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INTRODUCTION

What a fascinating and
unpredictable year 2016 was.
Despite the political and economic
uncertainty that existed in many
areas of the globe, the media
sector continued to perform
strongly, particularly in terms of
merger and acquisition activity.
As in previous years, the US and
the UK continue to dominate, with
China, Asia Pacific as a whole, and
Western Europe all exhibiting an
unquenchable thirst for exciting
media businesses.
Arguably, the biggest news story of the year
was the election of Donald Trump, so our
focus for this edition of MEDIAtalk is on the
US media market and the strong deal making
history between the US and the UK. On a
value basis, in 2016, US-based companies
invested a record breaking amount in
targeting UK media businesses. Transaction
levels have increased in recent years, as
shared cultural, business and language
connections have driven M&A activity.
Leading the pack in terms of value was

Rupert Murdoch’s 21st Century Fox as it
finally brought Sky back into the stable in a
multi-billion pound deal. As a new President
sets out his stall for the future of trade, a
level of uncertainty still exists, both
domestically in the US media sector, and
internationally, in terms of deal flow.
Despite a challenging second half of the year
for UK M&A generally, the media sector
recorded its second highest level of combined
annual deal value since our records began in
2004. The appetite for new technologies and
content, combined with an increasingly
sophisticated engagement with consumers
and businesses in the world of advertising,
continued to drive M&A. As was the case for
the UK economy, the performance of media
M&A outstripped expectations following the
EU referendum. While IPOs may have cooled
due to unsettled markets, the falling value of
the pound made UK media companies
increasingly attractive targets for
international acquirors.
The appeal of media businesses to investors
and a wide range of sectors was also evident
as 36% of deals targeting the UK involved a
financial buyer (i.e. private equity) or
non-media sector acquiror. The US was the
most prolific international acquiror of UK
media businesses by number, with 35% of
deals involving a US-based bidder, only
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marginally less than the 40% of domestic
UK deals. France was the second most prolific
acquiror to target the UK, followed by Germany
and Canada.
As we move through 2017, we envisage that
an upswing in the digital media and
advertising sectors will continue to drive
deals. While uncertainty remains, particularly
at the political and economic level, the global
media sector will continue to thrive as a
highly innovative and diverse industry that
benefits from being truly global in nature.
As globalisation increases, so the demand for
content and technologies without borders
increases, which in turn will continue to
drive consolidation.
I hope you enjoy this issue.
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TRENDS AND ANALYSIS
GLOBAL TRENDS

At the global level the US retained
its position as the top target region,
accounting for 35% of all transactions.

Figure 1: GLOBAL MEDIA M&A DEALS BY TARGET REGION IN 2016

Asia Pacific, largely fueled by acquisions
of China and South Korea-based media
businesses accounted for 21% of deals by
target region. Western Europe (excluding the
UK) accounted for 17% of deals, followed
by the UK (8%). Notably India outpaced
Australasia, China and Canada to account for
6% of acquisitons by target region in 2016.
The US also retained its position as the most
acquisitive nation as shown in figure 2,
accounting for 37% of all deals as a bidder.
Asia Pacific was the second most acquisitive
region, accounting for 22% of the deal share,
with China very much the driving force
of deals. Western Europe accounted for
17% of acquisitions, with France, Germany
and the Netherlands leading the pack.

THE US, ASIA PACIFIC AND WESTERN EUROPE
WERE THE TOP REGIONS WHERE MEDIA
BUSINESSES WERE ACQUIRED IN 2016, WITH
THE UK ACCOUNTING FOR 8% OF DEALS.
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Figure 2: GLOBAL MEDIA M&A DEALS BY ACQUIROR REGION IN 2016
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AT THE COUNTRY LEVEL, THE UK WAS THE
SECOND MOST ACQUISITIVE COUNTRY
BEHIND THE US, ACCOUNTING FOR 10% OF
ALL GLOBAL MEDIA ACQUISITIONS.
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THE UK SAW MORE MEDIA BUSINESSES
ACQUIRED THAN SOLD IN 2016, BUT THE US,
ASIA PACIFIC AND WESTERN EUROPE WERE
THE MOST ACQUISITIVE.
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TRENDS AND ANALYSIS
GLOBAL TRENDS

The large agency groups continued to
demonstrate a global approach to M&A
in 2016.
For example Dentsu made multiple
acquisitions in Europe, Asia, Australia,
India, US, Canada and South America.
Demonstrating its appetite for emerging
markets and expanding its footprint in South
Asia, Dentsu was highly acquisitive in India.
For example it acquired Fractal Ink Design
Studio, the experiential design studio, for
an estimated consideration of US$36.75
million, and Happy Creative Services India,
a marketing agency, for an estimated
consideration in the range of US$30 million.
While the likes of WPP, Omnicom and
IPG were less prolific on the acquisitions
front than Dentsu in 2016, a cross-border
approach to deals was still evident. WPP
targeted Promotion Execution Partners,
the US-based advertising and marketing
company, for an undisclosed consideration.
It also snapped up Conexance MD, a Francebased database marketing company for a
consideration of EUR20 million. WPP also
continues to grow through M&A in Asia.

mediatalk

Already in early 2017, WPP has announced
that its operating company, Ogilvy &
Mather Marketing Communications
Limited (O&M), has agreed to acquire
full ownership of two existing Chinese
joint ventures from Shanghai Advertising
Limited. The acquisition will see O&M
take up the remaining 25% and 15%
stakes in Shanghai Ogilvy & Mather
Advertising and Shanghai Ogilvy &
Mather Marketing Communications
Consulting Co. respectively.
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UK MEDIA SECTOR
M&A TRENDS

The key deal driving the uplift in total deal
value was the cash offer by 21st Century Fox
to acquire Sky. The offer targeted the 60.9%
of share capital not owned by Fox, and the
price valued the outstanding equity of Sky
at £18.5 billion. By far the largest UK deal
of the year, its announcement in December
demonstrates that although deal volumes
slowed in H2, the fall in the pound made UK
companies attractive to international buyers.
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THE VALUE OF UK MEDIA M&A DEALS REACHED ITS SECOND HIGHEST LEVEL SINCE
OUR RECORDS BEGAN. AS PREDICTED THE VOLUME OF DEALS WAS DOWN IN 2016,
INLINE WITH A GENERAL SLOW DOWN IN M&A ACTIVITY IN H2 ASSOCIATED WITH
THE EU REFERENDUM.

Value (GBP m)

Certainly that has been the case as deal
values leapt to their second highest
level since we began tracking it in 2004.
The volume of media sector M&A deals
announced in the UK declined in 2016.
The trend was inline with a general
slowdown for M&A, as the EU referendum
created a degree of caution amongst deal
makers. In fact 60% of UK media deals
were done in the first half of the year.

Figure 3: UK M&A VOLUMES AND VALUES (MEDIA SECTOR 2004 – 2016)

Number

In the last edition of MEDIAtalk we
predicted a “dip in the number of deals
in 2016, although the value of deals will
bounce back to surpass the drop seen
in 2015”.
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Another notable and eye catching deal was the
acquisition of Karmarama, the communications
agency, from Phoenix Equity Partners by
Accenture for an undisclosed consideration.
In 2011, Phoenix acquired Karmarama in a buy-in
management buyout (BIMBO) transaction.
During its five years in the Phoenix portfolio
Karmarama acquired Crayon group, an
integrated digital agency, for £8.5 million.
The Accenture deal shocked the market as
the company announced that the “next wave
of marketing is here”. It also constitutes a
further seismic move by Accenture into the
digital and media services space, and is perhaps
the first time a management consulting firm
has acquired a 250 person creative agency.
Going forward the plan is that Karmarama
will now join Accenture Interactive, part of
Accenture Digital.
The continued march of technology-enabled
media companies was also evident in the deal
flow. For example, Be Heard Group, the
AIM-listed digital marketing company operating
at the intersection of marketing, technology and
e-commerce, acquired Kameleon Worldwide.
The deal involved an initial consideration of
£4.05 million, an earn-out of £3 million over
three years to 2019, and an additional
“stretch” payment due to be made in 2019.
Founded in 2008 by Mark Webster and
Richard Armstrong, Kameleon provides

content marketing services to leading brands
including Danone, Quorn, Celebrity Cruises,
Lee Cooper, City Index and Sony, and was
named Content Marketing Agency of the Year
by the Drum Network in 2015: So perhaps
industry awards do work in enhancing profile
and consequently value?
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M&A TRENDS
PRIVATE EQUITY

Our last edition of MEDIAtalk was
focused on private equity (PE). In 2016
the number of private equity sponsored
leveraged buyouts of media businesses
in the UK, declined in volume terms.

Figure 4: UK PRIVATE EQUITY DEAL VOLUMES AND VALUES (2004 – 2016)

However the value of deals increased
by 51% over 2015. Again the Brexit vote
made for a year-of-two-halves, in which
78% of deals were announced in H1.
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While the significant number of exits seen in
recent years cooled in the last year, PE investors
are still sitting on a significant number of
investments, with as many as 60 UK media
companies (that were acquired in the last
five years) currently in portfolios. At some
point in the near future, the general partners
at PE firms will be looking to realise those
investments and return money to their limited
partners. As such, the natural cycle of PE will
continue to stimulate deal flow and provide
acquisition opportunities for the sector.
In 2016 several notable deals were announced,
with multiple investors chosing to target low
hanging listed companes in public-to-private
transactions. For example, in November DBAY
Advisors, the financial advisory firm based on
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PRIVATE EQUITY DEALS HAVE TRENDED UP SINCE THE DEPTHS OF THE RECESSION,
BUT NUMBERS OF LBOS (LEVERAGED BUYOUTS) AND EXITS FELL IN 2016 COMPARED
TO 2015. HOWEVER THE VALUE OF EXITS VIA M&A WAS UP IN 2016 WITH DATA
SUGGESTING THAT THERE ARE MANY MORE PE-OWNED MEDIA COMPANIES THAT WILL
COME TO MARKET IN THE NEAR FUTURE.

Value (GBP m)

PE exits of media business via an M&A
transaction continued to outstrip the number
of new leveraged buyouts, as investors
realised more historical investments.
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the Isle of Man, launched a public-to-private
acquisition of Creston, a UK-listed marketing
communications group. Creston is a holding
group that owns agencies such as Nelson
Bostock, TMW Unlimited and 18 Feet & Rising.
The transaction valued Creston at £75.8 million.
Following the £374 million take-private of
Chime Communications by Providence Equity
Partners in 2015, the group has been acquiring
steadily. In 2016, Chime subsidiary VCCP
Group, acquired MUH-TAY-ZIK | HOF-FER, the
US-based advertising agency, for an undisclosed
consideration. Also in 2016, another
subsidiary, Open Health Communications,
acquired Choice Healthcare Solutions (CHS),
the UK-based provider of communication
services to the healthcare and pharmaceutical
industry, for an undisclosed consideration.
Other notable PE deals in 2016 included the
£1 billion management buyout (MBO) of
Argus Media by US-based PE firm, General
Atlantic in May. Argus Media is a publishing
company providing price assessments,
business intelligence and market data for
the energy, natural resources and transport
industries. In the same month, another US
PE firm, Levine Leichtman Capital Partners,
snapped up GL Education Group, a pupil and
school assessment solutions publisher for
a consideration of £218 million. Publishing
targets continued to remain attractive to PE

investors as Exponent Private Equity acquired
The Racing Post from FL Capital Partners for a
cash consideration of £150 million. So too did
broadcasting and content targets as US-based
Shamrock Capital Advisers acquired Silver
Gate Media, a UK television media company,
for £40 million. Investors also had an appetite
for digital advertising targets. In September
a consortium of French and Belgium-based
PE firms (led by IDInvest Partners) acquired
an undisclosed stake in Ogury, a UK-based
mobile advertising platform publisher, in a
Series B round of funding of US$15 million.
PE exits via IPO also cooled in 2016, as the
Brexit vote saw a slowdown in IPOs generally.
PE firms floated 48% less UK companies than
last year across all sectors. However, in the
media sector, some intrepid investors have

|

h2 2016

9

undertaken an IPO. Back in June, as the EU
referendum drew near, Oakley Capital floated
Time Out Group on the AIM market, raising
£90 million. While in Oakley’s portfolio, Time
Out achieved its largest audience in its 48-year
history with an audience reach of approximately
111 million per month across all platforms.
However, due to the timing of the IPO, shares
in the company fell 10% on their first day
trading, before falling further in context of
the Brexit vote. However, since that time,
the share price has regained ground and in
October the company acquired Yplan, the
“mobile-first” events discovery and booking
platform. The strategic acquisition was
aimed at speeding up the ability of Time
Out’s audience to discover, book and share
what the world’s cities have to offer.
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MEDIA M&A
HOT SECTORS

Continuing a trend seen in 2015,
traditional publishing M&A accounted
for the highest percentage of deals.
However, the percentage had dropped
off compared to last year as the number
of digital media and advertising deals
increased in 2016.
The appetite for technology-enabled
media continued to drive deal flow in 2016,
with digital media, online and analytics
representing nearly 20% of all deals. For
example, Time Inc. UK, the publisher of
print and digital magazine content, acquired
Collective Europe from Collective Media, Inc.,
for an undisclosed consideration. Founded
in 2010, Collective Europe is a provider of
digital creative advertising solutions, with
clients including Microsoft, O2, Sky, Unilever,
Disney and eBay. The company delivers
integrated digital brand campaigns either as
a managed service or programmatically.

Figure 5: UK MEDIA M&A TRANSACTIONS BY SUBSECTOR 2015
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The trend in programmatic ad-buying,
typically defined as the use of software
to buy advertising (as opposed to the
traditional method of human negotiation
and RFPs), has been radically changing
online advertising for some time.

Figure 6: UK MEDIA M&A TRANSACTIONS BY SUBSECTOR 2016
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We expect to see an increasing trend in M&A
in the programmatic “hot” sector. Early in
2016, Sky announced that it had invested
US$10 million in DataXu, a leading provider
of programmatic marketing analytics, data
management and media activation software.
There is a definite appetite for companies
to develop a deeper understanding of
programmatic advertising, and play a part
in shaping the market as it progresses.

Advertising
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and content
16%

Marketing Services
17%

DESPITE TRADITIONAL MEDIA STILL
OCCUPYING A SIGNIFICANT PERCENTAGE
OF THE DEAL SHARE, IN 2016 THERE WAS AN
INCREASE IN THE NUMBER OF DIGITAL MEDIA
AND ADVERTISING DEALS.
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MEDIA M&A
HOT SECTORS

At the end of 2016, Breaking Data Corp.,
a technology provider of semantic search,
machine learning and natural language
processing (“NLP”), announced its intention
to acquire Sports New Media Holdings, which
is the owner of GiveMeSport.com and its
related businesses. GiveMeSport is a leader
in programmatic advertising, delivering high
performance and high viewability for many
high-profile advertisers such as: Mercedes
Benz, BMW, American Express, Porsche,
Omega, Jaguar, Electronic Arts and Draft Kings.
In a market still driven by consolidation,
acquirors regularly cross borders to find
the right fit for their business. In October,
UK media giant WPP announced that its
wholly-owned operating company, Xaxis,
a large global programmatic media and
technology platform, had agreed to acquire
Triad Retail Media, a digital retail media
specialist in the US. The deal evidenced
WPP’s strategy of focussing on technology,
data and content, and it has previously
invested in digital content companies like
Russell Simmons’ All Def Digital, Fullscreen,
Indigenous Media, Imagina (a content rights
and media company based in Spain), MRC,
Refinery29, VICE and Woven Digital.

The Advertising Association/Warc reported
in October that UK advertising expenditure
posted 5.2% growth in H1 2016, despite
economic uncertainty before the EU
referendum. UK adspend reached a record
£9,999 million in total for the first six
months of the year. Internet adspend grew
by 16.9% to reach £4,777 million in H1.
Within this category, mobile spend grew
52.6% to £1,723 million. For the first time,
mobile now accounts for over half of all
online display adspend in the UK. Digital
formats continue to grow fast across all
media, with online video adspend increasing
by 66.4%, while native advertising spend
also grew 29.9% in H1. In light of the
data, the Advertising Association/Warc
said that full year growth forecasts for
2016 have been revised up to 5.2%.
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MEDIA M&A
HOT SECTORS

According to data from research firm,
IBISWorld, UK advertising agency
revenues are now 31.1% comprised
of online advertising, as compared to
28.7% for TV and radio advertising, and
18.2% for print media advertising.

Figure 7: UK ADVERTISING AGENCY REVENUES BY PRODUCTS AND SERVICES
SEGMENTATION (2016-17)
Professional consulting
4.1%

The major industry segmentations driving
advertising agency revenues are the fastmoving consumer goods sector (41.5%),
the durable goods manufacturers sector
(22.6%) and the TMT sector (15.1%).
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In the summer Dentsu acquired Gyro
Communications, the UK-based advertising
firm that specializes in business-tobusiness (B-to-B) advertising, from
Slipstream Communications, for an
undisclosed consideration. The new
combined entity is aiming to accelerate
the Group’s global growth strategy
in the B-to-B marketing sector.

Figure 8: UK ADVERTISING AGENCY REVENUES BY MAJOR MARKET
SEGMENTATION (2016-17)
Finance sector
3.2%

|

Durable goods manufacturers
22.6%
AS ADVERTISING AGENCY REVENUES HIT £20.3 BILLION, THE BIGGEST SPEND IS COMING
FROM THE FAST-MOVING CONSUMER GOODS, DURABLE GOODS AND TMT SECTORS.

Broadcasting and content transactions also
occupied a significant proportion (16%)
of the media deals in 2016. The continued
appetite of US-based bidders to gain access
to new content, and to the important
UK market was also evident. Apart from
the high profile takeover of Sky by 21st
Century Fox, US-based News Corp launched
a recommended public offer to acquire
Wireless Group earlier in the year. News
Corp performed the acquisition via News
Corp (UK & Ireland), an indirect whollyowned subsidiary. Following the disposal of
its television business to ITV, Wireless has
become a radio-focused group. The offer
valued Wireless Group equity at £220 million.
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TRENDS AND ANALYSIS
FOCUS ON THE US

The UK and the US have enjoyed a strong
relationship in terms of the media sector.
The shared language and mutual cultural
appreciation allows for the easy transfer
of content. Equally, the long deal making
tradition and ease of doing business between
the two nations has created an environment
that allows companies to snap up innovative
technologies and attempt to quench the
inexhaustible thirst for new content.

In recent years the levels of transatlantic
media acquisitions has been trending up in
the aftermath of the financial crisis. Thanks
in part to the tie up between 21st Century
Fox and Sky, the value of US acquisitions of
UK media businesses reached a record high
of £23.9 billion in 2016. This surpassed the
previous high of 2013 (£17 billion) when
Liberty Global acquired Virgin Media.
While the number and value of US to UK
acquisitions has outpaced the UK to US deal
levels, the number of UK acquisitions of US
media businesses in 2016, reached its second
highest level since 2004. One example was
announced in September when Informa Group,
the listed UK-based information provider,
agreed to acquire Penton Media, the New
York-based provider of B-to-B communication
and information services. The company
was acquired from MidOcean Partners and
Wasserstein & Co for US$1.56 billion.
At the global level, the top five US states in
which media companies were acquired in
2016, were: California (63), New York (61),
Illinois (14), Texas (12), and Florida (10).
72% of all deals targeting US media
companies were domestic, with the UK
the most prolific international acquiror
accounting for 8% of all deals, followed
by China (5%) and Canada (3%).
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TRENDS AND ANALYSIS
FOCUS ON THE US

Trends in the US Domestic Media Sector

Figure 9: UK AND US CROSS-BORDER ACQUISITONS OF MEDIA BUSINESSES
(2004-2016)
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2016 WAS A RECORD-BREAKING YEAR FOR THE COMBINED VALUE OF US ACQUISITONS
OF UK MEDIA BUSINESSES, WHILE THE NUMBER OF UK ACQUISITONS OF US MEDIA
BUSINESSES WAS UP 122% IN THE YEAR.

Value (GBP m)

Number

US domestic M&A produced some of the most
significant media deals of the year. For example,
in the fourth quarter of 2016, AT&T announced
its mega US$83 billion acquisition of Time
Warner. The telecoms giant is seeking to add
content and distribution, while pushing beyond
the traditional limits of telecoms. This kind of
M&A strategy has also been evident for other
large players in the sector, such as Verizon.
In 2016, the US grassroots media landscape
once again saw radical changes—with digital
platforms continuing to replace traditional
outlets, changing consumer expectations
inspiring new revenue models and technology
bringing on both new opportunities and
challenges. As consumers find themselves
inundated with more choices than ever, media
companies compete to differentiate by turning
to M&A and other growth strategies to access
new content and audiences and inspire new
user experiences and brand loyalty. As a result,
media consolidation is on the rise. Many of
2016’s biggest M&A deals were in the film,
entertainment and broadcasting industries;
however, the gaming, digital advertising,
social media and digital publishing subsectors,
among others, also saw a massive amount
of growth and private equity investment.
As 2017 gets underway, three trends continue
to dominate media: an emphasis on high-
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TRENDS AND ANALYSIS
FOCUS ON THE US

quality content, the emergence of new content
distribution methods and revenue models,
and the increasing convergence of technology
and media to create new user experiences.
High-Quality Content is King
Regardless of subsector, one fact remains true
across all media: content is king. The acquisition
of high-quality content is a dominant driving
force in industry M&A, and a necessity for
companies to stay relevant in a saturated
market. According to Forbes, film and content
deals saw a 185% rise from US$1.28 billion
to US$3.65 billion in the first three quarters
of 2016. Meanwhile, the number of deals
decreased from 15 to 13—suggesting that while
deal volume may go down, companies are
willing to pay higher prices for premium content.
It’s not only US companies battling for more
access to content and distribution channels, but
foreign companies too—with China’s Wanda
Group being a particularly powerful dealmaker.
China’s multiple investments in US media
companies this year have led to greater content
production capabilities for both sides, but
have also prompted anxiety from Hollywood
producers around issues of potential censorship.
Nevertheless, this emphasis on high-quality
content is not surprising, considering today’s
consumers have more choices than ever
before. The ability to produce and access top
brand-name content plays a powerful role in
nurturing loyal fan bases and subscribers.

Content Distribution Channels & Revenue
Models Evolve
Content distribution methods are also changing
as consumers increasingly forego movie
theatres, print newspapers and satellite TV to
instead view and stream content from their
own mobile devices and online platforms.
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TRENDS AND ANALYSIS
FOCUS ON THE US

Social media, too, is becoming a major source of
content: a 2016 Pew Research Center survey
reported that 62% of US adults now get news on
social media sites vs. other traditional outlets.
This shift towards online consumption
has opened the door for “digital attention
unicorns,” as coined by the Wall Street Journal,
to capture most of consumer attention. A
2016 ComScore study reported that Google
alone captured 55 billion total US minutes
per week, followed by Facebook, Pandora,
Apple, Netflix and other video and streaming
sites. Thus, the way content is accessed is as
important as the content itself. Analysts expect
subscription models will soon become the
dominant revenue model, accounting for over
half of consumer internet and media growth.
Media & Technology Convergence
Creates New User Experiences
With technology playing a bigger role
across all industries, private equity
investment is pouring into companies in
gaming, digital advertising, e-commerce,
artificial intelligence (AI), virtual reality
(VR) and more. The gaming industry is
quickly evolving in the US, with many
companies making their bet on eSports
to expand over the next few years.
In the meantime, investments in evolving
technology, such as AI and VR, are being

made to enhance user experiences. Key tech
players, for example, are investing in AI to
produce sophisticated bots that will enhance
their messaging platforms—predicted to
become a huge area for monetization in
2017. Entertainment companies, too, seek to
revolutionize their user experiences with VR
capabilities, leading VR investment between
July 2015 and July 2016 to amount to
US$2 billion, despite the market still being in
its early stages, according to Digi-Capital.
Overall, M&A and private equity continue to
play a vital role in the US media industry,

enabling companies to expand their content
selection, access new markets and
demographics and improve their branding
and user experience. Investment in digital
media companies is expected to increase
further, with digital publishing expected to
account for 45% of all publishing by 2020,
according to the International Trade
Association. In the meantime, the
convergence of media and technology
companies will continue to be a dominant
trend in 2017, as companies compete to
become number one for consumer
attention and spend.
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WHAT DOES 2017 HOLD?

While the US remained the dominant
market in 2016, in the UK the EU
referendum made for a challenging dealmaking environment in the second half
of the year. However, as deal numbers
declined, the falling value of the pound
attracted international bidders and led
to a huge boost in the total value of
deals as Rupert Murdoch’s Fox finally
brought Sky back into the fold.
For the UK the watchword as 2017 gets
underway is “uncertainty”. However, the
post-Brexit domestic economic indicators
have been overwhelming positive with
unexpected growth and strong results coming
from the manufacturing, services and real
estate and construction sectors. The media
sector has shown itself to be very robust
in the second half of the year, partly due
to its global nature. The ongoing nurturing
of innovative and original UK companies
and new technologies will continue to drive
deal activity. In fact, with the weak pound,
the appetite of international bidders for
UK businesses is likely to increase with
significant acquisitions potentially emerging.
However, as inflation continues to bite
in 2017, it is critical that the exit strategy

for the UK from the EU continues to
crystalise, allowing businesses to properly
plan their strategies and markets settle
sufficiently to encourage new IPOs.
Meanwhile, the victory of Donald Trump
in the US Presidential Election may prove
to be good for the UK if Trump holds
true on his indication that he would fast
track a trade deal between the US and
the UK. Trump is also one of a handful
of Presidents who have entered the
Oval Office with a strong background
as a business executive or entrepreneur.
However, Trump’s election would have
less positive ramifications for the UK if he
carries out some, or all, of his campaign
threats to global free trade, having already
abandoned the Trans-Pacific Partnership.
In terms of the media sector, Trump has had
a well-publicised antagonistic relationship
with the press, which was reignited on
the day of his inauguration. On the other
hand, his unique campaign boosted cable
networks to record rating levels and
provided a shot in the arm for adspend.
Depending on how his presidency unfolds,
that run could continue. However, he has

also reportedly pledged to squash bigmedia mergers on the basis that they are
anti-Democratic, citing the deal between
telecom giant AT&T and CNN and HBO
owner, Time Warner. However, anecdotal
evidence suggests that federal policies
may make for a more hands-off regulatory
approach. In the US there is a sense that the
possibility of a repatriation of offshore tax
dollars to inject more liquidity, the potential
to reduce corporate tax rates, and other
fiscal moves to fuel discretionary spending
could produce strong M&A conditions.
For the global media sector, buyers of
mature (and in many cases increasingly
outmoded) media businesses are in some
instances reported to be facing concerns
over financing and scepticism from investors,
making deal ideas more difficult to pitch
in 2017. Many print publishers – both
magazine and newspaper companies—
have seen circulations and ad revenue fall
in recent years, and are racing to fill the
gap with digital advertising revenue.
In the US, TV broadcasters face regulatory
challenges, as well as the ongoing ratchet
of “reverse compensation,” the fee

mediatalk

charged by their affiliate network for its
programming. This makes for a risky prospect
for investors looking to acquire businesses
in the sector. It is increasingly pure-play
businesses that can pursue deals in the
declining print space. However, private
equity interest in the media sector will
remain robust and a significant number
of existing portfolio companies will also
come to market and further drive activity.
In the year ahead the appetite for original
content will also continue to spur deal
activity, and we are likely to see the trend
for an increasing number of deals in the
digital media and advertising space continue,
particularly as adspend remains strong.
On the world stage, while reports of a
possible future slowdown in Chinese
acquisitions overseas may prove not to be
the case, the US and the UK will remain
key markets for M&A in the sector. As
Western European stalwarts remain active
on the deal front, emerging nations from
Latin America to India will also continue
to increase their appetite for new media.
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