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Asked directly whether client collaboration centers and “digital transformation” have actually changed any of the 
fundamental business challenges, processes and even basic functions of IT for consulting clients or the 
consultancies themselves, PwC executives provided a simple answer: Yes, in the form of speed and a broader 
range of services. PwC then proved the latter includes elements of collaboration across the firm that could make a 
critical difference in answering questions about the future of consulting. The Hallandale experiment seems to be 
working; scale comes next. 

Event overview 
On June 6 and 7, TBR visited PwC’s Experience Center in Hallandale Beach, Fla., and spoke with PwC leaders and 
their teams, as well as clients in the firm’s newly expanded space designed to host collaborative sessions with and 
provide working space for clients. In contrast to previous Hallandale visits tied to specific topics (e.g., 
cybersecurity), this event covered a wide range of topics including risk, digital, deals and transformation 
showcased through client and investment deep dives into Robotics Process Automation (RPA), Industrial Internet 
of Things (IIoT), analytics, deals and cybersecurity, as well as industries such as healthcare, consumer packaged 
goods and retail. The diversity of technologies and trends helped PwC highlight its multidimensional Business-
Experience-Technology (BXT) approach, a priority of the firm’s evolution in managing employees and engaging 
with clients. Building on the Hallandale model, PwC continues to scale its network of experience centers 
worldwide, including the recently opened spaces in Los Angeles and Shanghai in addition to Sydney and Frankfurt 
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(coming soon: Chicago and New York). These centers, currently numbering 22, will naturally showcase the BXT 
approach, with nontraditional talent housed at each location and an emphasis on applying BXT across all 
engagements. While these collaborative centers and the BXT approach will influence everything going forward, 
PwC leaders noted that carefully selecting the right clients for these kinds of engagements — visits or extended 
stays — will continue to be a critical element for success. PwC invests in ensuring the small teams dedicated to 
each project have the right mix of skills, experience, client intimacy and industry knowledge, an approach the firm 
applies to working with the right clients and expanding BXT across all the PwC member firms.  

Business: The backbone of PwC’s BXT approach 
PwC positions as a business integrator pairing Strategy& consultants with its large operations management 
consulting practice as well as experts in tax, deals, transformation and risk and embeds elements of technology to 
tackle clients’ business agendas. Industry-led consulting services remain at its core and trickle into the firm’s 
emerging technology offerings across digital, IIoT, analytics and security. Over the course of the event, TBR spoke 
with employees on the security and risk team, and saw demonstrations of PwC’s CyberVAR assessment tool, which 
helps the firm evaluate clients’ current risk management programs and compare where clients may lead and/or lag 
relative to an aggregated data set of clients in the same industry. This assessment tool helps PwC quantify the 
unknowns and develop a data-driven prioritization plan, which often leads to additional consulting work and 
opportunities for the firm to tie in its growing cybersecurity portfolio. PwC’s IIoT leaders highlighted the firm’s four 
key focus areas: power and utilities, oil and gas, industrial manufacturing, and transportation and aviation. While 
the firm works with technology alliances to codevelop industry-specific offerings, we believe consulting remains at 
the core of PwC’s IIoT practice as leaders spoke of identifying trends and pain points; developing road maps that 
include creating, deploying, integrating and testing solutions; and positioning for further opportunities to wrap 
digital transformation services around engagements. Given PwC’s core consulting portfolio, which applies a 
business-centric lens, we believe the depth of the “B” in BXT is the strongest out of the firm’s multidimensional 
approach, but the firm continues to invest in the “X” and “T” mainly through building its alliance network and tuck-
in M&A to deliver on its strategy-through-execution promise. 

Experience: Oiling PwC’s BXT framework 
According to David Clarke, PwC’s global chief experience officer and experience consulting leader, the experience 
center in Miami “is not a museum but a mechanic shop.” As in every mechanic shop, clients come to PwC to get 
their business challenges diagnosed and serviced, and as a result, they expect to keep their businesses running. 
However, PwC differs from a traditional mechanic shop in that it works alongside brands, rather than for them, to 
help them pinpoint and commit to their identity so they can remain competitive. Client use cases and physical 
demos backed by industry expertise rooted in the firm’s core business consulting prowess were two ways PwC 
demonstrated its client experience capabilities. 

Similar to a mechanic shop, technicians rely on either a store brand and/or third-party tools. PwC relies on 
proprietary IP and/or reaches out to technology and creative partners to solve business problems and enhance 
client experiences. Acquisitions similar to BGT, iBROWS, Fluid and most recently Pond will continue to catalyze 
scale and build a foundation for agency-type offerings, especially if PwC maintains each acquiree’s brand before 
folding it into PwC’s operations. As persona-based marketing begins to blur the lines between user 
experience(UX)/user interface (UI) interactive services and human-based/agency-like content creative offerings, 
PwC is solidifying its position on the digital marketing services spectrum between traditional advertising agencies 
and strategy consulting powerhouses. As long as clients return with new challenges, rather than problems the firm 
has previously worked on, and/or spread the word about PwC’s fine work, the firm will be positioned for growth, 
turning into a viable contender in the digital marketing services space. 
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Technology: A given, and appropriately not the primary focus for PwC 
PwC aptly placed the “T” at the end of its BXT acronym, as technology played a decidedly supporting — though 
crucial — role across the numerous breakout sessions and customer stories at the event. Similar to Big Four peer 
EY, PwC primarily markets its technology capabilities through a business lens, with a deep focus on achieving 
specific strategic or operational outcomes. Technology from partners such as Google (Nasdaq GS: GOOG), General 
Electric (GE), (NYSE: GE), and Salesforce (NYSE: CRM) underpinned many of the highlighted solutions, though the 
partners’ names were rarely mentioned. Instead, across multiple technology areas including analytics, IIoT, 
cybersecurity, artificial intelligence (AI) and RPA, PwC brought its industry, process and UX design expertise to the 
forefront, explaining how the firm used off-the-shelf platforms to create customized solutions that addressed 
clients’ specific KPIs. For example, in the IIoT space, GE Digital’s analytics-based software represents the 
technology backbone of PwC’s offerings, but the bulk of PwC’s approach involves identifying key C-Suite pain 
points and desired outcomes, optimizing and standardizing processes, assisting with change management, and 
innovating domain-focused solutions such as Smart Pipeline and Connected Field Services. Similarly, PwC used the 
Google Cloud Platform to create an AI-based assistant for customer service agents at a healthcare payer client. 
However, the focus of the session on that case study was on how the firm used sentiment analysis AI to help 
agents tailor their responses to the customer’s emotional state to improve the service experience and drive 
additional engagement opportunities. 

Emphasizing business outcomes over technology aligns PwC with the increasing demands of technology buyers for 
fast ROI from digital investments. TBR’s 1Q17 Analytics & Insights Professional Services Customer Research found 
that nearly three-quarters of analytics buyers indicated off-the-shelf software was insufficient to meet their 
organizations’ needs without at least some customization, yet very few buyers favor building analytics solutions 
from scratch. With a shortage of qualified data science talent to manipulate standard analytics software to 
generate meaningful business insights, services vendors have a clear opening to provide enterprises with industry-
aligned solutions using partner platforms. PwC demonstrated its ability to capture this opportunity, both by 
investing in its dedicated technology practices and by embedding technology expertise in traditional consulting 
domains. However, PwC faces tough competition from vendors offering a similar strategy-through-execution 
approach, such as Accenture (NYSE: ACN) and IBM Global Services, challenging the firm to lean on its more 
innovative consulting offerings, such as its Deals practice’s analytics solution, to differentiate. 

Transformation: Putting skin in the game facilitates adoption of  
next-generation solutions 
Many vendors struggle to mesh the concept of transformative services with a prospective client’s specific RFP 
requirements, as in the short term, adoption of transformative solutions may take a back seat to modernization of 
existing systems. Often, a lack of understanding about what new technologies can be leveraged to enhance 
transactional tasks is a major impediment, an area in which advisory-focused vendors are able to help clients 
navigate uncharted waters. 

This was best communicated in reference to the aforementioned healthcare payer client. Anil Swami, a partner in 
the Health Industry Advisory Services business, highlighted how he and his team promoted digital adoption 
through showcasing “the art of the possible.” By concurrently developing a prototype of a machine-learning-
driven, AI sentiment analysis environment based off text-to-speech algorithms, on PwC’s own dime, alongside the 
RFP-based solution requested by the client, the firm showcased what can be done to provide a better outcome 
than was perceived as possible under the requested solution. The client, upon being brought into the experience 
center to see the prototype, realized that extending beyond the initial ask and adopting this new framework would 
better arm agents for conversations, helping improve both internal operations and its own clients’ experience. 
When the new interface and underlying algorithm were piloted to the client alongside the requested solution, 
there was immediate interest in also adopting the pilot project. 
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This is representative of both how advisory-led vendors are able to increasingly take market share in the digital 
transformation space and, specifically, how PwC pursues opportunities leveraging multiple aspects of the BXT 
methodology. By first understanding the business need, PwC was able to craft and demonstrate a technology-
heavy solution that better addressed the core business problem. In addition, the proprietary investment made by 
the firm reinforces to clients the commitment to partnering for an outcome, rather than providing a solution that 
exclusively maps to the client’s RFP. 

TBR perspective: BXT^2 depends on collaboration and cohabitation 
Multiple visits to Hallandale have provided TBR a view of the changes in PwC’s approach to not only experience 
centers but also how the firm delivers “digital transformation,” perhaps the extra “T” in BXT. A year ago, PwC 
leaders described freewheeling and far-ranging discussions with clients as well as the impact of the physical 
differentness of Hallandale on PwC professionals across tax, consulting, deals and audit. This year, reflecting both a 
transformation of PwC and of the work the firm is bringing its clients, two words repeatedly crept into PwC 
leaders’ discussions about what sets Hallandale and the other experience centers apart from the rest of the firm: 
collaboration and cohabitation. Last year’s discussions about the endless possibilities of digital transformation 
have shifted to more concrete, if sometimes forced, collaboration with more measurable expectations and 
outcomes. The lessons learned from 2016 include not only best practices around technology solutions but also the 
necessity of being on location — daily, in-person interaction fuels successful teamwork, and that can only happen 
with cohabitation. As a firm, even as workplace models shift towards even greater flexibility and virtuality, PwC has 
learned these centers can become talent management magnets, forcing collaboration a cross service lines and 
specialties, and providing valuable growth opportunities for talent across the firm (cohabitation also seems to 
comes more naturally in these spaces...who wouldn’t want to work in an open environment constantly being 
decorated by two different renowned artists?).  

As with Accenture’s The Dock, the big questions remain: Do clients get what they expect? Can these centers retain 
top talent? Will the innovative work done at these centers scale? Will these centers fundamentally change the way 
their owners operate?  
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