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As we enter a new decade that promises to continue down
a path that has already seen an astounding reshaping of our
media environment, it is worth briefly glancing backwards:
2019, the final year of the ‘teens’, will not be remembered as
the easiest.
Globally, trade relations between major powers appeared to hit
rock-bottom when the US officially labelled China as a currency
manipulator in August, and Brexit hung like a bit of a fog over Europe
throughout the year. So let us hope that 2020 brings a renewed and
sustained foundation for optimism. As we will see from our round-up
of deals, there is good reason to be hopeful for the media sector.
Over the course of 2019, the value of global media M&A hit approximately
USD $115 billion, meaning a slight decline in value as compared to the
c.USD $120 billion figure from 2018. Though it has to be remembered
that the prior year did include a couple of mega-deals led by Comcast and
Disney. However the volume of media deals also dipped globally by 11%
year-on-year in context of the global economic and political backdrop.
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A WORD FROM ANDY VINER
continued

The decline in value and volume of deals
in 2019, however, belies the fact that there
was a strong trend of transactions targeting
mid-market companies rather than a string of
headline-hitting blockbuster deals. Investors
were very active in this space. Still sitting on
c.USD $1.5 trillion of unspent capital globally,
private equity investors dug into their playbook
using a range of strategies to keep deal-flows
constant. As such, private equity firms were
even more active on smaller deals throughout
the year enacting ‘buy-and-build’ strategies.
Both marketing services and advertising
agencies proved to be popular areas where
firms pushed deals in order to enhance existing
portfolio capabilities. The big boys in advertising
also contributed to deals in this area, with WPP,
for example, engaging in a string of spin-outs.
While reports point to a decline in crossborder activity in 2019, there were still many
notable intra-regional deals. In the MEDIAtalk
spotlight, we turn our attention to Germany,
which boasts one of the strongest economies
in the world and an important consumer
of streaming media and new technologies.
Disruption penetrating the market has also
attracted increasing attention from external
investors such as international private equity
funds. But 2019 also saw German trade buyers
scaling their own interest, including interest in
UK targets.

Looking back, the story of 2019 is that the
media market continued to defy the more
pessimistic expectations. While there may
have been a statistical drop in the number
and value of deals, the market remained
vibrant and the quality of deals suggests
a number of avenues for increased activity
over the next couple of years.
I hope you enjoy this issue

ANDY VINER
Partner
BDO
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GLOBAL MEDIA M&A

The number of global media M&A
deals declined by 11% in 2019 as
compared to 2018. This was to be
expected during a year that saw volatile
trade relations between the US and
China, which came to a head in August
when the US officially labelled the
country as a currency manipulator.
The announcement of a first phase
trade deal, while short on substance,
may prove to be good news for deals
in 2020, but there will also need to be
a move away from defensive policy
tools that could threaten cross-border
investments.

On the other hand, fears of another downturn
refuse to evaporate. In 2019 China’s economy
grew at its slowest rate since 1990, US
growth eased from the prior year, and both
the Eurozone and the UK saw much muted
increases. The long period of sluggish, but
persistent growth, has global institutions
warning of key downside risks in the year
including another breakdown in US-China
relations, recession in major economies,
and the potential of financial disruption in
emerging markets.
Continued easy access to cheap financing
means that there are relatively high levels
of liquidity in the market helping to drive up
valuations. This has created some challenges
for private equity, which remains well
positioned to benefit due to the countercyclical or long-term nature of investments.
But while private equity is still sitting on a
substantial pile of dry powder the plethora
of funds does not mean that there is any
desperation to splash out on risky or
expensive acquisitions.

Steep acquisition prices mean that private
equity firms might need to pursue relatively
ambitious and risky plans in order to add
value, whereas smaller companies with strong
organic growth might appear much more
appealing especially given the increased
investment by these target businesses in new
technology and methods which improve deal
multiples and returns. With stubbornly high
valuations remaining the norm, private equity
investors utilised an array of strategies in
2019 as specialist funds continued to operate
in conjunction with a focus on buy-and-build
strategies and minority stakes across the
wider market.
2019 saw private equity dive headfirst into
the broadcasting space, a sub-sector where
the asset-class has typically struggled against
trade buyers. In February, Apollo Global
Management announced the acquisition
of a majority stake in thirteen local
television stations from Cox Media Group
for a speculated consideration of c. USD $3
billion, including Cox’s radio and print assets.

But to add to the intrigue, Apollo was also
linked to an approach for publically-traded
broadcasting and media company Tegna,
based out of Virginia USA. Apollo reportedly
lost out to Tegna and The E.W. Scripps
Company in two additional deals for local
television assets that followed in the wake of
Nexstar Media Group’s acquisition of Tribune
Media in December 2018.
The US maintained top spot as both an
acquirer and target region through 2019,
however its share of global deals fell quite
substantially when compared to 2018. As a
target region, the US saw its share of global
deals fall from 39% in 2018 to 30% in 2019
and as an acquirer region the share dropped
by 7% to 32% on the year. By contrast, Asia
Pacific saw one of the most notable increases.
As compared to 2018, Asia Pacific maintained
its position behind the US in deal volumes
both as a target and acquirer region. The
region witnessed its share as a target region
increase by 2% and grow by a solid 7% as an
acquirer region.
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GLOBAL MEDIA M&A

Despite remaining in third position, Western
Europe (excluding the UK) also saw its
share of deals improve, increasing by 4% as
compared to 2018 volumes. Similarly, its
share as an acquirer region improved by 5%.
Both France and Germany saw consistent deal
activity throughout the year. In H1 we pointed
out that Western Europe saw an increase in
intra-European deals, supported by active
European private equity funds. In fact, the
pressures of Brexit meant that for the first
time France overtook Britain in terms of the
total number of buy-outs recorded through
the year in 2019 (considering all deals, not
solely media). Moreover, in2019 Western
Europe was the primary destination for
outbound US deals.
As a target region, the Asia Pacific made up
roughly 23% of total deal volume. Continuing
the trend from H1, China’s share of deals fell
on the year as the prolonged trade conflict
and tighter scrutiny of Chinese ownership
in European and American markets dented
deal-making. However, Tencent Holdings
managed to announce a deal for a 10%
stake in Universal Music Group (UMG) for
a consideration of c. EUR €3 billion just as
2019 was coming to a close. The deal gives
UMG a means of expansion into the Asian
market. Japan had a busy year, driving deals
in the region and South Korea continued from
its strong showing in 2018. Deal-making
maintained a strong regional focus through
the remainder of 2019.

FIGURE 1: GLOBAL MEDIA M&A DEALS BY TOP TARGET REGION IN 2019

Latin America 2% Middle East and Gulf Region 2%
Africa 2%
Central and Eastern Europe 2%
Canada 2%
Australasia 3%
South Asia 6%

United States 30%

FIGURE 2: GLOBAL MEDIA M&A DEALS BY TOP ACQUIRER REGION IN 2019

Africa 1% Middle East and Gulf Region 2%
Latin America 1%
Central and Eastern Europe 2%
Australasia 3%
Canada 5%
South Asia 4%
United States 32%
United Kingdom 7%

United Kingdom 10%

Western Europe 18%

Western Europe 19%

Asia Pacific 23%
Asia Pacific 27%

IN 2019 THE US SAW ITS SHARE OF DEALS FALL DESPITE REMAINING IN THE TOP SPOT. ASIA
PACIFIC, WESTERN EUROPE AND THE UK ALL INCREASED THEIR SHARE OF ALL DEALS AS A
TARGET REGION.

ON THE BUY-SIDE THE US AGAIN MAINTAINED THE TOP SHARE OF DEALS, DESPITE
RECORDING A 7% DECLINE ON THE PREVIOUS YEAR. ON THE OTHER HAND, THE ASIA
PACIFIC AND WESTERN EUROPE BOTH INCREASED THEIR SHARE OF DEALS.

The UK increased its share of deals as a target
region by a significant 4%. With 10% of all
deals by volume, omnipresent Brexit-related
uncertainty and weak sterling may have
propped up demand from overseas. But it was
not solely on the sell-side where the UK saw
activity. On the buy-side, the UK added 1% to
its share of global deals as well, giving it a 7%
global share. Nonetheless, this still remains
below the 12% that it registered on the buyside in 2017. The question will be whether
2020 can bring enough of a conclusion to
the Brexit saga that it disperses some of the
trepidation that held back deals over the past
year.
Meanwhile in India, the media sector is
growing fast and rising consumer demand
and higher advertising revenues will provide
a foundation for continued expansion. As
internet penetration and digitisation spread,
so do the opportunities for higher revenue.
Unsurprisingly, the sector has become a
regular source of media M&A. South Asia –
including India and Pakistan – recorded 6% of
global deal volumes as a target region in 2019
and 4% of global deals as an acquirer region.
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UK MEDIA M&A
UK media transactions declined by 9% in 2019 as uncertainty cemented itself as the
most common buzzword to appear in headlines. However there was a slight rebound
in the second-half of the year keeping total deal volumes above those seen in the years
immediately following the financial crisis. The devalued pound provided some incentive for
overseas investors, and likely contributed to the consideration of a number of take-privates
within and beyond the media sector. Notwithstanding the rather gloomy environment,
the media sector once again proved itself relatively immune to its worst effects.
FIGURE 3: UK M&A VOLUMES AND VALUES (MEDIA SECTOR 2004-2019)
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THE VOLUME OF TRANSACTIONS SAW
A DECLINE THIS YEAR BUT DOMESTIC
COMPETITION AND A DEVALUED POUND
HELPED TO MAINTAIN DEAL-MAKING
ACTIVITY. TOTAL DEAL VALUE ALSO
FELL, BUT THIS IS IN COMPARISON TO A
BLOCKBUSTER 2018.
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Continuing on from the first half of 2019,
domestic M&A continued to drive the lion’s
share of deal activity through 2019. In line
with the long-term trend, US companies
were the most prevalent source of inbound
activity unsurprisingly given the value of the
USD against the GBP. Western Europe was the
second largest external source of acquisitions,
with some notable deals made by French and
German media companies. In November,
UK-based digital marketing company Jellyfish
Media Group was acquired by Fimalac – a
holding company operating out of Paris – for
a total consideration of GBP £388 million.
Jellyfish will benefit from immediate access to
new global markets through the deal, and will
be merged with another Fimalac investment,
data-driven marketing specialist Tradelab.
Private equity investors spurred activity
across the marketing services and advertising
sectors, which combined to create the
largest source of M&A, where value is being
found in small and mid-sized agencies. For
example, Phoenix Equity Partners acquired

an undisclosed majority stake for a minimum
consideration of GBP £30 million in
marketing group 1000heads, which operates
out of London, New York, Sydney, Dubai, and
Berlin. The group boasted strong revenue
growth in 18/19 with high-profile clients
including Microsoft, Wella and Uniqlo, but
sought an additional burst of capital in order
to focus on international growth. Phoenix is
a strong partner to help 1000heads achieve
growth in this segment with a selection of
marketing services companies already in
its portfolio. One of its investments, UKbased marketing agency Nineteen Group,
announced its own acquisition in August of
Broden Media Limited for an undisclosed
consideration. Broden Media Group publishes
the Emergency Services Times and organises
the Emergency Services Show, which is held
at the NEC in Birmingham. The acquisition is
in line with Phoenix’s move in 2018 to expand
its events and exhibitions assets by investing
in Western Business Exhibitions, which also
holds events at the NEC each year.

Jones Knowles Ritchie (JKR), a design-led
creative agency that has been recognised
critically for its brand and corporate identity
designs, secured an undisclosed investment
from Growth Capital Partners (GCP), a midmarket investor. The minority investment
will allow JKR to remain independent while
facilitating a full exit for the founders and
leaving room for the leadership team to
pursue further growth. Founded in London in
1990, JKR has offices in London, New York,
Singapore and Shanghai and offers a full
range of brand services. It has won the Design
Agency of the Year at D&AD for the last two
consecutive years.
The usual suspects were busy as well. Dentsu
Aegis Network (DAN) was involved early and
often in 2019, pulling off a spate of deals
solidifying its international presence. For
example, in August DAN acquired MuteSix,
a US-based ad agency, for an undisclosed
sum. MuteSix, which is one of Facebook’s
largest direct response advertisers, will be
merged with DAN subsidiary iProspect.
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UK MEDIA M&A
WPP, on the other hand, continued a series
of spin-outs, after its Kantar sale earlier in
the year. In December, the advertising giant
sold an 80% stake in Two Circles, a sports
marketing agency, to Bruin Sports Capital for
a consideration of GBP £31 million.

The outdoor advertising market stayed hot in
2019. The UK saw the second largest number
of deals within the subsector, behind the
USA. However, European markets are also
presenting opportunities for UK buyers as the
European out-of-home (OOH) market heats up.

Martin Sorrell’s S4 Capital also hit the
headlines throughout the year making
acquisitions through a two-pillared approach
built on two key 2018 acquisitions – a
content pillar built around MediaMonks and a
programmatic pillar built around Mightyhive.
MightyHive acquired Brazil’s ProgMedia
and South Korea’s Datalicious in April and
October, respectively, while MediaMonks
acquired Australia’s Biztech software, the
Dutch influencer IMAgency, and US-based
Firewood Marketing. S4 also announced a deal
for Mexican digital marketing agency Circus
Marketing early in 2020. The two-pillared
structure is intended to chart a novel path
to scale by eschewing the holding company
model in favour of a more unitary organisation.

For example, Ocean Outdoor, a boutique
OOH advertising specialist, followed up a
couple of H1 acquisitions with two further
deals giving the company access to the
Scandinavian and German markets. In
September, Ocean Outdoor acquired a stake
in Visual Art, a Swedish provider of digital
signage that boasts over 260 locations, for
a consideration of approximately EUR €63
million. The deal will be structured as two
simultaneous transactions, the first of which
will provide Ocean Outdoor with Visual
Art’s digital signage assets and the second
will establish a new joint venture between
Ocean Outdoor and Visual Art’s former
owners – Priveq Investment. Ocean Outdoor
announced a second Swedish acquisition of

outdoor advertising specialist AdCityMedia
in November for a total consideration of
approximately GBP £24.7 million. The deal
will enhance Ocean Outdoors presence and
assets in the region.
In the publishing space, Future, now a
FTSE-250 company, had a very good year,
and after substantially outpacing market
benchmarks for share price performance was
named as the ‘best performing company
overall’ in the finnCap Ambition Nation Listed
50 2019 report. It also banked a handful of
acquisitions expanding its collection of print
and digital media. In the second half of 2019,
Future grew its audience amongst business
professionals by acquiring SmartBrief, a
US-based digital media publisher focusing on
the B2B segment, for a consideration of USD
$65 million. Subsequently, Future moved to
add a significant range of consumer magazine
titles by announcing its intention to acquire
TI Media, formerly Time Inc. UK, from private
equity group Epiris for a total consideration of

GBP £140 million. Epiris will reportedly double
its investment, generating an Internal Rate of
return (IRR) of 50% in under two years.
The deal will add TI Media’s 41 magazines
brands to Future’s print and online library, not
to mention its online presence and specialist
exhibitions, making it Europe’s largest
magazine group. In November, Future also
announced a final deal for Barcroft Studios
for a consideration of GBP £24 million.
Barcroft will be a boon to Future’s ability to
generate video content in conjunction with its
ever-growing array of titles. It would appear
as though there is more to come for the
company in 2020 as well.
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UK MEDIA M&A
HOT SECTORS

Publishing, broadcasting and content,
and advertising combined continued
to see the majority of M&A activity for
the UK media sector in 2019. Between
them, these three subsectors accounted
for 70% of all transactions. There was
a discernible uptick in M&A activity
within digital media; the subsector
witnessed 9% of total media deals
in 2019 (10% including online video)
compared to 6% in 2018. Meanwhile,
the share of deals in marketing services
fell to 7% in 2019, down from 9% in
2018. Private equity played a major role
in driving deal activity across UK media
subsectors in 2019.
Publishing saw the largest portion of media
M&A activity in 2019, accounting for 30% of
all deals. Perhaps surprisingly, Newspapers
were generating a particularly vibrant hum
of interest leading to further consolidation.
For example, at the end of November, JPI
Media, the former Johnston Press, sold the i
newspaper to the Daily Mail and General Trust
(DMGT) in an all-cash deal which valued the
paper at GBP £49.6 million.

The deal gives DMGT a 29% share of the
national newspaper market and in part
was made compelling because of the
infrastructure and advertising synergies
it would give rise to. Press reports in
October suggested that DMGT, amongst
several others, also approached the Barclay
brothers when they were considering the
sale of The Daily Telegraph and The Sunday
Telegraph. Mediahuis, a Belgian based
news conglomerate, was also linked to the
prospective Telegraph newspapers sale having
already acquired the Irish newspaper group,
Independent News & Media (INM), back in
April for EUR €145.6 million.
In the publishing segment private equity
brought significant heat to deal activity.
Notably, Montagu Private Equity acquired
Jane’s Information Group from IHS Markit in
September in a buyout valued at USD $470
million. Jane’s offers news and insights on the
military, aerospace and transportation sectors.
IHS’s divestment came after it purchased
the Agribusiness Intelligence portfolio from
Informa in the first half of the year. That deal
was hotly followed by an announcement
from the management of AgriBriefing that

they had acquired the company as part of
a management buyout financed by Ares
Management Corporation and existing
investor Horizon Capital. The consideration
for the deal was reportedly estimated at GBP
£150 million. The flurry of publishing deals
all followed the announcement in May of the
sale of information specialist, Acuris, by BC
Partners and GIC Capital. Acuris was snapped
up by Ireland’s ION Investment Group for an
estimated enterprise value of GBP £1.35 billion
and BC Partners reinvested as part of the deal.
In 2019 broadcasting and content was the second
most active subsector in terms of transaction
volume in 2019 with 21% of deals. The
largest of the deals in this subsector saw Hasbro
purchase the UK-listed Canada-based company,
Entertainment One in a transaction valued at
approximately GBP £3.3 billion. Entertainment
One is a TV and film production company
that offers its content to the full spectrum of
distribution platforms: from broadcast and cable
to streaming services and new-media sites like
YouTube. Hasbro, primarily a toy producer, sees
this acquisition as an opportunity to bridge
franchise economics between long form
content and consumer products.

FIGURE 4: UK MEDIA M&A TRANSACTIONS BY SUBSECTOR 2019

Events management 2%

Online video 1%

Public relations 5%

Digital media 9%

Publishing 30%

Marketing services 12%

Advertising 19%

Broadcasting
and content 21%

THE VOLUME OF TRANSACTIONS SAW A DECLINE THIS YEAR BUT DOMESTIC COMPETITION
AND A DEVALUED POUND HELPED TO MAINTAIN DEAL-MAKING ACTIVITY. TOTAL DEAL
VALUE ALSO FELL, BUT THIS IS IN COMPARISON TO A BLOCKBUSTER 2018.
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UK MEDIA M&A
HOT SECTORS

The purchase of Entertainment One comes
after the company announced it was acquiring
UK-based Daisybeck Studios, an independent
television company, in July of in 2019. Other
notable deals included Plimsoll Productions,
a production company specialising in nonscripted TV content, which was purchased
by active media investor, LDC Managers, in
a deal with an enterprise value of GBP £80
million.
Advertising was the third largest subsector
by number of deals in 2019. It made up 19%
of UK media M&A deals during the year, a
decrease from the 26% announced in 2018.
The perennial question of Big Tech dominance
continued to resonate. 2019 closed with
calls from the UK Competition and Markets
Authority (CMA) for the dominance of
Facebook and Google to be curbed. A report
by the CMA found that Facebook accounts
for close to half of the GBP £5 billion internet
display market, while more than 90% of
the UK’s GBP £6 billion search advertising
market is controlled by Google. The CMA
published its interim findings in December
2019 and will present its full findings to the
Government which will then decide if and
how to regulate the digital marketing sector

going forward. Potential regulations placed
on Google and Facebook would obviously
swiftly impact multiple UK-based companies
in the advertising sector who rely on these
tech platforms such as XLMedia an affiliate
marketing platform.
This year also saw more deals taking place
in a growing corner of the advertising
market: digital signage. Digital signage
promises to deliver ads with greater
flexibility, personalisation and cross-platform
integration. Perhaps most importantly, the
technology allows for an interactive customer
journey in shops and restaurants through to
the point of sale. In July 2019 Talon Outdoor,
an out-of-home (OOH) marketing agency,
bolstered its offering with the purchase of
specialist production company, Grand Visual,
for an undisclosed fee. Beaver Group, which
provides interactive display technologies,
was also snapped up for a consideration
of GBP £6.7 million in May of this year by
Trison Acustica, a Spain-based digital signage
company.

The share of marketing services deals
increased to 12% of UK media M&A in 2019
as investors remained bullish, especially
when it came to marketing agencies
specialising in data and tech-driven solutions.
For example, Croud, a digital marketing
agency which utilizes propriety technology
to support campaigns, secured a GBP £30
million cash investment from LDC Managers
in November. Croud is an official Google
Marketing Platform Sales Partner and is
currently growing at a rate of over 40%, so
will be watching the CMA’s recommendations
closely. LDC Managers made other moves in
the advertising space this year. For example,
it acquired an approximately 51% stake in
the communications consultancy Instinctif
Partners in September for a consideration of
around GBP £20 million. The deal provided
an exit for Instinctif’s previous private equity
backer, Vitruvian Partners. In May LDC also
backed the management of MSQ Partners
Group in a buyout of the multi-disciplinary
group from NVM Private Equity for a
consideration of GBP £37.5 million.

Events management posted 4% of total
deals for UK targets in 2019, holding steady
with the 4% it posted in 2018. However,
the events management industry and live
entertainment has proven a vibrant source
of deals when considering wider activity
(as discussed in our trends section) and the
mid-market has been another key source of
deals. For example, Apiary Capital – a private
equity firm with a keen interest in midsized businesses – provided an undisclosed
investment into Roar Techmedia. Roar, a
London-based event management company,
used the investment to purchase a portfolio
of events covering the environmental,
marketing and healthcare industries from
Prysm Media Group in December. In general,
deal flow within the sub-sector has tended
to favour a highly specialised focus. For
example, Hanson Wade, an events company
offering conferences in life science sectors,
was acquired in a management buyout
backed by Graphite Capital for an estimated
consideration of GBP £96 million.
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SPOTLIGHT ON
GERMANY
Fierce competition for consumer
attention and advertising revenues
between different media formats drive
M&A activity in Germany. Europe’s
largest media market continues to see
significant inbound interest, as well as
German media corporates pursuing
strategic deals to reshape their business
strategy in the face of continued change.
GERMANY AT A GLANCE
Being the fourth-largest economy in the
world, and home to 83 million people, makes
the German media market an attractive target
for both national and cross-border M&A.
Accounting for USD $3.99 trillion of global
GDP, equal to 4.5% on a nominal basis (World
Bank 2019 figures), the German population
has income to spend on media products. The
country’s media market is Europe’s largest,
generating EUR €53 billion of sales in 2018,
and is home to some of Europe’s largest media
companies, as well as a vast media ecosystem.
As an example, there are 323 daily newspaper
titles still selling 13.5 million copies a day (albeit
declining 5% in 2019 and 30% since 2010).
2019 saw a continued shift in advertising
and media revenues from analogue to digital
media with digital display advertising growing

10%. At the same time, new media formats,
such as streaming, gaming apps and eSports
are surging. The German games market (4th
largest globally) generated EUR €4.4 billion in
2018 and an 11% growth rate in H1 2019.

FIGURE 5: GERMANY MEDIA M&A 2015-2019

100

The German media market is characterised by
rapid adoption of new formats, showcased by
Netflix and Amazon Prime Videos’ (APV) rapid
rise. One in four Germans now use Netflix and
15% APV.
GLOBAL TRENDS POWER GERMAN
MEDIA SECTOR M&A
While 2019 saw slowing global M&A activity,
the German media space saw more deals than
in 2018.
Notable deals include KKR’s agreed EUR €4 billion
acquisition of a 54.6% stake in Axel Springer
to be followed by taking the group private to
expedite strategic initiatives, in particular in
the printed media division. Axel Springer made
several acquisitions during 2019, including
ClearOne, a provider of paid content technology,
and MeilleursAgent, a French online real estate
valuation provider valued at EUR €200 million.
The Bauer Media Group’s activity was also
noteworthy– especially its acquisitions of several
UK radio broadcasters and Mono, a Danish SaaS
digital marketing company providing solutions to
Small and Medium Sized Enterprises (SMEs).

Domestic

Inbound

Outbound

80

60
Number

16

40

20

0

2015

2016

2017

2018

2019

18

h2 2019

|

mediatalk

mediatalk

SPOTLIGHT ON GERMANY

For both Axel Springer and Bauer, the strategic
reasoning behind the acquisitions mirrors that
of media organisations elsewhere. The aim
is to realign the balance between traditional
media and new digital formats and create
synergies between new (acquired) and
existing revenue streams. By adding more
potential advertising and customer acquisition
channels, media conglomerates are also
looking to increase competitiveness with
the online search (Google) and social media
(Facebook) companies that dominate online
advertising. Furthermore, German media
companies are looking to create new revenue
streams off of their existing talent mass.
Also worth noting was Italian Mediaset
Group’s (Berlusconi-owned) acquisition over
the year of a 15.1% stake in ProSiebenSat1
for EUR €500 million, ostensibly to cement
cooperation to drive synergies in free TV,
given the popularity of competing streaming
offerings.

THE RISE OF 5G, ESPORTS AND GAMING

German media companies’ deal activity was
roughly evenly distributed between national
and cross-border acquisitions. The latter was
primarily focused on Europe, with the UK
seeing the most deal activity, followed by
France. Acquisitions primarily targeted the
media space, complemented by acquisitions
of software, e-commerce and advertising
companies.

One new media that saw increased activity
during 2019 was eSports. SK Gaming, an
eSports club active throughout Europe, was
acquired by Mercedes-Benz and the football
club 1. FC Köln. Before the end of the year,
Deutsche Telecom joined the list of investors.
The three exemplify how eSports is garnering
interest and investment from a wide range
of industries. eSports is seeing rapidly rising
viewership – especially amongst customer
segments that are proving increasingly
difficult to target through traditional media
channels. 13 million Germans watched
at least one eSports match in 2019, with
continued popularity growth likely for 2020.

In comparison, KKR, Hellman & Friedman and
General Atlantic (a shareholder in NuCom
Group), have a strong track record of sizeable
investments in the German media sector.
The not insignificant inbound deal activity
from European companies tended towards
smaller deal size in part due to risk appetite
given the political uncertainty. One of the
last, announced on 17th December 2019, was
UK Endava PLC’s acquisition of digital agency
Exozet GmbH, valuing it at €22 million.
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MEDIA SECTOR TRENDS
AND ANALYSIS

OTHER M&A TRENDS FOR 2019

Inbound acquisitions of German targets
were primarily driven by US entities,
especially private equity firms. In addition
to its partnering with Axel Springer, KKR
made three bolt-on acquisitions in the film/
TV production space. Hellman & Friedman
acquired AutoScout 24 for EUR €2.4 billion.
In comparison, German private equity firms,
especially in the mid-size segment, remained
relatively quiet in a sector where they have
historically been relatively lightweight.

|

One of the reasons for Deutsche Telecoms’
investment may be that eSports players and
fans will likely be among early adopters of the
coming 5G networks, creating essential, early
revenue streams. The German 5G auction
process was completed in June 2019 after a
three-month process which saw €6.5bn raised
for the German government and spectrum
awarded to four bidders: Deutsche Telekom,
Vodafone, Telefonica and a new entrant, 1&1
Drillisch AG.

In 2019, the media market saw the
continuation of a number of trends
that have been prevalent over the
past few years, and highlighted some
effervescent sub-sectors. As already
discussed, areas like marketing services
received a great deal of attention, even
if some larger agencies saw a relative
dip in activity as compared to previous
years. The following denote some key
trends and areas to watch as the new
decade begins.
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One of the most acquisitive companies
in 2019 was US-based live entertainment
company Live Nation Entertainment. The
company embarked on a series of deals
spanning Europe, the US, Latin America, and
Australia. The deals incorporated ticketing
operations and distribution, artist and talent

management, event venues, and access to key
international markets. Live Nation acquired
one of Chile’s leading independent musical
events promoters DG Medios in December
following a prior deal for a controlling stake in
Mexico’s live events promoter Operadora de
Centros de Espectaculos, SA de CV (OCESA).
These deals come in the wake of Live Nation’s
recent expansions to Argentina and Brazil.
These deals make clear that the events and
entertainment sector has also been subject
to the forces of consolidation recently. In the
B2B events space, London-based Hyve Group
has been an important player, especially
since announcing its Transformation and
Growth (TAG) strategy in 2017. The group,
which rebranded from ITE Communications
in September 2019, is mapping a path to
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EVENTS DRAWING ATTENTION
The events industry is typically
characterised by strong cash flows and
relatively high profit margins, making
successful organisers prime targets
for investors or consolidation by trade
buyers. As is evident from previously
discussed deals, these factors also make
events organisers highly attractive to
private equity given the possibility of
good forward earnings visibility.

|

STREAMING SERVICES AND SOLUTIONS
creating a world leading portfolio of events
supported by strong and original content while
maintaining a cohesive, centralised operating
model. Following 2018’s acquisitions of
Ascential Events and Mining Indaba, Hyve made
a December acquisition of Shoptalk Commerce,
organiser of events related to the payments
industry, and Groceryshop, a manager of events
for a grocery stores and merchants. The deal, for
a total consideration of USD $145 million, gives
Hyve a strong footing in e-commerce related
events at the centre of transformation across
the retail world.
Despite being a relatively mature market, M&A is
likely to remain brisk as prime movers continue to
scale. The sub-sector is also ripe for buy-and-build
strategies on the part of private equity firms that
have a portfolio of complementary companies.

There remains plenty of room to grow
in the global over-the-top (OTT) video
services market. This despite the fact
that Amazon, Hulu and Netflix already
combine for north of 158 million paid
subscriptions across the world. Recent
entrants into the video streaming market
such as Disney+ are also set to begin
2020 at pace while expiring licenses
see content get reshuffled and libraries
become more distinct. With the OTT
marketplace maturing, some cable
companies may be hesitant to expend the
capital required to compete. However,
others will be looking for the opportunity
to pivot away from legacy systems
towards their own streaming services.
For example, as mentioned in the previous
MEDIAtalk, Viacom (prior to its merger with CBS)
became the first legacy media company to acquire
a streaming platform when it picked up Pluto TV
for a consideration of USD $340 million. This was
immediately followed by US-listed telco Altice
USA’s acquisition of an undisclosed stake in OTT
news service Cheddar Inc. for a cash consideration
of USD $200 million. With an established
audience and identity such OTT apps have a
strong appeal. But providers of this technology will
also be appealing for investors and trade buyers.

MobiTV, a provider of online streaming solutions
and technology, completed a USD $50 million
round of funding in June including investors Oak
Investment Partners, Ally Financial, and Cedar
Grove Partners. The platform, which already has
a strong presence in the United States, operators
in Canada and Mexico and has worked with
networks in Germany and India, is looking to
focus on international expansion. The additional
capital will be essential to MobiTV’s ambitious
strategy to target larger telcos, placing it in a
congested and competitive market with other
video and technology solutions vendors.
In September, London-based TVPlayer, provider
of online video streaming services that claims
almost half a million viewers, was acquired
by French content aggregator Alchimie for an
undisclosed sum. Private equity firm Beringea
divested its stake in TVPlayer along with A+E
Networks and AMC Networks. The deal follows
a period of expansion for Alchimie having already
established itself in five European markets and
Australia, and the acquisition of TVPlayer will
ease Alchimie’s entry into the UK market.
Another provider of video streaming solutions,
with expertise in cellular solutions for live video
transmission, LiveU undertook a management
buyout with the support of private equity backers
Francisco Partners and Israel Growth Partners.
The deal, announced in May, was completed for

an estimated consideration of USD $200 million.
LiveU is planning to invest in its 5G capability
and cloud technology in order to pursue a larger
presence in international markets.
Spotify, the Swedish streaming leader, made
three notable acquisitions that gave it a firm
foundation in the podcasting world, providing a
source of original content and control that has
largely eluded audio entertainment companies.
By incorporating the production capabilities and
content of Anchor FM, Parcast, and Gimlet Media,
Spotify made a strong commitment to developing
this area as a key source of future revenues.
In September, the streaming service also showed
that it had not turned its back on the goal of
generating new musical content either. The year
began with some speculation that, in the midst
of negotiating new licenses with major labels,
Spotify had back-tracked on its intention of
building a service for independent artists to go
straight to consumers, by-passing record labels
on the way. The acquisition of New York-based
Soundbetter, a tool for artists to collaborate,
produce music and generate income, shows
that Spotify is dedicated to its Spotify for Artists
division. The deal, which was completed for
an undisclosed consideration, will provide a
valuable resource for artists and another source
of revenue for Spotify by integrating a system of
payment for hiring collaborators.
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Part of the reason why content creators
have seen their demand skyrocket is the fact
that the expected quality of programming
has increased in relation to the quantity of
viewing options available to consumers. Only
first-class content will stand out. Apple went
all-in in 2019 launching its own streaming
platform – Apple TV+ - on November 1st in an
attempt to undercut Disney+.
The maker of the iPhone spent an estimated
USD $6 billion on the production of new series
in order to catch-up with rivals Netflix and
Disney and made an immediate splash with The
Morning Show, which reportedly cost upwards of
USD $15 million per episode. Netflix also added
to its stable of content in May by acquiring
educational streaming subscription service
StoryBots for an undisclosed consideration. The
fight at the top is likely to progress into 2020.

In December, Sony Corp, through its US-based
subsidiary Columbia Pictures Corporation,
fully acquired Silvergate Media Group for
approximately USD $195 million. The deal
will provide Sony access to popular children’s
content including a minority stake in
Silvergate BP Bidco, which produces the Peter
Rabbit television series.
CBS and Viacom completed their much
anticipated re-merger in August after
spending over ten years as separate
companies. The move creates a formidable
combination bringing together the content
of MTV, Nickelodeon, Comedy Central, and
Paramount films as well as the broadcast
network of CBS and its premium channel,
Showtime. Only days before the deal was
announced, Viacom also scooped up some
prime programming by acquiring Paws Inc.,
perhaps best known for the Garfield franchise,
which will sit under its children’s network
Nickelodeon. The deal will allow Nickelodeon
to develop new shows and content based on
the comic strips characters, though it does
not include rights to existing films.
Before calling in the new year, CBSViacom
enhanced its access to prime content by
acquiring a 49% stake in film production
company Miramax for a total investment of
USD $375 million, which includes an upfront
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CYCLES OF CONSOLIDATION
Content creators will continue to
benefit from the streaming wars as
major platforms look to solidify their
bespoke offering, broadcasters develop
their own capacities, and both trade
buyers and investors look to scoop up
production companies with a proven
track-record of success. But young,
innovative creatives will also be enticing
for savvy investors.

|

PUBLISHERS SEEKING NEW FOUNDATIONS
cash payment of approximately USD $150
million, along with a commitment to invest
USD $45 million annually over the next five
years. CBSViacom acquired the stake from
Qatar-based beIN Media Group. beIN will
retain a 51% stake in Miramax following the
deal. Miramax is the owner of an enviable
library of more than 700 film titles including
modern classics such as ‘Pulp Fiction’ and
‘Good Will Hunting’.

Publishing at scale is increasingly becoming
a digital task with print becoming more
limited and targeted towards niche
interests to be successful. The crux will be
finding the correct balance and rewarding
loyal readers. Magazine publishers are
trending towards more targeted content
delivery, integrated digital options,
and trying to reflect changing tastes
and popular genres amongst readers.
Future strategies need to evolve around
multimedia in order to capture the
viewing habits of modern consumers.
US-based online publisher Vox Media, which
operates a portfolio of websites around
technology and sports, demonstrated
this diverse approach in completing the
acquisition of magazine publisher New York
Media Holdings (NYMH) in November for an
undisclosed sum. Vox, a company that has
built a strong selection of online titles and a
Netflix show, adds another string to its bow
with the deal by incorporating NYMH’s print
catalogue as well as its subscription model.
However falling audience shares and
newspaper sales are also driving relentless
consolidation, which can be seen across the

Atlantic. The merger between America’s
two largest newspaper chains, Gannett and
GateHouse Media, means that roughly one in
every six newspapers across the country will
be owned by the merged entity. GateHouse
reportedly closed the deal for a consideration
of approximately USD $1.1 billion, but is
likely to undertake significant cost-cutting
measures pointing to fundamental synergies
between the two publishers.
Similarly, as discussed in the Hot Sectors
section, the UK saw its own round of
consolidation. The combination of UK deals
mean that half of Britain’s top ten newspapers
are now owned by two individuals. Additional
speculation around the potential sale of JPI
Media’s regional assets – including titles such
as ‘the Scotsman’ and ‘Yorkshire Post’ – could
return in 2020. Newspaper publisher Reach
(RCH), originally linked to the sale, mooted its
involvement when CFO Simon Fuller suggested
the price did not fit within their model of
value for shareholders. However, Reach has
not explicitly ruled out further discussions
down the line, or the possibility of alternative
acquisitions. Despite declines in print revenue,
the publisher has seen double-digit growth on
the digital side and is committing to seven live
site launches in 2020.
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In 2018, book publishing suffered its first
decline in physical sales since c. 2014,
however print books remain far more popular
than e-books amongst British readers. The
dip may have simply been a natural end to
a lengthy period of growth, rather than a
harbinger of things-to-come. However, it is
notable that sales of audiobooks shot up in
the same year, dominated by Amazon-owned
Audible. There may not be a sea-change
in the publishing industry, but these are
notable deviations in consumption habits that
publishers will be required to grapple with
moving forward.
Confident in a strong foundation of print
books, Bloomsbury Publishing pursued
international expansion in 2019 signing a
joint venture with Chinese publishers China
Youth Publishing Group and Roaring Lion
Media. Bloomsbury will hold a 50% stake in
the newly created entity giving Bloomsbury
access to the Chinese market, distribution of
local titles, and the ability to license foreign
publications. Any books published in China
and destined for the USA will be affected by
15% tariffs put in place in September by the
Trump administration. However, the first
stages of a new trade deal may reduce some
of that burden. Nonetheless, chief executive
Nigel Newton has expressed confidence that

Bloomsbury is well position to take advantage
of its traditional strengths, but also benefit
from the expansion of electronic books and
new digital ways of reaching audiences.
In December, Bloomsbury also acquired
London-based specialist publisher of drama
and performing arts books, Oberon Books for
a consideration of GBP £1.2 million.
Consolidation will continue at the top end
of the market, but newspaper publishers
also need to decide how to adapt their
monetization strategies to secure new
audiences and sustainable sources of revenue.
For the most part, they have chosen not
to unbundle their content in order to offer
content-specific access that might appeal
to different types of reader. This leaves a
significant opportunity for platforms that
aggregate thematic content from a variety
of sources, an opening that could be very
enticing for savvy trade or private equity
investors.

There will be plenty of news to follow in the year ahead, and while headlines will be
flush with talk about trade negotiations of various kinds, the media world will be
busy continuing to adapt to changing markets and evolving expectations. Across the
world, emerging markets will continue to re-shape the global share of media deals.
Consolidation will remain a force as companies battle for scale amidst ongoing disruption and
competition. There also remains the potential for astonishing deals in the months ahead as
behemoths continue to evolve into all-round media companies, spilling across, advertising,
ecommerce, gaming, content and other areas.
But in all likelihood 2020 will be another year where companies with strong fundamentals,
growing market share, and a distinct identity will continue prove to draw the eye of investors.
The pace of change in the media market, more thoroughly infused with the latest technological
innovations, means that boundary blurring and a steady flow of acquisitions will remain an
essential characteristic of the sector and we remain optimistic that 2020 will be a strong year for
the sector especially in the mid market.
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