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March 2020 presented a conundrum the world had not faced recently. Interacting in-person became a problem due to the pandemic. Going to the office, restaurants, shopping or going to sporting events in person was not possible. 

TempCo’s business of Digital Media shown at sporting venues became an immediate cost pit when people no longer were attending sporting events.

There were 75 employees.  And the one and only investor decided he needed his remaining cash for his own business.  He  was not willing to put in a dime more.

The board met and had difficult options to choose from:

1. Furlough most of the people and wait out the pandemic
2. Take advantage of the disarray and actually acquire assets that might help the company build something new
3. Spin-off the company into smaller parts that are not tied to in-person interactions 
4. Sell the company on firesale---mostly its software assets
5. Wind down the company

TempCo History

TempCo was a rollup of 3 companies founded with a view to monetize media revenue from digital screen real-estate around sporting venues. That type of business is called digital out-of-home (DOOH) and it is dominated by companies like Clear Channel Outdoor (e.g. Times Square billboards) or JCDecaux (at Airports and bus shelters, etc.). Only one of the three companies was actually in the DOOH business and the other two were not related to DOOH, but became part of the roll-up to consolidate the sole investor’s tech investments.

TempCo was vertically integrated. It had a sales team that looked for sporting venues to install screens. And it had another sales team to entice brands to advertise on these screens. TempCo also created its own management software to publish content and advertising onto the screen, and also retained an install team in-house. In total there were 75 people in the company. 

Due to the vertical integration, COGS of hardware and operating costs for networking, cell connectivity to each venue, etc. TempCo was spending at a constant clip to expand the network. Each quarter, the revenue was low and pretty flat, but the costs of network expansion and hiring more team members meant that the net margin was increasingly in the red.

Typically, the in DOOH business companies are looking to aggregate the most valuable pairs of eyeballs for impressions and attribution to a brand message.  CPM (cost per thousand) is the metric used by the ad industry. CPM is a mixture of type of media and the quality of the demographics. For instance, newspaper ads targeting seniors typically have very low CPM, whereas, highly engaged sports content with interactivity and engagement by young viewers command high CPMs.

TempCo Governance

The board consisted of the sole investor and three internal senior executives. Brad was the last exec to join the company, but due to his experience both in technology and in media, he was also added to the board.

Board meetings occurred about once a quarter.

Board notes and agenda were passed around prior to the board meeting. There were many deliberations, often with cooperative input among the 4 board members, but the investor’s decisions were final.

Urgency of the Pandemic

It was clear that the government mandates and fear of infection kept most people inside or close to their homes. Lack of force majeure clauses in leases meant that TempCo was responsible for rents at 2 locations and salaries of 75 employees who were at home.

Revenue ground to zero instantly.

And the investor decided he was not in any position to put in any more money.

Government bailout was starting to be discussed, but the mechanics of it were nascent. Therefore, it was not clear the government was willing to or had the appetite to bail out all industries and companies.


