled it to improve time-to-market, cut development cost, grow its partner ecosystems and grow its busi-
ness to become a service integrator in its own right. The design point should enable it to support some 2,000 en-
terprise customers and 5,000 partners on R6. BT and NTT’s Dimension Data are necessary and useful proof points 
for R6, but credentials outside of Infonova’s ‘home’ telco market will be needed to inject R6 into other vertical mar-
kets and regions. After all, BearingPoint and Infonova’s success depends ultimately on the success of its customers. 
Other R6 customers include Liberty Global, Eir (Eircom), HD+, Cloud212, iiNet and paybox Bank.

DA N G E R O U S  T E R R I TO RY
The nature of consulting has changed, and firms, such as BearingPoint, EY and others, are using PaaS approaches 
to create applications in order to demonstrate the benefits or recommended strategies to customers. This means 
the traditional division between the houses of consulting and technology are eroding. Consulting firms are now 
encoding intellectual property from the projects they have successfully executed into software assets to enrich 
them and populate what they call ‘solutions’ approaches, which is all good news for customers. These same firms 
are also beginning to assemble managed-services strategies to support their new software assets and claim a 
stake on other parts of the supply chain. This is the weakest part of their story to date, and one that could poten-
tially be a step too far from their traditional model. Managed-services provisions are another universe altogether. 
This is why it also presents a tremendous opportunity for the traditional managed-services providers to work with 
consulting firms, such as BearingPoint, to deliver these together.

C O M P E T I T I O N
Infonova’s closest competitors are principally B2B firms, such as Amdocs, NetCracker Technology, Huawei and 
Comarch. If it goes down the SaaS route, it anticipates challenges from firms, such as Zuora, Aria Systems, Apptio 
and Ingram’s Ensim, which are aggressively reaching into adjacent markets. In response to buy-side requirements 
for digital-transformation support, many consultancies, systems integrators and managed service providers are 
establishing ‘digital-transformation’ practices, which bring together expertise in cloud services, mobility services, 
social-media tooling, analytics and cybersecurity. BearingPoint’s ‘Go Digital’ initiative is an example of this.

At a higher level, it is firms, such as EY, which are also encoding intellectual property into software assets and driv-
ing ‘solutions’ approaches. Other business consulting specialists, including KPMG, Deloitte and PWC, trade on their 
boardroom connections via their role as auditors to these firms. Accenture, Capgemini, CSC, Atos, Fujitsu and IBM 
are in consulting to win IT deals. Strategic consultancies, such as McKinsey, Bain & Co. and BCG (Boston Consulting 
Group), are typically called in by companies going through some kind of trauma.



SWOT ANALYSIS
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STRENGTHS
Infonova is now driving BearingPoint’s stra-
tegic direction. BearingPoint plans major in-
vestments in its digital ecosystem manage-
ment activities in 2017, both internally and 
via M&A.

WEAKNESSES
BearingPoint has not yet addressed a need 
for test beds, which would help customers 
examine how they could take advantage of 
Infonova. We believe this is an opportunity to 
help stimulate customer interest.

OPPORTUNITIES
Infonova is raising BearingPoint’s software 
IQ, but selling software is a whole other di-
mension that will ultimately require the as-
sistance of managed services, which we be-
lieve consultancies are not likely to succeed 
at. But there are plenty of potential partners 
out there!

THREATS
BearingPoint wants success here to be as-
sessed by customer acquisition. It needs a 
marquee logo like those it uses as exemplars 
of successful digital platform businesses. 
DEM is currently a BearingPoint acronym, 
not a category definition.


