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MANAGEMENT DISCUSSION SECTION 
 

George K. Tong 
Analyst, Goldman Sachs & Co. LLC 

Welcome to our session with Nielsen. I'm George Tong. I head up Business and Info Services Research at 

Goldman Sachs. Really pleased to be joined by Karthik Rao, Chief Operating Officer of Nielsen; as well as Sean 

Cohan, Chief Growth Officer and President of the International business; and Sara Gubins, Head of IR. So, again, 

thank you all for joining us. 
 .....................................................................................................................................................................................................................................................................  

Sara Rebecca Gubins 
Senior Vice President & Head-Investor Relations & Treasury, Nielsen Holdings Plc 

Thanks for having us, George. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC 

Karthik and Sean, for those in the audience who aren't familiar, can you each provide a one- to two-minute 

overview of your background and key responsibilities at Nielsen. Karthik, let's start with you. 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc 

Thanks, George. Thanks for having us. It's a pleasure. Thanks for making the time. Yeah, I'm Karthik, Chief 

Operating Officer. I've been with Nielsen over 20 years and [audio gap] (00:00:51) my responsibilities include 

product, technology, data science operations, everything that we have to sort of build the products that we put out 

in the marketplace. So, exciting and excited to have this conversation with you. 
 .....................................................................................................................................................................................................................................................................  

Sean H. Cohan 
Chief Growth Officer & President-International, Nielsen Holdings Plc 
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Hi, George. Thanks again for having us. Sean Cohan here, Chief Growth Officer and President of International. 

I've been with Nielsen for approximately 19 months after stops in and around the media ecosystem throughout my 

career, most markedly in the content space with A+E Networks. My responsibilities at Nielsen today include 

responsibility, as you noted, for our International business, responsibility for strategy, M&A and some of our 

biggest global growth partnerships. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC 

That's great. Thank you for that. So, a lot has changed at Nielsen over the past year. Karthik, would you like to 

give everyone in the audience a brief overview of what's transpired at the company? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc 

Yeah, sure, George. At the highest level, I'll just call out, it's not just changed for Nielsen, there's been change in 

the world over the last 18 – 12 to 18 months. A couple of key milestones in our world. The first is, everyone knows 

we had another large business in the company. It used to be called the Connect business, the consumer-facing 

side of the business. We closed that transaction at the end of Q1 this year to then re-pivot Nielsen into a media-

focused company. So, that's what we're all now singularly focused on. And it's about being the essential provider 

of currency data, measurement analytics, metadata that ultimately all of these capabilities are designed to help 

and grow the media ecosystem. So, that's what we're doing. 

 

The way we think about how we organize ourselves is around three main focus areas. The first is the long legacy 

at Nielsen which is around Audience Measurement globally. The second is what we call Audience Outcomes. And 

the third is Gracenote Content Services. So these three pillars are core to our growth strategy. And we are really 

excited to tell you a lot about everything going on here and around. 
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QUESTION AND ANSWER SECTION 
 

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
That's great. So let's start with the topic that's probably on most people's minds, which is the Media Rating 

Council or MRC had recently suspended accreditation of your national and local TV ratings. Can you spend a few 

minutes addressing this, how you got here, what the key issues the MRC cited are, and what steps you're taking 

to resolve the situation. 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah, sure. Just to kick that off, I will call out as a reminder throughout this conversation the fact that this is such 

a hot topic is further validation of what Nielsen does in the media ecosystem and why it actually matters. So, the 

good news is what we do fundamentally matters. And the whole discussion around suspension and accreditation, 

all of that would be useful for us to unpack just to explain why it matters how we go about it and what that actually 

means. 

 

I think the first thing to call out is that accreditation is something that we have been involved in for decades. We're 

the only company that invests in accreditation. We have large teams that do this on an everyday basis. It's their 

full-time jobs. And the reason we like accreditation because markets need independent third-party accredited 

services, we completely believe in that. And we're the only ones who fully invested in this over a long period of 

time. 

 

As regards to the suspension, very specifically, here's what happened. What basically happened was the 

accreditation process is largely around understanding how our data is fundamentally collected. And in the case of 

panels, a lot of data is collected through meters and technology inside people's homes. And during COVID, as 

with everyone else in the world, you couldn't leave your home. And so, it was not easy for us to recruit and bring 

people into the panel or also go in and do the frequent maintenance that we do around what's actually happening 

with the entire technology inside homes. 

 

So that's ultimately the cause. And what that led to was what we would call a little bit widening of the error rates. 

We sized it for clients. We said it was on average at the peak of where we felt like the maintenance issues were 

really high. At the peak, it was a 2% variation, 2 percentage points. And so, essentially, clients and the MRC felt 

like [audio gap] (00:05:53) needed to do a better job, one, of making sure our sample sizes get to where they 

were before COVID. So that's one. It declined a little bit, less than 10%, between prior – pre and post COVID. So, 

get that back up was one clear reason. 

 

The second was around business continuity and resiliency during adverse circumstances. And, yeah, I mean, we 

can learn a lot from how to manage through a pandemic better. There are things that we would have done 

differently. But we're not going to ever compromise on the fact that the choices we made were about protecting 

humans and lives. But there were definitely things that we could improve on as it related to changes that we were 

taking and putting through the panels and how we communicated that to clients and braced everyone for what 

potential changes could come. 

 

So that was sort of an important dimension that was called out that we needed to do a better job of. So the 

process of recording and communicating changes. Look, George, the important thing is everybody cares about – 



Nielsen Holdings Plc (NLSN) 
Goldman Sachs Communacopia Conference 

Corrected Transcript 
22-Sep-2021 

 

 
1-877-FACTSET   www.callstreet.com 

 5 
Copyright © 2001-2021 FactSet CallStreet, LLC 

 

clearly about every little factoid of how we build what we built. And that's a good thing. And in times like this, there 

gets to be a lot of scrutiny. So, ultimately, that's what led to the suspension. So, we've got to work on these areas, 

which we're already – like, already working on. We are deeply involved even as we speak with the MRC to figure 

out exactly what needs to happen by when to get back to accreditation. So, that's the story behind it. 

 

And I'll also call out the context. So we've had different circumstances for hurricanes, all kinds of things that – 

we've had data outages, things that happen in every business operationally. I think part of the issue and the 

sensitivity here was the big shift that was taking place in the landscape. In the last two years, it should be no 

surprise, but linear broadcast viewing declined, and that puts a lot of pressure on our clients because it's a big 

source of their revenue. And so, the bar for us automatically went up even higher, which is a good thing. That 

means we matter. And so, that's the way we think about it. And we're continuing to march forward towards the 

vision we've laid out for the company. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. No, that makes a lot of sense. And related to that, the MRC's decision, Nielsen's decision to include 

broadband-only homes in local measurement following the methodology used in national measurement since 

2013 that was cited as the main reasons for suspending the local TV accreditation. Can you maybe talk about 

what is a broadband-only home, and if you could update us on this component, why was it initially excluded, what 

are your plans to incorporate them back into your local TV ratings. 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. So this is a good question, George. And I'll take you back up a second to ultimately what we stand for. The 

important thing for us is we measure all audiences irrespective of how they consume media and what media and 

content they consume. So, representation is a fundamental tenet in what we have been doing not now but forever 

because media, obviously, interacts with every human. And so, measuring every human is important, right? 

 

But change is hard as you might suspect in the media industry. And so, the methods had to evolve to include cord 

cutters. So broadband-only home basically is a cord cutter, think about it that way. And in the local service [audio 

gap] (00:09:42) fair amount of debate for a long time as to whether and how to include them. Our position was 

always steadfast that this is the right way to represent the face of America in whichever form of measurement. 

 

But there was a lot of debate. And ultimately, we work with the industry to finally say, look, enough is enough, 

there's a lot of cord cutting going on, and it's really important for clients to understand where to grow and invest. 

They need the full picture of all consumers. And you can have almost a third of the population who are cord 

cutters today excluded from the measurement neither in the numerator nor in the denominator. 

 

So this was something we worked on, along with an important initiative called an Impressions First world in local, 

which is really important, because this now gives clients an opportunity to truly understand the full picture of the 

consumer even in the local markets, and then consider and adapt to digital developments in their business for 

how else to reach consumers. So not only the metric, but also the inclusion of these households matters. 

 

So this was cited as an item simply because the MRC and its voting clients, I want to use the keyword here, their 

voting clients, voted that we did not have enough clarity and specificity about the size and how we were going to 

manage the size of that broadband-only population. And we understand it, when you introduce a big population 

into the sample, it really changes the numbers. And so, how are we going to manage that and how are we going 

to have that part of the sample audited was basically the point of contention. And we worked through that. We 
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have a plan. And that's how we have announced it with support from a lot of important clients, the largest client in 

that space, as well as the agencies. And so, the date is set, it's January. And we're going to do it. And it's the best 

thing for that market to evolve as well. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Got it. No, that's helpful. Stepping back, how important would you say it is for Nielsen to receive accreditation from 

the MRC for local and national ratings? And what's the potential impact on clients and contracts either way? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. So accreditation is not – to be very specific, it's not built into our contracts. And we've had many products 

that are in existence widely used that have not been accredited for – in specific terms, local – the local TV ratings 

were not accredited for a period of time and we still signed a lot of clients and contracts. 

 

That being said, the reason we believe that accreditation is good for the industry is because it makes it easier for 

the industry to not have to focus on a lot of how the product is actually built. Somebody else, an industry body 

does that work of going into the minutia of how all of the construction has taken place. So, it ends up being a 

really good sort of seal of approval that says, hey, you don't need to worry about all of these minutia details about 

how the product is made, you just focus on how the output looks and how that can drive your business. 

 

So in that sense, it helps usability and sort of reliability from the user perspective. And that we feel is always 

valuable. And so, that's why we're – we, as well as every other advertiser believes that accreditation is good 

because it helps usability and confidence. And that's why we invest so much in it. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. No, that makes sense. In August, NBCUniversal unveiled plans to launch a new independent measurement 

system for advertisers. It sent RFPs to 54 different companies and has since received more than 70 responses. 

How much of a concern is it that your customer is looking to create a measurement system that potentially 

competes with yours? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
The first thing, George, in our history, I want to remind us all that many times something like this has happened 

and many a time we have been a core component of that solution. I'm not going to comment specifically on the 

NBCU version of this right now, but they also have done a version of this before with something called CFlight, 

which was not as large scale and grand as the current endeavor, but the concept is similar which is the need to 

create a system that represents their inventory better than the system that's available that represents the entire 

marketplace. 

 

Where all this ultimately matters is what do the buyers want. Do the buyers want a world that is fragmented by 

each seller showing up with their own metrics and their own systems and their own technology? How is the buyer 

going to actually make sense of it all to ultimately evaluate the effectiveness of their marketing spend? That's 

what it all comes down to. So companies can do whatever they want to promote the best value of their inventory. 

That's great. I think the complexity in the ecosystem needs to considered. There's cost in the ecosystem that 
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needs to be considered, as well as ultimately, if this is all in the service of consumers and brands, does this help 

out or not? 

 

And I'll just point out to the most obvious thing here, which is if everybody went to the world with their own 

measurement, the amount of ads all of us would be consuming for the same brand would be out of control. Like, 

how do you manage frequency? It becomes a really difficult thing which is not good for consumers. And so, that's 

the way we think about it, is that it's great everyone wants to find ways to value their own inventory, but at the end 

of the day, what really matters is, is this good for the ecosystem, good for the buyers of advertising because 

remember, all of advertising buying is happening with the advertisers. And so, does this serve them well and does 

this serve the consumer well? 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. If you pull together the recent developments related to the MRC and NBCUniversal, negative headlines 

certainly have raised questions about Nielsen's relevance over time. How would you respond to that? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. Questions about our relevance have existed since the day I've started working at this company. It's not new 

from that perspective. I think what's new, George, is that the market is really in a inflection point of transformation. 

We cannot underscore how large and widespread this moment's transformation is in the industry. If you just think 

about what happened in the last 18 months, through COVID, the number of digital streaming capabilities that got 

launched, number of platforms in a very short period of time represents one simple thing that viewership and the 

consumer behavior has fundamentally changed. It's no longer a fad. Netflix is not a fad. These are significant 

proportions of consumption taking place. 

 

And so, business models have to evolve rapidly because the ways that media companies used to make money 

before have to transform into new ways very quickly. But the speed of the transformation is the big differentiator at 

this point. And so, what this tells us most, it just reinforces for us the need for what we have called out as a 

fundamental product strategy which is Nielsen ONE, cross-media, de-duplicated reach and frequency in the new 

world of privacy. Every one of those words matters. And getting that right like we believe we're the only ones in 

the world who can actually execute against that, it's a big need. And it gives us a lot of momentum to go faster. 

That's what we look at all this and say, man, the market needs this now more than ever, can we go faster? 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. I'm glad you brought up Nielsen ONE. The company is looking to improve its entire measurement system 

with the launch of Nielsen ONE. Can you elaborate on how Nielsen ONE is better than the current system that's in 

place today? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. You just got to – if you think about the current system today and you say, look, what does the Holy Grail 

look like, right? One is to create de-duplicated reach and frequency. Meaning, for a particular campaign, to truly 

know what that reach was and the frequency was for the campaign. Today, the metrics across each of the silos 

are quite different. 
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If you think about what's happening in the linear world, it is a metric, it's called C3, it's reasonably blunt. It's over a 

decade old. And C3 is about ads and content having the same sort of measure. But if you think about where the 

world is going, like, being able to separate out ads from content, being able to value them in the same way that 

other platforms get measured and then being able to put it together is really what Nielsen ONE is about. 

 

So, in the most simplistic terms, what has changed is the granularity in the linear measurement has to change, 

and that's what we are working on. Panels are super important to this. But to get the level of granularity to be able 

to compare across other media types and other platforms, you've got to get a lot more granularity. So that is one 

component of the transformation in the linear space. And in the digital space and all things streaming, it's really 

important to reinvent that entire measurement in a privacy-compliant way, right? 

 

In all forms of measurement today and going forward, the ability to get data where the exposure to a piece of 

content and the human behind it, those two things are no longer going to ever come together. So our job is to 

piece that together in a privacy-compliant way. And so, Nielsen ONE ultimately is about the ability to create cross-

media, de-duplicated reach and frequency in a privacy-compliant way. That's really important. And that's not how 

the measurement systems have worked in a long time. And we're part of that, right, because we also have very 

bespoke measurements for each of the distribution endpoints. And we got to transform all of that so they're truly 

comparable against each other. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. Now, can you give us an updated timeframe for the launch of Nielsen ONE? What are the key 

deliverables? How has customer receptivity been to this new measurement system? What are the benchmarks 

that you're looking to accomplish? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. So, in terms of milestones, I'd say the first big one is if you just break it down into pieces. The first place we 

had to start was reinventing digital measurement for one simple reason that cookies were going away and 

identifiers were going away. So, we began that initiative in January of 2020. And we re-launched beginning of this 

year a completely overhauled digital measurement ecosystem, digital measurement capability that is completely 

privacy safe. 

 

And that is step one because, to do that, we also had to invest in building an identity backbone that is going to 

power all of our products over the next 12, 24 and ongoing months. Every company is going to need to do it. If 

you're on the game of data and humans, you're going to need to have a good strong capability in identity. 

 

So those were the first two pieces that already happened. Now the chapter we're taking on is going after making 

linear TV measurement fully granular. So in January, we are launching the National TV capability with big data 

and not just the panel, it's the blending of the two. And when I say big data, I mean set-top box data, I mean ACR 

data that comes out of smart TVs, and the panel which really brings the best of each of them and [ph] mutes for 

the (00:21:44) limitations of each of them. That capability is being launched in January. And we're going to put it 

out there for a period of time so that clients can start to use and feel and get used to the changes because this is 

a big change in the TV ecosystem. It's no longer just a panel-based capability which has been in existence 

forever. So that's an immediate important milestone. 

 

We have a series of coverage expansions in CTV. So we keep knocking them down periodically. You've heard all 

the names, you heard VIZIO, you've heard YouTube, Samsung, each one of these is where we're managing the 
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coverage expansion. So those are all of the launches we have. It's already happening and we'll continue to have. 

And our goal is then ultimately to put all this together and start putting impact data out, which is – when I say 

impact data, we put the whole thing together and start to get clients to start and feel it in the back half of 2022 for 

them to start using and getting used to it. Like I said, change is hard because when numbers change, people get 

destabilized. So, that's why we're putting it out as fast as we can so people have more time to get used to it. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. No, makes a lot of sense. And sticking with Nielsen ONE, to what extent have you been working with the 

MRC or industry bodies like the World Federation of Advertisers and the Association of National Advertisers on 

Nielsen ONE? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. So... 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
What are their initial thoughts on this new measurement solution? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. I mean, if you think about it, the WFA and ANA, they've been at it for two years now, spending a lot of good 

time thinking through what the world needs to look like in measurement that manages for, frankly, the exact same 

things that Nielsen ONE's core tenets are: coverage, resiliency and comparability. So, our goals are very aligned. 

We are actually working with them. They're an industry body, so they can't just work with one player and [ph] 

teammate (00:23:42). So they're trying to be as open as possible. But our core principles of Nielsen ONE and the 

capabilities required to deliver even on those proposals, we feel very good about it. 

 

And, look, this is a very interesting moment because in the – in my history, there's never been a time when you've 

seen advertisers come together and be so involved in the design of measurement. And that's a great sign 

because it helps create a much more level playing field between buyers and sellers into how measurement should 

work. So we view this as a really good tailwind for what we're trying to do at Nielsen ONE. And we have direct 

dialogue with the ANA as well in – and we have invested resources as well there just to point out. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. Sean, definitely want to get your perspectives as well. Can you talk a little bit about Nielsen ONE as a 

global opportunity. Do you see this as a global measurement system? 
 .....................................................................................................................................................................................................................................................................  

Sean H. Cohan 
Chief Growth Officer & President-International, Nielsen Holdings Plc A 
Yeah. Thanks, George. Great question. I think if you start and set the context that streaming is a global 

phenomenon, that audience fragmentation is a global phenomenon, that buyers and sellers and content makers 

and other participants in the ecosystem, they need a cross-media, de-duplicated reach and frequency that's, as 
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Karthik said, privacy compliant, and that statement is true for everywhere, then you recognize that there is a 

demand and a real gap for – around cross media globally. 

 

With that said, we think Nielsen ONE is a game changer for global measurement. And it's as important and 

impactful abroad as it is in the US. So, we've launched in a few territories a cross-media solution. We'll come out 

with more. There are some parts of the world that we have come out from a kind of digital-first perspective, many 

as a matter of fact. There's a bunch that we have been the traditional media measure and we'll come from that 

side of things. But I think we're bullish about the prospects and very clear on the need for a consolidated and, as 

Karthik said, comparable, resilient and full-coverage measurement for these ecosystems around the world. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. Now, Sean, International has historically not been a big focus for Nielsen's Media business. It represents 

under 20% of revenues. So why now? What's driving the opportunity internationally? 
 .....................................................................................................................................................................................................................................................................  

Sean H. Cohan 
Chief Growth Officer & President-International, Nielsen Holdings Plc A 
Well, again, just – George, again, just the context set here. Karthik mentioned at the outset our separation or exit 

of the Connect business, now the IQ business which was a very – it was an even more international business 

than the Media business. I think it allowed us when we kind of in a sense carved out the Media business, it 

allowed us to – that transaction as a moment, as a point allowed us a greater ability to focus on media around the 

world. There is as I've – kind of as I waxed on about with regard to Nielsen ONE, Media is a very global business. 

We do today already – we have a strong footprint in almost 60 countries. We do have measurement outcome and 

content solutions around the world. But what I would say is the what now, I mean, I think, as a growth-oriented 

company, we've recognized and we've projected that we expect our – these international businesses to grow 

significantly faster than US businesses over the next few years. 

 

We've recognized I think there's growth in the underlying fundamentals, George, which in my prior lives, I mind 

whether it's growth in the ad markets or growth in the content spends, growth in viewership. We are, specifically at 

Nielsen, speaking to the growth of International. We think there's probably three or four key drivers. One is 

additional geographic penetration. We found – evaluated that we're underpenetrated in a series of regions like, 

say, Latin America. 

 

We also – we think, second, I think there's tremendous growth in what we'll call cross-selling which sounds more 

tactical than it is strategic. But it's really – it's thinking through the three solution families that we have, the 

Audience Measurement, the Outcomes and the Content – the Content Services of it. When we look at our clients 

and our partners typically in a bunch of places, they may only be working with one of those product families. 

 

So the cross-sell is effectively making more strategic the dialogues, the partnerships with these clients and 

working with them to support them across multiple product areas or business lines. So, I think that's the second 

driver I'd quote. 

 

And the third is the growth of global platforms and global multinational advertisers, global multinational agencies. 

It's – we think that we're partnering with and we've seen that partnering with those concerns and getting really 

aligned with their needs outside of the US will – has and will continue to allow us to grow in an outsize way. 
 .....................................................................................................................................................................................................................................................................  
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George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. Now, Sean, many of your newer clients certainly have a global presence. Can you talk about how you're 

growing with these global industry participants and leaders? 
 .....................................................................................................................................................................................................................................................................  

Sean H. Cohan 
Chief Growth Officer & President-International, Nielsen Holdings Plc A 
Sure. And I would just note, George, we're really focused on the strategic global relationships with not just global 

platforms, but global buyers, global publishers and so on. I would just say, quite simply, it's one part about 

coverage or really understanding that coverage in this context is kind of understanding their needs, their agenda, 

how they're going to grow. And then as Karthik alluded to, kind of just our goal is to help them power a better 

future both for the audience and for them. And so, it's really – it's strategic dialogues, as I mentioned, it's co-

innovating with some of the more innovative global players while retaining our independence, of course. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. No, that makes a lot of sense. If we switch gears a little bit and talk about Nielsen in the context of COVID. 

Nielsen's revenues certainly has been negatively impacted by the pandemic, mostly in the form of ad hoc revenue 

pressures, also live sports cancellations and automotive production declines. Can you give an update on how 

these are performing? 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. I mean, we're super happy not just for our business, but generally to see sports have a resurgence and to 

get back on a sort of schedule that helps a lot because if there's predictability, it's easier for folks to organize their 

budgets and spend money. So, as of Q2, we're seeing these hardest hit areas start to rebound. It's not even 

obviously around the world. But the signs are really good. And relative to last year, yeah, it's kind of night and day, 

and we're very happy with that. 

 

I'll also give credit to a lot of our teams who helped work with clients even though they were in difficult moments. 

And we believe we've helped also – helped them during this time of transition so that they understand the value of 

sports across all the ways in which they monetize it. So we're seeing improved trends clearly in the short-cycle 

revenue. And it's manifested in – clearly, in our sort of sports business and in our content business. And also, 

auto has been stabilizing which is great. So, yeah, I mean, COVID's not over, but at least you see some empirical 

signs for how industries and, therefore, our business are also starting to bounce back. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. On your last earnings call, you had noted that the Audience Outcomes growth outlook is driven to an extent 

by geographic expansion, also expanding into new verticals beyond CPG, and then also helping media 

companies better sell on the outcomes that they deliver on. So, can you elaborate on these and then talk a little 

bit about the drivers behind Audience Outcomes. 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
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Yeah. I mean, I could not have articulated our strategy better than you did, George. So thank you for that. But, 

you're right, outcomes are really important. And I'll highlight that. It's an under-understood aspect of our company. 

If you think about Audience Measurement, it's always about volume and outcomes is always about the value. So 

think of that like Audience Measurement is really a volume of audience and outcomes helps tell the story of the 

value of the audience. 

 

And so, as you might suspect, given our legacy, there was a big emphasis on consumer packaged goods. But we 

have kept marching down the path of expanding into other categories. Financial services is an area through a 

particular set of data partners. Automotive is another one that's really important. And we're working with obviously 

J.D. Power, a new partnership with [ph] Volk (00:33:39). And it's important because outside of CPG is where 90% 

of ad dollars get spent. 

 

So there's a lot of value for marketers there to truly understand how their entire marketing is actually working to 

drive business outcomes beyond just measuring the size of the audience. So, this is a big focus area for us. And 

it's really important because it is a major complement to our Audience Measurement business. It's a great 

conversation to have with clients when you say, hey, you reached so many people in a de-duplicated way, this 

was the average frequency. And, oh, by the way, this is what happened with the actual sale and consumption of 

the product that you were advertising. 

 

So, it completely runs the story. So this is a very exciting part of our portfolio. And we're marching down the road 

along the strategy that frankly you just well-articulated for us. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC Q 
Right. And could you talk a little bit about Gracenote, the third strategic pillar, how it fits into the overall Nielsen 

umbrella and ecosystem. 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc A 
Yeah. So Gracenote was historically known as a metadata business. So metadata is data about data. Think about 

it that way. We acquired it in 2017, has been a great acquisition for us. And what we're doing with it is very 

exciting because if you think about the opportunity, there's so much content out there. So with so much content 

out there just inherent problems like with the volume of content, understanding distribution, helping content to be 

discovered on platforms and screens. The Gracenote metadata plays a huge role in that. It's not just a description 

of the content, it's also the ID of the content. And IDs, when you have a great ID system, it creates traceability, 

and traceability becomes very important for us. 

 

So the journey we're going down because clients also need it right now is to be able to define new use cases 

based on the Gracenote ID system so that it helps with licensing, it helps with distribution choices. And so, the 

Gracenote ID becomes the ubiquitous ID for content, not just within Nielsen across the board, but also within our 

client ecosystems. So, it's a very exciting part of the business that's squarely focused on the growth of content in 

the external world. And so, that's like a super important thing for us because content drives obviously 

consumption. We know that. And measuring it is one side of it, but also enabling how to make decisions around 

content is where the Gracenote business has a lot of opportunity. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC 
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Right. No, makes a lot of sense. Looks like we're just about out of time. Karthik, Sean, Sara, thank you so much 

for joining us and for all the great color and insights. 
 .....................................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer, Nielsen Holdings Plc 

Thanks for having us, George. 
 .....................................................................................................................................................................................................................................................................  

Sara Rebecca Gubins 
Senior Vice President & Head-Investor Relations & Treasury, Nielsen Holdings Plc 

Thanks, George. 
 .....................................................................................................................................................................................................................................................................  

Sean H. Cohan 
Chief Growth Officer & President-International, Nielsen Holdings Plc 

Thanks, George. 
 .....................................................................................................................................................................................................................................................................  

George K. Tong 
Analyst, Goldman Sachs & Co. LLC 

Thank you. 
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