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MANAGEMENT DISCUSSION SECTION 
 

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC 

Good afternoon, everybody. Thanks for joining. This is Todd Juenger from Bernstein, the media analyst, hopefully 

you know that. You may not recognize me on your screen quite as well, but it's me. Hello, everybody. Thanks for 

joining. Hopefully, you're in the right place. We're here with the executive team from Nielsen, and lots to discuss. 

 

And so, I'm not going to belabor it, just a couple sort of ground rule or reminders. Some of you have been doing 

this all day, so already know. First, we really hope to make this as interactive as we can, given the circumstance, 

and the best way to do that is you submit your own questions, and we'll do our best to pose them, and hopefully 

you've tried that already. We're using an app called Pigeonhole. You should – if you're watching this in the 

audience, you should see a little link on the left side of your screen that says something like Pigeonhole. If you 

were to click that, please do click that, it will take you – it will open a new window, you won't lose me and the 

team, but you'll have a new window where you can enter your own questions. You can also see questions that 

have already been entered. And if you like those questions, you can vote on those questions, which will move 

them up the ladder. And please take advantage of that so we can ask the questions you want us to ask. That's the 

main thing for now. 

 

Separately and related, there's another link there on the left top side of your screen, something that says – 

something to the – like Procensus poll. That's another link we hope you'll click, and I'm going to remind you again 

at the end, that is a very, very quick survey just to sort of collect your feedback and sentiment on this whole 

discussion. Please do that. It's super helpful to us, it's super helpful to Nielsen and their management, but most 

important it should be super helpful to you. This is trying to recreate the coffee table discussion you guys would 

have if you walk out of the room and said, hey, what did you think? So, we can't do that, but we can do this. So, I 

hope you'll do all that. 

 

So, with no further ado, with those two things sort of registered, let's get to discussion because time will be short. I 

have – we have both the CEO, David, and the CFO, Linda, here with us. And I have sort of the same question for 

both of you to get started. 
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QUESTION AND ANSWER SECTION 
 

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
David, I guess you've got the CEO title so I'll start with you; and you're both relatively new to Nielsen, so I thought 

an interesting way to sort of just get the discussion rolling is, starting with you David. So, what attracted you to 

take this job a year-and-a-half ago? What potential did you see in this company that made you decide this is 

where you would put all your efforts to work? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Let's see, I guess it's a short time. It feels like a lifetime. A lot of things have happened since the beginning of 

2019. But I came because I believe the company is essential. I have a long history around data and analytics. 

And I know that information really helps make key decisions. And the media industry is one where more 

information is needed because there are so many changes. People have so many different ways to entertain 

themselves, so many different ways to get information now. And every media company is changing the platforms 

it uses in the ways that monetizes. 

 

And the only way that was going to scale was to have a true set that the buyers and sellers will work on together, 

and Nielsen has played that role historically. I thought it was an important moment in time to reinvent that role. 

And a lot of things were underway before I got here, but I could speed it up. And so, to leave a mark on the 

industry, I thought, was fantastic. 

 

The other part of the business, the Connect business, has also been a great pleasure to work with because it's so 

essential to the way packaged goods operates, and the way that supermarkets and drugstores operate. And, boy, 

are they essential. They're the only things in retail that are still open in the pandemic. So, we know that they are 

really essential industries, and we play a key role. 

 

The interesting thing for me was understanding that as a key advertiser segment, back to Media, originally we 

thought there was value in knowing what people were watching in media and what they were consuming. In 

reality though, advertising covers lots of categories. People are not just advertising CPG; they're advertising 

automobiles and insurance and pharmaceuticals and theatrical releases at some point, and streaming services. 

And so, we made the decision last year that we would separate the two so that the CPG business could support 

its industry, and media would actually build attribution for all advertising versus overindexing on CPG. 

 

And so, I love both companies, but I actually believe it's going to be more value-creating for our customers and 

ultimately for our investors to have those as two companies. So, we got that decision made last year. We're in the 

middle of executing it, and continue to want to get it executed as quickly as we can. 

 

So, I feel like we made good progress. A lot of what I believe to be true has proven true about our essential 

nature, and I think it's just important that we get on with it and not lose momentum even though COVID-19 has 

obviously changed our lives a little bit. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
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You actually set up a really nice segue to bring Linda into the conversation, a much more recent addition to the 

Nielsen executive team. So, it may also feel like it's been years and years and years for Linda, but you – but it 

hasn't been quite as long. So, as a more recent joiner, what affected you, Linda, and why did you choose this to 

be your new home for the next chapter of your career? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. Thanks, Todd, and thanks for having us today. We're excited to be here. Look, Nielsen is literally a 

household name, and so there are very few people in corporate America that don't have some degree of 

familiarity with Nielsen. So, when the opportunity presented, I thought, okay, this is one that is worth investing 

some time and doing a little bit of research about the company and getting to know some of the members of the 

company. And so, one of my first conversations was with David, and I was very impressed and had done my 

homework and due diligence on him, his background, and really asked the same question that you do, what had 

attracted him to Nielsen. And I found that much like what he just shared with you made a lot of sense, and I 

thought there was a real nice exciting opportunity there. 

 

I never could have predicted that we would be sitting at home doing a conference like this though, so it's definitely 

been an interesting four months. But no, outside of a global pandemic, no real surprises and no – absolutely no 

second-guessing the decision. Very pleased with the decision to join. In advance, I had come to understand the 

strength of the board and the strength of management at Nielsen. And the fact that it is two terrific companies, as 

David described, and was really excited the more and more I looked into the company, and I've been very, very 

pleased with the decision, and I'm actually proud of all that we've been able to accomplish, working through this 

global pandemic era. The company is showing its resilience and showing its relevance, and I'm very delighted to 

be a part of the broader Nielsen executive team. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Thank you for that. And yet another – it couldn't have teed up better in terms of the segue. So, you both clearly 

saw potential in Nielsen. David, I heard you used the word essential in terms of your view of its role. And so, 

rocketing to the top of our Pigeonhole list, and so the next question anyway, is you guys see the potential in the 

company, you guys see it as essential. So, what do we have to do to get the public equity markets to share that 

view and understand that? And just to read the actual Pigeonhole question, which again has rocketed to the top 

here, which is – so, just to read exactly investors are phrasing it. What are the biggest misconceptions investors 

still have on each of your company segments? And in your opinion, what will it take to change those perceptions? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
So, well, from what we hear, from what I hear, I think there is a big misperception that the media business is tied 

to linear media, in particular the linear TV and radio because those were its roots and it solved the problem about 

how to measure the ratings in each of those. In reality today, the bulk of our clients are multimedia. They have 

broadcast properties. They have streaming properties. They've got their own distribution. They've got DTC. 

They're selling in other platforms. And all of that needs to be measured. They need to understand where all of that 

goes. 

 

And so, I think, first of all, the actual core measurement we do is total measurement. So, when we're working with 

our panelists, which are part of the data set, we're working to make sure that we're measuring what they stream 

through streaming meters, we're measuring what they have on their connected devices, we're measuring what 
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they're listening to wherever they're listening to it. And I think that the data collection is so much richer and 

continues to be richer as we launch new equipment and new meters to help us do that. 

 

I think the second thing is people believe that the panel is everything. The panels are really important because it 

is the only way to normalize data. But the data we're getting is from lots of places. There's a lot of return path 

data. There's a lot of data we get from the Gracenote platform, which is connected to every piece of content that 

people are streaming. There's data we're getting from other partners as well that help us enrich our data set. So, 

we've got a full view of the market corrected by panel. But our data is far richer and deeper. And I believe there 

isn't another source that can truly measure what people are engaging with across all platforms. 

 

I think the second part is understanding the monetization of that. Why will we grow at the rate of total media as 

opposed to be connected to the – or even faster as we add more value? And I think the trend in the industry to 

actually transact on a total audience basis is also happening slowly. I do believe this year, this pandemic and 

consumer trends, just want to note that TV consumption is up 27% in the last few weeks over the pre-pandemic 

levels. A lot of that is from streaming. But it's the same company. So, these companies want to actually sell their 

ads and fill it whether it be streaming or broadcast. Only Nielsen can build a single metric to do that. 

 

Then there are streaming-only platforms who want to participate in that pie. And the only way they can do that is 

to be measured in the same way. So, this ability to do omni-channel measurement as the consumer becomes 

omni-channel is something that Nielsen can uniquely do. So, it's not tied to its original platform. We've evolved a 

lot and we continue to evolve to do that. 

 

I'd say the second part is that most people know the measurement side more than the attribution side. But we've 

got a pretty healthy business in doing outcomes and actually understanding what happen when you advertise, 

and all that attribution of outcomes is going to be really important as it becomes part of the contract as it – I don't 

know that it's necessarily currency, but as it becomes an important metric to modify the currencies and outcome, 

that's going to be helpful as well. So, there's a lot of growth potential in the business, and the business is much 

more reflective of the modern consumer as opposed to being wed in the original consumer that we started with a 

couple of decades ago. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
So that makes sense to me. We could branch a couple different ways here. I think what I'd like to do is branch 

even further down this path of the Media segment in particular and the stress on your customers. And so, again, 

it's now emerging as the most popular Pigeonhole question, is something we're going to discuss anyway. 

Separate branch I want to come back to then is the separation itself and the [indiscernible] (12:56) the capital 

structure and all of that, so... 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Good. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
I'm going to choose the Media segment business past at the moment. So, you already have started the answer to 

this question, David, but I really do want to, at the risk of being a little bit redundant here, drive at home because 

it's still here in Pigeonhole and is a question I get every time I talk to investor. We look a lot of your traditional big 
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media customers; seem to be under various degrees of stress. Not so – yes, right now, but just more generally in 

a world of linear TV, declines in viewership, cord cutting. And so, the question is, geez, that still is the biggest part 

of Nielsen's revenue base, those customers seemed to be under severe stress. What does that mean for 

Nielsen? How can Nielsen possibly grow and continue to get paid by those customers given their circumstance? 

So, you already answered that a little bit. But I want to make sure we actually ask that specific question and hear 

the specific way you would respond to investors who had that concern. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. And listen, we provide a service, I measure how well we're helping our clients become more profitable and 

drive their own growth because I think that's the only way you sustain the business. What I would say is most of 

our – what would have been the broadcast customers, most channels, most cable channels, most broadcast 

channels, see the same thing. Most of them have DTC businesses, most of them have streaming businesses, 

most of them have on-demand services. Certainly, the cable platforms that carry them have also evolved, and 

that continues. So, they all need information about what's going on in order to compete, make sure they're 

tracking the right audience and, quite honestly, they need to be able to monetize that audience regardless of 

which platform they were consumed on. 

 

So, we are absolutely renewing our relationships with these companies. These subscriptions tend to be multi-

year, and these subscriptions do continue to have escalators built in because we and they commit that our 

product roadmaps are going to continue to add value as their business changes. And so, this is happening. And 

even the conversations we're having right now in 2020 for the next few years for those who renew this year, I 

would say nobody's backed away from that. In fact, they're accelerating their movement to using more platforms. 

 

I do think it's been important that our product has shifted, and a lot of what I've been working on beneath the 

surface is making sure that this is all on one platform so that it's easier to have this monetization shift. But I think 

most – anybody in the media business today has a streaming first model, including Nielsen. So, that's how I think 

we're making a difference to the core media sellers. We're also adding a lot of value in media buyers who have 

just a cacophony of different ways to buy. I think they also want simplicity. They need to get it down to some 

basics that work consistently across all the different places they're buying. And so, we're working well with the 

agencies and the big advertisers and associations like the Association of National Advertisers or the Federation of 

Global Advertisers to make sure that we're helping everybody get to a trusted transparent way of managing their 

advertising even as it gets more complicated. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
A somewhat particular but recurring question around the same issue is, there has been some consolidation 

amongst some of your traditional big media customers. A lot of investors expect there might be more 

consolidation. What does that mean to Nielsen to the extent your customers might have consolidated and might 

be expected to have a little bit more of that as the future goes on? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. Well, first of all, our value to them is across that whole business. So, as long as they're consolidating in the 

interest of growth, they need Nielsen more. So, it's not like there's leverage from a lot of consolidation. People are 

always going to have that conversation. But, I think we're pretty good about explaining, demonstrating, and 

defending our value as things come together, and a lot of our pricing is actually on a property basis. So, as things 
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consolidate, we're fine with that. You've always got a risk of some long tail channels being dropped off because 

people are distributing that entirely in a different way. And that's – we're okay as long as they're doing some digital 

distribution and we continue to provide value. 

 

But I'd say, by and large, it's not a trend that concerns us. In some ways, what I like about the consolidation is it's 

causing there to be some balance so that the big tech is not really driven by a couple of sort of Internet platforms, 

but actually we've got big tech in more players. And some of the consolidation is also then distributors buying 

content, and that's created all sorts of new opportunities, and good for us to partner on new innovation with those 

players. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
So, I want to ask a quick question on local TV specifically, a quick one on audio. Linda, I'd like to get into the 

operating margin side of all this part of the equation as well. So, that's sort of a preview I would like to go. On local 

TV in particular, interesting to try and figure out as an outsider because it seems like from your statements in your 

earnings events with investors, at the moment, revenue, as you define it, for local television, I believe, is running 

negative year-over-year. On the other hand, you've had – it seems like a number of renewables, you gained a – 

Nexstar is a customer which hadn't been a customer for a long, long time. So, trying to – it's actually sort of hard 

to marry those together. It seems like you're renewing. You're saying you're renewing with escalators. I don't know 

the exact timing on that in local. You have this big new customer in Nexstar, and yet your revenue is negative it 

seems. How do you reconcile that? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So – and we're not ready to do a long-term guidance today, but there are cycles, right? So, as you add 

folks, there's a ramp-up period and there's – there are some things that are renewed and add back. So, clearly, I 

think the local industry went through a period – or did experiment with added solutions. I would say what's really 

happened is consolidation. Fewer big local players like Nexstar that are actually focused on differentiation has 

been good for us because as they come back, as they try to build new products, as they try to add digital, as they 

try to combine their local properties into also some regional and national sales, all of that requires Nielsen. So, it's 

helped us. 

 

But we're going through a cycle. I don't project a long-term secular negative decline on local. I believe we're 

stabilizing as the industry has gotten healthier, and I think that most local stations, they're in the hands of some 

really good operators who are innovating. And when people are innovating, it favors Nielsen. When you're just 

cost cutting, people try all sorts of things for a while. And so, I do feel we're turning – we've turned a corner in 

local. But it's going to happen over years. It's not going to be all here in 2020. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Yeah. You talked about long-term cycles, a great segue to just a super quick hit, if you don't mind, on the audio 

business, more from this observation that I often hear from investors frankly as well, which is, correct me if I'm 

wrong, but I think we believe the Audio business, on a revenue basis, have been more or less flat for Nielsen for a 

couple of years. Your local TV had been up, maybe it's down, maybe there's some timing involved with that. Then 

we see your national TV business which I think we believe is growing stronger than that. 
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Is it – [indiscernible] (21:35) observed, well, maybe that tells us something about the future, where this all is 

headed. Terrestrial radio, your core audio customers are in a certain place, and your business there is flat. Local 

TV is headed a certain place, your business there was up, now it's down. We'll see. National TV seems to be the 

last thing holding on. Some people say, well, we can see where that's headed, just look at Audio. I mean, that – 

do you think that there are differences in those markets that make it an unfair comparison or just specifically we 

should think out about what we can learn across those different platforms for your business? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So, I think what you have to look at is, are they – do they have the opportunity to innovate and grow in 

additional areas and are we helping with those areas? So, local largely relies on other people's programming. The 

program – it's a distribution. It's a local broadcaster, local news matters. And right now, local news has done an 

extraordinary job of rebuilding audience during the pandemic. So, it's got its moment, and we'll see how that 

audience sticks over time, but it's there. But I'd say the real innovation has to come from digital and other formats. 

 

When you get to national, these are producers of shows, these are owners of content, these are producers of 

sports events. So, I think you've got a much broader range of content, and content players have a lot of 

opportunities to monetize on the different platforms. So, us working with those companies across all the different 

ways they can grow to take advantage of new platforms, we have a lot more to do with them. As I said before, I 

think the trick with the other segments is getting the folks who innovate. And some audio companies are 

innovating more than others. It tends to come with scale. Some local TV owners are innovating more than others. 

Where folks are innovating, I think Nielsen has a lot more to offer. If they're just managing the business as it is, 

yeah, then you end up with not as many opportunities to grow. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Linda, I almost feel guilty for doing this. It's like – I'm not sure it's fair to always turn to the CFO when now you're 

turning this more to the cost side because that – I mean, that right – be the right thing to do, but I'm going to do it 

anyway. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
We're a team on the cost side, but she... 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Well, you're a team on the – I'm sure you're a team on the revenue side as well, right? So, I don't know. I'll do it 

anyway. So, when we think about the opportunities that David has laid out to help serve your customers and 

therefore grow, a lot of that also require some investment, I would imagine. On the other hand, you'd like to 

believe that any revenue growth or a cost action could lead to earnings delivery. So, I'm not really asking you to 

reiterate or change your guidance, but more just to comment on the balance between investments required to 

pursue the opportunity, as David is saying, and how you make those tradeoffs between the need to deliver 
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earnings and cash flow to your investors. And I know you – with a fresh set of eyes relatively, how are you 

assessing that tradeoff? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, I think it's an opportunity for us to be a little bit more disciplined. And I will say, never waste a good 

crisis. Even over the past 90 days, we have become more disciplined as we've thought about tradeoffs that we 

needed to make in response to a little bit of pressure that we've had on the top line revenue. So, you'll recall when 

we released Q1 earnings, we talked about temporary cost measures, so pulled some of the low-hanging fruits, 

some of the easier levers to pull, and that will give us $200 million in cost savings this year. But we are also 

looking at permanent cost takeout as well. 

 

And in fact, when we updated our guidance on the Q1 call, we raised our EBITDA margins up from what we had 

given at the end of February, up to 28.5% to 29.5% margins, which is the mix of both the Connect and the Media 

business. But we feel good about that. So, despite the pressure that we were having on revenue, we took out 

temporary cost savings and our in-flight on permanent cost takeout as well. That caused us to be comfortable 

enough to increase the margins when we updated our guidance on the Q1 call. 

 

So, I think that shows that we are going to be more thoughtful, more disciplined, and then I think the other 

opportunity, Todd, is going to be on CapEx and thinking about more disciplined process as we decide where 

we're going to prioritize our investments. And that is something that I kind of aligned with David on even before I 

came onboard, and he agreed that that would be a good focus area. So, I think it will be a process; and certainly, 

with the dislocation that we've all experienced that has us sitting at home today, it's a bit of a distraction, but I 

think the business has proven to be very focused. 

 

And the ability to broaden our – expand our margins as we refresh the guidance is a good indicator of what you 

can expect more of and, I think, consistent with the growth plan that the company had put out there back in the 

November timeframe, which was all premised on a higher level of cash conversion and revenue growth and 

margin expansion. And we stayed true to that, and we just would use this crisis as an opportunity to be more 

disciplined about it on a go-forward basis. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
So, questions about the split in capital structure moving their way up the ranks here. So, I promise I see that and I 

want to get to that and we will. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
We'll wait. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Can I maybe wrap up the Media segment focus discussion? I don't want to leave that without sort of maybe 

capstoning it with this sort of question which is a little bit in Pigeonhole and sort of just in the atmosphere, which is 

you talked a bunch about, both of you, and David in particular, about Nielsen becoming as integral and vital in the 

streaming world as it was in a -perceived to be in the linear world. 
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The question is, so how – what do you to make that happen and do you have the resources to make it take? So, 

is this something that needs – that Nielsen needs in terms of assets or skills or people or investment that is 

missing, that you have a plan for? Is it stuff that Nielsen is already doing and we just don't know about it, or it just 

needs to be better integrated in the market? Is it some combination of all that? How are we going to wake up one 

day and realize, wow, Nielsen is as integrated and as essential as you said to the streaming world as we used to 

think of it to linear TV? How do we get to that? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Well, listen, every phase is a little different, but I want to remind people that we evolved the currency from – and I 

was in the advertising business at the time – from a live ad to a C3 ad, so three days later to seven days 

[indiscernible] (29:12) C7. That was largely from the DVR. The DVR was the predecessor of streaming. This was 

largely, people recorded it, they watched it later, the ad came with it, then we had to make sure we understood if 

people were fast-forwarding through it. That got solved, and that got solved technically first, and then the industry 

had to come together so that the advertisers and the agencies and the sellers agreed on how the currency would 

work from what was preliminary streaming on a DVR. 

 

Technologically, it is streaming. So, it's just easier than now when you can get everything everywhere all the time. 

So, I can forward to today and say, how do you get to sort of a modern currency that works with most content 

being on demand, how do you make it easy to price depending on when that's watched if there is a difference. 

Obviously, in things like sports, live events, we'll always have a premium. 

 

So, the first part is to be able to measure it. I think we have done a very good job technically on that. I think the 

streaming meter is proving to be quite efficacious and the ability to match the panel with big data is helping, so 

that most streaming players are using us today to know what people are watching on most of their shows. I want 

to scale that up. I think it needs to be bigger. I think it needs to be in more countries. There is investment that is 

part of the capital plan to put those meters in more homes. 

 

And I think the good news about those meters is that we have proven to ourselves we can recruit over the phone 

or online, we can ship them a meter, they can install it themselves, we don't have to be in the house. So that was 

a big innovation, which, quite honestly, got moved forward from 2021 and 2022 into 2020 because we had to do 

it, given what's going on. 

 

So, I feel like we know how to do it. There is now an industry move to get agreement on how this is going to work. 

And there, I would say the advertisers are driving towards this. So, both the World Federation of Advertisers, and 

in America, the Association of National Advertisers, are really focused on omni-channel measurement, really 

focused on this, and we're partnering closely with them, and they want the ability to buy and you have it fulfilled 

through all these different platforms. 

 

I think the sellers are also building their systems. And so, I think there's a little evolution, but honestly, I think a 

good chunk of it is going to happen in this upfront season happening right now. We're in a very different world. 

People have to be creative. And quite honestly, the things we knew are changed. Is the fall schedule going to be 

exactly the same? Probably not. A lot of things are not going to get produced. When is live sports coming back, 

which has also been a big part of broadcast upfront. Live sports are going to be different for a while, right? The 

Olympics hopefully will happen in the summer of 2021. 

 

So I would say as all that gets settled, you end up with a need for omni-channel measurement. And when you get 

to omni-channel measurement, Nielsen has a super big advantage versus any other methodology because there 
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isn't anybody else who can cover the whole thing. So to me, this evolution of the currency, we've seen it before 

and I would say C3 and C7 lagged a couple years behind the technology. I was kind of planning on the same 

here. It could be faster because of the environment we're in. And certainly, when I'm not doing this call, a lot of 

what I'm spending my time on is to get people in alignment on the currency sooner versus later. 

 

The other advantage of this time is because it's streaming-first, our ability to take that tech to more countries 

around the world is a lot easier. You don't have to join an industry commission, all the stuff that kind of exists in 

the past. It's a little different from country to country, but the Nielsen technology is being adopted more globally. 

And so, I do believe we've got a lot of growth potential in media outside the United States in a streaming-first 

model because this is not an American situation. The world needs omni-channel measurement. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Terrific. Okay. Let me see if I can – thank you – advance and make sure we pay justice to lots of other things we 

could talk about. The most popular one per the audience seems to be the split in capital structure. So, let me see 

if I can combine this into a couple of thoughts. Sort of to both of you, I don't know who wants to take what. I guess 

I'll let you guys figure that out. Let me frame it this way, right? So we understand, even from your earlier remarks, 

I think, David, when you talked about joining the company, the logic for proposing that this should be two 

companies, not one. So we can debate that, but we understand that logic. 

 

So understanding that logic, now, what do we do? I would say that the actual cash cost to accomplish this 

separation is not insignificant it seems. I think you've said $300 million to $400 million. So, that's a real expense 

for a company the size of Nielsen. The current environment has put more particular pressure on your business, 

particularly if you are ready to connect business at this time, at least from what we're seeing. And given the 

leverage you carry, that means you're going to have to capitalize these companies maybe at the outset with even 

more leverage than you ideally would wish. 

 

And so, I guess the question is, is it still worth it, given what is going to take and what is going to cost and the 

leverage profile at this moment in time, to keep moving forward on this? And if the answer is yes, what will the 

capital structure kind of look like, given what you know at the time, what should we expect and what do you wish it 

– where do you – where should it be? What is the optimal capital structure if you can set that in an ideal world for 

this company? 

 

I know that's a lot of questions. I'm trying to actually consolidate multiple questions in here. So, is the split worth 

it? What will the leverage look like, given where we sit? And what would be the optimal capital structure for the 

company? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Well, I'm going to start with is it worth it, and then, I think Linda has been doing a lot of work with a lot of folks on 

the capital structure, and also just, I think, the sustainability about this. And so, I'm going to let her cover that part. 

 

Certainly – first, I want to be clear. We're doing everything we can to manage the separation cost. We're 

negotiating each and every one of those agreements. A lot of that cost is technical. Software vendors are not 

always so easy to work with in a separation, but we're making progress. And so, I'm not going to change that 

target, but I'm certainly going to say it's at the higher end of where I want it to be, and we're working on that 

because you do want to make sure we don't spend any shareholder money unnecessarily. And then, there are 

some tax things we're trying to solve. And part of the reason this is taking a little longer is we – in order to do that, 
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we need the tax authorities to actually talk to us. And in some countries, that's a little hard right now, as they're 

closed. So, we're going to work on all that part. 

 

But even with the projections, it is worth it in terms of having two companies that can focus on their end markets 

actually have to have different cultures, have different margin structures. They've got different focus class and 

different competitive environments and different roles. So, I absolutely believe both companies will perform better 

independently. 

 

We're getting some value on that already because we are largely operationally separate today. We made a lot of 

progress on that in the last several months. The new CEO and the team he's put together in Connect is 

performing quite well and very focused on the culture they need to add. So, I think we're seeing some operational 

benefit, but we're not reconsidering the decision. We continue to believe it is the right decision to operate these as 

two independent companies that are capitalized differently, but some shared in investors, and perhaps, some 

different investors. 

 

So with that, Linda, you might want to take the rest of the capital structure questions. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, our – I think David summed up the business perspective very well. Even when we talked about some of 

our cost takeout on our Q1 earnings call, some of that is very much focused on resource allocation to each of 

Media and Connect. And so, we are trying to make sure that we're optimizing the footprints and using this 

opportunity to evaluate permanent cost takeout with that and insight, and also, for each of the two companies with 

a focus on margin expansion, with a focus on cash generation. So, that's very much top of mind for us. 

 

As we think about leverage, we would expect Connect to start roughly in the 2.5 times range, and then, over time, 

normalize more to 2 times, 2.5 times leverage. Starting Connect at about 2.5 times levered will mean that Media 

starts off at 5 times levered at the point of separation, but we would expect for Media to get closer to 3 times, 3.5 

times over time. So, that's really the way we're thinking about it. And we've thought about that in relation to the 

margin profiles of the two respective companies and what makes sense from a cash generation perspective, and 

therefore, the ability to service debt. 

 

And so, we're pretty comfortable with those ranges and we think that that's what's going to make sense. As we 

move closer to separation, we would envision updating our perspectives on that, and we would also envision 

closer to our separation date, having an Investor Day and providing even more insights with regard to the margin 

profile of the two companies and much more transparency along those lines. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Great. So understanding that a lot of that detail, as you said, will be forthcoming, and also understanding that you 

had a CEO of the Connect business, who is not part of this call, so I know you can't speak for him, either one of 

you, but right now, he is still part of the Nielsen Company. Can I at least just touch on that, like maybe... 

 

[indiscernible] (39:57) 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
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Trust me. I'm still the CEO of both companies and – of the holding company. David and I talk every day. And so, 

I'm glad to talk about Connect. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Great. Well, I mean – so, maybe I'll just let you free form a little bit on what you would like to register that investors 

should know about Connect. But the way I would pose the question is even with some recent filings as part of this 

operation, we learned that in recent times, Connect business's free cash flow was actually kind of zero. So, the 

question is I'm sure you want to make a greater than zero, and so, how do we get there? And is it more about 

revenue growth? And if so, like where, or is it more about cost out, or is about both? How – what are – again, 

we're not asking for guidance. I know you can't give guidance. But what are the levers to pull and given some 

confidence that you might have in getting that business back much closer to where I know you believe it should 

be? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. Listen, and we did give guidance on the last call. So, we're operating against that. And we – it certainly will 

be a cash-generating company, taking advantage of it, I think, really essential role it plays in the FMCG market. 

 

What are the levers? First of all, there are certainly cost and focus levers. Part of the decision to separating the 

two companies was important because some things were just opaque. Outside the US, things were kind of 

melded together into one P&L. The Media margins might have offset some of the Connect margins, and some 

investment might not have been managed as tightly as they needed to, and some parts of the organization were 

probably not rightsized. And I think we have done some of that analysis before we hired David. He knew it 

because he was on the board. And I think he came in with a real focus to simplify his organization to be really 

clear what we do on retail intelligence, what we do on e-commerce and individual household intelligence, what we 

do in analytics. 

 

And so, I think it's not just cost reduction. It's streamlining and focusing on core businesses and not carrying a 

bunch of costs for non-core businesses that are going to help us. So, I would say, it's going to be a leaner 

organization and a more focused one. And I think some of what's going on right now, if some of the short-term 

projects were cancelled [ph] proving the (42:33) air cover to actually make some changes, and we're intending to 

make as many permanent changes as possible versus just have these be furloughed. So, we want to be very 

thoughtful about our people. This is a tough environment, but we're certainly working to get the cost structure in 

line with a more healthy Connect business going forward. 

 

I think, secondly, there is revenue growth, and certainly, pricing leverage by adding more value to the product. 

And there was a lot of work done on sort of the core connected platform, but the next level, what are those 

applications that really help you use that Connect data to make pricing decisions, to make inventory decisions. 

Certainly, right now, to make mixed decisions between physical store and e-commerce, how to optimize your e-

commerce opportunity is a big deal for a lot of retailers right now, and the Connect data is proving to be quite 

important to that to really understand what's going on. So, I would say there are some very focused product 

innovation. 

 

And the other, on e-commerce, there are certainly some on analytics. And then, David is also very excited about a 

lot of smaller manufacturers, which historically weren't well served by Nielsen, which had a heavy high-touch 

service model. As the technology improves and you can actually make it more of a self-serve model, that opens 
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up Nielsen to be more relevant to a lot of mid-sized retailers and a lot of small and mid-sized manufacturers which 

are growing. And so, I think there's new customer growth as well on the Nielsen platform. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Todd, one thing I would just point out, the Form 10 filing was a very meaningful milestone as it relates to a lengthy 

journey to get to separation. Connect is a very global business, and Media outside of the US had been riding on 

the rails of the Connect business, and so important to do that separation. And as David alluded, it's a little bit 

more difficult when we have so many countries around the world that are in lockdown mode, in shutdown mode, 

and so much of the separation does require some government approvals and consultations and the like. And so, 

the governments need to be in business for us to advance it. But we did file the Form 10 shortly after we released 

earnings. 

 

The thing I would point out about the Form 10, huge milestone, but it's a unique basis of accounting. It's a carve-

out basis of accounting. And so, the results that you see and the EBITDA that you see in the Form 10 is on that 

carve-out basis. Over time, we'll be providing pro formas that will actually be more insightful. But, as it relates to 

the Form 10 filing you're required to use the carve-out method, which has more relevance to underlying drivers 

that can be audited by the firm that's auditing, and it's not necessarily the way you would expect the business to 

look on a go-forward basis. 

 

So, in due course, we'll get pro formas pulled together and then that would be more insightful about the business. 

And then certainly, as I referenced earlier, in advance of the separation, we do have in mind doing an Investor 

Day and you would see more of that managerial view at that point in time. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC Q 
Got it. Thank you, both. Listen, I'm looking at the clock and I've got to keep everybody on time. I see a few more 

Pigeonhole questions. But I think I need to go to an even more bigger mandate, which is to sort of wrap this up. 

So, I have to wrap this up. And so, I need to ask the unifying question, which I will do now. 

 

And then, for those of you on the audience listening, I'll just remind you in case you sign off quickly, please, as 

you're signing off, if you got two seconds, click on that Procensus survey link, just share your thoughts. Everybody 

benefits, mostly you. It's anonymous. It only takes a few seconds. So, please, if you don't mind doing that, that 

would be fantastic. 

 

All right. So, here is – we tried to pull this theme together for the conference. Every analyst is trying to ask every 

CEO or CFO this question. So, here it comes, and I'm going to read it. So David, Linda, as you think through and 

beyond the pandemic, how would you expect your priorities to shift, especially as it relate to cutting costs or 

increasing levels of investment? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Linda, you can go first. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
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Yeah. We've actually already touched on some of this. A lot of what we've been evaluating from a permanent cost 

takeout perspective are things that, in fact, were already on the road map of the strategy of both the Media and 

the Connect business. So, it was really more acceleration of the timing on that. And I think something that's really 

good in that is it showed the agility of the workforce to embrace that, recognize that we really did need to bring 

forward some of those actions, and that's what we're executing on right now, which I just think really shows well 

for our global colleagues and the situation that the company is faced with, as so many companies around the 

world are. So, I think that the grittiness and the tough is really good with regard to moving forward showing that 

agility. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yes. If I could add to that, I think that we want to make fewer, bigger investments. So, I think what's been good 

about – nothing great about the lives that are lost in this disruption, but it did force us to really decide what's the 

future of our industry, where do we have the most value, what do we have to protect, and what quite honestly can 

we live without, and there's a lot we can live without, and I don't want, post-pandemic, to lose that. I want to stay 

with this level of just obsession with what really matters. The things we were talking about, omni-channel 

measurement, true attributions so that you take the waste out of advertising, global scale. The rest we can live 

without. 

 

And so, I think on one hand, that doesn't mean we're going to cut costs, and we're going to keep costs out from 

the things that were nice to have, but I'm not going to put that all in the bottom line. Some of that is going under 

the investment of what's core in aggregate. I expect us to have less CapEx because we're going to be more 

efficient. But I think this is really about truly focusing on what really matters. And I think it's been a great gift of 

forces to do this. I don't want to lose it post-pandemic. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC 

Thank you, both, for all of the thoughts you've shared with us for the past hour. I do need to call this to a close 

because people have another place to be. So, I will just wrap up by saying this. Again, please take the Procensus 

quick poll, if you don't mind. 

 

For those of you in the audience, I think I've tried to get most of the Pigeonhole questions. I did not get all of them, 

but I don't know who asked them because it's anonymous. If you asked a question and didn't feel like we got to it, 

then please just e-mail it to me or e-mail it to Nielsen, the IR team. That's what we do for a living. And so, we'll try 

and answer it that way. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc 

For sure. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC 

And if this spurs some new questions, ask us those. That's what we're here for. I thank everybody for joining us 

out there in the atmosphere, and hopefully, it's been a productive day across the board. David, Linda, thank you 

so much for dealing with this environment and being so amenable and sharing everything that's good. 
 .....................................................................................................................................................................................................................................................................  
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David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc 

Glad to be here. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc 

Thank you. 
 .....................................................................................................................................................................................................................................................................  

Todd Juenger 
Analyst, Sanford C. Bernstein & Co. LLC 

Bye-bye. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc 

Bye. 
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