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Brussels, 24th January 2005 

Mergers: Commission approves acquisition of Grey 
by WPP 

The European Commission has approved under the EU Merger Regulation 
WPP’s proposed acquisition of Grey. Both companies, provide marketing 
communications and media buying services. After detailed analysis, the 
Commission has concluded that the merger would not significantly impede 
effective competition in the European Economic Area (EEA) or any 
substantial part of it. 

WPP Group plc (WPP) initially notified the Commission of its plan to buy Grey Global 
Group Inc. (Grey) on 20.10.2004, but the notification was declared incomplete on 
22.11.2004 as certain information in relation to the media buying sector had not been 
included. The concentration was then re-notified with the additional information on 
10.12.2004.  

The WPP group provides services such as advertising, media investment 
management, information, insight and consultancy, and public relations and public 
affairs. Grey provides a range of communications services, including mass market 
advertising, media planning and buying, direct marketing, healthcare marketing, 
public relations and public affairs, sales promotion, graphic design, corporate 
communications, event marketing, interactive communication, channel marketing 
and retail advertising support, and product branding. 

The Commission found that the main impact of the transaction was in the marketing 
communications and media buying sectors. Marketing communications services 
include services such as advertising, insight and consultancy, public relations, 
consumer relationship management, branding, identity and design. Media buying 
involves the purchasing of time and space in various types of media, for advertising 
campaigns, media planning and advice. 

The Commission carried out a wide-ranging and detailed investigation of the 
merger’s impact on competition in those countries whose markets were likely to be 
most affected, including Austria, the Czech Republic, Denmark, Germany, Hungary, 
Italy, Netherlands, Norway, Poland, Portugal, Slovakia, Spain and Sweden and the 
United Kingdom. The Commission found that in all of these markets there were 
many strong competitors remaining and that therefore there was no risk that the 
creation of the new entity would bring about a significant impediment to competition 
in either the media buying or marketing communications sector in any of these 
countries. 

In relation to media buying, the Commission’s investigation found that there were 
strong indications that there was a separate market in Germany for large scale 
media buying services for big advertisers pursuing extensive and expensive nation-
wide advertising campaigns.  



2 

However it concluded that there was sufficient competition in this market from other 
strong competitors. After the merger, six major international players with 
considerable financial strength will remain active on the German large-scale media 
buying market. 

The Commission also looked at the possibility, particularly in Germany, that the 
merger entity could obtain, as a result of the transaction, materially increased buyer 
power in relation to media owners such as TV companies and newspapers and 
magazines. The Commission concluded that, given the current market structure, the 
countervailing power of the media owners and the strength of the remaining 
competitors, these markets remained sufficiently competitive. 


