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Key Insights
Forging a competitive edge

In this edition of the CommBank Accounting Market Pulse, we examine how decision-makers are
seeking to set their firms apart from the competition and their strategies to develop new business.
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Key Insights
Welcome to the 2019 edition of the CommBank
Accounting Market Pulse, our annual analysis of the
trends shaping the Accounting industry in Australia.
In this year’s edition, we turn the spotlight on the areas
of greatest focus among firms as they seek to establish
a point of competitive difference and identify the most
influential marketing and business development strategies.
First, it is encouraging to see that Accounting firms are
enjoying buoyant business conditions and expect this
to result in increased revenue and profit this year. This
is particularly the case for the mid-sized firms that have
seen an uplift in sentiment over the past year whereas
net confidence levels have softened among large firms.
As Accounting firms continue to evolve into multidisciplinary professional advisory practices, they
expect growth in most service lines. This diversification
is most notable in the business advisory, tax and
management consulting areas, and is helping to
support confidence that the positive environment
will further improve in the next 12 months.
Amid the strong demand for their services, Accounting
firms are encountering less difficulty winning new
business and negotiating fees with clients. It is also
easier to keep staff fully utilised, although finding
quality talent is more of a challenge than ever.

Cognisant that the operating environment in Accounting
services is highly competitive and of the need to build
a pipeline of talent, firms are thinking about how to
promote themselves to attract both clients and staff.
Most firms believe their core strengths lie in their level
of client service, along with the expertise of partners
and expertise in niche areas. This broadly corresponds
to the thrust of their business development activities.
Firms are divided, however, about whether their brand
and size are strengths or weaknesses. These are areas
that, strategically, many firms plan to turn unequivocally
into points of difference in coming years. They also
intend building on their soft skills around client
service by investing in technology and implementing
automation to improve service levels and turnaround
times and free staff up to focus on client relationships.
Large firms stand out for their planned focus on
promoting their level of client service. This reflects
their perception that size can be a weakness, hence
the need to dispel any notion that client access to
partners is less than at other firms. Given the ongoing
battle for talent, large firms are also highlighting their
inclusive culture and flexible working arrangements.

direct a growing proportion of their marketing and business
development activities through social media channels.
That reflects the view of a net 41% of firms that social
media marketing will be vital to their success. Three and
a half years ago only a net 14% of firms shared that view.
We hope you find this year’s edition of the CommBank
Accounting Market Pulse useful within your firm’s planning
and benchmarking activities. We look forward to discussing
these insights and hearing from you first-hand about your
experiences in a dynamic and ever-changing market.

Marc Totaro
National Manager, Professional Services
Business and Private Banking
Commonwealth Bank of Australia

When it comes to influencing client choice however,
firms of all sizes view roundtable discussions as the most
effective activity by far. In coming years, firms expect to

About CommBank Accounting Marketing Pulse
The CommBank Accounting Market Pulse is a wide-ranging analysis of the Australian accounting sector. The report is based on a quantitative survey of CEOs, Managing Partners and other senior
leaders. Thirty-seven Accounting firms participated in the survey for this edition, carried out in February 2019 by Beaton. Participants include five respondents classified as large firms, eight
respondents classified as mid-sized firms, three classified as restructuring firms and 21 ‘other’ firms. When results are split by size of firm, counts are shown due to small sample sizes.
Where a ‘don’t know’ response was given it is excluded from the chart.
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Business confidence

Net percentage (Proportion of surveyed firms that answered
positive minus the proportion of firms that answered negative)

Now
Next 12
months
Next 24
months

2018

2019

51%

51%

59%
49%

59%
49%

Service line growth in the next 12-18 months

(Proportion of surveyed firms indicating they plan to enter or grow)

Business advisory services

54%

Tax consulting

49%

Management consulting services

41%

External/statutory audit

30%

Corporate finance (including M&A)

27%

Revenue and Profit growth

Net percentage (Proportion of surveyed firms that answered
higher minus the proportion of firms that answered lower)

Focus of strategic differentiation

2019

Finding
quality staff

-57%

-59%

2019
(forecast)

Revenue

54%

70%

Negotiating prices
with clients

-59%

-27%

Profit

49%

62%

Keeping
quality staff

-24%

-22%

Winning new
business

-38%

-22%

Firms’ core areas of strength

(Proportion of surveyed firms that indicated attributes
that positively differentiate)

Firms core areas of weakness

(Proportion of surveyed firms that indicated competitor
strengths relative to their firm)

Client service

73%

Size of the firm

43%

Expertise of partners/practitioners

68%

Brand of the firm

38%

Expertise in niche areas

62%

Price

35%

Effectiveness of marketing/
business development activity

Roundtable discussions

3.5 rating

84%

Communication on
subjects of interest

3.2 rating

Expertise in niche areas

81%

Firms’ own through
leadership research

3.1 rating

Client service (soft skills)

78%

Firms’ own website and blogs

3.1 rating

Access to technology/IP

2018
2018
(actual)

(Mean rating from all surveyed firms)

Net percentage (Proportion of surveyed firms that answered
increasing minus the proportion of firms that answered decreasing)

Top 3 business challenges

Net percentage (Proportion of surveyed firms that answered
easy minus the proportion of firms that answered challenging)

Change in investment in marketing/
business development activity

Net percentage (Proportion of surveyed firms that answered
increasing minus the proportion of firms that answered decreasing)

Social media

65%

Communication on subjects of
interest

59%

Roundtable discussions

57%

Own thought leadership research

57%

Own website and blogs

57%
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The state of the market
Confidence remains high

The services of Accounting firms are in high demand, with firms expecting positive business conditions
and growth into new service lines to support a stronger financial performance in the coming year.
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The industry’s perspective on current business
conditions and firms’ expectations for the
coming year remain at their highest level in
the history of the Accounting Market Pulse
series. Furthermore, a growing number of
firms are now very positive about the current
environment and prospects for the next 12
months. The industry’s efforts to cut costs,
streamline their operations and diversify into
higher margin service lines are paying dividends.
Of the 37 firms surveyed, 19 are either
positive or very positive about current
conditions with 18 remaining neutral on
current conditions. Overall, firms also
continue to predict that business conditions
will be even better in the next 12 months.
Looking beyond that, however, the buoyant
environment is expected to ease somewhat
with the positive sentiment on business
conditions expected to moderate over a
24-month horizon. This may be in part
due to uncertainty surrounding economic
conditions over the medium term.

Outlook for business conditions remains elevated
How do you rate overall business conditions for Australian accounting firms?

70%

Net % (positive - negative)

Confidence
continues
to run high

June 2019

60%
50%
40%
30%
20%
10%
0%
November
2014

July
2015

December
2015
Today

In 12 months

May
2016

April
2017

March
2018

June
2019

In 24 months

"The Accounting sector’s high proportion of recurring revenue is providing many firms
with substantial comfort about their cash flow and fixed costs which may be buoying
confidence. This financial flexibility also enables them to evaluate the need and
opportunity to diversify into higher-margin service lines."
Marc Totaro, National Manager, Professional Services, Business and Private Banking, Commonwealth Bank of Australia
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Outlook for
mid-sized
firms improves
While confidence across the Accounting sector
has sustained at elevated levels, it is mid-sized
firms that are reporting the most significant uplift
in sentiment and financial performance.
The view of mid-sized firms on current and future
conditions has improved, particularly over a
24-month horizon. This compares with a decline
in sentiment among large firms. This compares
to a decline in sentiment among large firms.
Firms’ confidence in the business conditions ahead is
reflected in their predictions that revenue and profit
this year will exceed the previous year’s, even more
so than in the 2018 Accounting Market Pulse. In this
year’s edition, 27 of the 37 firms in our survey expect
revenue to rise compared to 22 of 37 in FY2018.
Again, mid-sized financial forecasts have lifted
markedly. They are the most optimistic about future
profits and on par with their larger peers when it
comes to revenue expectations for the year ahead.

"Partners at mid-sized businesses have
been very busy networking and are
achieving success as they go after
new business. They are very confident
they can add value to clients in the
coming year, and this is translating to
both greater optimism and a healthy
financial outlook."
Marc Totaro, National Manager, Professional Services,
Business and Private Banking, Commonwealth Bank of Australia

June 2019

Stronger revenue outlook
How does your revenue forecast for FY2019 compare to actual performance in FY2018?

Large firms

Mid-size firms

Other firms

5

FY2019
FY2018

1

4
8

FY2019

4

FY2018
FY2019

1

FY2018

1

5
7

13

6

Lower

11

About the same

Higher

Profits set to rise
How does your profit forecast for FY2019 compare to actual performance in FY2018?

Large firms

Mid-size firms

Other firms

FY2019

1

4

FY2018

1

4

FY2019

1

7
6

FY2018
FY2019

2

6
3

FY2018
Lower

3

3
About the same

13
12

Higher

8

CommBank Accounting Market Pulse

Almost all
challenges
have eased

June 2019

Top challenges for firms
How do you rate these elements of business conditions at the moment?

The breadth of elevated confidence reflects high demand for
Accounting firms’ services. Winning new business and negotiating
pricing with clients is much less difficult than a year ago.
Mid-sized firms appear to be faring particularly well. They are
finding that competition – be it from traditional or alternative
service providers – is now far less intense. Large firms, on the other
hand, are experiencing tougher competition with traditional firms
than previously. Other, or smaller firms, meanwhile, still grapple
with new types of service providers and are the only firms to say
that winning new business remains somewhat challenging.

5%

32%

3%
13%

16%
32%

35%

41%

49%

67%

16%

46%

43%

63%

54%

62%

68%
49%

38%

38%

38%

30%

25%

CEO/Managing Partner, Large firm

11%

24%

46%

The one hurdle associated with higher demand is that finding quality
staff remains an issue, particularly for large and mid-sized firms.
That is despite their work around enhancing culture and a general
focus within the sector on attracting Gen Y employees to the firm.

"Creating a meaningful career is important.
We encourage and support both professional
and personal development, lifelong learning,
individuality and choices."

3%

40%

Another indicator of the strong demand is that firms
are finding it easier to keep staff fully utilised. This is a
welcome development at a time when firms are focused on
optimising business performance and staff retention.

Large firms view their efforts around creating a respectful work
environment as one of their most prominent points of differentiation
in the market compared with their closest competitors. They are
acutely aware of the need to develop a pipeline of staff with three
to five years of experience to position themselves for the future.

8%

5%
FY2018

FY2019

Finding quality
staff
Challenging

Manageable

FY2018

FY2019

Keeping quality
staff

FY2018

FY2019

Keeping staff
fully utilised

FY2018

FY2019

Negotiating
prices with
clients

FY2018

FY2019

Winning new
business

Easy
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Advisory and
consulting lead
new growth areas
Accounting businesses continue to evolve into multi-disciplinary professional advice
practices as they seek growth opportunities and diversify their offerings to meet the
evolving and more holistic demands of clients.

Firms’ top areas for growth by service line
Which service lines are you expecting to enter into or grow in the next 12-18 months?

Thirty five of the 37 firms surveyed, indicated they would establish or grow new service
lines in the next 12 to 18 months. Business advisory services was reported as presenting
the greatest prospect for growth. Tax consulting is the next largest opportunity, driven
by mid-sized and other firms while large firms are particularly upbeat about the growth
potential of management consulting services.
In fact, compared with the previous edition of Accounting Market Pulse, more firms see
opportunity for growth in every service line except wealth management and financial
planning, superannuation and risk management.

54%
43%

41%
35%

Nevertheless, mid-sized firms still view wealth management and financial planning
as one of their top five growth opportunities while other firms count superannuation
among theirs. Large firms continue to stand out for pushing into emerging areas like
cybersecurity and sustainability and climate change. They have successfully diversified
into higher-margin areas.

"We are winning new business by ensuring that we
fully understand the problem and that we are offering
a complete end-to-end answer. That is why we have
started another part of our business in data analytics
and helping people to manage their data."
CEO/Managing Partner, Other firm

49%
35%

30%
19%

Business
advisory
services
FY2018

Tax
consulting

Management
consulting
services

External/
statutory
audit

22%

27%

Corporate
finance

(including M&A)

FY2019
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Finding a point of difference
Combining core strengths with technology

Firms intend to differentiate themselves in the market by building on their core strengths
and improving client service through technology, including implementing automation.
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Firms align on key strengths
Despite moderating competitive hurdles such as winning new business and competing with competitors,
these factors remain among the top perennial challenges facing firms. To set themselves apart from the
competition, firms identify many common points of difference.
Of the 37 firms surveyed, 27 view their soft skills around client service as the key strength that sets
them apart from their closest competitors. This is followed by the firms’ belief that the expertise of their
practitioners (25 of 37 firms), and skills in niche areas (23 of 37 firms), are core strengths.
When comparing themselves to their competitors, firms indicated that fees, size of the firm and branding
were the most common relative weaknesses.
Other and mid-sized firms also rate their range of accounting and accounting-related services among
their top five strengths, whereas large firms regard this, along with the diversity of their non-traditional
services, as one of their top three competitive weaknesses.
Large and mid-sized firms are confident that their brand is a differentiating factor in the market. Yet
mid-sized firms, along with other firms, also view their brand as an area of weakness. There is a similar
contradiction evident when it comes to a firm’s size. Both large and other firms believe their size is a
disadvantage, with other firms also nominating it as a strength.

June 2019

"Mid-sized firms are in the sweet
spot in that they don’t view
their size as holding them back.
They are seen by clients as being
hands-on and offering more
one-on-one time compared with
large firms. Nor do they face the
pressure to consolidate and scale
up which can squeeze margins."
Marc Totaro, National Manager, Professional Services,
Business and Private Banking, Commonwealth Bank of Australia

Firms’ areas of perceived competitive strength and weakness

Core
strengths

Relative
weaknesses

Large firms

Mid-sized firms

Other firms

Client service

Client service

Partner expertise

Brand

Partner expertise

Expertise in niche areas

Expertise in niche areas

Brand

Client service

Respectful work
environment

Expertise in niche areas

Size

Firm size

Access to technology

Firm size

Diversity of services

Brand

Brand

Range of Accounting
services

Price

Price

Firm size

Diversity of services
outside of traditional
accounting service
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Complementing client
service through technology
Expected change in strategic effort versus areas of differentiation

In the coming two years, Accounting firms’
efforts to differentiate themselves in the
market are likely to focus firstly on their core
strengths of client service and expertise of
their partners and in niche practice areas.
Firms also expect to focus on areas where
they are under competitive pressure.

90%

Expertise in
niche areas

Faster service (e.g.
through automation)

Access to technology / IP

Client service
(i.e. 'soft skills')

Net strategic effort change % (increasing – decreasing)

80%

70%

Size of the firm

Brand of the firm

Competitive
pressure

50%

40%

Strengths

The way work is done
(e.g. design thinking,
project management)

60%

They intend to complement their strengths
by investing in technology and intellectual
property that can assist in enhancing client
service quality, and improving the speed
of delivery through automation. This is
intended to support more efficient and
effective outcomes for clients, provide clients
with faster turnaround times, and improve
employee engagement by freeing them to
work on more value-add activities.

Expertise of partners /
practitioners

Range of accounting and
accounting-related services

Diversity of service offering
outside traditional accounting
(e.g. legal services, risk)

Price

Social responsibility (e.g.
community engagement)

30%

Reflecting the ambivalence around a firm’s
brand and size as a strength or weakness,
these are two other areas where firms will
attempt to turn them into competitive
advantages. At the same time, they will
continue adding new service lines outside
of the traditional offering, thereby providing
a more holistic service and taking a bigger
share of the clients’ spend.

Respectful work
environment (e.g. diversity,
gender pay parity)

20%

10%

"We are helping to win new
business through a specific
automated sales process and
by clarifying our proposition."

0%

-10%
-40%

CEO/Managing Partner, Other firm
-20%

0%

20%

40%

Net differentiation % (area of strength - area of weakness)

60%

80%
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Case study:
RSM Australia –
guided by clients
RSM Australia’s clients are generally enjoying
improved business conditions, partly supported
by a recovery in Western Australia’s economy
and infrastructure development in New
South Wales and Victoria which is attracting
foreign investment. At the same time, both
RSM and its clients are operating in a world
undergoing digital transformation and rapid
change. In this fast-paced environment,
clients expect an adviser with an agile
approach, who not only thinks ahead but
responds to their changing needs.
Jamie O’Rourke, National Chairman of RSM
Australia, sees his role as helping clients and his
1,200 staff to handle the complexities of this new
world. “We need to ensure that our people have
the skills to deal with the adversity, complexity
and challenges they face on a daily basis.”
To meet this need, the firm has devoted
considerable resources towards building
expansive training programs. One is a fivemonth leadership and change program that
is modelled on the residential programs run
by Harvard Business School. Another course
teaches people how to cope with doing things
differently. “We are putting 350 leaders,
principals and mangers through this resilience
program to future-fit our organisation,” Jamie

says. “Given the pace of change, it is critical
that people can learn, unlearn and relearn.”
Recognising that developing new business has
always been a challenge, all staff are upskilled
in business development and taught how
everyone – partners through to graduates –
can play a part. “Previously fear prevented
most of our advisers from being involved in
business development. However, our BD@
RSM program has demystified the unknowns
and now everyone is doing something in this
area. Our goal is for business development
to become part of the RSM DNA,” says
Jamie. “We couldn’t be happier with the
results we are getting from this cradle-tograve approach to business development.”
Meanwhile, following extensive discussions
with graduates about what they want from their
career, graduate roles have been elevated from
being “rudimentary” to “far more challenging”.
As a result, 2,000 graduates applied for RSM
Australia’s 90 openings, a 32% increase in
applications from the previous year. Jamie says
the more challenging graduate positions are part
of making RSM Australia “a great place to work”.
RSM’s secret is to “future-proof our people
and prepare them for the challenge. They
share this learning with clients because

Jamie O’Rourke, National Chairman of RSM Australia.

14

CommBank Accounting Market Pulse
June 2019

they see us as their trusted adviser,” says
Jamie. “It really is a circle of success.”
Development of staff and clients is one of
RSM Australia’s core values. The other two
are integrity in everything it does, meaning
delivering to the highest level of professionalism,
and supporting everyone, everywhere. “If
clients are doing something different or
expanding into something new, we have to
be there to support them,” explains Jamie.
These values result in a unique culture that he
believes differentiates RSM Australia in the
market. It also stands out in its client service.
“The results speak for themselves,” Jamie says,
referring to the firm’s numerous awards for
client service. These include recently being voted
Best Accounting firm (revenue $50 million to
$200 million) at the AFR Client Choice Awards.
Good client service requires being responsive,
understanding the client’s business, being
technically strong and incorporating innovation
and continuous improvement into RSM’s culture.
He says, “if clients see that coming through,
they will value your services even more highly”.
According to Jamie, the firm’s extensive range
of service lines continues to grow, shaped by
feedback and discussions with clients. “We ask
our clients what they think they will need in the
future which has led to a focus on technology
solutions, tax specialisation and other advisory
services – strategy, business planning and risk.”
Amid the growing complexity facing businesses,
there is an increasing need for specialist tax
services. So, in line with client demand, RSM
has appointed 18 partners and principals,
including three new partners in Perth, Sydney
and Brisbane to bolster its expertise in indirect
tax, international tax advisory and R&D.

Technology and innovation are currently a focus.
RSM Digital Services leverages the firm’s size
and resources to meet clients’ different needs.
Mid-sized clients look for advice on their own
technology stack and how it can be improved.
RSM helps them assess and improve their
technology solution which in turn improves
their business performance. Larger corporates
have a different technology need – how to
keep their business secure from cyber-attack.
“Our world is so much more interconnected,
and this means the risk of attack is forever
increasing. Our Security and Privacy practice
works with client boards, CEOs and owners
to ensure they understand where the risks lie
with the technologies they use and how to
safeguard their business against attack.”
RSM also launched its Data Analytics
offering last year, which advises on capturing,
managing and analysing data to give clients
better information to help them achieve
their growth and sustainability objectives.
“We will focus where our clients need
help and attention,” says Jamie, adding
“it is different from five years ago and
will be different again in five years.”
Likewise, “the things we are doing with
clients are changing so much.” Rather
than simple compliance, Jamie says clients
value expert guidance on all significant
decisions, including potential mergers
and acquisitions, international expansion,
business structuring and the potential risks
arising from each of these decisions. “There
has never been a more exciting time to be
in this industry and no more exciting firm
than RSM to work,” according to Jamie.
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Marketing the firm
Standing out from the crowd

Business development activity is well aligned with firms’ perceived points of differentiation.
These efforts will be increasingly directed through social media which is seen as vital to firms’ success.
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The foundations
of marketing
There is a broad alignment between Accounting firms’ perceived strengths and how they
promote themselves through their marketing activity. Thus, the core strengths of client
service, partner expertise and expertise in niche areas are the biggest thrust of their
marketing efforts.
Reflecting firms’ uncertainty over whether their size is a strength or a weakness, it is
worth noting that large firms are seeking to send a strong message to clients that their
considerable scale and breadth don’t detract from client service.
And even though both mid-sized and other firms count their brand among their top two
weaknesses, it is only the other firms that are making a point of heightening their brand’s
profile as part of their marketing strategy.
Large firms also stand out for shining a light on their flexible and inclusive work
environments. This aligns with their desire to attract and retain young talent to build
a pipeline of potential partners. It may also help win business from companies that
espouse similar values.

"In the coming two years, everyone in the marketing team
must be able to see an impact of what they are doing on
the revenue line of the firm. There will be greater focus on
digital marketing and how this can be converted to revenue."
CEO/Managing Partner, Large firm

Marketing focus aligns to firms’ strengths
Top strengths

Top promotional focus

Client service (73%)

Partner expertise (81%)

Partner expertise (68%)

Niche expertise (81%)

Niche expertise (62%)

Client service (70%)

Brand (49%)

Brand (70%)

Marketing focus by firm size
Which of the following to do you actively promote as part of your marketing
and business development activities?
Large firms

Mid-sized firms

Other firms

Client service

Niche expertise

Partner expertise

Respectful work
environment

Partner expertise

Niche expertise

Client service

Brand

Niche expertise
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Most influential
marketing
channels
Accounting firms surveyed regard roundtable
discussions as the most effective marketing channel.
More than half (52%) of firms believe roundtable events
have major or considerable influence over client choice,
with mid-sized firms being the strongest advocates.
Client communications on subjects of interest, thought
leadership research, firms’ websites and blogs and inhouse seminars for clients form a cluster, with around
30% of firms across the sector perceiving each of them
as having major or considerable sway with clients.
Former stalwarts – media coverage, sponsorships and
paid advertisements – are no longer viewed as effective
at influencing clients when compared to education and
knowledge-based initiatives.
Generally, large firms perceive all marketing and
business development activities as having a greater
influence over clients’ decision-making, particularly in
the areas of social and traditional media channels.

June 2019

Firms perception of marketing and business development effectiveness
How do you rate marketing and business development activities on a client’s choice of firm?

Roundtables

11%

Communication on
subjects of interest

3%

Thought leadership
research

5%

41%

30%

Conferences and
presentations

3%

Social media activity

3%

Sponsorship

3%

27%

35%

Paid advertising

3%

14%
Major influence

30%
3%

30%

8%

62%

35%

49%
Considerable influence

3%

24%

51%

19%

5%

30%

59%

14%

3%

19%

54%

8%

8%

27%

46%

19%

Media coverage

11%

41%

32%
3%

16%

57%

27%

Firms' websites
and blogs

In-house client
seminars

32%

Moderate influence

Minor influence

No influence
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Focus on social
media set to rise
There is broad alignment between where firms plan to increase
investment in marketing activity and the channels they view
as most influential. A net figure of more than 55% of firms
expect to increase their marketing budgets on communications
to clients on subjects of interest, roundtable discussions, their
thought leadership research, website and blogs.
And two-thirds of firms (net) plan to put more money towards
promoting themselves on social media, making it their biggest
area of investment. That is despite the earlier finding that they
don’t believe it is nearly as influential in driving client choice as
many other channels. A net 41% of firms agree that inbound
marketing using social media is vital to their success. That is up
sharply from just 14% three and a half years ago.
Large firms differ from the others in that they are placing less
priority on their own website and blogs and more on coverage in
the media, although increased coverage in the press is also a big
part of the marketing strategy of mid-sized firms.
While many firms expect to increase their investment across the
range of marketing activity, there are two exceptions. According
to firms, investment in advertising and sponsorship is likely to
decrease in the year ahead.

"We are reviewing our brand in full,
with the development of a whole-offirm strategic marketing plan. We will
have a greater focus on SEO and social
media and how our firm presents itself
to the market. This will allow us to
continue to grow and give promotional
opportunities to our team members."

June 2019

Future investment in marketing*
How do you expect your firm’s investment in marketing and business development to change in the next year?

65%

Social media activity

59%

Communication on subjects of interest

Roundtable discussions with clients and their peers

57%

Firms' own websites and blogs

57%

Firms' thought leadership research

57%
41%

Coverage in the media

32%

In-house seminars for clients

19%

Conferences and external presentations

Sponsorship

Paid advertising of any kind

-3%
-22%

CEO/Managing Partner, Other firm
Net figure. Proportion of firms that answered increasing minus the proportion of firms that answered decreasing

*
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Talk to us
Visit www.commbank.com.au/professionalservices or email insights@cba.com.au

Things you should know: The CommBank Accounting Market Pulse (the report) has been published solely for information purposes and is not to be consumed as advice or recommendation. The report has been prepared without taking account of the objectives, financial situation and capacity to bear loss,
knowledge or experience or needs of any specific person who may receive these insights. The Bank believes that the information in the insights is correct and any opinions, conclusions or recommendations are reasonably held or made, based on the information available at the time of its compilation, but
no representation or warranty, either expressed or implied, is made or provided as to accuracy, reliability or completeness of any statement made in the report. Any opinions, conclusions or recommendations set forth are subject to change without notice. Any projections and forecasts are based on a number
of assumptions and estimates and are subject to contingencies and uncertainties. Different assumptions and estimates could result in materially different results. The information in this report is based on a survey of CEOs, CFOs and other senior leaders from 37 accounting firms across Australia. This survey
was carried out by Beaton Research + Consulting in February 2019 on behalf of the Commonwealth Bank. All analysis and views of future market conditions are solely those of the Commonwealth Bank. The Commonwealth Bank does not accept any liability for loss or damage arising out of the use of all or
any part of the Report. Commonwealth Bank of Australia ABN 48 123 123 124 and Australian credit licence 234945.

