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MARKET ANALYSIS is a market research and 
public opinion company which conducts  
competitive intelligence studies with 
qualitative and quantitative research 
techniques. Market Analysis provides their 
clients with information for the development 
of strategic planning and decision making 
policies. 
 
With over 14 years of experience and 
seasoned performance, MARKET ANALYSIS 
has achieved national and international 
recognition in the industry, leading to 
continuous and successful partnerships with 
prestigious corporations. 
 
Market Analysis has also developed a 
network of research institutes covering most 
Latin American countries with quality and 
timely delivery of solutions in each market.  



FABIAN ECHEGARAY 
 
Fabián is managing director at MARKET ANALYSIS.  He has been working in market and opinion 
research since the early 1990s, in most of Latin America and is responsible for research design, 
project report and deliverables, and client relationships.  Fabián holds a PhD in Political Science 
from the University of Connecticut (U.S.) and has have extensive training in survey research at 
The Roper Center and ICPSR-University of Michigan (U.S.). Fabián is fluent in English and 
Spanish. He is also a consultant for the UNDP (United Nations Development Program), and 
recently published his book  ά9ŎƻƴƻƳƛŎ crises and electoral responses in Latin !ƳŜǊƛŎŀέ by the 
University Press of America. 



Ç     Being an independent research agency. 

Ç     Our ǘŜŀƳǎΩ dedication to understand our clients goals and challenges as well as 
maintain fluent communication with clients, and provide suggestion for custom-made 
approaches. 

Ç      Fast turnaround in proposals and project deliverables, as well as a very competitive 
while realistic price structure. 

Ç      A multidisciplinary team of professionals trained at top research centers in Brazil and 
in the USA. 

Ç      International affiliation with global-reach research networks and solid media 
partnerships with top journals and business magazines. 

Ç      Research expertise and annual report products covering issues of social responsibility, 
reputation, environmental issues, and sports sponsorship. 

Ç      Proprietary users of Emotivox, an innovative and versatile tool to measure the 
emotional impact of communication campaigns (online and qualitative solution applicable 
to ad and concept tests, brand logos, and packaging). 

Ç      Our research data and analysis is constantly referred to in major newspapers, 
magazines and industry websites across Latin America. 



QUANTITATIVE 

Ç     Personal interviews 

Ç     Telephone interviews (CATI) 

Ç     On-line research 

Ç     Central location/ Hall test 

Ç     Product test 

 

 

QUALITATIVE 

Ç     Multinational groups/Focus group 

Ç     In depth interviews 

Ç     B2B ς Business to business 

Ç     Usability test 

Ç     Participant observation 

Ç     Ethnographic visits  

OTHER SERVICES 

Ç    Desk research Ç Competitive intelligence Ç  Mystery shopping  



Research projects by target public, 2010. 

Ç Sustainability & Reputation 

Ç Consumer behavior and trends 

Ç Fast moving consumer goods 

Ç Public opinion & Human development 

Ç Health care & Pharmaceuticals 

Ç Well being & Life-styles research 

Ç New products & Concept development 

Ç IT & Telecommunication 

Ç Finance 

Ç Travel & Entertainment 

Ç Energy efficiency & Sustainability 

Ç Education & Sponsorship research 

  

 

Project Portfolio, 2010. 
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HOW DO WE DO IT? 

ω Desk research & reanalysis of survey data & 
off-the-shelf reports 

ω Employee, distribution & suppliers surveys 

ω In-depth interviewing with decision-makers 
& area experts 

ω Surveys with current & potential customers 

ω Interviews with regulators, public officials & 
key media informants 

ω Interactive sessions with competitors & trade 
associations 

ω Mystery shopping exercises & simulation 
techniques 

ω Econometric estimation analysis 



HOW DO WE DO IT? 

ω Qualitative discussions with targeted consumers 
(groups, mini-groups, dyads or tryads) for testing of 
different stimuli (campaigns, concepts, products, 
mock-ups) 

ω Etnographic home visits & shop-along or walk-
along experiences with consumers for 
understanding product needs, shopping habits, 
decision making processes, etc. 

ω Short-term/long-term product or services trials 
with consumer panels 

ω Co-creation sessions with special consumers and 
opinion leaders for products, services & new ideas 
generation 

ω Online research through web surveys, bulletin 
boards, communities & chat rooms discussions, and 
social media analysis 



HOW DO WE DO IT? 

ω Quantitative surveys with consumers and 
general population 

ω Focus groups with communities targeted and 
programmes benefitiaries 

ω Employee & client surveys 

ω In-depth interviewing and engagement 
discussions with multiple stakeholder groups 

ω Quasi-experiments through educational & 
workshop sessions in town meeting-style 
discussions for sensitive topics 

ω Benchmarking outcomes to database on CSR 
programmes 



Sustainability Monitor: 
άtǊƻŦƛƭƛƴƎ consumer 
responses to corporate 
responsibility and green 
ōǳǎƛƴŜǎǎέ 

Barometer Leader : 
άMeeting stakeholders 
and opinion leaders' 
views on CSR and key 
reputation issuesέ 

Barometer  
Leader  

Corporate Reputation 
Monitor Report : 
ά/ƻǊǇƻǊŀǘƛǾŜ wŜǇǳǘŀǘƛƻƴ 
ŦǊƻƳ ǘƘŜ ŎƻƴǎǳƳŜǊǎΩ  
Ǉƻƛƴǘ ƻŦ ǾƛŜǿέ 

Monitor  

Reputação  

Empresarial  

Media Reputation :  
ά/ƻǊǇƻǊŀǘŜ ǊŜǇǳǘŀǘƛƻƴ 
among key media 
ǇƭŀȅŜǊǎέ 

Sponsor Tracker : 
ά{ǇƻǊǘ Ƙŀōƛǘǎ ŀƴŘ ROI 
measurement of 
sponsorship programs 
among .ǊŀȊƛƭƛŀƴǎέ 

EmotiVox :  
άGauging the emotional effect 
of communication campaignsέ 



FACE TO FACE 

Multi-client research with a sample of 800 cases.  General 
population (adults) in 9 major Brazilian cities distributed in 
proportion to population size of the state capitals.  The 
interviews are conducted face-to-face at the residence of the 
respondent twice a year in May and November. 

 

CATI �t COMPUTER ASSISTED TELEPHONE INTERVIEWING 

Multi-client research with a sample of 800 cases.  General 
population (adults) in 9 major Brazilian cities distributed in 
proportion to population size of the state capitals.  The 
interviews are conducted by telephone twice a year in March 
and July. 


