
Read all about it: "Old" media is hot again 
Eric Pfanner 
 
Reuters, the financial news and information service, said Friday that it had received a takeover 
approach, culminating a week in which media companies, even those without a talismanic 
"web 2.0" angle of which to boast, returned to investors' favor. 
 
Reuters did not identify its suitor, but two people close to the talks said the approach had 
come from Thomson, a company based in Toronto that competes with Reuters in the business 
of providing data on financial markets to banks, brokerage houses, law firms, newspapers and 
other customers. 
 
The news came only three days after News Corp., controlled by Rupert Murdoch, said it had 
offered $5 billion to buy Dow Jones, publisher of The Wall Street Journal. That offer was 
rebuffed by members of the Bancroft family, the controlling shareholders of the company. But 
it persuaded investors that Dow Jones, along with other recently out-of-favor media 
companies, might be worth something after all. 
 
Why the sudden interest in media companies, particularly those that provide financial news 
and information? Part of the appeal may simply be the fact that share prices of many media 
companies have fallen so far that some investors see a bargain. 
 
"The people who know these businesses are definitely of the mind that we're at the bottom of 
the cycle," said Paul Zwillenberg, head of the media practice at OC&C Strategy Consultants in 
London. "Investor sentiment has been overly negative." 
But there are some special reasons why Reuters and Dow Jones, in particular, have attracted 
interest. 
 
Many of their customers are other businesses, rather than consumers. Businesses are willing 
to pay a premium for must-have financial news and data, while news and analysis aimed at 
consumers is increasingly seen as a commodity, widely available on Internet "aggregators" like 
Google. 
 
That trend has contributed to months of negative headlines about the media industry, 
particularly for those companies engaged in old-fashioned, consumer-oriented journalism. 
Newspaper readers are defecting to the Internet. Television viewers are tuning out. Advertisers 
are shifting their spending elsewhere. 
 
Unless a media company had a big presence in digital media - the Internet or mobile services, 
for instance - it attracted little interest. 
 
But with deep-pocketed moguls like Murdoch wooing the likes of Dow Jones, newspaper and 
media stocks perked up last week. 
 
Neither Dow Jones nor Reuters really deserves to be tarred with the broad "old media" brush 
that has become an epithet in some quarters of the media business, analysts say. 
 
True, Reuters traces its roots to Paul Julius Reuter, who used homing pigeons to carry financial 
news and information between the capitals of Europe in the 19th century. And Dow Jones 
continues to print the Journal on paper, which is how it reaches more than 2 million 
subscribers in the United States every day, plus thousands more in Europe and Asia. 
 
But analysts say the Journal is similar to many business-to-business media companies because 
executives and other readers rely on it to help them run their businesses day to day. These 
readers, or their employers, are willing to pay for Journal subscriptions, even on the Internet, 
where most other consumer media companies have been unable to get their customers to pay. 
 
"The long-term advantage is all about having proprietary content that is hard to aggregate and 
that is mission-critical for making important business decisions," Zwillenberg said. 



 
Because of the depressed state of share prices in the media sector, even some consumer-
focused companies have drawn interest, though largely from private investors or from other 
newspaper publishers. 
 
In the United States, the real estate mogul Sam Zell recently acquired Tribune Co., owner of 
The Chicago Tribune and The Los Angeles Times. In Europe, a publicly traded company called 
Mecom, headed by a British newspaper executive, David Montgomery, has been assembling a 
group of more than 100 papers on the Continent. 
 
Analysts say the recent flurry of news about possible takeovers could drum up interest in other 
deals. In London, other business-to-business media companies, like Reed Elsevier and 
Informa, had sharp gains for their stock prices. 
 
"You get the general feel-good factor of animal spirits stirring," said Paul Richards, an analyst 
at Numis Securities in London. "It creates more of a flow in corporate assets." 
 
The fact that Dow Jones and Reuters both attracted takeover interest in the same week may 
be a coincidence; one person briefed on Thomson's approach to Reuters said these companies 
had been talking for months. 
 
But the appeal of financial news and data is a motivating factor to both News Corp. and 
Thomson, even if for different reasons. 
 
Analysts say that one reason Murdoch is so eager to buy Dow Jones is that he could tap the 
company's financial news service to provide content for a new business news television 
channel. 
 
Thomson, meanwhile, may see an opportunity to combine its strength in the United States 
with Reuters' larger presence in Europe and Asia. That could help both of them compete with 
Bloomberg, which has been gaining market share at their expense, said David Anderson, editor 
of Inside Market Data Reference, which tracks financial information providers. 
 
"On paper they complement each other very well," he said. "It's a great strategic idea. But as 
in all strategies, it's the execution that matters the most." 
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