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Reports from Analysys Research

About Analysys reports and servicesMobile Entertainment in Western Europe

Analysys Research’s reports are designed to keep you up to 
date with industry developments and how they affect 
players in the telecoms value chain – from fixed and mobile 
network operators, to software and equipment vendors, and 
content providers and distributors. Our reports will help 
you:

Our publication programme offers over 25 reports a year, 
covering all the key issues affecting the telecoms industry 
and the latest hot topics. Recent reports have provided 
expert analysis of topics such as fixed–mobile substitution 
and convergence, voice over IP, enterprise voice, carrier 
migration to VoIP, broadband home entertainment, telco 
product portfolios, emerging wireless technologies, IMS, 
MVNOs and mobile content services. 

Each report is accompanied by an Excel spreadsheet 
containing forecasts and other key data discussed in the 
report, presented in an easy-to-use format. 

All reports are offered with Analyst Support, allowing you 
direct consultation with the author.

Shop online at http://research.analysys.com/store or, for 
information about our report subscription packages, contact 
our Sales and Customer Service team on +44 (0)1223 
460600 or email research@analysys.com.

explore the factors that are driving market 
evolution

understand how industry trends will affect your 
business

define and evaluate your strategic options using 
decision frameworks and scenarios

identify where opportunities lie for future growth

find out which players are being successful and 
why.
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Analysys Research’s online market intelligence services 
help you keep track of the latest developments in major 
telecoms markets worldwide. All our services are regularly 
updated and include a sophisticated range of interactive 
search, benchmarking and download tools.

Analysys Research Billing and OSS Markets and 
Customers includes a searchable contracts database, 
trends papers providing insight into the latest issues in 
billing and OSS, profiles of both leading and up-and-
coming vendors worldwide, and forecasts for the billing 
and OSS market in Western Europe.

World Telecoms Marketplace is a leading source of 
company and contact information, covering all major 
sectors of the telecoms industry worldwide. Its 
thousands of records show data on company activities 
and products, key financial and operating data, and 
contact details for senior staff.

Market intelligence services from Analysys Research 

About Analysys reports and services

Analysys Research Fixed Networks and Services
provides detailed analysis of all the major fixed network 
operators and ISPs in Europe, country reports for 30 
European markets, detailed forecasts for key country 
markets, expert commentary on industry trends, and a 
dedicated broadband area covering penetration and 
market share of operators and technologies and 
broadband pricing. 

Analysys Research Mobile Networks and Services
provides insight into the strategies and activities of key 
players worldwide, detailed country reports for leading 
mobile markets, 3G status reports, country market 
forecasts and analysis of industry trends.

Our Analyst Support package, which allows you direct 
consultation with our telecoms experts, is an ideal 
complement to your chosen market intelligence service.

For more information on our services or a guided 
demonstration, please contact our Sales and Customer 
Service team on +44 (0)1223 460600, email us on 
research@analysys.com or visit our Web site at 
http://research.analysys.com. 

Mobile Entertainment in Western Europe
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Custom Research from Analysys Research

When you cannot track down the specific information you need, a call to Analysys’s Custom Research team should be 
your next step. We provide research and analysis to expand on our published reports or database services and conduct 
customised projects tailored to your needs covering the entire information value chain.

For further information about Analysys Research’s Custom Research services, call +44 (0)1223 460600, email 
custom@analysys.com or visit the Analysys Research Web site at http://research.analysys.com.
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Analysys Consulting is a leading international 
telecommunications and digital media consultancy. We 
draw on our unparalleled industry experience to deliver 
results that enable our clients to compete and grow in these 
markets, as well as exploit new opportunities.

Our experience, influence and unrivalled knowledge base 
are recognised globally – which is why we have been 
involved in some of the world’s largest telecommunications 
projects and in transactions worth billions of dollars.

For more than 20 years, we have helped shape the 
telecommunications industry through our extensive work on 
policy, regulation and finance. We have worked with most 
of the sector’s leading players, often at board level, to:

determine strategy

advise on M&A activity

optimise tariffing of new and existing services

identify and launch new business ventures

improve profitability and cashflow through 
streamlining key operational processes.

Analysys Consulting services include:

strategy and marketing

scenario planning and economic modelling

due diligence 

licence awards

mergers and acquisitions 

regulation

interconnect

spectrum pricing

STEM (Strategic Telecoms Evaluation Model). 

For more information please contact:

Europe/Middle East/Africa (head office): +44 (0)1223 
460600; enquiries@analysys.com.

The Americas (regional headquarters): + 1 202 331 3080, 
enquiriesamerica@analysys.com.

Asia–Pacific (regional headquarters): + 65 6866 3203, 
enquiriesasia@analysys.com.
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