
Todd Juenger:

Okay. I believe that's my cue. Good morning, everybody. Hopefully you can hear me, and thank you to
everybody. Who's tuned in bright and early on a Friday morning to spend time with us. Hopefully, you
know me Todd Juenger, media analysts at Bernstein. You might not recognize me with a collared shirt
and my hair pulled back, but it is me. Thank you for joining.

Todd Juenger:

I'm here today with Nielsen leadership team, both David Kinney, and Linda Zukauckas to talk about a
company that is undergoing a pretty radical transformation. So there's a lot going on at Nielsen. So we're
going to get right to it. We've got a little less than an hour. We've got a lot of stuff to talk about. I'm sure
by now most everybody in the audience knows this, but just one housekeeping point. So, the way that
we're fielding audience questions, I'm sure you know by now, is you should see a little box on your
screen. It says, I think, live Q&A. Please click on that or open that.

Todd Juenger:

That's your opportunity to ask us questions. It's an app called Pigeonhole. You'll see where you can type
in a question. You'll also see other people's questions that are already in there. So, if you like a question
that's already in there, you can just vote on it. So we don't have the redundant thing and that'll move it
up to the top. I'll try and make sure we get to all the questions or at least the most popular questions in
the time that we have.

Todd Juenger:

So with that, I want to get started, first, with a gigantic thank you to Nielsen for being here and spending
time with us today, given all that they've got going on. And we have both David and Linda to help us
think through what's going on. I'll probably start David, especially with just a reset here. We have an
audience of a lot of portfolio managers and generalists who might not necessarily have been paying
close attention to all the stuff that's been going on at Nielsen. And I don't know if we can do a Cliffs
Notes version of this, but it's been a lot.

Todd Juenger:

I think you've been at the company about two and a half years. If you wouldn't mind, I think it'd be super
helpful if you could just tick off the big highlights of what has happened over the past couple of years
since you've been there at Nielsen, and where the company stands today. And as long as we're at it,
looking forward, the next couple of years of achievements on your list. I know that's a lot, that could be
the whole meeting. But if we could just compact that, so that we refresh everybody on where Nielsen
stands.

David Kenny:
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Certainly. Well, first of all, Todd, thank you. Thanks for the work you do covering the company, and
thanks for this opportunity. We always like to share our story and this is a really efficient way to reach a
number of investors. So we're very glad to be here. I think it's a fun story to tell two and a half years in,
and trust me, I've just gotten started has as Linda. So, I would say, for those who knew the company,
maybe two, three years ago, the biggest change has been a real focus on being the essential data
measurement and analytics provider to the media industry.

David Kenny:

And the things that weren't associated with that mission we divested. The biggest divestiture was of
course, what was once known as Nielsen VI had been reading the Nielsen Connect, Advent invested in
that to take it private. I think that's a really good way for that business to turn around. And it certainly
helped the new Nielsen, because that sale gave us $2.2 billion ... 2.7 was the price, but 2.2 of that net
was able to be used to pay down debt, and that allowed us to get our debt leverage down below four
times for the first time, since 2017. We're going to continue to focus on a strong balance sheet. I think
that's important in our industry, and it's important for us.

David Kenny:

But it was a big step forward, I think, to get us focused and to get us standing on much stronger footing.
And we've also, since then, been able to work on, turning over our debt portfolio so that we've got a real
long-term sustainable balance sheet. So I feel very good about that. With that, we've been able to focus
on this mission, if you will, about making sure we are the essential data measurement analytics provider
to media. That means we're really focused on three essential solutions.

David Kenny:

The first is audience measurement, which is measuring what people watch, and where they watch it.
That is super important to the advertising world, in order to actually have a rating that they can use as
currency. It's increasing important to the content world, because content used to be simpler. You were a
studio, you sold to a network, the network negotiated carriage with a cable company. And that that was
the economics. Now, it actually matters that people watched what you produced, and being able to
actually move to a nearly infinite amount of content on many different platforms, takes a lot more
knowledge of the marketplace, which we're providing. And, I think that's helping create a more
sustainable and more transparent content ecosystem, in addition to what we've long done, which is
create a sustainable, transparent, trusted advertising market.

David Kenny:

So I feel really good about the future of audience measurement and we, to that future, we have declared
that we're bringing all of the different things we measure onto a single platform. We call that Nielsen
One, and that's going to mean that whether you're in the local ecosystem, the national ecosystem, a
cable channel, a platform like a YouTube, or an Amazon Prime, or Hulu, you all measure the audience in
the same way. It's all one screen, it's all one family. And that's certainly helping the market to advance
the way it works, given how the audience is advancing.

David Kenny:

I think, secondly, I'm very excited about the outcomes business. That's a real growth vector for us to be
able to help the advertiser know, did that advertising investment, did that marketing mix actually deliver
the best results for them? We, we did that really well in packaged goods for years when we owned the VI
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Business. I think part of the separation has been to focus on all categories. So we've got growing interest
in the auto category, in the financial services category, credit cards, insurance, banking,
telecommunications, subscription services, broad retail. And so, as we go into more and more verticals
and outcomes, this gives us a lot of growth potential, and quite honestly make sure we're really
embedded in all of the newer analytic targeting addressable parts of the ecosystem as well.

David Kenny:

And that's also going through a lot of changes, cookies go away and, retargeting has to become more
sophisticated, more privacy friendly that the Nielsen measurement solutions are super important and
timely. So, I feel really good about that. And then Grace Note has just been so essential. It's a great sense
of metadata business. What that means is, every TV show that's produced or every series that's
produced for streaming, we build a library. So we have a library of most of the professionally produced
content that exists on all streaming platforms. And then our data's used to actually produce the directory
so people can find the programming they want to see.

David Kenny:

So as you're navigating through, the Sky platform in Europe or Liberty's platform in Europe, or you're
navigating through a Comcast Platform, or a YouTube platform, there's so many places where Grace Note
is essential to helping people navigate and find their content. And I think that's only going to grow as
streaming grows, and there's data we get from those businesses that actually help us back in audience
measurement as well. So the three businesses help each other. We're super clear where we're focused.
Again, we sold off some smaller things as well, so that we could put all of our capital, all of our R&D, all
of our management time onto those. And I think that really gives us a great growth potential in all three
of those businesses and worldwide. These businesses are far more global than where we were
historically on the media side, or the watch side of Nielsen. So, I feel very good about the growth
prospects.

David Kenny:

I think the second part is to make sure we've got a culture that can go after that. And, I would say there
has been a real culture shift. It helps to focus. It helps to have this clarity. It helps to be transparent, and I
think really ultimately measuring to financial outcomes, which Linda can come to later, organic revenue
growth and free cashflow, and making sure that those outcomes are following this very clear product
roadmap has been great. To affect that culture change, we have made some, I think, improvements in
the management, in how it works.

David Kenny:

So, there was some great management here. People like perfect rounds, our COO, our head of US
commercial, to bigger jobs, our head of data science or our chief technology officer. But we also brought
in Linda, in finance, brought in Lori Lovett in HR, Jamie Malinowski in marketing and communications,
Sondra Williams for diversity equity and inclusion, Sean Cohen for international. So, I think, getting some,
additional leadership, a very diverse leadership team, I'm proud to say has helped us shift the culture all
in, and there's much more of a growth mindset at Nielsen today. Which of course means growth in the
way we measure it from a revenue and cashflow perspective, but also growth in terms of advancing our
product evolution more quickly and realizing that we can learn new things that the market needs us to
learn new things and that we can lead the market versus follow it. And that's just created a ton of
energy, enthusiasm and clarity, which is helping us.
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David Kenny:

And then, I'd say all of that produces a very different financial profile than we've had before. We've laid
out some short and mid-term growth projections that we built bottom up. So we do see growth in the
business. We also see, really good, healthy margins that look like the other information services
businesses. So if you look at a Gardner in IT, or Harris in insurance, or a Moody's in debt, Thomson
Reuters, there's a certain profile for these essential backbone, data and analytic businesses. And, I think
we look a lot more like that today than we did two and a half years ago.

David Kenny:

So, lots to do. I'm not declaring victory. I'm impatient with our pace, but I am really proud of the team.
It's come a long way. It's a very different Nielsen than it was at the end of 2019 when I got here.

Todd Juenger:

Yeah. Well, so that is a lot, then we could explore every one of those sub topics and probably spend
hours. I'm going to, if you don't mind, sort of pick some Nielsen one the centerpiece. When I have
conversations with professional investors, the core thing that Nielsen does is either really simple or really
complicated at a very simple level. It's just measuring what people consume. That's it, right?

Todd Juenger:

I think you would agree that when you actually go and try and do that, especially in today's digital
fragmented world, it's a really hard task. So when about Nielsen One, the way I wanted to phrase this,
because I think it'd be very helpful, is could you maybe help us understand all of the different assets it
requires to capture ... or just give us a snapshot, if not all of it, what it takes to capture consumer
behavior, and then handle and process that information to deliver something that looks like a
standardized estimate of audiences that's able to be duplicated across platforms. What all does that
take?

Todd Juenger:

Well, let me just leave it there. I think it's a lot.

David Kenny:

Yeah. Fair enough. Where we start on those requirements are with the advertisers, for the advertising
market, with the content platforms for the content side. Because ultimately, you're right, it's pretty
simple. We want to know across all screens, who exactly watched this, and how many times did they
watch it? And, that allows you to invest in advertising to reach those people. It also allows you to invest
in content that engages those people. So, that's the mission. We work closely with groups like the WFA
and the ANA, World Federation of Advertisers, the Association of National Advertisers on what they
need. We work closely with the contract producers and the studios and the networks on what they need
to make sure that we're giving them the data in a consistent way to do that. Under that, I would say
there's kind of three places we're focused on making sure we provide the very best measurement and
currency for the market.

David Kenny:
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So the first is coverage. We got to cover everything, and everything is bigger today. So, if I look at May
data, you've got, about 40%, which are on cable channels, maybe a quarter, which is on broadcast
channels, a quarter on streaming. And then the remainder being time-span on video games or other
things that are connected to the TV. So this is total minutes watching all TVs and, tablets and computers
are TVs-

David Kenny:

TVs, and tablets and computers are TVs today. All big glass to be able to understand what people are
watching. So you measure each of those separately. Streaming? You can certainly know what platform
they were on through an IP address, we can get that off the router and there's big data that comes in on
that. But to actually know what they watch, you have to use ACR data, a sort of Automated Content
Recognition, in order to do that. So getting all those feeds from the streaming platforms coupled with
our own panels, to be able to understand at the show-level what they're watching is key. And that's
important for the subscription-only businesses, as well as the ad businesses, to be able to have a total
view. On broadcast, there's a lot we can do with a panel, but increasingly if that broadcast signal were
carried over a cable channel, there's set-top box data that we can use.

David Kenny:

And then of course, cable itself has set top box data that we can bring in. All of that data comes in, you
still then need real people to validate that. Which is why we have a panel not as the sole data source, I
think we're well past that, but we have a panel to validate all of that and correct it, because there are,
inevitably, errors in the big data that you don't catch without validation. For example, there's a big
percentage of set-top box data that wasn't actually watched. People go to bed, they turn the TV off, but
the cable box stays on. So, the cable box still shows a signal coming in, even though nobody's watching it.
So you've got to take that out of the mix. You mentioned deduplication, you've got people doing two
things at once.

David Kenny:

You've got to correct for that, by being able to have a total view of the person. Which you wouldn't see if
you only get the big data from individual streams. And then you've got multiple people watching the
same program, and you've got to be able to get persons-level data, not just device data, which again
means you've got to be able to have a panel to correct the big data and validate it. So all of that, I think,
helps make sure we continue to provide the most accurate, the most robust view of total coverage. But
each of those, you have to start with a different point and then bring it through a common identifier or a
common identity platform across all of it. So, that's the first part.

David Kenny:

I think the second part is, it needs to be resilient. We need to make sure that we get data from multiple
sources. We continue to be vociferous in gestures of data. I think getting to a more cost-effective
platform has been helpful in the last couple of years. To bring that data in over time, there'll be more and
more ways that we can understand that. And then the third part we have to get to is comparability,
which again is making sure, even though we measured each of these things from a different starting
point, we bring it back to an ID and we can deduplicate. So, we say, "across all those different ways of
watching, who watched what and how many times did they see it in a deduplicated way?"

David Kenny:
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And that's important when you're investing, because if you're investing in advertising to sponsor those
programs, you don't want to pay twice. If you're investing in content, you actually want to know what
your market share was. And so having that really robust, full coverage of everything, comparable, you
have the audience and resilience through all the data sets is super important. And that's what we set out
to build. We've got the blocks, we make progress every month on that. And it's in progress.

Todd Juenger:

So, I didn't mean to go too technical too early, but I asked- [crosstalk]

David Kenny:

Sorry, it's a tech company.

Todd Juenger:

And you didn't go too technical. But I asked the question, I think it's super important, because I think a
couple of things. I think there's a perception that in a digital world, this is easy because all the data just
exists. And I think that's, in my opinion, a misperception. I think there's also a pretty common question,
which is, " Wait a minute, Nielsen ONE, I don't understand what's different or new about that. Nielsen
has been measuring things for decades. So now they're doing it... Why is this exciting? What's new and
different about it and how does it get put together?" And I think you sort of covered that when you
explained it, but maybe it's worth just ticking it off again. So, what hasn't been [crosstalk] the same thing
Nielsen's been doing forever? Why is this different? Why is it so important at this moment in time? And
how is the industry reacting to it?

David Kenny:

Yeah, listen, we did measure a lot of these things. So, we had a digital ad rating product that measured
digital streams one way. We had a local product, an audio product, a national product, a cable product.
And I think what the advertisers are saying, and it started with them, is "This is impossible for us to
manage. We really don't care about all of that. We care, did we reach our target market of new car
intenders? How many times did we reach them and in what context?"

David Kenny:

So they needed something that was more comparable and they also needed to know, "If I'm reaching
them on digital, am I reaching them on TV, and I'm reaching them on streaming, how do I add that all
up? Because, I don't want to kill people with frequency. So, I need a more consistent measure." So, that
ability to be comparable has been important. And that meant that it had to run off one platform as
opposed to be a [inaudible] holding company of multiple measurement platforms. And that's a very big
difference in the way we operate. And quite honestly, I don't think anyone else has the breadth that
Nielsen does of the total media market to be able to do that.

Todd Juenger:

I'm inclined to ask the toughest questions sooner than later in the conversation.

David Kenny:

Go ahead.
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Todd Juenger:

If this conversation brings me, if I'm speaking to a investor, a potential investor, a potential shareholder
who was just learning about Nielsen, or maybe thinks they know a bit, or maybe they do know a lot
about it, the objections or the concerns are very consistent and very simple. So, I'd love to hear... and it
sort of stems from some of the things you were just saying, which is why I bring it up. So, I'd love to hear
how you would respond to it. The concern from a, if I may, bearish investor would say, "Hey, I see what
Nielsen is, but the problem is their old media customers are dying and their new digital customers don't
need them, or at least don't need them as much. So Nielsen is going to be smaller and less important in
the future." How do you respond when you hear that point of view expressed?

David Kenny:

Well, listen, there was an imperative to change the way we operated. So, first of all, our traditional
customers have seen where the audience is and are changing their place. So, we've seen big investments
and combinations to create new content libraries. To win in streaming, we've seen big streaming
platforms being launched by the big players as they want to serve the audience in the way the audience
wants to be served. And there's been a huge growth on the content side of the industry to give people so
much more quality content than ever before. And so, all of that needs to be managed. All of that needs
one consistent view. And, quite honestly, there is more competition than ever. People write about
streaming wars. Well, if you're going to be a player in a streaming war, you'd better have the intelligence
of what your competitors are doing and what people are watching on those platforms when they're not
watching you, so that you've got the best programming to drive your renewals before you even get to
monetizing it through advertising.

David Kenny:

So, I would say whenever an industry gets robust and competitive, data matters and having a core
anchor data platform is key. So, I think it does matter. And it matters to the new players who are coming
in without legacy, because they need to actually understand the industry they're competing with.
They're competing for the same ad dollar, they're competing for the same audience, they're competing
for the same content. And so, our ability to bring that audience view and total market view to all of them
is increasingly important.

David Kenny:

And we certainly, in some of the new, pure play digital players, they have been coming on as clients and
pricing has been getting better there because we have one product, whether it's the linear product or
the digital product. And so we're getting everybody repriced to something that's the same. So, the proof
is in the execution. I think as you see us continue to grow, continue to add new clients, continue to scale
up, that's how you're going to see this come to fruition. But, if you really step back, every player, new or
traditional, needs a lot more information to navigate a very changing and converging set of audience
behaviors.

Todd Juenger:

Yeah. Linda, thank you for hanging on. I've got plenty of questions for you, for sure. And want to tap in to
that, but I'm going to keep annoying David here for another minute or two, if you don't mind.
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Linda Zukauckas:

Totally fine.

Todd Juenger:

Just following on with... And it's a conversation, David, you and I, or I think you even had a little bit on
your last earnings call, this notion of, if I may call them the pure digital players, the Googles and
Facebooks of the world. One thing is to explain theoretically why those companies ought to be
interested in third-party standardized measurement. Another is to observe how they behave. So, you just
brought it up, I'd like to amplify it a bit or explore a little deeper. So, just to confirm, you don't have to
name any specific names, it'd be great if you did, is it true that you have customers like that today who
are paying you and using Nielsen as part of the way they monetize their advertising?

Todd Juenger:

And to the extent the answer to that is "Yes," I believe we all know the answer to that is "Yes," but can
you help us a little more? You just mentioned pricing, there's a theory that those guys are paying less,
right? Because I think the underpinning of that in the investment community is, they need you less, is
the theory, because they have their own first-party data. They have knowledge of what content they
serve, what ads they serve. They can infer, at least in a cookie world, who might've seen that. And so,
there's a theory that, "What does Nielsen add to that other than a verification?" So, I just want to
explore that a little deeper, how you are doing business with and partnering with these pure digital
companies, what does that revenue model look like, just in the shape of it? How are they paying you and
in what form and how does that compare to how you're getting paid by the traditional companies?

David Kenny:

Yeah, and as I said, it's a bit of a transition. So, I can mention some things because they've been public,
right? So, when we launched Nielsen ONE, you had Tara Walpert Levy join us at Investor Day, and at the
launch from Google representing YouTube, and you subsequently just last month, saw them talking
about how you can buy on Nielsen. And to do that, they buy the Nielsen ONE product. The pricing is
pretty much the same as when Disney buys it. And the reason they do that... of course they have data,
but, quite honestly, Disney has some data too, and on Hulu, they have a lot of data, but what you don't
have is the total market. And what you also don't have is the advertiser being able to say, "I can buy a
rated product." And the advertisers and the agencies do pay a different price for a rated product than an
unrated product, just as you would in any other industry.

David Kenny:

There's a reason why debt tends to get validated and rated by Moody's and S&P, there's a reason that
magic quadrants matter in the tech space as produced by Gartner. So, it does matter, and I would say, as
they're all competing for the same dollar, and they all show up to the same upfronts now, they need to
have this comparable view. And you're not going to get that just with your own data, you need to
reconcile your own data with what's happening with the market overall. So, I think this is different. And I
think this is really in the last year, as we've evolved our strategy, and certainly I think 2021 has been
different when we're showing everybody the roadmap to an integrated Nielsen ONE, everybody will be
paying similar prices on an annual subscription that they use as the backbone of their ad businesses.

David Kenny:
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And then they win or lose based on how effectively they build an audience and how effectively they
package that rated product to serve their advertisers on the ad side. And then on the content side, I
think they all know what people are watching on their platforms, but they don't necessarily know with
any granularity what people are watching when they're not watching them. And so, having a market view
of... and it's new days, "How is the audience moving from the Disney+ app to the Netflix app, over to
Hulu, back to Amazon Prime? If they have six subscriptions, are they using all six, and why? What exactly
are they watching?

David Kenny:

Are they using all six and why? What exactly are they watching? Because that's going to matter for their
investments in content, and they're spending billions, they're all spending billions on content right now.
Having a market view is pretty important because just looking at yourself, there's nobody who lives 100%
on one platform. People are moving around and understanding what they're watching on the linear
channel, understanding what they're watching on the cable channel, understanding what they're
watching on other streaming platforms is all super important to competitiveness, and that's why there's
growing demand, and it's why our Salesforce is really busy with everybody. Existing customers are
changing their model. New customers are coming in. They're all competing for the same audience.

Todd Juenger:

Makes sense.

Todd Juenger:

Linda, I warned you I was coming for you, so if I try and translate a little bit or all the concepts Dave has
been talking about and how they manifest in sort of financial performance for the company, I mean,
you've issued sort of near and medium term guidance. I guess I'd love to [inaudible] we can reiterate the
guidance, but I think, hopefully, people know that sort of low single-digit revenue growth, accelerated
mid single-digit, I think, correct me if I'm wrong, over time and some hopeful margin expansion with
that.

Todd Juenger:

I guess I'd like... I'd rather just ask you about... everything Dave's talked about seems like it requires a fair
amount of investment, and it seems like no shortage of opportunities, but pesky shareholders, they tend
to want both growth in revenue and growth in profit and cashflow. And so how should we think about or
how do you think about the trade off between the investment requirements of the business and your
desire to deliver higher profits and cashflow to investors, and maybe marry that also with just the
concept of operating leverage and how much of it exists in this business and how much of it doesn't
because it seems at first glance like a business that would have a lot of operating leverage because it
seems like you sort of build a product and then the more you sell it, the more it flows through.

Todd Juenger:

I'm not sure it's always proven that over historical time, though, so what is the real operating leverage
profile of this business, do you think?

Linda Zukauckas:

So some great questions, Todd, and rest assured, questions that we've been evaluating in earnest over
the past year, especially with so much transition going on in the company. External factors like the
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pandemic and then internal factors, including the divestiture of the Connect business which, as David
referenced early, really enabled us to strengthen the balance sheet and also gives us a little bit more
flexibility as we think about investments.

Linda Zukauckas:

We did put out there at Investor Day our medium term targets, and those were very focused on revenue
growth, expanding our margins, increasing free cash flow. And by increasing revenue growth with a
particular focus on organic, that will give us incremental flexibility for investing back in the business as
does the de-levering that was discussed earlier.

Linda Zukauckas:

But we're very focused on our growth initiatives, and in fact, as we went through our own strategic
planning cycle around this time last year, we focused very much over a three-year horizon and what
would make the most sense as we were thinking about our investments. We stepped back and we did
some re-prioritization and ensured that we were directing our investments to the most strategic
opportunities and those that would offer the highest return.

Linda Zukauckas:

We're also increasingly getting more operating leverage out of the business, improving our efficiencies,
and ensuring that we're being smart about what we're doing from a capital allocation perspective. From
an overall platform and efficiency perspective, obviously, Nielsen ONE is very much of a focus for us, but
as we're doing it and as we're going about it, we're thinking about how best to do it in super efficient
ways, much more leverage of the cloud across all aspects of our business and continuing to be very, very
vigilant in what we're doing to manage OpEx and CapEx.

Linda Zukauckas:

And we spent a lot of time at Investor Day talking about some of the increased discipline that we've
brought into our processes and our capital and resource allocation processes. And there is a meaningful
investment during the course of the year in Nielsen ONE, but from an overall capacity perspective, much
of that came by just stepping back and pressure testing and reallocating based on where the biggest
returns would be for us.

Linda Zukauckas:

And so it's a little bit of the cultural evolution that you've heard David talk about, and we're really
applying it in earnest with regard to the operating model that's helping us inform these important
resource allocation decisions.

Todd Juenger:

And speaking of cashflow and uses of it, I think David, in his opening remarks, mentioned the balance
sheet and sort of leverage reduction multiple times right off the bat. I mean, clearly that was a important
priority for the management team, it seems, in the company. You're now below four terms of leverage. I
know you've talked about... maybe you can remind us exactly where you're trying to get to over the next
three years in terms of leverage.

Todd Juenger:
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And I think it's a little bit lower than that, but again, the question in that is how do you think about the
right amount of leverage that this business ought to carry to maximize equity returns because one might
suggest it's a subscription business with long-term visible contracts with growth in them. Maybe this
business ought to carry a fair amount of leverage, right? So I think the investment community was clear
to me that five terms was too much, but why is returns the right amount, and how do you handicap
that?

Linda Zukauckas:

So it's a great question. We stepped back and we thought about the margin profile of the business, and
for our profile, we think the sweet spot is in that three to three and a half times range, and that's what
we communicated at Investor Day back in December, and that's still our view. Obviously, it feels really
good to have been able to utilize the proceeds from the sell of Connect to get us down to 3.77 times, so
well on that path to our target range of three to three and a half times.

Linda Zukauckas:

And what that target range will do for us is it'll just give us flexibility, and it'll give us flexibility across a
number of different areas, potentially doing M&A. It'll give us capital flexibility with regard to potential
share buybacks. We're pretty comfortable with where the dividend sits right now, but that three to three
and a half times range would really help us out. What I've come to realize, Todd, is over the past year,
we've had a lot of conversations with investors, current investors, potential investors, and everyone has
an opinion on capital and the interplay with the target leverage range that we're looking at. And anybody
that you ask is going to have a slightly different opinion on it, but nobody really thinks that to have
anything north of four makes any sense at all. So we're very comfortable, as a management team, with
the three to three and a half times that we've put out there and being very, very prescriptive with any
use that we would do of, let's say, tuck-in M&A in the near term because we do have some flexibility.

Linda Zukauckas:

As we think about M&A more broadly, we would do it using a slightly different playbook than what's
been done in the past. In the past, there was a bit too much fragmentation and autonomy associated
with our acquisitions and what we would anticipate doing with any M&A and again, in the near term,
considering only tuck-in M&A, an acquisition for a capability or a particular market or client, let's say. But
we will use more of an integration strategy so that we can ensure that we're being efficient and that the
synergies play out in connection with any potential M&A.

Todd Juenger:

I'll pick on you one more time just about free cash flow and free cash flow conversion. It's been another
topic that it seems the investment community has, in my conversations, been somewhat focused on. I
know you're focused on it too. And I think in your guidance, you talked about improving free cash flow
conversion or free cash flow target hits.

Todd Juenger:

I guess my question is how, right? It's one thing to say we're going to focus on free cash flow conversion
and converting more of our EBITDA to cash. You all agree that's probably a good thing for a company to
do. What are your levers? And it's one thing to say it, but do you have some ideas that you can share?
What gives you confidence that you can actually improve that conversion and convert more of that sort
of EBITDA expression to actual free cash flow?
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Linda Zukauckas:

I think as you think about the answer to that, very important to recognize that we're still in the first half
year of the new Nielsen. We closed on the divestiture of the Connect business on March 5th, and we do
have a different profile. We have a profile that will enable us to drive revenue growth and EBITDA growth
as well, so that'll be particularly helpful as a couple of levers. De-levering was hugely important and
beneficial as we think about overall cash and free cashflow in the conversion.

Linda Zukauckas:

Increased CapEx efficiency. We put out there as our medium term target to get our CapEx, in relation to
revenue, closer to 7.5% over time.

Linda Zukauckas:

Before this calendar year, I would have said taxes will be a nice opportunity for us. I think I'm going to
reserve judgment on taxes just until we see what's going to happen in the way of tax reform, but
obviously, a meaningful area of consideration, as we think about broader cash.

Linda Zukauckas:

And improved working capital as we think about the new Nielsen, initially, more of a domestic business
and I think our ability to manage the numerous levers that are behind working capital. I think we'll have
more flexibility with that, and so I would expect to see some improvement there over time.

Linda Zukauckas:

Our target that we put out there at Investor Day is to get to a 50% free cash flow conversion level by
2023, and we're very focused on executing on that and feel good about the journey to get there.

Todd Juenger:

Of course. It's about this time when I look at the clock and realize I've got to speed this up and hit this
off, and we've got some good questions on Pigeonhole. So there's at least four questions I'd like to cover
in the last 10 minutes that I think make sense, so here's a preview of them, and we'll get to them.

Todd Juenger:

One is around talent. One is just touching again on Greystone quickly. One is on media consolidation, and
one is on addressable and programmatic advertising. So that's my agenda for the next 10 minutes.

Todd Juenger:

Let's start with talent. David, you actually mentioned in your opening remarks, part of the cultural
change in just talent growth and talent acquisition is part of the sort of transformation that's going on at
Nielsen. I guess the question I'd like to pose is how do you get top technical talent, especially, to come
work for Nielsen in a world of Google, Facebook, Amazon, and Apple, right? What's the proposition to
super talented, especially technically skilled thinkers that brings them to Nielsen, and how do you make
sure you make that proposition strong to get the talent you need?
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David Kenny:

Listen, I focus a lot on it, to be clear, because everybody's trying to do win in technical and data science
right now. I think the mission of powering a better media future for all people, attracts folks. People love
that this is the only place that looks at the total market. People love the sort of diversity, equity, and
inclusion side of our methods which makes sure everybody's counted. People like the fact that we're
changing the industry and see as the market kind of has mixed feelings, I think, about some of the walled
gardens, and they're all trying to change. Having us be a neutral source is appealing to people, so folks
want to be a part of this. They want to create it. They think it creates a healthier industry. They think it's
better for society. It's fun. And then I think it's about really having a great culture where people feel like
they can do really meaningful work and change the world in the work they're doing.

David Kenny:

So a lot of it's that. We've got really good leaders in Srini and Mainak and then Karthik that focus on that.
I spend a lot of time in both recruiting and people development, so we have to stay on it for sure. But I'm
pleased with the people who've joined us. And as I said, when I got here...

David Kenny:

I'm pleased with the people who've joined us. And as I said, when I got here, there's some great talent in
those functions already that have just, I think, found more ways to get things done faster as the company
became simpler and more focused.

Todd Juenger:

Got it. I guess I could have turned that question around in the mirror and asked what attracted you and
Linda to come. But I think I would've gotten a very similar answer. Gracenote. Listen, I just wanted to
touch on it again because I feel like it's somewhat of a hidden business inside of Nielsen. And I know we
don't have much time here and you've already sort of described what it is, but I just wanted to bring it
up again with a little more focused. Because in my conversation, I'm not sure a lot of people will have a
good grasp of just what it is and how big it is. So without giving any disclosure, let's not disclose, can you
help us a little more on just... So it's a metadata business.

David Kenny:

Yeah.

Todd Juenger:

How big is it? How fast is it growing? Who are your customers? Who pays for this and what model? That
sort of thing. Just, I guess a quick primer on Gracenote. Because I think it's hidden and maybe shine a
little light on it.

David Kenny:

Yeah. So listen, it's our financials. We disclose two segments, audience measurement and outcomes and
content. Gracenote is the content part, outcomes is the attribution part. They're both pretty sizable
components of that segment, to just give you a... So it's a meaningful driver of our growth and of our
revenues today. In terms of what it is, today if you are at home and you're deciding what to watch on
Hulu, you'll turn on Hulu, you'll see a bunch of tiles of different shows. Images of The Handmaid's Tale or,
ER, or, or Grey's Anatomy, whatever it is. You're going to see these tiles up there. All of that is fed from
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Gracenote. So when we say metadata, Gracenote tracks, all those shows, all the episodes of those
shows, has images associated with them, has data on all the cast members of those shows, if you go
deeper.

David Kenny:

So all of that library, you're using to discover content and decide what to watch next is fed off that
master library. Having a central library is important because we can feed that on the Hulu app, but we
can also feed it on the Amazon Prime app or some other app. Or on your Xfinity X1 interaction. So
regardless of how you're looking for content, having a master library across all of it really helps people
find the right context. So it starts with that. And I would say we just continue to get more robust. One of
the things we launched with Hulu recently was, which is now being adopted by many others, is
personalized imagery. So it may mean that the men in your household react to one image of Handmaid's
Tale, the women in your household might react to a different image of Handmaid's Tale. And so even the
same episode can emphasize different aspects of the story in the images.

David Kenny:

And so that helps get better and better experiences and helps people market their programs. The data
out of it's hugely helpful. So all the cast data we're now using to help every studio understand how
they're showing up, how diverse their casts are. Whether or not they're showing diverse talent in hero
roles. So there's a lot of analytics around the content of shows. And again, I think some of the data goes
all the way back to audience measurement because it gives us another signal on what people are
watching, because it really is down at the episode level. So it's super important today for the user
experience. I think it's even more important tomorrow as more and more content needs to find a
business model for distributing through streaming platforms.

Todd Juenger:

Got it. The media consolidation question. I feel like I've been asking this of at least three different
Nielsen CEO's over my Bernstein career now. It's still happening. A couple of big deals this week. What
does that mean? Those are generally your customers in one way or another. How does that affect you
when there's mergers like that and probably more?

David Kenny:

We have multi-year contracts, so they stick when things merge. So we'll do that with the ones that have
just happened. Last year we had Fox and Disney. So initially nothing. People do try to get those contracts
aligned at the same time period so that every three to five years we can sit down together and plot the
next phase of our partnership together. And they bring those things together and we work with them.
It's not like there's a volume consolidation, because we have to do this work across all their different
properties. And so we tend to price according to the size of their business and the number of different
channels, platforms, programs they're supporting. Which is why we end up at a place where we've had
good escalators and expanding missions with most of our clients.

David Kenny:

And they've merged because... They're not merging for cost reasons. Most of these mergers are about
people trying to grow their new business models. So we become more valuable over time, as we are
more embedded into those new models. [inaudible] been really important to help people a bridge from
the existing model to all of their new streaming first models. So of course we watch it, but I don't think
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it's, suddenly we've got fewer customers with more leverage. They still need Nielsen. In fact, they need
Nielsen more than ever because they've merged to compete in a new way. And to compete, you need to
have knowledge of the market.

Todd Juenger:

The other most popular pigeonhole question is another one that has existed for multiple years. Although
it still is a frequent question and an important question, which is just how does programmatic and
addressable fit into all of this? There's a theory that says if an advertiser is deploying advertising in some
programmatic way, where does Nielsen show up in any of that process?

David Kenny:

Yeah. Programmatic and addressable are different, right? So on addressable, I would say Nielsen shows
up in an important way as we're measuring, "As a seller, what part of your inventory did you carve out
and sell and addressable segment? And then did you deliver that segment?" So we have work on that.
And part of what we've done in Nielsen, one is to say, "Here's all the minutes and the advertising you
had to sell. Here's how much sold addressable and at what price." And that's important because you've
got to do yield management on the rest and everybody's got to sell all their minutes somehow. And so
having a consistent view is important and a consistent view in a competitive context. And if you're
competing for selling that addressable time, what else is selling addressable and what does the total
market look like?

David Kenny:

So I think addressable is super important in the mix as we've been bringing in connected TV. As we've
been bringing in streaming and [inaudible] platforms, addressable is a growing part of what we measure
and rate. And I think the buyers of addressable want to know who they exactly reached and have some
comparability between that addressable audience and the total audience they've invested in. Does it go
completely to programmatic, which is [inaudible] machine and real time bidding and all of that? I think
some of that's rated, a lot of that's not rated, the prices are much lower. The sellers, I think, want to have
a rated product at a better CPM with more scarcity. And quite honestly, the buyers have a different view.
So I think their... We're certainly measuring everything, but to be clear, the rating is more on the part
that is against a target market than just pure commodity real-time bidding.

David Kenny:

Again, I think video ends up in different mix. Programmatic dropped prices way down in display and the
way people try to deal with that was just adding inventory. Which is why you got so much display
advertising on a lot of properties right now. In the video world, if you try to insert that many
commercials, it becomes unwatchable? And so if you get to scarcity, you get to yield management, you
then want to rated product with a little more sophistication than just a pure programmatic approach.
That said I do think these things converge. I do think the market will have... At least a spot market we'll
have some bidding components to it. It'll be important that we measure that and validate it as a part of
the total.

Todd Juenger:

So as always the case, I think I'm already over time where I'm supposed to be. I know you have to be
places. Our audience has to be places. I hate to end just on a question about programmatic. I don't know,
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David, if you want to share any final parting thoughts or words of wisdom in the last minute or so. And
then I'll let everybody get on with their day.

David Kenny:

Well, listen, I just go back to the beginning, which is there is such a clarity about our mission right now.
And our three product groups and what they're doing. And I hope people... It's hard to see this in this
setting, get a sense of the enthusiasm, energy, excitement about what we're doing. And how this really is
going to create a very vibrant media ecosystem in all this change. And it's more essential than ever that
we provide people the information to make the right decisions. So our clients, both the buyers and
sellers need Nielsen to navigate all this. And we're really excited about serving them. It's a really fun time
to be at the company and to be in the industry.

Todd Juenger:

Listen, on behalf of myself. And more importantly on everybody in the audience, we know how busy
both of you are. So I can't thank you enough for spending the time with us this morning. We really
appreciate it. And wish you all the best in your efforts. And everybody in the audience, thank you for
spending the time with us. And I know you've got to get places soon. So with that, I wish everybody a
great day. Be well, everybody have a great weekend as it approaches. And thanks.

David Kenny:

Thank you guys. Good to meet with you.

Linda Zukauckas:

Thanks Todd.
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