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The research programmes are: 
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• Global Growth Markets 
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• Mobile Broadband 
• Voice 
• Consumer Content and Applications 
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• Fixed Networks 
• Wireless Networks 
• Core Data and Forecasts. 
 

For more information, visit our website at www.analysysmason.com.
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For more information about our research programmes and custom research services, please 
visit www.analysysmason.com/research. 
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Consulting from Analysys Mason 

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 rollout 
and market entry. 
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For more than 20 years, Analysys Mason has been working with a range of global clients to 
resolve business-critical issues by applying its intellectual rigour, passion and expertise. 

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