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For the first time since the great recession 
of 2008, media and entertainment (M&E) 
chief financial officers (CFOs) have shifted 
their primary focus from cost reduction and 
operational efficiencies to optimizing the 
organization for growth. Today’s priority for 
an overwhelming 74% of CFOs is the evolution 
of digital — using digital to drive their growth 
agenda and data to deliver the insights that 
enable game-changing decision-making. 

In our sixth in a series of executive reports, 
50 CFOs from leading M&E companies around 
the world share these and other views on the 
current and future direction of the industry. 
The CFOs we interviewed represent M&E 
companies with combined annual revenues 
exceeding US$475b globally, spanning eight 
media and entertainment industry sectors 
and 10 geographies.

About this report
Figure 1
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Figure 2
Headquarters of participating companies
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Figure 3
Companies by sub-sector
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Geographic distribution of revenue of 
participating companies
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To augment our interview findings, we have 
used proprietary EY analyses and secondary 
research to provide depth and context.

We promote an environment of openness and 
candor during the interview process. As such, 
none of the comments or quotes used in this 
report is attributed to any participant. We would 
like to take a moment to thank all participants 
for their time and the insights they generously 
provided. Their involvement was instrumental in 
the creation of this report.
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Howard M. Averill
Executive Vice President 
and CFO
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CFO
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Corp.
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David Housego
CFO
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Simon Kelly
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Executive Vice President 
and CFO
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John Lo
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Executive Vice President and CFO
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Patrick Milano
Executive Vice President, CFO 
and Chief Accounting Offi cer
McGraw-Hill Education
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* Two CFOs asked to remain anonymous.
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Senior Executive Vice President 
and CFO
21st Century Fox America Inc.

Shankar Narayan
CFO
Bennett Coleman & Co. Ltd

Maureen O’Connell
Chief Accounting Offi cer, CFO 
and Executive Vice President
Scholastic Inc.

Thomas C. Peddie
Executive Vice President 
and CFO
Corus Entertainment Inc.

David Pendleton
Chief Operating Offi cer
Australian Broadcasting 
Company

Nick Priday
CFO, Dentsu Aegis Network  
& Aegis Media
Dentsu Aegis Network Limited

Julie Raffe
Finance Director
Village Roadshow Limited

Paul Richardson
Group Finance Director
WPP

Mitchell Scherzer
Senior Vice President and CFO
Hearst Corporation

Peter Seymour
Executive Vice President 
and CFO
Disney ABC Television Group

Chris Shean
Senior Vice President and CFO
Liberty Media Corporation

Paul Shurgot
Senior Vice President and CFO
The Walt Disney Studios

Bedi A. Singh
CFO
News Corporation

Dene Stratton
CFO
Metro-Goldwyn-Mayer Inc.

Ganapathy Subramaniam
CFO
Hathway Cable and Datacom

N. Subramanian
CFO
Entertainment Network 
(India) Limited

Thomas Summer
CFO
Advance Publications, Inc.

Nikolay Surikov
CFO
CTC Media, Inc.

Elena Verman
CFO
Prof-Media Management

Larry Wasserman
CFO
Dreamworks Studios

David Wells
CFO
Netfl ix, Inc.

Kathy Willard
Executive Vice President 
and CFO
Live Nation Entertainment, Inc.

Zhang Jazy Ying
CFO
Giant Interactive Group, Inc.
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The methodology
We met with each of the CFOs who 
participated in the study, asking them 
12 questions focused on the industry 
as a whole, as well as on specific areas 
within each CFO’s organization, and 
asked the CFOs to rank their top three 
responses in order of importance. We 
have summarized their responses in this 
report, highlighting the key themes that 
emerged from our discussions.

If you would like to see the complete 
results of the study, please contact your 
local EY representative.
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After six years of driving cost reductions and business efficiencies to first survive 
and then thrive amid economic uncertainty and disruptive markets, CFOs are 
changing gears. In our 2012 CEO report,1 62% of CEOs cited economic uncertainty 
as their top challenge. Of the 50 M&E CFOs we interviewed for our 2014 CFO study, 
only 26% highlighted economic uncertainty as a concern. This shift away from 
retract and retrench reflects the sentiment of CFOs across sectors.

Overview

“As M&E companies look to 
grow, CFOs are focusing on 
being strategic partners 
to the business, providing 
leadership and insight, and 
helping to ensure the business 
is moving fast enough to adapt 
to and innovate in today’s 
digital world.”

John Nendick
Global Media & 
Entertainment Leader
EY

Figure 5
Economic uncertainty is no longer the 
greatest challenge

of CFOs identified economic 
uncertainty as a challenge for 
their organization

of CEOs identified economic 
uncertainty as a challenge for 
their organization

Instead, organizations around the world 
are turning their attention to growth. 
M&E CFOs are no exception. And they 
see digital and data analytics as the 
means to achieve it. 

For organizations seeking to accelerate 
their growth trajectory, transactions 
are making a comeback. For companies 
that are looking to grow through 
acquisitions, a majority of CFOs say 
their organizations are focused on 
expanding the geographic footprint 
for existing businesses. Nearly half 
report a willingness to take a risk on 
new business ventures, such as games, 
social media and online entertainment. 

Although growth is now the number 
one priority, CFOs are still seeking cost 
reductions and business efficiencies. 
And they see integrated tax planning 
as a ripe opportunity, particularly as 
organizations expand their geographic 
footprint into emerging markets.

Although cost reduction and business efficiencies have played a role for several years, 
as growth becomes the priority, CFOs are looking to digital and data analytics to shift 
them into high gear.



3It’s showtime! Digital drives the agenda, data delivers the insights

As CFOs look to the future, they perceive 
recruiting, developing and retaining 
the right talent as critical to their 
organization’s success. Investments 
in digital talent specifically are high 
priorities across M&E subsectors. 

Digital transformation, data analytics to 
improve decision-making, transactions 
to accelerate growth, optimizing tax 
planning opportunities, and recruiting 
and retaining the right talent — these 
are the priorities CFOs identified when 
we interviewed them, and they are the 
themes we explore in this report.

Study highlights
Digital isn’t the future, it’s already here
Digital is transforming the M&E landscape. M&E companies’ best 
advantage is to manage from within the digital and technology 
disruptions that are transforming the market.

Data analytics deliver insights that improve 
decision-making
To effectively align their organization for digital growth, CFOs are 
placing significant emphasis on data analytics to improve decision-
making, systems and processes.

Transactions focus on what companies already know
As M&E companies look to grow, CFOs are most focused on deals 
in core markets and geographies. But new opportunities are a 
tempting option.

Better tax planning accelerates performance
Integrating tax planning that aligns to business and operational 
strategy is more important than ever for CFOs as tax planning 
moves into the digital age.

Capturing today’s talent will fuel tomorrow’s growth
CFOs recognize the importance of attracting and retaining top 
talent, and they’re pinning their success, in part, on their ability 
to do it.
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Study participant says:
“Online and digital distribution is not 
the future anymore — it’s already 
happening.”

Digital technology today pervades every aspect of our lives. It’s no wonder 
then that 74% of M&E CFOs see digital and online distribution as a top priority 
for their organization. Reading, television, film, games, music — it’s all online, 
available across multiple platforms and eminently consumable. The difference 
between today and years past is the intensity and the pace at which the digital 
landscape is changing. It seems that each day we wake up to a new device, 
platform or app that will transform how we think, work and live in the world.

EY’s digital media platform saturation index suggests a 17% compound annual 
growth rate (CAGR) between 2010 and 2017. In the same time frame, while 
worldwide device penetration is growing at 20% annually, data consumption is 
growing at 25%. 

Average broadband penetration speed, which has doubled globally from 
1.9 megabits per second (Mbps) to 3.8 Mbps between 2010 and 2013, is one 
factor. Consumers having more devices and doing more with them is another.

see the evolution of digital 
and online distribution as a 
priority for the organization

74%
selected the evolution of 
digital and online distribution 
as their #1 priority 

25%
Figure 6
The evolution of digital and online distribution 

Study participants say:
“Without digital, we cannot survive.”

“Media companies are still grappling 
with getting a digital monetization 
model in place.”

“M&E CFOs no longer see 
digital as a new media play. 
They see it as an essential 
and fundamental component 
of their organization in every 
dimension.”

Howard Bass 
Global Media & Entertainment 
Advisory Services Leader
EY

Digital isn’t the future —
it’s already here
Digital is transforming the M&E landscape. M&E companies’ best advantage is to manage 
from within the digital and technology disruptions that are transforming the market.
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Figure 7
Rise in connected devices is outpaced by higher consumer levels2

Worldwide consumer internet-enabled device growth index

Worldwide consumer IP data traffic growth index
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Index = (broadband penetration + consumer device penetration) / 200%

Index is based on the growth rates for consumer internet-enabled 
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Between 2010 and 2014, the average broadband speed 
globally doubled from 1.9 Mbps to 3.8 Mbps.

2010–2017e CAGR
Worldwide: 17%
US: 13%

2010–2017e CAGR
IT traffic: 25%
Devices: 20%

EY digital media platform saturation index EY worldwide digital media consumption growth index

In the US, between 2010 and 2013, consumers increased their use of social 
networking by 37% and online video by 94%. Over the same time period, 
traditional media continued to decline, with newspapers and magazines down 
16% and 11%, respectively.
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The speed at which digital technology is evolving, combined 
with voracious consumer consumption rates, is fundamentally 
changing the business landscape for M&E companies. The 
telephone, a ground-breaking communications tool invented 
amid a wave of innovation during the industrial revolution, 
took 75 years to connect 50 million people globally. Imagine 
presenting a business case today that suggested a 75-year 

time frame for reaching 50 million customers. The business 
case would never be approved. Four years ago, from the 
time it was introduced in 2010, it took Apple’s iPad less 
than two years to reach the same number of customers. 
Rovio Entertainment’s game Angry Birds reached 50 million 
customers in about 30 days.

Figure 8
Disruptive technology is changing the M&E landscape3
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It took about 75 years for 
the telephone to connect 
50 million people. Today, 
technologies reach that 
milestone in around a month.
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Study participant says:
“It’s unknown where technology is going 
and how disruptive it will be, thus, the 
need for a flexible business model.”

of CFOs cite platform and 
technology disintermediation 
as the greatest challenge64%

58% of CFOs cite the inability to 
persuade consumers to pay 
“fair value” for content

Given that M&E organizations are unable to predict the direction or the speed of 
the next wave of digital innovation, their best advantage is to create flexibility 
across the organization to adapt and capitalize on the digital and technology 
disruptions that are transforming the market.

In addition to platform and technology disintermediation, 58% of M&E CFOs cite 
losing control of the customer relationship and persuading consumers to “pay 
fair value” for content as another significant challenge. Part of the issue is that 
fair value is in the eye of beholder. Looking through the lens of the consumer, fair 
value means something quite different from what content producers or creators 
see. As celebrities and other consumers continue to produce “free” content, M&E 
companies are having to prove that their content is worth its price.

Figure 9
M&E’s greatest challenges

The ability to achieve mass scale in a matter of weeks or months instead of years 
represents an enormous and enticing opportunity for M&E companies. Yet it also 
means that a new slew of competitors can be just around the corner. It’s also 
important to note that mass scale in the short term does not guarantee long-
term success. The speed at which a company’s star rises can also be the speed at 
which it falls. It is for these reasons that 64% of CFOs cite platform and technology 
disintermediation as their greatest challenge over the next three years.

“Fair value is tough to address 
because consumers and 
content producers have very 
different perspectives on 
what ‘fair value’ means.”

Jean-Benoit Berty 
UK Technology, 
Media & Telecommunications 
Market Leader
EY
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Data analytics deliver insights 
that improve decision-making

Study participant says:
“We’re confident we can win when we 
understand and can predict the rules.”

Figure 10
Top priorities for the finance team

60% of CFOs feel it is 
a top priority to 
improve their 
decision analytics 
capabilities

54% of CFOs feel it is a 
top priority to 
improve efficiency 
of systems and 
processes

To effectively align their organization for digital growth, CFOs are placing significant 
emphasis on data analytics to improve decision-making, systems and processes.
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To enrich existing data strategies and drive insights into the business, CFOs 
are focusing on four components:

  Simplify rear-view reporting. Companies are now using 
modern tools and data analytics techniques to simplify 
the collection, storing and analysis of data.  

  Develop predictive modeling techniques. Predictive 
modeling enables organizations to shift gears on data 
from collection and reporting to taking a forward-looking 
view of the issues and challenges that may impact the 
business in the future.  

  Democratize access to the data. By leveraging mobile 
and cloud-based technologies, organizations can provide 
easy access to the data to stakeholders at the time and 
place where it is relevant.  

  Consolidate customer, audience and platform data. 
Consolidation enables organizations to develop a single 
view of the customer. It also simplifies data outputs, 
enabling both standardization of data across the 
enterprise and customization to better target customers.

� Eliminate manual, 
Excel-based reporting

� Automate performance 
metrics collection and 
distribution

� Reduce complexity and 
volume of internal 
reporting

� Standardize content 
information across 
business units

� Identify vital key levers 
that drive the business ... 
sort through the big data 
“noise”

� Create models that predict 
performance and variance 
before they happen

� Enable data-driven, 
real-time decision-making

� Provide mobile-ready 
analytics solutions

� Develop visualization 
techniques that make it 
easy to consume 
information

� Enable stakeholders to 
develop their own custom 
insights from common 
standards

� Develop single view of 
customer

� Develop insights that 
enable better targeting 
and customization

� Simplify third-party tools 
and “own” more customer 
data

Consolidate 
customer, audience 
and platform data

Democratize access 
to the data

Develop predictive 
modelling capabilities

Simplify rear-view
reporting

Organizational agility

Utilizing data to drive 
insights into M&E businesses

Figure 11
CFOs are focusing on four initiatives

“CFOs want the ability to efficiently analyze their 
data to gain insights into context, consumers 
and community, and to drive commerce and 
create incremental value ... ultimately elevating 
this conversation within their organizations.”

Ekta Singh
US Innovation & Digital Strategy Leader
EY
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A majority of CFOs (59%) believe their organization is doing a good or very 
good job of using data for responding and upselling to existing customers and 
identifying trends. Similarly, 52% of CFOs see their organization as doing a good 
job of using data to determine production rights and content investments as part 
of the creative process. And yet, only about a third (33%) of CFOs think that their 
company is doing a good job of using data to effectively generate new leads or 
find new customers. 

In fact, CFOs acknowledge that real-time access to data is their greatest area 
for improvement. Just over half of the CFOs feel that they have the appropriate 
tools and processes in place to gather insights and information. Yet they are less 
confident about managing data in real time and sharing it effectively around the 
organization. Only 39% believe they can access management information and 
data in real time when needed. Similarly, only 39% believe their organization is 
good or very good at sharing data. 

Study participants say:
“It’s not clear yet which tools to use, what 
data is valuable and how to use the data. 
We haven’t yet cracked that code.”

“For our production and content 
choices, we use high levels of data 
plus CEO ‘gut feel.’ ”

Figure 12
How well CFOs are using their data

do a good or very good 
job of using data for responding 
and upselling to existing customers 
and identifying trends

59%
do a good job of using 
data to determine production 
rights and content investments 
as part of the creative process

52%
do a good job of using 
data to effectively generate new 
leads or find new customers

33%

are good or very good at 
sharing data around their 
organization

39%
have the appropriate 
tools and processes to gather 
insights and information

52%
can access management 
information in real time

39%
Figure 13
How well CFOs are tracking, accessing and communicating their organization’s performance
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As the global big data market for M&E continues to grow — 
41.1% CAGR estimated between 2012 and 20184 — finding 
meaningful insights among the exabytes of data becomes 
increasingly difficult. For example, in 2010, approximately 
1,100 exabytes of unstructured data were stored in 
databases. By 2015, we expect that number to rise to nearly 
8,000 exabytes, 68% of which consumers will create primarily 
through social networks.

Study participant says:
“We make this work through brute force. Investment in IT is 
needed to make it easier to make data- and insights-driven 
business decisions.”

Figure 14
The exponential rise in data makes it harder to find meaningful insight5

To make sense of the data and take full advantage of the 
insights they gather, and to improve the effectiveness of 
the organization as a whole, collaboration is key. When 
asked, 58% of CFOs cited greater collaboration between 
business units and/or teams as a means of improving their 
organization’s overall effectiveness. Yet, only 30% intended 
to make it their top priority.
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Transactions focus on what 
companies already know

Study participant says:
“We want to be in big creative markets.”

As if channeling the twin mantras of “bigger is better” and “if you can’t beat them, 
buy them,” transactions are making a comeback in M&E. Specifically, organizations 
are looking to grow in areas that they know. From both geographic and investment 
perspectives, M&E companies are focusing first on existing markets and businesses. 
Their second choice for growth is new markets and businesses.

Figure 15
How CFOs expect their organizations to expand in  the market

The focus on existing or core markets makes sense given that the US ranks as the 
most attractive region in EY’s Digital Media Attractiveness Index. It continues to 
represent both scale and maturity in all areas. China’s scale and growth in a still- 
emerging market make it attractive, but the regulatory and business environment 
makes it a less attractive investment for some M&E companies. Similarly, although 
Brazil, India and Russia offer vast potential, they too struggle with systemic risk 
and regulatory issues. Finally, even though Japan, the UK, France and Germany 
are safe core markets with relatively low costs of entry, their relatively modest 
size makes them less attractive for M&E companies looking to significantly scale 
their customer base.

Study participants say:
“70% of our business is from core 
markets, but the other 30% will be 
driving our growth.”

“It’s much harder now to differentiate 
between ‘developed’ and ‘emerging’ 
markets.”

72% are focused on existing/
core markets

67% seek “bolt-on” deals to 
expand geographically in 
existing businesses

64% are looking at opportunities
in emerging markets

50% are looking to invest 
in new business

“In terms of M&E, in existing 
core markets, we expect 
the focus to be on size. In 
emerging markets, we expect 
the focus to be on volume. 
Either way, M&E is an 
industry on the move.”

Tom Connolly
Global Media & Entertainment 
Transaction Advisory 
Services Leader
EY

As M&E companies look to grow, CFOs are most focused on deals in core markets and 
geographies. But new opportunities are a tempting option.
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Figure 16
EY Digital Media Attractiveness Index6

The index blends 
and weights over 20 
indicators from media 
and entertainment to 
the wider market.

Benefits
  Macroeconomic and socio-
demographic: economic growth 
and technology adoption

  Market value and monetization: 
e-commerce and online payments

Costs
  Macro ease of doing business and risk 
factors (e.g., political and regulatory risk 
and piracy)

  Media and entertainment environment: 
foreign ownership, licensing and 
censorship

Index highlights

The US continues to 
be the most attractive 
market, representing 
scale and maturity in 
all areas.

1 China’s scale and growth 
make it attractive, but 
the regulatory and 
business environment 
remains an issue.

2 Brazil, India and Russia 
offer vast potential 
but also struggle 
with wider risk and 
regulatory issues.

3 Japan, UK, France 
and Germany are core 
markets with relatively 
low costs of entry.

4
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For many M&E organizations, the preferred approach to acquisition is to have 
a majority ownership so that they can control their own destiny. They want to 
control their brand and the content or intellectual property. At the same time, 
they understand the value of local knowledge and local customer insights, 
making local partnerships and alliances their second most preferred choice for 
acquisitions and their primary rationale for any transaction. Yet for many CFOs 
there is an indication that their organization is willing to go it alone.

Figure 17
CFOs prefer deals that give them more local knowledge and enable them to 
better control content, brand and destiny

Percentage of respondents
(up to three responses provided)

0% 20% 40% 60%

61%Acquisitions/
majority ownership

Local partnerships/
alliances

Go it alone/greenfield

Investments/
minority ownerships

Content sales/
licensing/franchising

Local market knowledge/
customer insight

Content/IP ownership

Brand control

Achieve competitive
advantage

Access to talent

55%

48%

34%

30%

56%

44%

34%

29%

26%

Ranked #1 Ranked #2 Ranked #3

Percentage of respondents
(up to three responses provided)

Ranked #1 Ranked #2 Ranked #3

0% 20% 40% 60%

Preferred approach Rationale
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Study participant says:
“We’re looking for young businesses ... 
it’s all about their potential for growth.”

Although the big deals seem to be occurring among cable operators, CFOs 
continue to believe, as CEOs did two years ago, that the big winners three 
years from now will be interactive media companies.

Figure 18
Global media and entertainment M&A deals by sub-sector
Number of announced deals with disclosed transaction values7

*Deals announced through 19 May 2014
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“Given increases in their market value, some 
M&E companies are able to access capital 
markets and use their stock as currency to 
more aggressively pursue acquisitions in the 
future — which they need to do as both an 
offensive and defensive strategy. Companies 
need to expand to grow. If they don’t, they 
could become targets.”

Farokh Balsara
India Media & Entertainment Sector Leader
EY



Better tax planning 
accelerates performance

Study participant says:
“Tax has a key role to play in creating 
value for shareholders.”

As M&E businesses seek to grow across geographies and evolve to address 
disruptive markets and technology, a more closely integrated tax planning strategy 
that aligns to the organization’s digital strategy becomes more important than ever.

Figure 19
In what ways could your organization enhance its current tax strategy to take it 
to the next level? 

For 40% of CFOs, integrating tax planning within the business and operations 
was their number one priority. They see it as a strategic opportunity to drive 
growth through increased operational efficiencies and improved processes. 
They also see it as a means of managing the risks of an increasingly cross-
jurisdictional tax landscape. Integrating tax planning into the business enables 
M&E companies to gain a better understanding of where key management, 
supply chains and intellectual property are located internationally. This enables 
organizations to then centralize key parts of the business in tax-advantaged 
jurisdictions by securing rulings with tax authorities on an agreed legal structure 
and operating model. 

Study participant says:
“Tax is not only a burden; it can bring 
rewards and recognition.”
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Integration of tax planning 
within the businesses and operations

Optimizing tax planning to take 
advantage of international opportunities
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Migration to global accounting 
and tax systems and software
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Integrating tax planning that aligns to business and operational strategy is more 
important than ever for CFOs as tax planning moves into the digital age.
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Study participant says:
“We need to do a better job of integrating 
tax planning into our contract 
negotiations.”

By improving relationships with tax authorities, organizations can reduce risks 
and unwanted exposure. They can also gain certainty and potential tax benefits or 
incentives that can improve these relationships.

CFOs looking for an integrated, long-term approach to tax planning may want to 
consider a multipronged strategic approach that uses the transition to digital to 
offset tax liabilities; positions senior stakeholders and head office in tax-efficient 
jurisdictions; provides detailed insight into the supply chain in terms of how 
customers, devices and platforms are changing; and understands the breadth, 
depth and value of the organization’s intellectual property.

“Ten years ago, CFOs’ focus 
around tax was on financial 
statement risk. Today, CFOs 
would add that integrating 
tax with their business 
strategies can create 
tremendous value for the 
organization.”

Alan Luchs
Global Media & Entertainment 
Tax Services Leader
EY
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Capturing today’s talent 
will fuel tomorrow’s growth

Study participant says:
“It’s all about the talent of today and 
tomorrow.”

According to EY’s Sustaining digital leadership, 64% of the M&E executives 
surveyed said their companies overall are investing in digital staff faster than digital 
revenue is growing.8 In the gaming and publishing sub-sectors, the percentage is 
even higher. 

Figure 20
Percentage of M&E executives who say they are investing in digital staff faster 
than digital revenue is growing9

While it makes sense that digitally focused M&E companies are hiring faster than 
revenue is growing, for more traditional media companies, such as publishing, 
placing such emphasis on recruiting and retaining digital talent is more surprising. 
This seems to speak to the fundamental transformation that is occurring in the 
more traditional sub-sectors of the industry — in the case of publishing, moving 
away from print to digital publications.

Study participant says:
“Having the right resources is important 
(back office and creative). You can’t do 
both with the same people.”

79%
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59%
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58%
Broadcast

CFOs recognize the importance of attracting and retaining top talent, and they’re 
pinning their success, in part, on their ability to do it.
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Figure 21
Recruiting, attracting and retaining talent

Although creative skills differ from finance skills, CFOs echoed the importance of 
talent, with 58% indicating that their organization’s ability to attract and retain 
top talent will enable them to improve their organization’s effectiveness; 47% say 
recruiting and retaining the right talent will be a determining factor in the success 
of their performance three years from now. For CFOs, the right talent means 
finding people that have more than technical accounting skills. Today’s finance 
resources must also possess excellent communication skills and commercial and 
entrepreneurial acumen.

Study participant says:
“My personal priority is talent. The 
talent I am seeing doesn’t align with 
needs and expectations ... hard to find 
people with the right digital skills to 
help us transform.”

Yet, for all the desires CFOs have to recruit, train and retain talent, many are 
finding it difficult to identify the right resources to fill their digital talent gaps. 
Many of the people they are interviewing do not have the right skills to fit the 
needs of the organization. As one CFO put it, “I can’t find the blend of skills, 
experience and background that I think we need to transform.”

say recruiting and retaining the right talent will be 
a determining factor in the success of their 
performance three years from now47%

say attracting and retaining talent would 
make their organization more effective58%

say capturing talent, skills and expertise makes a 
M&A deal more attractive43% “That traditional businesses 

such as publishing are 
investing almost as much 
in digital staffing as gaming 
companies underscores 
the huge transformation 
that M&E companies 
are experiencing across 
sub-sectors.”

Ian Eddleston
Global Media & Entertainment 
Assurance Services Leader
EY



20 Global Media & Entertainment Center

Conclusion

Study participant says:
“Anything that is a commodity should be 
outsourced. Strategy should never be.”

Digital transformation, data analytics that turn insights into action, M&A 
activity in core and emerging markets, tax planning that optimizes operational 
efficiencies, and recruiting, training and retaining the right talent are the areas 
M&E CFOs identified as being important to their organization. 

When we asked CFOs how they would measure their own success three years 
from now, their responses revealed that CFOs are no longer content to focus their 
personal performance on financial management and hindsight reporting. For 
57% of CFOs, meeting or exceeding the company’s financial performance is still 
important. However, 65% of CFOs were more interested in looking forward. They 
want to use their role to enable their organization to develop a more competitive 
and successful business strategy. “Most of the time, I try to look to the future, 
design new strategies and ways to grow and deliver what consumers demand,” 
remarked one CFO. Another stated; “You need to have a deep understanding of 
the market trends — this should drive your strategy.” CFOs see participating in the 
development of a competitive business strategy and aligning the organization to 
that strategy as fundamental to their role.

As digital continues to drive the agenda, CFOs are looking forward — strategizing, 
planning and executing in ways that enable their organizations to grow and sustain 
market leadership.

“CFOs are still managing a 
changing business landscape, 
regulatory compliance and 
tax strategies and maximizing 
shareholder value. At the 
same time, their focus is 
shifting more and more 
toward driving better data, 
better analytics and better 
reporting.”

Jennifer Walsh
Northeast Media & 
Entertainment Market 
Segment Leader
EY
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Study participant says:
“My personal priority is to enable 
my organization to develop a 
more competitve and successful 
business strategy.”

To achieve their performance goals three years 
from now, CFOs plan to:

  Manage the transition to digital by helping to shape digital business and revenue 
models with the flexibility to withstand a constantly changing digital landscape

  Evolve analytics and reporting capabilities to enable real-time insights that 
improve strategic decision-making

  Support transaction opportunities into new markets or geographies 

  Maximize tax planning opportunities that support growth initiatives

  Attract, develop and retain top digital talent with the right skills and experience 
to position their organization for success now and in the future

It’s showtime for CFOs. As digital continues to drive the agenda, their role as 
strategic advisors, data wranglers, tax planners and talent purveyors will enable 
them to deliver the insights their organizations need to grow and sustain market 
leadership in a constantly and rapidly evolving digital M&E landscape.

“As CFOs look to the future, they see the critical role analytics has to play — that by moving toward data 
visualization and real-time data, they become more valuable partners to the business. Delivering real 
insights in real time results in more responsive decision making. The new insights digitization can bring 
will fundamentally change the way CFOs drive the business.”

David McGregor
Asia-Pacific Technology, Media & Telecommunications Market Leader
EY
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