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About Analysys Mason
Analysys Mason is the preferred partner of 
telecoms, IT and media organisations worldwide. 
Through our global presence, we deliver strategy 
advice, operations support and market intelligence to 
leading commercial and public sector organisations 
in more than 80 countries. Our clients rely on our 
consulting and research services to make better 
business decisions.

The intellectual rigour, operational experience and 
insight of our people have helped our clients to meet 
some of the toughest challenges they face within the 
industry. We have consistently delivered significant 
and sustainable business benefits to our clients 
during the past 20 years on issues ranging 
from advising on operator strategy and tactics, 
development of national sector regulation, through 
execution of major financial transactions, to the 
deployment of public and private network 
infrastructure.

We are respected worldwide for the exceptional 
quality of our work, our independence and the 
flexibility of our teams in responding to client needs. 
We are passionate about what we do and are 
committed to delivering excellence to our clients.

Analysys Mason offers two types of service:

Consulting: We work with our clients to provide 
customised advice and support throughout the 
business cycle, helping major players to set 
strategy, plan for change and implement that 
change. We have worked on a wide range of 
projects that support our partners and help them to 
increase revenue, reduce costs, plan for the future 
and minimise risk.

Research: We offer research programmes and 
custom research to help our clients to identify key 
strategic issues, formulate strategies, identify 
trends and opportunities, and measure 
performance.

For more information visit our website at 
www.analysysmason.com.

About Analysys Mason
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Analysys Mason provides a portfolio of research services that help organisations to understand major strategic 
shifts, as well as country- and region-specific trends, in the global telecoms industry. Through a combination 
of granular market data and forecasts, and independent qualitative analysis and insight, we enable clients to 
make informed strategic and tactical decisions, reduce risk and benchmark their business performance.

Analysys Mason’s research portfolio

Research from Analysys Mason
About Analysys Mason

For more information about our research programmes and custom research services, please visit 
www.analysysmason.com/research.
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Analysys Mason offers consulting services that span the entire business development cycle from strategy 
development, through planning and implementation, to review. We help clients in the public and private sectors 
to make the best possible business decisions on many key issues, including investment, strategy, policy, 
procurement, network roll-out and market entry.

Analysys Mason advises clients in many industry sectors

Consulting from Analysys Mason
About Analysys Mason

For more information about our consulting services, please visit www.analysysmason.com/consulting.
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