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Household budgets remain under pressure and competition 
for market share will likely intensify during the year. That is not 
necessarily unmitigated bad news for the marketing industry 
– brands may look to spend to reinforce their positioning.  
The impact of inflation remains an issue, although labour 
shortages may be easing. Market earnings forecasts for media 
companies imply mid-single-digit FY23 revenue growth and  
margins edging up, which currently seems plausible. On our  
valuation screens, many media stocks are trading at substantial 
discounts to their long-term averages, suggesting that prices may  
have fallen too far or that there are further downgrades to come  
(or both). The widest discounts are in US  interactive media 
and services, European cable and satellite and interactive 
home entertainment in both the US and mainland Europe.

MediaWatch: Introduction                                                                 
This inaugural edition of MediaWatch looks at performance and changes to consensus forecasts for 
companies in the media sector across the UK, European and US markets. We highlight the direction of 
travel of revenue and EBITDA (as a proxy for earnings) estimate changes across the seven constituent 
subsectors, as defined by the MSCI’s Global Industry Classification Standard (GICS), for FY23 and FY24. 
We then look at individual stock level to see where current valuations are compared to their long-term 
average, using values back to 2006 to smooth out the cycle. On the basis of our screens, a large majority 
of stocks are trading at substantial discounts to their long-term average ratios, which indicates that 
pricing has fallen too far or that market earnings estimates are too high, or both.

Consensus growth rates and margins

Source: Edison Investment Research, Refinitiv

Revenue growth EBITDA growth EBITDA margin

Region FY22e FY23e FY24e FY22e FY23e FY24e FY22e FY23e FY24e

United Kingdom 13% 7% 6% 22% 9% 8% 22% 23% 23%

Continental Europe 14% 4% 5% 8% 8% 10% 20% 20% 21%

North America 10% 5% 9% 6% 5% 14% 27% 28% 29%
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Well-documented pressures on household income mean consumers are having to work out their priorities 
for discretionary spending. An environment of high interest rates, rising housing costs and substantial 
increases in energy and other non-discretionary costs are impinging on domestic budgets. These factors 
look set to persist, at least through the first half of 2023 and, although inflation is widely expected to 
decline as year-on-year comparisons lap the initial spikes, it will eat into discretionary spending power. 
With wages lagging, it is inevitable that there will be more household discussions around, for example, 
whether a subscription to a streaming service is essential for well-being or a superfluous luxury.

Given the macroeconomic background, many providers and suppliers in the media sector will find 
volume growth hard to come by. We believe the most likely outcome is the emergence of different 
models delivering value in different ways, premium offerings with greater personalisation and value 
offerings supported by higher levels of advertising. With the growth in the US of free, ad-supported 
television (FAST), naturally there will be some cannibalisation. The phase of throwing vast sums of 
money at original content seems to be over as the returns on that spend diminish. The game has to be 
about making sure that the value proposition for the consumer is compelling – and that may well mean  
a resumption of bundling multiple services or content offerings within one subscription.

Challenges to the status quo                                                                               

The global media sector is dominated by the interactive media & services subsector (56% by market value 
at end FY22) and within the subsector Alphabet and Meta account for more than 90%. With Alphabet’s 
value down 40% on a 12-month basis and Meta’s down 66%, there is already broad acceptance that the 
world has changed. Alphabet has more tools in its armoury to meet market challenges, with Meta more 
affected by shifts in patterns of consumer consumption exacerbated by Apple’s withdrawal of individual 
identifiers, undermining the underlying infrastructure of mobile advertising. Meanwhile, the rapid rise  
in popularity of TikTok is attracting advertising dollars, even though the commercial model here is not  
yet set. User-generated content is in part a retort to the media industry from younger consumers, 
showing that their needs are not being met.

Traditional boundaries are also being challenged, with less rigid separation between social, gaming and 
commerce. This should give additional opportunities in the advertising space but requires a change in 
the way budgets are set and channelled. Brands may start to blur the edges between marketing and 
trade budgets as the boundaries of commerce channels become less rigid.

COMPETITION 
HOTTING UP FOR 
SMALLER MARKET
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Impact on estimates coming through…                                                               

In FY22, the media sector was also hit by the rotation away from tech and the idolisation of subscription 
revenues. Despite the macroeconomic challenges, over the course of 2022 aggregate estimates for media 
sector revenues in the UK rose by 9% as a clearer picture of the unwind from the COVID lockdowns 
emerged and the impact of weaker sterling against the US dollar benefited top-line growth for UK 
companies with US exposure. Aggregate EBITDA also moved ahead, but at a lower rate than top-line 
growth (4%), indicating a squeeze on margins as cost pressures took hold, particularly on labour and 
energy costs. This squeeze was still being seen in Q422, when aggregate revenue estimates were up 
by 0.5% but consensus EBITDA slipped 1%. There is a similar pattern obvious in Europe, where FY22 
revenue estimates ended the year 7% higher than at the start, but EBITDA forecasts were broadly flat. 
The forthcoming results season will present management teams and analysts with the opportunity to 
revisit their expectations for the coming year.

…but EBITDA margins forecast to creep ahead                                             

Global investors are well primed for an economic slowdown in the key regions, but there are early signs 
that the worst fears may be sidestepped, at least for European economies. Aggregate forecasts suggest 
FY23 top-line growth of 7% in the UK, 4% in Europe and 5% in the US, implying that analysts expect 
inflationary increases to be largely passed through to customers. FY24 forecasts are for 6%, 5% and 9%, 
respectively. Market forecasts suggest EBITDA margins will increase across all regions in both FY23 and 
FY24. Several of the largest global media companies (including Alphabet and Meta, Twitter and Spotify) 
have recently made sizeable cutbacks to their workforces, suggesting that labour cost growth may temper.
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Absence of a negative                                                                                               

The first few weeks of 2023 have demonstrated that following a period of pessimism the mere absence 
of negative news can be sufficient to drive a powerful rally. Global equities have performed strongly year 
to date, especially where risks were perceived as highest. The outperformance of high ‘beta’ has been 
evident regionally and sectorally. European equities have led the market higher, while the largest global 
sector gains have been made in comparatively cyclical industries rather than defensives, which were 
2022’s outperformers.

Key to this about-turn in market sentiment has been relative stability in long- and short-term interest 
rates. Global bond market investors have welcomed the recent peaks seen in US and European headline 
inflation rates. However, market-implied expectations that US rates could start to fall soon seem a little 
aggressive; we expect them to plateau before they start to fall slowly back to target. Nevertheless, 
recent data represent a welcome break from a 12-month period of ever-rising and above-consensus 
inflation readings.

The much-feared winter squeeze on the European consumer has failed to materialise, even if this appears 
largely down to good fortune given record-high temperatures in the region during December. Prices for 
natural gas in Europe have dropped back to a fraction of the peak levels seen during the early autumn.

Weakening trends in commodity prices offer multiple benefits, including better European growth prospects 
in terms of consumer spending as food and energy prices fall, lower headline inflation and an improved 
fiscal position for governments forced to shield electorates from the short-term economic impact of the 
war in Ukraine. Longer-term fiscal issues will need to be addressed but in the UK the sense of a fiscal and 
political crisis appears to have faded in recent months, with corresponding declines in the risk premium 
for sterling assets.

In some respects, ‘Goldilocks’ has made a tentative appearance as investors reappraise prospects for the 
evolution of the global economy in 2023. The calculus on the growth and inflation trade-off implied by 
recent market moves suggests investors are now downplaying stagflation fears. Instead, what appears to 
be gaining traction is a scenario of a relatively shallow slowdown before a non-inflationary re-acceleration 
in global growth as China picks up the slack later in 2023 following the removal of COVID-19 restrictions.

MACRO 
OVERVIEW
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This may indeed be a fairy tale scenario, but it is not entirely unrealistic. The head of the International 
Monetary Fund recently indicated that global economic growth forecasts are likely to be revised higher 
from the current level of 2.7% as worst-case scenarios are avoided.

Earnings estimates still on a downward track                                                                 

Despite the optimism in global equity markets, which appears to a large degree attributable to the recent 
decline in inflation, earnings estimates for the year ahead continue to be revised lower.

This is not an immediate concern for us as it would be unrealistic to expect analysts’ consensus forecasts  
for the corporate sector to so rapidly incorporate the recent improvement in expected growth prospects.  
However, we believe investors should be watching keenly for earnings upgrades and improving guidance, 
if the rally is to be sustained by improving company fundamentals.

Short-term rates stabilise and US dollar declines                                                       

We continue to believe the surging inflation/interest rate ‘story’ was largely a 2022 phenomenon. 
Inflation has peaked in the short term at least and in the coming months central bank policymakers are 
in our view likely to back away from overly hawkish commentary, particularly in the United States where 
policy rate expectations are close to 5%.

The current inversion of the US yield curve, which often leads to the onset of a US recession, suggests 
the Federal Reserve’s policy actions to date are likely to be successful in slowing economic activity.  
A critical factor in the recovery of investors’ risk appetite globally is in our view the stabilisation of 
interest rate expectations with the US two-year rate now at 4.1%, well below the peak of 4.8% recorded  
in early November 2022.

During this period of declining US forward rate expectations, the trade-weighted value of the US dollar 
has fallen 10%, providing relief for lower income countries reliant on commodity prices denominated in 
dollars, and easing financial conditions on a global basis.

However, we expect inflation to remain well above US, UK and eurozone central banks’ 2% targets 
during 2023 and investors hoping for rates to fall quickly may be disappointed. Instead, after completing 
the ‘normalisation’ process, we believe monetary policy is likely to be less exciting in 2023. In our view, 
interest rates may come to feel as if on a high plateau, with relatively little change during the year, even  
as inflation on both sides of the Atlantic slowly falls back to target.
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Looking at 2022, all media subsectors saw material double-digit declines in market values, given the 
significant macroeconomic headwinds (high inflation, rising interest rates) affecting the outlook for 
corporate earnings. Across the board, the media subsectors considerably underperformed the UK 
market, which delivered a small but positive return of 3%, given the greater weighting to more defensive 
sectors. Given the broad de-rating of the subsectors, publishing fared best, down just 15% in the year. 
while other sectors, including movies and entertainment (-52%) and interactive home entertainment 
(-49%), saw much greater declines.

Exhibit 1: UK GICS subsector breakdown by market value

Source: Edison Investment Research, Refinitiv

In Exhibit 1 we show the breakdown of the UK media GICS subsectors by market capitalisation. In doing so, 
we hope to give a clearer picture of the drivers behind the aggregation movements of each region. The UK 
has a heavy weighting towards the advertising sector, with large companies such as Informa and WPP, while 
the interactive media & services and publishing sectors also make up a decent proportion of the market.

While in the UK, five of the six subsectors in the media sector delivered positive market returns in Q422, 
only three outperformed the UK market’s positive 8% return following a strong end to the year by the 
wider market. Note that we are using subsector (ie subindustry) classifications as defined by MSCI’s 
Global Industry Classification Standard. The only subsector to deliver a negative market return in Q422 
was interactive home entertainment (down 8%), while the best-performing subsector in the quarter was 
broadcasting (+29%), driven by ITV.

01

0

-60

-50

-40

-30

-20

-10

10

20

01.01.85 01.04.89 01.07.93 01.10.97 01.01.02 01.04.06 01.07.10 01.10.14 01.01.19

EK Consumer Confidence Indicator (EA) SADJ UK GFK Consumer Confidence Index NADJ

-10% -5% 0% 5% 10% 15% 20% 25% 30% 35%

Interactive home entertainment

Interactive media & services

Publishing

Advertising

Movies and entertainment

Broadcasting

-60% -50% -40% -30% -20% -10% 0%

Movies and entertainment

Interactive home entertainment

Interactive media & services

Broadcasting

Advertising

Publishing

-2.5% -2.0% -1.5% -1.0% -0.5% 0.0% 0.5% 1.0% 1.5%

Interactive home entertainment

Movies and entertainment

Broadcasting

Interactive media & services

Advertising

Publishing

-5% -4% -3% -2% -1% 0% 1% 2%

Broadcasting

Interactive home entertainment

Advertising

Movies and entertainment

Interactive media & services

Publishing

-10% -5% 0% 5% 10% 15% 20% 25%

Interactive home entertainment

Interactive media & services

Cable & satellite

Movies and entertainment

Publishing

Broadcasting

Advertising

-45% -40% -35% -30% -25% -20% -15% -10% -5% 0%

Interactive media & services

Interactive home entertainment

Publishing

Broadcasting

Cable & satellite

Advertising

Movies and entertainment

-5% -4% -3% -2% -1% 0% 1% 2% 3% 4%

Interactive media & services

Broadcasting

Interactive home entertainment

Cable & satellite

Advertising

Movies and entertainment

Publishing

-8% -6% -4% -2% 0% 2% 4%

Broadcasting

Interactive media & services

Movies and entertainment

Interactive home entertainment

Cable & satellite

Publishing

Advertising

-15% -10% -5% 0% 5% 10% 15% 20%

Interactive media & services

Broadcasting

Advertising

Interactive home entertainment

Movies and entertainment

Cable & satellite

Publishing

-60% -50% -40% -30% -20% -10% 0%

Interactive media & services

Interactive home entertainment

Movies and entertainment

Cable & satellite

Advertising

Broadcasting

Publishing

-2.0% -1.5% -1.0% -0.5% 0.0%

Interactive media & services

Publishing

Broadcasting

Advertising

Cable & satellite

Interactive home entertainment

Movies and entertainment

-6% -4% -2% 0% 2% 4% 6%

Publishing

Broadcasting

Interactive media & services

Movies and entertainment

Cable & satellite

Advertising

Interactive home entertainment

10

11

12

14

15

16

18

17

01

02

03

04

05

08

09

Movies and entertainment 1%

Interactive home entertainment 3%

Advertising 48%Broadcasting 7%

Publishing 18%

Interactive media & services 23%

Movies and entertainment 36%

Interactive home entertainment 10%

Advertising 13%

Broadcasting 13%

Publishing 7%

Interactive media & services 12%

Cable & satellite 9%

Interactive media & services 60%

Movies and entertainment 16%

Interactive home entertainment 8%

Advertising 2%

Broadcasting 2%

Publishing 1%

Cable & satellite 11%

01

0

-60

-50

-40

-30

-20

-10

10

20

01.01.85 01.04.89 01.07.93 01.10.97 01.01.02 01.04.06 01.07.10 01.10.14 01.01.19

EK Consumer Confidence Indicator (EA) SADJ UK GFK Consumer Confidence Index NADJ

-10% -5% 0% 5% 10% 15% 20% 25% 30% 35%

Interactive home entertainment

Interactive media & services

Publishing

Advertising

Movies and entertainment

Broadcasting

-60% -50% -40% -30% -20% -10% 0%

Movies and entertainment

Interactive home entertainment

Interactive media & services

Broadcasting

Advertising

Publishing

-2.5% -2.0% -1.5% -1.0% -0.5% 0.0% 0.5% 1.0% 1.5%

Interactive home entertainment

Movies and entertainment

Broadcasting

Interactive media & services

Advertising

Publishing

-5% -4% -3% -2% -1% 0% 1% 2%

Broadcasting

Interactive home entertainment

Advertising

Movies and entertainment

Interactive media & services

Publishing

-10% -5% 0% 5% 10% 15% 20% 25%

Interactive home entertainment

Interactive media & services

Cable & satellite

Movies and entertainment

Publishing

Broadcasting

Advertising

-45% -40% -35% -30% -25% -20% -15% -10% -5% 0%

Interactive media & services

Interactive home entertainment

Publishing

Broadcasting

Cable & satellite

Advertising

Movies and entertainment

-5% -4% -3% -2% -1% 0% 1% 2% 3% 4%

Interactive media & services

Broadcasting

Interactive home entertainment

Cable & satellite

Advertising

Movies and entertainment

Publishing

-8% -6% -4% -2% 0% 2% 4%

Broadcasting

Interactive media & services

Movies and entertainment

Interactive home entertainment

Cable & satellite

Publishing

Advertising

-15% -10% -5% 0% 5% 10% 15% 20%

Interactive media & services

Broadcasting

Advertising

Interactive home entertainment

Movies and entertainment

Cable & satellite

Publishing

-60% -50% -40% -30% -20% -10% 0%

Interactive media & services

Interactive home entertainment

Movies and entertainment

Cable & satellite

Advertising

Broadcasting

Publishing

-2.0% -1.5% -1.0% -0.5% 0.0%

Interactive media & services

Publishing

Broadcasting

Advertising

Cable & satellite

Interactive home entertainment

Movies and entertainment

-6% -4% -2% 0% 2% 4% 6%

Publishing

Broadcasting

Interactive media & services

Movies and entertainment

Cable & satellite

Advertising

Interactive home entertainment

10

11

12

14

15

16

18

17

01

02

03

04

05

08

09

Movies and entertainment 1%

Interactive home entertainment 3%

Advertising 48%Broadcasting 7%

Publishing 18%

Interactive media & services 23%

Movies and entertainment 36%

Interactive home entertainment 10%

Advertising 13%

Broadcasting 13%

Publishing 7%

Interactive media & services 12%

Cable & satellite 9%

Interactive media & services 60%

Movies and entertainment 16%

Interactive home entertainment 8%

Advertising 2%

Broadcasting 2%

Publishing 1%

Cable & satellite 11%

Exhibit 2: Market value change in Q422 (£)

Source: Edison Investment Research, Refinitiv
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Despite elevated uncertainty due to the deteriorating macroeconomic environment in the quarter, 
aggregate CY22 revenue forecast changes delivered a small positive upgrade (+0.5%) for the media 
sector in Q422. At individual subsector level, there was an even split between CY22 sales forecast 
upgrades and downgrades, although all saw low single-digit percentage changes.

For 2022, the sector delivered a cumulative 9% upgrade to CY22 estimates, driven predominantly by 
the 9% upgrade to advertising sales forecasts, which accounted for 55% of total sales forecasts at the 
end of 2022. Movies and entertainment delivered the strongest consensus CY22 revenue upgrade 
(+22%) driven by the revenue upgrade to Cineworld Group, which accounts for 95% of CY22 sales 
forecasts for the subsector. We note that CY23 estimates were upgraded in line with CY22 estimates  
in 2022 of 9%.

Given that the advertising sector made up 55% of the cumulative sales of the six sectors, it is unsurprising 
that cumulative estimate changes for both revenue and EBITDA are predominantly driven by the 
advertising sector.

Exhibit 3: Market value change in 2022 (£)

Source: Edison Investment Research, Refinitiv
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Exhibit 4: Consensus CY22 revenue change in Q422 (£)

Source: Edison Investment Research, Refinitiv
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Despite the small upgrade to CY22 revenue estimates in Q4, cumulative CY22 EBITDA estimates 
were downgraded by 1% in the quarter, reflecting higher inflationary cost pressures on businesses. 
Only two sectors saw upgrades to EBITDA estimates in the period: publishing (+2%) and interactive 
media & services (+1%). There were low single-digit EBITDA downgrades in the remaining sectors, 
with the largest downgrade in the broadcasting sector (-4%).

However, earnings downgrades in Q4 were not enough to offset the 2022 cumulative upgrade of 
4% for the subsectors. There was a large divergence in earnings estimate changes, with an even split 
between upgrades and downgrades in the six sectors. The differences ranged from a 13% downgrade 
in the interactive home entertainment sector to a 9% upgrade in movies and entertainment. A greater 
downgrade to CY23 EBITDA estimates in Q4 (-2%) fed through to a lower cumulative upgrade to 
CY23 EBITDA estimates in 2022 of 3%.

Exhibit 5: Consensus CY22 EBITDA change in Q422 (£)

Source: Edison Investment Research, Refinitiv
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Best-performing sectors in Q422                                                                                           

Performance in the strongest sector, broadcasting, was driven primarily by its largest constituent, ITV, 
which accounted for 94% of total broadcasting market value at the end of the quarter. ITV’s market 
value rose by 31% in Q422, despite 4% CY22 and 14% CY23 EBITDA downgrades in the same period, 
following a robust trading update in November in which management provided reassuring guidance  
and an update to the launch of ITVX.

Outperformance in movies and entertainment in the quarter resulted from a strong recovery in performance 
by LBG Media and Cineworld Group. LBG Group’s share price bounced 66% in the quarter, with a particularly 
strong performance in December following a positive year-end trading update. Cineworld Group’s share 
price rallied 24% in the quarter, albeit from a low base relative to its trading history, having fallen 89% in 
2022 as a result of ongoing legal disputes in Canada.

The 13% rise in advertising’s market value ahead of the wider UK market benefited from positive share 
price movements from the larger companies in the quarter, including 4imprint Group, Informa, YouGov 
and S4 Capital. The positive performance was despite a 2% downgrade to CY22 EBITDA estimates in 
the quarter. In 2022, three companies, Next Fifteen Communications, M&C Saatchi and Pebble Group, 
delivered negative market performances despite CY22 EBITDA upgrades of more than 10%.
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Worst-performing sectors in Q422                                                                                    

Interactive home entertainment was the only subsector that delivered a negative market return in 
Q422, following CY22 downgrades of 2% for sales and 3% for EBITDA. The weak quarter compounded 
underperformance in 2022 as all constituents delivered a negative market return, taking the cumulative 
market value decline to 49% in 2022. Despite an 18% rebound in Team17 Group’s (the largest constituent) 
market value in Q4, the sector was affected by the negative performance of all other companies. Team17 
Group in particular saw a 44% decline in its market value in the year despite an 18% upgrade to CY22 
EBITDA estimates.

Interactive media & services underperformed the market despite the strong performance of Trustpilot 
Group, which was up 28% in the quarter following a 3% upgrade to CY22 profit estimates in the same 
period. The sector’s larger companies, including Rightmove, Moneysupermarket.com Group and Auto 
Trader Group, all delivered returns below the wider market.

Reach and Bloomsbury Publishing’s strong market rallies in Q422 helped to offset the underperformance 
of the publishing sector in the period. The sector delivered a market return of 6%, greater than the 2% 
upgrade to CY22 EBITDA estimates in the same period. Pearson, which accounts for 73% of the sector’s 
market value, outperformed the sector following CY22 profit upgrades of 4% in the quarter. For the 
year, Pearson’s 45% market rise was not enough to offset the 67% fall in Future.

Sector forecasts and valuations: Valuations at attractive levels                                          

Having looked at the key changes to sector valuations and estimates during Q422 and 2022, we turn 
our attention to looking at where consensus estimates are for the coming year, and how EV/EBITDA 
multiples for the sectors compare to their long-term (2006–22) historical average valuations.

We provide two screens below, which show that 35 companies are trading at discounts to their long-term 
average EV/EBITDA multiple. We have included companies trading at discounts and premiums to their 
long-term average multiples to show the full range of valuations. The first highlights companies that are 
expected to be free cash flow positive in CY23. The second looks at companies that are either forecast 
to be free cash flow negative or where there is no estimate for free cash flow. Given that a number of 
companies have published trading statements since the start of the year, we have updated the estimates 
and valuation data for the closing valuation on 13 January 2023.

Exhibit 6: UK valuation screen – companies with forecast positive free cash flow in 2023

Company Ticker Share price 
20 Jan 2023  

(p)

Market value  
20 Jan 2023  

(£m)

Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/EBITDA 
CY23  (x)

Long-term 
average EV/

EBITDA (x)

Premium/ 
(discount) 

to long-term 
average EV/

EBITDA

Hyve Group PLC HYVE 69 201 29% 42% 8.4 75.9 (89%)

Celtic PLC CCP 112 105 0% 0% 6.3 24.9 (75%)

XLMedia PLC XLM 15 40 2% 5% 1.7 6.6 (74%)

TinyBuild Inc TBLD 81 165 8% 12% 5.5 18.9 (71%)

Everyman Media Group PLC EMANE 86 78 35% 67% 7.9 25.7 (69%)

Frontier Developments PLC FDEV 493 194 (3%) (3%) 5.6 17.8 (69%)

Tremor International Ltd TRMR 304 438 48% 28% 2.4 7.3 (67%)

System1 Group PLC SYS1 170 22 9% 35% 6.5 17.6 (63%)

Cont.
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Source: Edison Investment Research, Refinitiv

Exhibit 7: UK valuation screen – companies with forecast negative or no forecasts for free cash flow in 2023

Company Ticker Share price 
20 Jan 2023  

(p)

Market value  
20 Jan 2023  

(£m)

Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/EBITDA 
CY23  (x)

Long-term 
average EV/

EBITDA (x)

Premium/ 
(discount) 

to long-term 
average EV/

EBITDA

Dianomi PLC DNM 80 24 20% 72% 4.2 176.3 (98%)

Ebiquity PLC EBQ 57 66 14% 31% 5.5 18.6 (70%)

Jaywing PLC JWNG 8 8 7% 45% 3.9 8.7 (55%)

NAHL Group PLC NAH 35 16 5% (13%) 5.1 6.3 (19%)

Digitalbox PLC DBOX 8 10 11% 27% 4.7 5.5 (14%)

Cineworld Group PLC CINE 4 48 16% 14% 4.9 4.3 13%

National World PLC NWOR 23 58 (0%) (4%) 3.9 3.2 22%

Zinc Media Group PLC ZIN 86 19 20% 343% 13.3 1.3 895%

Source: Edison Investment Research, Refinitv

Exhibit 6: UK valuation screen – companies with forecast positive free cash flow in 2023 cont.

Company Ticker Share price 
20 Jan 2023  

(p)

Market value  
20 Jan 2023  

(£m)

Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/EBITDA 
CY23  (x)

Long-term 
average EV/

EBITDA (x)

Premium/ 
(discount) 

to long-term 
average EV/

EBITDA

Centaur Media PLC CAU 55 80 9% 27% 6.7 18.1 (63%)

Ascential PLC ASCL 201 885 18% 25% 7.9 21.2 (63%)

S4 Capital PLC SFOR 219 1,260 12% 33% 9.0 22.9 (61%)

M&C Saatchi PLC SAA 160 195 5% 12% 4.2 9.6 (56%)

Merit Group PLC MRIT 32 8 0% 0% 5.9 10.8 (45%)

LBG Media PLC LBG 114 234 10% 21% 10.8 19.3 (44%)

Pebble Group PLC PEBB 94 157 7% 7% 8.8 15.5 (43%)

Baltic Classifieds Group PLC BCG 145 723 17% 16% 17.8 29.1 (39%)

STV Group PLC STVG 270 126 17% (5%) 5.3 8.0 (34%)

Reach PLC RCH 87 275 (5%) (9%) 2.3 3.5 (33%)

Team17 Group PLC TM17 445 648 1% 3% 12.4 17.8 (31%)

ITV PLC ITV 79 3,182 1% (24%) 6.6 8.9 (26%)

Auto Trader Group PLC AUTOA 584 5,406 11% 7% 15.9 20.5 (22%)

MISSION Group PLC TMGT 54 49 5% 10% 4.7 5.8 (20%)

Rightmove PLC RMV 573 4,727 7% 6% 17.6 21.2 (17%)

WPP PLC WPP 913 9,782 3% 4% 7.1 8.5 (16%)

Moneysupermarket.com Group PLC MONY 213 1,145 5% 8% 9.7 11.4 (15%)

4imprint Group PLC FOUR 4,590 1,289 11% 4% 14.2 16.0 (11%)

Pearson PLC PSON 922 6,598 2% 18% 9.5 10.3 (8%)

OnTheMarket PLC OTMPO 70 52 13% 51% 4.2 4.5 (8%)

Informa PLC INF 665 9,416 14% 31% 12.0 12.7 (6%)

YouGov PLC YOU 970 1,067 18% 19% 13.1 13.3 (1%)

Bloomsbury Publishing PLC BLPU 452 369 4% 4% 9.6 9.5 1%

Future PLC FUTR 1,488 1,798 1% 3% 7.5 7.4 2%

Next Fifteen Communications Grp PLC NFC 1,040 1,024 17% 14% 7.4 6.3 17%

Audioboom Group PLC BOOMA 423 69 28% 50% 13.7 11.2 23%
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CONTINENTAL 
EUROPE
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There was greater diversity in the European subsectors at the end of 2022 compared to the UK, with a  
tilt to the movies and entertainment sector of which large companies such as Universal Music Group 
and Bolloré are constituents.

The strong recovery in Q4 was not enough to offset the performance over the previous nine months, 
as the European market finished the year down 15%. Given this, all subsectors saw negative returns. 
However, two sectors outperformed the wider market: movies and entertainment (-2%) and advertising 
(-9%). The falls in Q422 in the interactive home entertainment and interactive media & services sectors 
compounded a disappointing year in which they delivered the worst performances in the sector, down 
37% and 39%, respectively, in 2022.

The European market saw a strong rebound in Q422, up 10% following a disappointing 2022 which was 
down 15%. More subsectors outperformed the market in the quarter than underperformed (four out 
of seven), while only two delivered negative returns (interactive home entertainment and interactive 
media & services). However, when combined, the sectors underperformed the market, increasing just 
9% in aggregate.
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Exhibit 8: European GICS subsector breakdown by market value
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Exhibit 9: Market value change in Q422 (€)

Source: Edison Investment Research, Refinitiv

Source: Edison Investment Research, Refinitiv
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Exhibit 10: Market value change in 2022 (€)

Source: Edison Investment Research, Refinitiv
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Exhibit 11: Consensus CY22 revenue change in Q422 (€)

Source: Edison Investment Research, Refinitiv
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Consensus CY22 revenue estimates in aggregate were up 1% in Q422, continuing the trend from the 
previous nine months of 2022 as the sector finished the year with a sales upgrade of 7%. Quarterly 
estimate changes for each of the subsectors were in the low single digits, with four upgrades and three 
downgrades. Given that three sectors – movies and entertainment, advertising and broadcasting 
– generate c 66% of consensus revenue estimates, their performance drives the aggregate to a large 
extent. While movies and entertainment and advertising saw strong upgrades in the year of 16% and 
10%, consensus estimates for broadcasting were downgraded by a modest 1% in both Q422 and 2022.

Much like the trend in the UK, aggregate consensus upgrades to European media CY22 sales estimates 
in Q422 did not pass through to profit upgrades. Aggregate CY22 EBITDA was downgraded by 1% in the 
quarter and broadly flat for 2022, despite the 7% uplift to sales estimates. Just one sector, advertising, 
saw a notable profit upgrade in Q422 of 3%. Broadcasting saw the largest downgrade in the quarter 
(-6%). There was a greater variance in profit estimate changes across the year, from +22% (movies and 
entertainment) to -33% (interactive media & services). The downgrade to earnings estimates towards 
the end of the year fed through to CY23 EBITDA consensus estimates, which were down 2% in both 
Q422 and 2022.
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Exhibit 12: Consensus CY22 EBITDA change in Q422 (€)

Source: Edison Investment Research, Refinitiv
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Best-performing sectors in Q422                                                                              

The strong outperformance of the advertising in the quarter was heavily influenced by its largest constituent,  
Publicis Groupe (c 56% of the aggregate subsector), which was up 22% in the period. Other large companies 
in the sector – Ipsos, JCDecaux and Stroeer & Co – delivered market-beating performances. Publicis 
Groupe and Ipsos were rewarded with revenue and earnings upgrades in the quarter, while JCDecaux 
and Stroeer & Co saw strong market rebounds despite downgrades to CY22 earnings.

Broadcasting’s 15% bounce in Q4 was not enough to offset the weak performance in 2022, which ended 
the year down 28%. The rebound in the subsector’s performance was despite the largest downgrade 
to EBITDA estimates in the same period, as shown in Exhibit 12. Despite earnings downgrades, strong 
recoveries in the performances of Vivendi, MediaForEurope and Mediaset Espana Comunicacion suggest 
the market had heavily discounted the sector prior to the final quarter. A number of companies, including 
Television Francaise and Metropole Television, were rewarded for CY22 EBITDA upgrades in the period.

Following in a similar trend, the publishing sector witnessed a rebound in performance in Q422 (+13%) 
after a year of poor performance (-33%). However, it was rewarded for a 3% upgrade to CY22 sales estimates. 
The strong share performances of the sector leaders – Schibsted, Lagardere and TX Group – were enough 
to offset the weak performance of Sanoma, which was affected by substantial downgrades to profit estimates. 
Although aggregate sales for the sector were upgraded by 5% in 2022, EBITDA forecasts were downgraded 
by 15% in the year, reflecting the weaker macroeconomic environment and rising costs.

Outperformance in the movies and entertainment sector was predominantly driven by its largest 
member, Universal Music (c 56% of the aggregate sector). The 16% rise in the company’s market  
value was accompanied by small upgrades to sales and profit estimates, following robust Q4 results. 
Other large companies saw strong rebounds in performance, notably Bolloré and Cts Eventim, which 
both saw consensus sales upgrades in the period. The aggregate market return for 2022 was down just  
2% as a result of the strong 16% and 23% upgrades to sales and EBITDA CY22 estimates, respectively.
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Worst-performing sectors in Q422                                                                          

The weak relative quarterly performance of interactive home entertainment (-5%) was disproportionate 
compared to the 1% downgrade to sales and profit CY22 consensus estimates. The 40% decline in the 
sector’s largest constituent, Embracer Group, offset double-digit rises from Modern Times Group,  
CD Projekt and Paradox Interactive, among others. Earnings consensus changes were mixed, with 
double-digit upgrades to some companies (CD Projekt, PlayWay, Don’t Nod Entertainment).

The interactive media & services 3% decline in market value in Q422 compounded its weak performance 
in the year, making it the worst-performing sector in 2022. Downgrades to sales and earnings estimates 
in both Q422 and 2022 reflect the sector’s sensitivity to rising discount rates.

The cable & satellite sector underperformed the wider market in Q422 despite the mixed performance  
of its constituent companies. Cyfrowy Polsat and Tele Columbus delivered market-beating returns of 
14% and 11%, respectively. The positive performance did little to offset the weaker performance in the 
year, which finished the year down 28%, coupled with an CY22 EBITDA downgrade of 7%.

Sector forecasts and valuations: Forecast growth                                            

Consensus continues to forecast year-on-year sales growth in 2023, reflecting the inflationary environment. 
For six of the seven subsectors consensus expects EBITDA growth which, given more optimistic European 
growth prospects, slowing inflation and less upward pressure labour costs, seems increasingly likely. 
Four subsectors are forecast to have a faster rate of EBITDA growth than sales growth.

As shown in Exhibit 20, movies and entertainment is the only subsector trading at a premium to its  
long-term EV/EBITDA multiple going into 2023. All other sectors enter the new year trading at discounts, 
with cable & satellite and interactive home entertainment at material discounts to their long-term 
averages of 48% and 44%, respectively.

We have highlighted 73 companies in Europe that are trading at a discount to their long-term average 
EV/EBITDA multiples at 20 January 2023 and had positive free cash flow forecast in CY23 (Exhibit 13).  
Again, we show all companies with forecast positive free cash flow trading at either a discount or premium 
to their long-term average multiple.



Page 18 
Edison themes

MEDIAwatch, january 2023

Exhibit 13: Continental Europe valuation screen – companies with forecast positive free cash flow in 2023

Company Ticker Share price 
20 Jan 2023  

(p)

Market value  
20 Jan 2023  

(£m)

Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/EBITDA 
CY23  (x)

Long-term 
average EV/

EBITDA (x)

Premium/ 
(discount) 

to long-term 
average EV/

EBITDA

Kinepolis Group NV KIPO 38 1,051 15% 29% 9.5 495.8 (98%)

Squirrel Media SA SQRL 2 211 29% 66% 8.2 105.5 (92%)

Enad Global 7 AB (publ) EG7 30 234 3% 7% 4.5 52.6 (92%)

Modern Times Group MTG AB MTGb 77 876 9% 5% 4.1 32.9 (88%)

Kahoot ASA KAHOT 15 714 25% 63% 13.9 94.6 (85%)

Fragbite Group AB (publ) FRAGBI 4 30 16% 159% 8.4 46.3 (82%)

Pantaflix AG PALG 1 17 92% 272% 1.6 8.5 (82%)

Flexion Mobile PLC FLEXM 13 63 31% 113% 5.3 27.9 (81%)

Nepa AB NEPA 36 25 7% 7% 4.7 23.7 (80%)

NVP SpA NVPP 3 20 17% 20% 4.1 18.2 (78%)

Making Science Group SA MAKS 10 85 13% 26% 8.1 35.9 (78%)

Zordix AB (publ) ZORDIXb 9 34 21% 57% 3.1 13.2 (77%)

Television Francaise 1 SA TFFP 7 1,507 (3%) (11%) 2.1 7.3 (71%)

Mondo TV SpA MTV 0 24 7% 15% 2.3 7.7 (70%)

MeglioQuesto SpA 1CALL 2 88 39% 51% 4.3 14.0 (69%)

Digital Bros SpA DIB 23 326 22% 27% 5.0 14.7 (66%)

Triboo SpA TB 1 31 9% 10% 2.4 7.0 (65%)

G5 Entertainment AB (publ) G5EN 200 156 5% 21% 4.0 11.4 (65%)

Embracer Group AB EMBRACb 44 4,603 30% 36% 4.5 12.1 (62%)

Believe SA BLV 12 1,145 23% 41% 18.7 48.9 (62%)

Solocal Group SA LOCAL 1 89 N/A (1%) 2.8 6.9 (60%)

11 Bit Studios SA 11B 570 290 251% 578% 7.9 18.8 (58%)

Adevinta ASA ADEA 76 8,327 11% 19% 16.1 37.5 (57%)

Catena Media PLC CATME 26 179 (9%) (17%) 4.6 10.7 (57%)

Stillfront Group AB (publ) SFRG 15 683 8% 9% 4.1 9.5 (56%)

Azerion Group NV AZRN 4 769 21% 42% 12.8 27.9 (54%)

NRJ Group SA SONO 7 540 2% (4%) 3.7 8.0 (54%)

North Media A/S NORTHM 63 169 (0%) (3%) 3.3 7.2 (54%)

Atresmedia Corporacion de Medios de 
Comunicacion A3M 3 762 (1%) (5%) 5.5 11.1 (50%)

Bolloré SE BOLL 5 15,855 (5%) 1% 6.9 13.4 (48%)

Smartbroker Holding AG SB1G 7 102 24% 46% 6.9 13.4 (48%)

MOBA Network AB MOBA 21 42 10% 36% 8.0 15.2 (48%)

Scout24 SE G24n 52 4,148 11% 11% 14.0 25.5 (45%)

Casta Diva Group SpA CDGI 1 14 5% 6% 2.0 3.7 (45%)

Syzygy AG SYZG 5 72 7% 10% 5.2 9.4 (45%)

Leone Film Group SpA LFG 2 29 88% 95% 2.1 3.8 (44%)

Ilkka Oyj ILKKA2 4 100 N/A 67% 11.5 20.5 (44%)

Mediaset Espana Comunicacion SA TL5 4 1,124 (1%) (1%) 3.6 6.3 (44%)

Bastei Luebbe AG BST1 5 61 1% (10%) 4.9 8.6 (43%)

Ten Square Games SA TENP 151 236 1% 19% 7.9 13.8 (42%)

High Co SA HIGH 5 97 2% 3% 2.2 3.7 (42%)

Awardit AB publ AWRD 124 92 11% 19% 7.1 12.1 (42%)

Koninklijke Brill NV BRIL 21 39 13% 200% 4.6 7.8 (41%)

Iervolino & Lady Bacardi 
Entertainment SpA IE 1 31 0% (11%) 0.4 0.7 (41%)

Paradox Interactive AB (publ) PDXI 179 1,682 17% 18% 10.9 18.3 (40%)

Better Collective A/S BETCO 147 718 16% 26% 8.7 14.5 (40%)

CD Projekt SA CDR 132 2,846 10% 10% 25.1 41.4 (39%)

Borussia Dortmund GmbH & Co 
KGaA BVB 4 442 13% 21% 4.0 6.6 (39%)

SES SA SESFd 7 3,042 8% 2% 5.1 8.4 (39%)

Cont.
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Source: Edison Investment Research, Refinitiv

Company Ticker Share price 
20 Jan 2023  

(p)

Market value  
20 Jan 2023  

(£m)

Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/EBITDA 
CY23  (x)

Long-term 
average EV/

EBITDA (x)

Premium/ 
(discount) 

to long-term 
average EV/

EBITDA

Hemnet Group AB (publ) HEM 150 1,279 16% 15% 28.0 45.4 (38%)

Karnov Group AB (publ) KARNO 61 587 110% 50% 11.4 18.1 (37%)

Digital360 SpA DIGT 4 92 46% 55% 5.4 8.7 (37%)

Huuuge Inc HUGP 23 421 (3%) (12%) 4.7 7.5 (37%)

Llorente & Cuenca SA LLYC 10 117 8% 12% 6.9 10.7 (36%)

Arnoldo Mondadori Editore SpA MOED 2 481 6% 6% 5.3 8.1 (35%)

Websolute SpA WEBO 2 22 9% 36% 6.6 9.9 (34%)

Telenet Group Holding NV TNET 16 1,790 1% (0%) 5.7 8.3 (32%)

Eutelsat Communications SA ETL 7 1,762 1% (1%) 5.3 7.6 (31%)

Rovio Entertainment Oyj ROVIO 6 479 1% 5% 6.0 8.5 (30%)

Vivendi SE VIV 10 10,611 2% 3% 9.8 13.6 (28%)

RTL Group SA AUDK 44 6,860 2% (3%) 6.1 8.3 (27%)

PunaMusta Media Oyj PUMU 4 49 (2%) 17% 8.1 10.4 (22%)

Portobello SpA PORTO 33 93 38% 44% 3.7 4.7 (22%)

Universal Music Group NV UMG 23 41,626 8% 12% 18.9 23.9 (21%)

ProSiebenSat 1 Media SE PSMGn 9 2,138 (2%) (7%) 6.2 7.8 (20%)

Ipsos SA ISOS 60 2,688 4% 5% 7.2 9.0 (20%)

Stroeer SE & Co KgaA SAXG 49 2,756 4% 1% 8.0 9.7 (18%)

APG SGA SA APGN 171 511 4% 10% 10.0 11.7 (15%)

Wirtualna Polska Holding SA WPPL 99 618 3% (1%) 8.6 9.8 (13%)

Metropole Television SA MMTP 16 1,980 (0%) (7%) 5.1 5.8 (12%)

Publicis Groupe SA PUBP 63 15,931 2% 1% 6.7 7.2 (7%)

Lagardere SA LAGA 21 2,904 8% 17% 9.5 9.8 (3%)

Xilam Animation SA XIL 34 168 37% 28% 4.2 4.4 (3%)

Sanoma Oyj SANOMA 10 1,592 7% 16% 6.4 6.0 6%

Asmallworld AG ASWN 2 24 37% 41% 7.9 7.4 8%

Bilendi SA ALBLD 22 102 9% 15% 7.0 6.4 10%

FL Entertainment NV FLE 9 3,752 6% 7% 9.1 8.2 11%

Alma Media Oyj ALMAC 9 779 (1%) (6%) 10.6 9.5 12%

Reworld Media SA ALREW 6 357 4% 5% 5.4 4.7 15%

Cts Eventim AG & Co KgaA EVDG 64 6,106 7% 10% 13.2 11.5 15%

TX Group AG TXGN 151 1,592 2% 22% 8.1 6.9 16%

Schibsted ASA SCHA 196 4,159 3% 14% 20.2 16.5 22%

MFE-MEDIAFOREUROPE NV MFEB 1 1,271 (3%) (5%) 5.4 4.1 33%

JCDecaux SE JCDX 21 4,393 5% 5% 15.2 10.5 45%

Starbreeze AB STZEb 2 102 692% 627% 2.7 1.6 71%

New Work SE NWOn 156 876 9% 9% 7.3 3.3 124%

News55 AB N55 3 3 22% N/A 19.7 7.0 181%

Alchimie SA ALCHI 3 13 (10%) 80% 9.3 0.4 2385%

Exhibit 13: Continental Europe valuation screen – companies with forecast positive free cash flow in 2023 cont.
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In North America, only two of the subsectors, cable & satellite and publishing, outperformed the wider 
market in Q422, up 7% after a disappointing year, which was down 20%. Four of the five sectors that 
underperformed delivered negative returns in the period, with interactive media & services down 9%, 
driven by a poor quarter from the larger companies in the sector, which includes Alphabet, Baidu,  
Meta and Pinterest.

As mentioned previously, the North American media sector is heavily weighted to the interactive media 
& services subsector, which includes the two sector heavyweights Alphabet and Meta. While other 
subsectors make up modest proportions of the market, the North American aggregate is predominantly 
driven by this sector.
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Exhibit 14: North American GICS subsector breakdown by market value

Source: Edison Investment Research, Refinitiv
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Exhibit 15: Market value change in Q422 ($)

Source: Edison Investment Research, Refinitiv

As with the UK and Continental Europe (with the exception of movies and entertainment and advertising 
in Continental Europe), all subsectors in North America delivered high double-digit falls in market 
value in 2022 and underperformed the market. Publishing, the sector that delivered the most resilient 
performance in the year, still finished 2022 down 26%, below the wider market performance of -20%. 
Again, interactive media & services saw the largest fall in market value, primarily driven by the de-rating  
of Alphabet (-40%) and Meta (-66%) in the year. 
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Source: Edison Investment Research, Refinitiv
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Exhibit 16: Market value change in 2022 ($)

North America was the only region in the quarter to see aggregate revenue downgrades, at -1%. The total 
4% fall in the sector market value aggregate highlights the sector’s sensitivity to downgrades as all 
subsectors saw CY22 sales downgrades in the quarter. Across the year, there was a greater divergence 
in consensus sales estimates, with movies and entertainment seeing a 2022 upgrade of 12% versus the 
11% downgrade in the interactive home entertainment sector. A better performance by the movies 
and entertainment sector was helped by the merger of Discovery and AT&T’s WarnerMedia to create 
Warner Bros Discovery, which added c US$30.9bn to CY22 sales forecasts.

Exhibit 17: Consensus CY22 revenue change in Q422 ($)

Source: Edison Investment Research, Refinitiv
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Interactive home entertainment saw a Q422 earnings upgrade despite the sales downgrade, as shown 
in Exhibit 17 above. All other sectors saw earnings downgrades in the quarter ranging from 1% to 4%. 
Driven by earnings upgrades from the larger companies in the sector (Live Nation Entertainment, 
Madison Square Garden Entertainment and Warner Bros Discovery, see above), movies and entertainment 
was the only subsector to see an upgrade to EBITDA estimates (+3%) in 2022. Other sectors saw large 
downgrades, including interactive home entertainment (-33%), interactive media & services (-15%), 
broadcasting (-13%) and publishing (-12%). The fall in CY22 profit estimates fed through to greater 
downgrades to CY23 EBITDA estimates (-8% in Q422 and -19% in 2022).
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Best-performing sectors in Q422                                                                                

The strong performance of publishing, +15% in Q422, was driven by the performance of its two biggest 
companies, News Corporation and New York Times Co, which together account for c 78% of the subsector’s 
total market value. The strong performance in News Corporation, up 19%, was despite an earnings 
downgrade of 8% in the quarter. However, New York Times Co was rewarded for an earnings upgrade  
of 9% in the quarter, elevating the market value by 12%.

The only other sector to outperform the wider market in the quarter was cable & satellite, which was up 
12% in the quarter. Key drivers to this were Comcast (+19%, 50% of sector) and Charter Communications 
(+12%, 17% of sector). The strong performance was despite slight downgrades to aggregate consensus 
estimates in the period.

Worst-performing sectors in Q422                                                                        

Although movies and entertainment saw a positive market return in Q422 of 6%, the subsector’s marginal  
underperformance of the wider market was driven by the divergence in performance of its largest 
constituents in the quarter. Profit upgrades were generally rewarded for the larger companies, although  
Warner Music Group delivered a market-beating return of 51% in the quarter despite CY22 downgrades 
of 1% to sales and 3% to EBITDA. In a similar trend, declines in market value were mostly accompanied 
by earnings downgrades in the period, including companies such as AMC Entertainment Holdings, Roku, 
Spotify, Walt Disney and Warner Bros Discovery. A notable exception was Netflix which, despite an 
EBITDA downgrade of 1% in the quarter, bounced 25% following better than expected new subscriber 
numbers announced in mid-October. It was down 51% in 2022 after raising subscription prices and 
against the backdrop of an increasingly competitive market.

Interactive home entertainment’s relatively robust Q422 decline of 1% in aggregate market value was 
the result of a mixed performance among its constituent companies, which overall saw a 5% upgrade to 
profit estimates. Broad single-digit market value declines among the larger companies (NetEase, Sea and 
Take-Two Interactive Software) were offset by single-digit rises from large computer game developers 
Activision Blizzard (+3%) and Electronic Arts (+5%). Activision enjoyed a 6% upgrade to EBITDA 
estimates, while Electronic Arts saw its market value rise despite a 2% decline in earnings estimates.  
The aggregate 45% decline in market value in the year reflects the 33% downgrade to profit estimates.

Exhibit 18: Consensus CY22 EBITDA change in Q422 ($)

Source: Edison Investment Research, Refinitiv
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Advertising also delivered a relatively resilient performance in Q422, down just 2%, following a tough 
year in which the sector lost 38% of its market value. A strong performance by the two global advertising 
agencies, Interpublic (+29%) and Omnicom Group (+29%), was more than offset by the 25% decline 
in The Trade Desk over the quarter. The fall in The Trade Desk’s share price came at the same time as 
digital advertising agencies cut their market growth forecasts in December. Despite the volatility in  
the performance from the sector heavyweights, both sales and profit estimates remained broadly flat  
in Q422 and CY22.

There were widespread market declines in Q422 in broadcasting, with 22 of the 29 constituent 
companies delivering a negative return, taking the aggregate market fall to 5% in the quarter. Key to  
the underperformance of the sector were Fox Corp (-2%) and Paramount Global (-11%), which both  
saw downgrades to sales and profit estimates in Q422.

The 9% fall in market value in the interactive media & services subsector compounded to a year of poor 
performance in which its market value halved. As previously mentioned, the sector’s underperformance 
in both Q4 and 2022 can be attributed to weak performances by Alphabet and Meta, which together 
accounted for c 91% of the subsector at period-end and lost collectively US$148bn in value in the quarter. 
Alphabet’s quarterly and 2022 fall in market value follows CY22 sales and earnings downgrades, as 
regulatory issues, slowing global advertising spend and widespread job cuts across the technology 
sector affected the business. Meta saw its market value fall more than the sector, down 13% in Q422 
and 66% in 2022, as a result of its continued investment into the highly speculative Metaverse and 
slowdown in global advertising spend, which drove profit downgrades of 25% in 2022. Despite a 
recent rally in the share price, uncertainty remains as investors wait to see the impact of the change  
in Apple’s privacy policy on revenue.

Sector forecasts and valuations: Value to be found                                          

Despite the macroeconomic backdrop, consensus continues to forecast year-on-year growth in CY23 for 
both sales and EBITDA across all but one subsector (broadcasting). Consensus expectations for interactive 
home entertainment are particularly strong, with expected sales growth of 12% and EBITDA growth 41%.

In 2022, as a result of the market sell-off of companies that started the year with relatively high valuations, 
many of the subsectors are now trading at attractive discounts to their long-term averages. Exhibit 20 
shows that the interactive media & services and interactive home entertainment sectors in particular are 
trading at deep discounts of 52% and 41%, respectively. Like Europe, the only subsector that appears to 
be trading at a premium to its long-term EV/EBITDA multiple is the movies and entertainment sector.

In Exhibit 19, we highlight 71 companies that are trading at discounts to their long-term EV/EBITDA 
multiples and are forecast to generate free cash flow in 2023.
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Company Ticker Share price 
20 Jan 2023  

(p)

Market value  
20 Jan 2023  

(£m)

Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/EBITDA 
CY23  (x)

Long-term 
average EV/

EBITDA (x)

Premium/ 
(discount) 

to long-term 
average EV/

EBITDA

Yalla Group Ltd YALA 4 667 9% (5%) 2.3 127.6 (98%)

Yelp Inc YELP 29 2,025 9% 15% 5.1 120.7 (96%)

Bumble Inc BMBL 23 2,993 17% 21% 12.0 219.8 (95%)

East Side Games Group Inc EAGR 1 57 23% 322% 6.1 81.1 (93%)

PopReach Corp POPR 0 57 58% 40% 6.1 73.8 (92%)

Cinedigm Corp CIDM 0 86 21% 9,301% 15.5 151.7 (90%)

Stagwell Inc STGW 7 2,099 (2%) 3% 6.9 57.2 (88%)

Arena Group Holdings Inc AREN 8 153 14% 4,657% 6.9 52.6 (87%)

Electronic Arts Inc EA 125 34,637 6% 3% 12.0 81.0 (85%)

Mediaalpha Inc MAX 11 701 14% 65% 26.4 174.0 (85%)

IAC Inc IAC 52 4,630 (2%) 86% 13.6 86.0 (84%)

CarGurus Inc CARG 16 1,935 (24%) (29%) 12.7 73.6 (83%)

Hello Group Inc MOMO 11 2,052 2% 17% 3.5 16.7 (79%)

VerticalScope Holdings Inc FORA 7 96 (1%) (4%) 5.1 21.4 (76%)

Comscore Inc SCOR 1 129 4% 34% 2.4 10.0 (76%)

Integral Ad Science Holding Corp IAS 10 1,471 14% 17% 11.3 46.3 (75%)

Baidu Inc BIDU 139 48,025 10% 7% 7.8 27.6 (72%)

Live Nation Entertainment Inc LYV 75 17,237 8% 9% 11.6 40.3 (71%)

Autohome Inc ATHM 36 4,677 6% 21% 6.5 19.9 (68%)

Meta Platforms Inc META 137 359,189 4% (4%) 6.7 20.1 (67%)

PubMatic Inc PUBM 14 746 10% (7%) 6.6 18.9 (65%)

Match Group Inc MTCH 46 12,884 8% 9% 13.6 37.4 (64%)

Criteo SA CRTO 28 1,705 9% 9% 5.0 13.1 (62%)

The Trade Desk Inc TTD 47 23,022 22% 11% 30.0 72.8 (59%)

Shutterstock Inc SSTK 61 2,189 2% 4% 9.7 23.3 (59%)

Warner Music Group Corp WMG 33 16,809 6% 12% 15.7 36.2 (57%)

TechTarget Inc TTGT 47 1,391 3% (0%) 12.1 27.9 (57%)

Endeavor Group Holdings Inc EDR 21 10,112 10% 9% 11.6 26.5 (56%)

Playtika Holding Corp PLTK 10 3,478 2% 4% 5.0 11.3 (56%)

WildBrain Ltd WILD 3 376 8% 9% 10.6 23.5 (55%)

Madison Square Garden Sports Corp MSGS 180 4,371 4% 11% 46.1 102.2 (55%)

Cumulus Media Inc CMLS 7 126 (1%) (10%) 5.1 11.0 (53%)

WideOpenWest Inc WOW 11 936 (1%) 3% 5.7 11.8 (52%)

TVA Group Inc TVAb 2 49 (3%) 35% 2.3 4.7 (51%)

System1 Inc SST 5 450 7% 19% 5.6 11.3 (51%)

Imax Corp IMAX 16 917 18% 42% 8.4 16.9 (50%)

Cinemark Holdings Inc CNK 11 1,302 11% 29% 6.7 13.0 (49%)

Taboola.com Ltd TBLA 3 826 3% (3%) 5.3 10.1 (48%)

Gambling.com Group Ltd GAMB 9 329 28% 48% 8.8 15.6 (43%)

Magnite Inc MGNI 10 1,323 8% 2% 9.8 16.8 (41%)

Alphabet Inc GOOGL 92 1,196,448 8% 7% 9.3 15.4 (40%)

E W Scripps Co SSP 14 1,161 (4%) (26%) 9.3 15.3 (39%)

Stingray Group Inc RAYa 6 212 6% 3% 6.1 10.0 (39%)

AcuityAds Holdings Inc AT 2 90 11% 22% 5.8 9.4 (38%)

Salem Media Group Inc SALM 1 35 0% 33% 5.3 8.5 (38%)

Tencent Music Entertainment Group TME 9 15,239 4% 14% 19.6 31.1 (37%)

Entravision Communications Corp EVC 6 501 5% 1% 5.7 8.8 (35%)

Cable One Inc CABO 759 4,411 (0%) 4% 8.5 13.1 (35%)

Yellow Pages Ltd Y 14 201 (6%) (6%) 1.8 2.8 (34%)

Exhibit 19: North American valuation screen – companies with forecast positive free cash flow in 2023

Cont.
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Company Ticker Share price 
20 Jan 2023  

(p)

Market value  
20 Jan 2023  

(£m)

Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/EBITDA 
CY23  (x)

Long-term 
average EV/

EBITDA (x)

Premium/ 
(discount) 

to long-term 
average EV/

EBITDA

Source: Edison Investment Research, Refinitiv

iHeartMedia Inc IHRT 8 1,080 (1%) (5%) 7.1 10.6 (33%)

Gannett Co Inc GCI 2 343 (5%) 3% 5.2 7.3 (30%)

Townsquare Media Inc TSQ 8 135 4% 2% 5.5 7.8 (29%)

Charter Communications Inc CHTR 388 60,474 2% 2% 7.2 10.1 (29%)

Beasley Broadcast Group Inc BBGI 1 30 (0%) 4% 9.5 12.9 (27%)

Advantage Solutions Inc ADV 2 758 5% 1% 6.3 8.2 (24%)

AMC Networks Inc AMCX 18 756 (0%) (10%) 4.7 6.1 (24%)

Cars.com Inc CARS 15 1,009 6% 7% 7.4 9.4 (21%)

Fox Corp FOXA 32 17,060 2% 1% 6.1 7.7 (20%)

John Wiley & Sons Inc WLY 44 2,450 3% 3% 7.6 9.2 (17%)

Altice USA Inc ATUS 5 2,207 (4%) (4%) 7.7 9.3 (17%)

SciPlay Corp SCPL 16 2,021 6% 10% 8.3 9.5 (13%)

Activision Blizzard Inc ATVI 77 59,996 19% 28% 13.5 15.2 (11%)

Clear Channel Outdoor Holdings Inc CCO 1 671 4% 3% 10.6 11.9 (11%)

Corus Entertainment Inc CJRb 2 280 (0%) (8%) 4.1 4.5 (10%)

Comcast Corp CMCSA 39 168,310 (1%) (0%) 7.1 7.7 (7%)

DHI Group Inc DHX 5 262 16% 19% 7.9 8.5 (7%)

Cogeco Communications Inc CCA 73 2,437 5% 4% 5.3 5.7 (7%)

News Corp NWSA 19 11,271 1% 1% 8.2 8.5 (3%)

Nexstar Media Group Inc NXST 184 6,942 (1%) (19%) 7.7 7.9 (2%)

Tegna Inc TGNA 20 4,524 (5%) (23%) 8.1 8.1 (1%)

Walt Disney Co DIS 99 181,265 7% 10% 13.5 13.5 (0%)

Gray Television Inc GTN 12 1,076 (11%) (32%) 8.7 8.6 0%

Reservoir Media Inc RSVR 7 427 12% 14% 14.4 13.7 5%

World Wrestling Entertainment Inc WWE 89 6,651 6% 6% 16.8 15.9 6%

Take-Two Interactive Software Inc TTWO 105 17,626 33% 59% 13.3 12.3 8%

Omnicom Group Inc OMC 84 17,141 (1%) (5%) 8.6 7.9 8%

Direct Digital Holdings Inc DRCT 4 54 36% 24% 6.0 5.3 13%

Interpublic Group of Companies Inc IPG 36 13,971 (1%) (2%) 8.7 7.6 14%

NetEase Inc NTES 88 58,035 7% 3% 13.1 11.4 15%

Quebecor Inc QBRb 32 5,472 1% 6% 7.0 6.1 16%

Paramount Global PARA 20 13,159 3% (21%) 9.9 8.3 19%

Sinclair Broadcast Group Inc SBGI 18 1,260 (18%) (33%) 8.1 6.7 20%

Shaw Communications Inc SJRb 38 14,302 0% 0% 9.8 8.2 20%

Lionsgate Entertainment Corp LGFa 8 1,665 6% 22% 15.0 11.5 31%

Manchester United PLC MANU 23 3,784 6% 33% 24.2 17.1 41%

New York Times Co NYT 34 5,641 4% 5% 15.7 10.9 44%

Thunderbird Entertainment Group 
Inc TBRD 3 126 16% 6% 9.2 6.3 45%

iQIYI Inc IQ 7 5,819 7% 46% 20.2 13.0 55%

Chicken Soup for The Soul 
Entertainment Inc CSSE 6 119 96% 185% 5.5 3.4 60%

Thryv Holdings Inc THRY 20 688 (24%) (42%) 6.3 3.3 90%

Perion Network Ltd PERI 30 1,339 15% 14% 6.7 3.0 125%

Netflix Inc NFLX 333 148,112 8% 9% 22.7 9.5 138%

Sirius XM Holdings Inc SIRI 6 23,182 3% 0% 11.8 4.3 177%

Cineplex Inc CGX 8 371 21% 37% 6.4 1.5 341%

National CineMedia Inc NCMI 0 26 32% 131% 9.9 2.2 360%

Tripadvisor Inc TRIP 21 3,002 15% 32% 7.5 1.5 399%

Exhibit 19: North American valuation screen – companies with forecast positive free cash flow in 2023 cont.
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Exhibit 20: Relative subsector valuations

Relative sector valuations                                                                                                 

In Exhibit 20 we show the valuations of the subsectors across all geographies, ordered by the greatest 
discount to long-term aggregate EV/EBITDA multiples, to highlight the relative valuations across 
geographies and subsectors.

All sectors apart from three (European and US movies and entertainment and UK interactive home 
entertainment) are trading at discounts to long-term multiples. Given that consensus is forecasting sales 
growth in all but one subsector and EBITDA growth in 17 of the 20 subsectors, we believe the market  
is already discounting further expected CY23 downgrades.

Regional subsectors Sales 
growth 
CY23e

EBITDA 
growth 
CY23e

EV/Sales 
CY23e (x)

Long-term  
average 

EV/
Sales (x)

Premium/ 
(discount) to 

long-term 
average 

EV/sales

EV/EBITDA 
CY23 (x)

Long-term 
average 

EV/EBITDA 
(x)

Premium/
(discount) to 

long-term 
average 

EV/EBITDA

US interactive media & services 7% 4% 2.9 6.0 (51%) 8.1 16.9 (52%)

European cable & satellite 4% 1% 2.4 5.9 (60%) 5.3 10.2 (48%)

European interactive home entertainment 18% 23% 1.9 2.7 (29%) 5.6 9.9 (44%)

US interactive home entertainment 12% 41% 2.8 3.7 (23%) 14.8 25.3 (41%)

UK interactive media & services 10% 9% 6.2 8.5 (26%) 14.0 21.0 (33%)

UK broadcasting 1% (22%) 1.0 2.0 (50%) 6.2 8.9 (30%)

European interactive media & services 13% 18% 3.4 5.5 (37%) 12.1 16.9 (28%)

European broadcasting 1% (1%) 0.9 1.7 (49%) 6.0 7.9 (23%)

UK advertising 8% 14% 1.4 1.6 (17%) 7.7 9.6 (19%)

US cable & satellite 0% 0% 2.5 3.0 (15%) 7.6 9.1 (16%)

UK publishing 3% 12% 1.7 1.7 1% 8.1 9.3 (13%)

European advertising 4% 4% 1.1 1.4 (19%) 7.3 8.3 (12%)

US broadcasting (0%) (15%) 1.2 2.1 (42%) 7.3 8.2 (11%)

European publishing 6% 17% 1.0 1.1 (8%) 8.7 9.6 (9%)

US publishing 1% 2% 1.2 1.1 5% 8.0 8.1 (1%)

UK movies and entertainment 25% 26% 1.0 1.8 (41%) 5.1 5.1 (1%)

US advertising 1% 1% 1.8 1.5 20% 9.9 10.0 (1%)

European movies and entertainment 1% 9% 1.8 1.2 45% 11.0 10.0 10%

US movies and entertainment 7% 16% 2.2 2.9 (25%) 12.7 11.3 13%

UK interactive home entertainment 15% 19% 2.8 57.4 (95%) 8.7 6.3 38%

Source: Edison Investment Research, Refinitiv
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This report has been prepared and issued by Edison. Edison Investment Research 
standard fees are £60,000 pa for the production and broad dissemination of a  
detailed note (Outlook) following by regular (typically quarterly) update notes.  
Fees are paid upfront in cash without recourse. Edison may seek additional 
fees for the provision of roadshows and related IR services for the client but 
does not get remunerated for any investment banking services. We never take 
payment in stock, options or warrants for any of our services.

Accuracy of content: All information used in the publication of this report 
has been compiled from publicly available sources that are believed to be 
reliable, however we do not guarantee the accuracy or completeness of this 
report and have not sought for this information to be independently verified. 
Opinions contained in this report represent those of the research department 
of Edison at the time of publication. Forward-looking information or 
statements in this report contain information that is based on assumptions, 
forecasts of future results, estimates of amounts not yet determinable, and 
therefore involve known and unknown risks, uncertainties and other factors 
which may cause the actual results, performance or achievements of their 
subject matter to be materially different from current expectations. 

Exclusion of Liability: To the fullest extent allowed by law, Edison shall not be 
liable for any direct, indirect or consequential losses, loss of profits, damages, 
costs or expenses incurred or suffered by you arising out or in connection with 
the access to, use of or reliance on any information contained on this note.

No personalised advice: The information that we provide should not be 
construed in any manner whatsoever as, personalised advice. Also, the 
information provided by us should not be construed by any subscriber or 
prospective subscriber as Edison’s solicitation to effect, or attempt to effect, 
any transaction in a security. The securities described in the report may not 
be eligible for sale in all jurisdictions or to certain categories of investors.

Investment in securities mentioned: Edison has a restrictive policy relating 
to personal dealing and conflicts of interest. Edison Group does not conduct 
any investment business and, accordingly, does not itself hold any positions 
in the securities mentioned in this report. However, the respective directors, 
officers, employees and contractors of Edison may have a position in any or 
related securities mentioned in this report, subject to Edison’s policies on 
personal dealing and conflicts of interest.

Copyright: Copyright 2023 Edison Investment Research Limited (Edison).

GENERAL DISCLAIMER AND COPYRIGHT 
Australia

Edison Investment Research Pty Ltd (Edison AU) is the Australian subsidiary 
of Edison. Edison AU is a Corporate Authorised Representative (1252501) 
of Crown Wealth Group Pty Ltd who holds an Australian Financial Services 
Licence (Number: 494274). This research is issued in Australia by Edison 
AU and any access to it, is intended only for “wholesale clients” within the 
meaning of the Corporations Act 2001 of Australia. Any advice given by 
Edison AU is general advice only and does not take into account your personal 
circumstances, needs or objectives. You should, before acting on this advice, 
consider the appropriateness of the advice, having regard to your objectives, 
financial situation and needs. If our advice relates to the acquisition, or possible 
acquisition, of a particular financial product you should read any relevant 
Product Disclosure Statement or like instrument.    

New Zealand 

The research in this document is intended for New Zealand resident professional 
financial advisers or brokers (for use in their roles as financial advisers or brokers) 
and habitual investors who are “wholesale clients” for the purpose of the 
Financial Advisers Act 2008 (FAA) (as described in sections 5(c) (1)(a), (b) and 
(c) of the FAA). This is not a solicitation or inducement to buy, sell, subscribe, or 
underwrite any securities mentioned or in the topic of this document. For the 
purpose of the FAA, the content of this report is of a general nature, is intended 
as a source of general information only and is not intended to constitute a 
recommendation or opinion in relation to acquiring or disposing (including 
refraining from acquiring or disposing) of securities. The distribution of this 
document is not a “personalised service” and, to the extent that it contains any 
financial advice, is intended only as a “class service” provided by Edison within 
the meaning of the FAA (i.e. without taking into account the particular financial 
situation or goals of any person). As such, it should not be relied upon in making 
an investment decision.

United Kingdom

This document is prepared and provided by Edison for information purposes 
only and should not be construed as an offer or solicitation for investment 
in any securities mentioned or in the topic of this document. A marketing 
communication under FCA Rules, this document has not been prepared in 
accordance with the legal requirements designed to promote the independence 
of investment research and is not subject to any prohibition on dealing ahead of 
the dissemination of investment research. 

This Communication is being distributed in the United Kingdom and is directed 
only at (i) persons having professional experience in matters relating to 
investments, i.e. investment professionals within the meaning of Article 19(5) 
of the Financial Services and Markets Act 2000 (Financial Promotion) Order 
2005, as amended (the “FPO”) (ii) high net-worth companies, unincorporated 
associations or other bodies within the meaning of Article 49 of the FPO and 
(iii) persons to whom it is otherwise lawful to distribute it. The investment or 
investment activity to which this document relates is available only to such 
persons. It is not intended that this document be distributed or passed on, 
directly or indirectly, to any other class of persons and in any event and under 
no circumstances should persons of any other description rely on or act upon 
the contents of this document. 

This Communication is being supplied to you solely for your information and 
may not be reproduced by, further distributed to or published in whole or in 
part by, any other person.

United States 

Edison relies upon the “publishers’ exclusion” from the definition of investment 
adviser under Section 202(a)(11) of the Investment Advisers Act of 1940 and 
corresponding state securities laws. This report is a bona fide publication of 
general and regular circulation offering impersonal investment-related advice, 
not tailored to a specific investment portfolio or the needs of current and/or 
prospective subscribers. As such, Edison does not offer or provide personal 
advice and the research provided is for informational purposes only. No mention 
of a particular security in this report constitutes a recommendation to buy, 
sell or hold that or any security, or that any particular security, portfolio of 
securities, transaction or investment strategy is suitable for any specific person.
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