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Dr. Pablo Fernandez is founder and Senior Partner of MarketingTech, a marketing research, training and consulting firm with clients in Uruguay, Argentina, Paraguay and Ecuador.  He also serves as Associate Professor at Universidad Ort Uruguay, teaching graduate and undergraduate business courses in marketing.  In February 2006 he published the 6R model of relationship marketing management in Harvard Business Review Latin America.  Dr. Fernandez is dedicated to promoting a service exporting economy in order to raise the overall standard of living in Uruguay.  During his fellowship, he met with businesses and organizations known for outstanding customer service.  Dr. Fernandez also explored ways and ideas on how to create a think tank that will focus on developing a more robust Uruguay.
Dr. Fernandez met with leading experts in a variety of sectors: corporations such as Southwest Airlines and The Boeing Company; professional associations such as the International Franchise Association; leading universities such as School of Hotel Administration at Cornell University; and Boston College and University of Miami, where he met with leading academics in the services marketing field.  He also attended the Direct Marketing Association conference in Las Vegas.  
Aside from many of his original fellowship objectives, Dr. Fernandez also discovered other benefits from his various appointments.  Dr. Fernandez mentioned: “I was very much impressed by the training programs designed, organized and delivered by the Santa Monica Convention & Business Bureau. This program addresses one issue I’ve noticed long time ago in many of the tourist areas in Uruguay but didn’t know how to tackle.”  Dr. Fernandez intends to replicate the methods in many of the touristic destinations of Uruguay. 
Other post-program goals include collaboration with academic scholars he interviewed to create comparative research on customer service initiatives both in the U.S. and Uruguay.  He also aspires to create a think tank that will bring together experts from all sectors in order to focus on developing a more prosperous and competitive Uruguay.  Finally, he hopes to publish a book on services marketing that was written using data and examples gathered from his appointments and site visits.
In conclusion, Dr. Fernandez remarked that “…I am beginning to understand by experience the power of the Eisenhower network. I had the chance to have appointments with a few USA Fellows. A few common elements appear immediately: their interest in each others activities, their willingness to support other Fellows and the common bond of having lived an unforgettable experience.”
