evolution, will all drive more process
automation, big data collection,

data analytics and better information
flows and will therefore be required
components of digital media offerings.

Increasingly, pervasive social media will
impact the way in which companies,
governments and individuals interact
to improve market positioning and
avoid misrepresentation. Furthermore,
content marketing and content delivery
will increasingly take centre stage as
delivery channels continue to expand
and fragment. Yet, at the same time,
services will need to meet increasing
expectations of consumers and B2B
customers regarding fresh content and
effective delivery, meaning investment
in technology platforms by agencies.

Big advertisers will continue to consider
in-housing, possibly buying agencies,
or bringing skills in-house, to achieve a
perceived improvement in performance
and margins, a two-way discussion at
board level.

On the macroeconomic front, change
is afoot. The further emergence

of China as a superpower and
superconsumer, with other Asian
countries not far behind, creates a
continued shift in balance of power
between the East and West. In
addition, over-65s are expected to
double globally as a percentage in
the next 30 years, creating a potential
slowdown in the world economy.

The USA currently powers ahead,
however, and the continuance of a
low interest rate environment gives a
good backdrop to investment plans,
including M&A.

The upshot is that we expect the
healthy environment for entrepreneurs
and independent business operators

in the digital, media, marketing and
technology sectors to continue, with
good opportunities to identify and
attract corporate and strategic partners
or investment funding. But windows of
opportunity can change rapidly.
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Windows of opportunity and
our future

One of our key mantras at Ciesco

is for clients to focus on windows

of opportunity, which need to be
assessed for longevity or brevity.
There are two types of windows of
opportunity: the window that relates

to the opportunity for the product or
service; and the window that relates to
maximising the value of the business.

Both need to be taken into account

in corporate development planning.

It may be tempting to wait to
maximise revenues and profits before
considering an M&A or investment
event, but the window to maximise
the value of the business may be
earlier. By waiting, the uniqueness of
the proposition evaporates, economic
conditions may change, competition
may increase and interested buyers
look elsewhere in the meantime.

Ciesco has many years of collective

experience advising on these issues and

all those above. In a wholly challenging
sector space, navigating the future is
more important than ever.

Panel discussion at

Ciesco’s 2019 global
M&A review evening

It may be
tempting to
wait to
maximise
revenues and
profits before
considering an
M&A or
Investment
event, but the
window to
maximise the
value of the
business may
be earlier




