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Pushing Boundaries in M&A

Digital
Advantage
Data Analytics and Social Media in M&A
Using advanced data analytics and social media in M&A may soon be table stakes.
New technologies are proliferating, and deal professionals are taking note. While there is diversity in how businesses
use data analytics and social media in M&A, adoption rates in the very short history of these technologies are high. In
our view, we have just scratched the surface of the applications of these evolving technologies.
Cost-effective, powerful analytics tools are becoming increasingly user-friendly and readily available, making advanced
knowledge of analytics less of a requirement to be able to perform what used to be complex analysis requiring
expensive technology.
While there’s no substitute for on-the-ground due diligence and live meetings, it’s becoming increasingly imperative for
deal professionals to think creatively about how social media can enhance their M&A capabilities.
M&A is competitive and stakeholder demands for more certainty in value creation puts the onus on management to
use whatever it has at its disposal to increase the probability of success. The objective is to figure out how technology
can be practically applied to provide greater clarity on enhancing deal value as well as providing a competitive edge on
getting value-creating deals done.

As advanced analytical tools
become more readily accessible,
what is an edge now may soon
become a competitive necessity.

41%

of respondents use data
analytics to analyze deals

17%
are considering it

Analytics are most often used for:
Analysis of customers and markets, 52%
Synergy identification and sizing, 29%
Analysis of workforce and compensation, 24%
Analysis of contracts and legal agreements, 17%
Analysis of plant, machinery and real estate, 15%
Analysis of intellectual property, 15%
Vendor analysis, 10%

There are multiple uses for social media in M&A.
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%

%

of respondents are using social media for
activities across the M&A lifecycle, from
target identification through to integration.

of respondents
primarily use it for
target identification

A decade ago, this percentage
was close to

0

M&A activities that have
been changed by technology

Monitoring
stakeholder
perspectives

Information
reliability
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%

%

of respondents
primarily use it
for due diligence

Consider it an additional source of information (like
real-time surveying), but not the source of information.

Greatest impediments to the
use of social media in M&A:

Confidentiality
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%

19

%

You don’t need a degree in analytics to reap the
benefits. Choose the level of sophistication
required by your M&A decisions and get started.

Collaboration
in post-merger
integration

21

Disclosure

Calculators replaced slide rules, software
spreadsheets replaced calculators. Data analytics
in M&A will not replace human judgment, but
those who fail to embrace it in some way may
ultimately be at a competitive disadvantage.
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As a due diligence data source, social media is growing
in prevalence and relevance, giving savvy users the
opportunity to turn an analog view of a target into
high definition. But beware the squeaky clean
image; as awareness of social media benefits in
M&A increases, so too will methods for polishing
up a company’s digital footprint.

Target
sourcing

Due
diligence

Not common
practice

Key takeaways

Price
discovery

Focus your analytics on what is relevant to the M&A
decision at hand. Think creatively and cast a wide net
for useful sources of data, then hone in on the data
and insights that will help inform your deal decisions.

Don’t wait for the ink to dry. Target identification and due
diligence may be the more obvious uses for social media in
M&A, but during integration, “secure” social media sites can
provide efficient platforms for collaboration and coordination.

About the survey
Deloitte surveyed executives involved in Corporate Development decisions at their organizations. The survey was conducted online in April
2013, with 435 respondents, which included Corporate Development executives, C-suite executives, directors, heads of business units or
divisions, finance officers, and other deal professionals. With them, we looked at how new technologies have already taken hold, and
where they can (and indeed should) have a powerful effect on M&A in the years ahead.
For additional survey insights and a copy of the full Corporate Development survey report, contact Chris Ruggeri, M&A Services leader,
Deloitte Financial Advisory Services LLP, at cruggeri@deloitte.com or +1 212 436 4626 or email corpdev@deloitte.com.
For more information, visit: www.deloitte.com/us/corpdev2013.

The statements in this report reflect our analysis of survey respondents’ responses and are not intended to reflect
facts or opinions of any other entities. All survey data, charts, and statistics referenced and presented, as well as
the representations made and opinions expressed, unless specifically described otherwise, pertain only to the
participating organizations and their responses to the Deloitte survey.
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