
As confidence returns to the markets we’ll probably see more of these large 
deals. Meanwhile, private equity will also be very active over the next few years, 
especially in Europe where PE funds are about to enter a new fund raising cycle 
as 2007-2013 vintage deals move into exit mode. 

Recent reports on global M&A reveal a surge of activity from Asia into Europe. 
There will also be a lot of US to Europe activity thanks to some unique arbitrage 
opportunities, faster growth in the US than in Europe and the highly liquid global 
debt markets. In particular we believe that Life Sciences as well as Technology, 
Media and Telecoms are white hot and Financial Services will move into a 
consolidation cycle again. 

More than just price 
But a successful cross border acquisition is about more than price, synergies 
and growing market share. International M&A is successful when it takes into 
account communication and cultural issues. The sums might add up and the 
markets might approve of the strategy and the price but, ignored or handled 
badly, it’s poor communication that can trip up a multi-billion dollar deal.
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SUCCESSFUL M&A

It’s about more than just price

“Sell in May and go away,” it used to be said. This summer, though, the markets have been gripped  
by some of the noisiest and highest value M&A activity for a long time with Shire making a surprise,  
hostile bid for its US rare disease rival Baxalta, Zurich acquiring RSA and Monsanto withdrawing from 
the takeover of Syngenta. 

Companies need to consider communication issues as well as financial 
and market dynamics to make their deals succeed, as some private equity 
houses have already discovered.

H1 2015 M&A Facts

Cross-border deals: 

$635bn

European inbound deals: 

$160bn

Asia to Europe deals: 

$48bn
(second highest half-year on record)

- Source Mergermarket



SUCCESSFUL M&A – IT’S ABOUT MORE THAN JUST PRICE

This is especially important for companies seeking to make 
acquisitions in mature markets like the UK and Europe, where 
M&A is more likely to be associated with cost reduction and, 
ultimately, job losses than it is in Asia. Often, when we’re 
advising US companies on inward investment into Europe 
we surprisingly find ourselves having to advise them about 
cultural sensitivities to ensure that they’re not seen as being 
red in tooth and claw. 

Similarly Asian buyers have to understand how the European 
media works and how to interact with it. Chinese and Japanese 
journalists tend to take their line from the management of a 
company. US journalists are also often more business friendly, 
whereas European and, especially British journalists, are far 
more sceptical. Communicating with them and managing 
media coverage requires a whole new mind-set for Asian 
business leaders. 

If you’re a business from Asia you also need to show that you’re 
committed to the company you’re buying and that you’re taking 
a hands-on role rather than sitting silently on the other side of 
the world. Communicating effectively with a business and its 
regulators in another country, let alone one that’s situated in 
another continent, requires more than just a translator.

European considerations 
Companies from the US and Asia who are buying pan-European 
businesses have to learn how to relate to the management and 
workforce in each individual EU state in which that business 
operates as well as the supra-national EU authorities. As any 
European knows, the cultural differences as well laws and 
regulations still vary greatly between say, France and the UK or 
between Greece and Germany. 

Individual governments in Europe often have “national 
champions,” that they do not want to see go to a foreign buyer 
– whatever the takeover laws might say. Employment law and 
other regulations are highly fragmented and non-European 
business leaders and their advisors need to be aware of this 
during the initial phase of negotiations. Trying to repair fractured
industrial relations or simply soothe hurt feelings can be 
protracted, costly and embarrassing. 

Although pan-EU integration and standardisation have 
developed over the last few years, it’s important to remember 
that politicians and officials working in Brussels are still very 
much aware of their own national interests and loyalties. 
This lack of uniformity even at the heart of the EU requires 
non-European companies to approach deals with the right 
knowledge and insights.

As an example, let’s look back to 2013 when Microsoft bought 
the devices and services business of Nokia for €5.4billion, 
one that led to the transfer of more than 32,000 employees to 
Microsoft. For three weeks ahead of the deal’s announcement, 
a team of eight FTI Strategic Communications specialists 
including sector PR and public affairs experts, employee 
engagement specialists, creative colleagues, social media 
professionals and in-house presentation trainers were 
mandated with helping Nokia and its senior leadership team 
prepare for the task of communicating this great change.

The team helped communicate to 100,000 employees and 
over 200,000 resellers, taking into account cultural differences 
and the requirements of Brussels regulators and the Finnish 
government as well as delivering key messages to media, political 
and internal audiences across six continents through multiple 
communications channels. Not all buyers would have been able to 
successfully achieve this without local market support.

Interestingly, PE, sometimes maligned for its macho approach 
to deals has, to a large extent, learnt this lesson. When US PE 
firms began to acquire UK and European firms in the mid to late 
1990s they tended to transplant teams from the US to Europe 
wholesale but, when they realised that they weren’t getting the 
volumes of deals that they were hoping for, a number of the big 
houses began to review that strategy.

They realised something that the market more generally needs 
to understand: when it comes to accessing management teams 
and boards, and making an acquisition that runs smoothly and 
creates value - having the right communication skills can be as 
important as getting the commercials and the price right.

This article was first published in Acquisition International Magazine in 

September 2015 and is reproduced with permission of the publisher. 
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