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MANAGEMENT DISCUSSION SECTION 
 

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. 

Hi. It's Jeff Meuler, Baird's Information and Education Solutions Analyst. Thank you for joining us for Day One of 

our First Virtual Consumer, Tech and Services Conference. Very pleased to kick things off this morning with 

Nielsen, which is the leading consumer information solutions company and the authority on media consumption 

and consumer packaged goods market share. And for anyone newer to the company, Nielsen is in the process of 

separating the two businesses by spinning off its Connect business. That's the CPG and retailer business into a 

standalone publicly-traded company. 

 

With us today for the webcast from Nielsen are Linda Zukauckas, who joined the company as CFO earlier this 

year. Prior to joining Nielsen, she was EVP and Deputy CFO of American Express. And then also with us from the 

company, a face many of you are familiar with, Sara Gubins, the SVP and Head of IR and Treasury. She's been 

at the company a little over three-and-a-half years, previously was a sell-side analyst that covered the company in 

the broader business services space. 

 

So, just to start, give a very quick company overview. But just anything that you can add for a brief company 

overview on what the company does and maybe a few financial highlights to size it up for those less familiar. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc 

Sure, Jeff. Thanks for having us today. We're very pleased to be a part of the conference, interesting times where 

we do these, sitting in front of our computers. For those who aren't as familiar with the company, Nielsen's a 95-

year-old measurement and analytics company, organized around two segments, our Global Media segment and 

also our Global Connect segment. 

 

Yeah. I'll start first with a little bit more color from Media perspective. As you referenced, very established trading 

currency across the media landscape and we have a growing global footprint that spreads across the $600 billion 
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or so advertising market. As we can all attest and witness and are experiencing, the media markets are changing 

rapidly, and we are investing in the future. Our focus is largely on cross-media measurement solutions, also 

predicting outcomes, and then furthering our global relevance. We are driving adoption and measurement and 

analytics and also leveraging an increasingly unified platform. Media is very scalable. It's largely a syndicated 

business and we have a very high level of recurring revenue and attractive margins. 

 

The other part of the business that you referenced, Jeff, that we're in the process of spinning off is the one that 

caters to fast-moving consumer goods and global retailers where we have critical market share measurement and 

analytics as we provide those services to the manufacturers and the retailers. Connect is the only provider with a 

truly global footprint, supporting the $7 trillion global grocery spend in markets around the world. We've been 

investing in the global connected platform and our retailer collaboration programs. And those investments have 

really strengthened our position around the world especially outside of the US. 

 

Stepping back and looking at the current environment, we are providing insightful services to essential industries. 

So, it's been a fascinating four months seeing all of this play out. As we think about those target industries that 

both the Media and the Connect businesses serve, they've largely remained open during the course of the 

COVID-19 crisis. So, in Media, news and entertainment has become even more important as consumers are 

staying at home and engagement levels are at new highs. And when behavior changes, it's important that our 

Nielsen data be served up to help understand that total audience and be in a position to measure all players in a 

market. And I think that just goes to reinforce the critical nature of our measurement and our analytics. 

 

From Connect business perspective, consumer behavior is obviously evolving rapidly, and it highlights the need 

for consumer measurement and the retailer analytics that our Connect business provides. The Connect business 

is the leading global e-commerce measurement provider with a presence in over 30 markets and very well 

positioned to capture the consumer behavior and the changes as we continue to serve these evolving needs. 

That business is very resilient. Overall, if we think about the businesses, 70% of our revenue is committed under 

existing agreements as we start the beginning of each year. 

 

So, it's a resilient business. We are seeing pressure from a COVID-19 perspective, and we incorporated that 

pressure into the 2020 revenue guidance that we provided on our earnings call at the end of April. The COVID-19 

pressure, I would say, is largely in the shorter cycle revenue in both the Media and the Connect businesses. And 

as we face these challenges around the world the pandemic has brought about, we've innovated rapidly, and 

we've been able to provide continuity of all of our critical business processes and doing so in a privacy-compliant 

manner and leveraging our own data assets. 

 

I will say the pace of innovation has definitely accelerated out of necessity in connection with the crisis. And we've 

been able to leverage a lot of the learnings that we've been experiencing to permanently change the way in 

which, I think, we'll operate in a post-pandemic world. Beyond the well-being of our employees, which has really 

been first and foremost for us over the past few months and weeks, I would say that profitability and liquidity are a 

couple of the key priorities that we've been focused on and you would have appreciated that from our April 

earnings call. We're well-capitalized and we have good financial flexibility, and we've looked at that flexibility over 

a range of different economic recovery scenarios. 

 

As a part of managing through this crisis, we definitely take a closer look at how we're managing costs, and how 

we're managing cash flow. We recently went into the debt markets, three or so weeks ago, and we're very 

pleased had very successful execution. We were looking to take out and get ahead of some October 2020 

maturities. We were able to do that, and in fact, upsized what we did in the debt markets by about 20%, which 

also helps us chip away at about a third of our 2021 maturities. And so, we are very pleased with that execution. 
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As you might have heard on our Q1 earnings call, we've also stepped up and have really been focused on 

aggressive cost actions. First and foremost, what we put color around in the Q1 call was temporary cost actions, 

all of which focused on our profitability and our cash flow. And the cost actions that we've already enacted 

enabled us when we gave the updated 2020 guidance ranges to improve our margins. 

 

The costs include about $200 million worth of temporary costs that we're taking, which if we see the headwinds 

from the situation put additional pressure on revenue, then we would look to keep those temporary measures in 

place for a longer period of time. And then the pandemic has really given us opportunities to find ways to become 

more efficient, more focused and we're using these learnings to help drive permanent cost savings as well. We're 

going after these aggressively. The business is resilient, and our business model has really enabled us to 

continue to invest in key strategic initiatives. 

 

The last thing I would comment on is what you referenced, Jeff, and that's our plan to separate and spin off our 

Global Connect business. The day that we closed our Term Loan B a few weeks ago, we also filed the [ph] Form 

10 (00:08:49). And so, that's a really significant milestone in that process and we're very excited about positioning 

both of the companies, the Media company and the Connect company, for success on a go-forward basis. 
 .....................................................................................................................................................................................................................................................................  
 

QUESTION AND ANSWER SECTION 
 

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
That's really helpful intro. Before I follow up on some of those questions, just anything else that – any other ways 

that you would say you're trying to add value to the company or for investors? Obviously, there's a lot about the 

attributes of the business that attracted you, but just how are you trying to add value? What attracts you to the 

opportunity from that perspective? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, I was – and I was and still am very excited to be a part of Nielsen and I feel like I've probably had an 

introduction to an even different Nielsen as a result of the pandemic. I was probably five-and-a-half weeks in the 

role when the stay-at-home orders were issued. And so, it has definitely been an interesting onboarding process. 

As I think about ways to help create value for the company, which I think is an important aspect of our role, I think 

it's really important that our finance colleagues be a key business partner to our global business leaders. And I 

think as I've come in and taken a look at that, I think there is an opportunity for us to perhaps be a bit more 

disciplined about how we are thinking about the allocation of resources within the company where we're investing; 

ensuring that we're focused on margin expansion, revenue growth, cash generation; and that there is rigor 

underlying all of the processes; and we're being as objective as possible as we think about the trade-offs across 

the various decisions that are really going to be critical to the future of the company. 

 

Coming in in the middle of a pandemic also gives you the opportunity to go through a bit of a re-planning process 

with the company. I started at the beginning of February. So, our 2020 plan was already well-settled; but with the 

pandemic and with the pressures we were going to see on topline revenue, it gave me an opportunity to get 

closer to both the Media and the Connect side of the business as we thought about what are the levers that we 

are going to pull that are going to help us mitigate the impact of that topline revenue impact of the COVID crisis. 
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I've been very impressed with the agility that I've seen in the business and the business leaders, also in the 

finance team; and it's really been a fascinating time to have joined the company and to have been able to, out of 

necessity, be able to partner so closely with the business leaders and, of course, with my global finance team. It's 

not the first time I've seen a crisis such as this coming out of financial services. The 2008 crisis was definitely a 

huge liquidity crunch in the financial services space, with that being a crisis borne out of capital markets. But this 

is an entirely different kind of crisis. It's a very global crisis. And I would say that the agility that the company has 

shown has really impressed me. And thus far, early days, this has been a far better experience than I what saw in 

the capital markets crisis in the 2008-2009 timeframe. So, I really feel that the company is well positioned to work 

through the challenges that globally companies are facing as we continue to navigate through this. 
 .....................................................................................................................................................................................................................................................................  

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
Okay. And I agree, one of the positive surprises to me when you reported was the margin outlook and just how 

strong they were in an environment with some revenue shortfalls. You said some of it was temporary, but you 

also referenced that there's some permanent cost saves or ways that you're doing things more efficiently, and 

then you also said the pace of innovation is accelerated in this environment. So, can you just go through on both 

of those fronts, the productivity and just the general innovation of product and how you're making them better? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, I would say that we've got good momentum on both the Media side of business and on the Connect 

side of the business. And our focus – and as we went through the re-planning process, our focus was on 

preserving margins and focusing on cash generation. And that was in part to preserve our investments because 

it's critical that we continue investing in the business. 

 

So, if I think about the cost savings and how that has enabled us to protect margins and to protect investing in the 

business, I guess what I would say is that some of the areas that are the higher areas of focus and the ones that I 

think will give rise to more permanent cost savings would include platform consolidations, especially sunsetting 

old platforms. It's a tough discipline and it's not a fun part. You want to move on to launching the new platforms 

and the new products and having those be more of a utility that is used broadly across the business. But equally, 

if not more important, is sunsetting the old platforms so that the quality of what we're investing is really directed 

toward where the businesses headed. So, those are few areas, continuing to rationalize and exit lower margin or 

less essential products and continuing to automate operations. 

 

I think even in the short term, innovating in the way in which we're operating is critically important, really thinking 

about our end-to-end processes. And it's been fascinating during this COVID crisis to see ways in which our 

businesses have innovated, pulling forward roadmaps that we plan to roll out over a matter of months, and at 

least doing beta tests in a matter of weeks, and then just the creativity. If I think about our field operations, they've 

found ways to be able to provide support to Nielsen families in a contactless basis, using proximity as a way in 

which to tap into a home Wi-Fi and that has worked very well. If I think about the Connect side of the business, 

store audits are being done telephonically, largely leveraging the strength of the relationships that our field 

auditors have on the Connect side of the business. Those auditors have been serving those retailers for long 

periods of time and the retailers, the manufacturers need the information. And it's been really good to see the 

resilience on the business model and the creative ways on which we've been able to continue aggregating data 

and delivering data throughout the crisis. 
 .....................................................................................................................................................................................................................................................................  
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Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
And then I do want to ask a bit more about COVID. But just first, I guess, just understanding the baseline and 

where you were marching towards prior to COVID. You have – and some of these predates you, but there was 

2020 guidance previous to that when you announced the planned spin, you gave some multiyear targets and it 

was all very consistent that 2020 would be below those multiyear targets. But I guess, what needs to happen for 

that multiyear acceleration to occur? Are there, I guess, identifiable products or catalysts or end market 

developments to point to to give investors confidence in the multiyear acceleration story? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, I think that we're focused on the key areas of investment. And as I referenced earlier, we do plan to 

continue to drive accelerated growth over time. I would say that it's a good point, Jeff, that the baseline is a bit 

different due to the COVID situation. But we're still targeting to get to mid-single digit annual revenue growth for 

Media and low-single digit growth for Connect. 

 

On the revenue side, I guess, I would say for Media from an Audience Measurement perspective, we still see 

solid growth over our total Audience Measurement solutions. As we called out, local TV measurement is seeing 

some pressure as we continue to work through some of the renewals. But we are very focused and we think we'll 

see that stabilize as we move forward with leveraging and more momentum on the transformation of local 

measurement that we largely went through last year. 

 

And then, in Plan/Optimize, we had expected organic revenue growth to accelerate in 2020, largely driven by 

some of the actions that we took in 2019 to improve our product and go-to-market strategy. But of course, 

COVID-19 has impacted some of the short-cycle revenue. 

 

As I think about Connect in Measure pre-COVID, we'd expected revenue to be roughly flat year-over-year. And 

then, we had worked through some of the 2018 competitive losses in that some of the first half of the year 

pressure that you were seeing, but positive renewal trends, and we won all of our major client renewals in the US 

in 2019. And what's really changed in 2019 is that we're seeing clients really excited about the transformation with 

the connected platform rollout. And I think our multiyear renewals have reflected this. 

 

On the Connect side from a Predict/Activate perspective, that's where you see a little bit more discretionary 

spend, but we're definitely seeing that that is going to be kind of a short-term setback is really the way we're 

looking at it. So, a lot of the comments that you reflected on were pre-COVID. And then, when we released our 

Q1 earnings, we gave a little bit more of the outlook and we factored into that outlook what we consider to be the 

effects from a COVID perspective. 

 

When I think about multiyear though, we're definitely focused on the Media side on continuing to invest in both 

streaming and linear with a real focus on cross-platform measurement, and then measuring and predicting 

outcomes especially on a global basis. And then in Connect, continuing to invest in the Global Connect platform, 

deepening the measurement in end consumer and strengthening our retailer relationships. 
 .....................................................................................................................................................................................................................................................................  

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
Okay. And is the – I understand there's some negative impacts on short-cycle revenue, but how are you viewing 

the COVID, I guess, as a potential catalyst for structural changes in the way that your clients do business? So, will 
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that drive adoption of some of these solutions or are there secular trends that get accelerated that are a negative 

for Nielsen? Just how do you think the end market changes as a result of the current environment? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, obviously, we need to ensure that everything that we're doing is guided by the end markets. I think I'll 

think about this a little bit first with Media. We measure video not just TV, and so new platforms really create an 

opportunity for us to even measure more. We're investing in digital measurement and streaming to ensure that 

we're aligning with where our clients are heading. The emergence of both subscription video on-demand and then 

ad-supported platforms is definitely what we're following, and we measure both of it. We measure all of it. And so 

we need to make sure that we're focused on that from an ads perspective and from a content perspective, and 

that's exactly what we're doing. 

 

COVID has no doubt increased the engagement of Media including the streaming platforms, and we'll continue to 

watch these consumer behaviors to understand is this the new norm or will there be a bit more reversion back to 

what we saw pre-COVID; but we've definitely, on the Media side, seen an accelerated shift in behavior. 

 

On the Connect side, the retail landscape is changing and definitely becoming more complex. It also probably 

represents the opportunity because clients are asking us to measure more and to help them think about following 

the consumer through all of this. E-commerce, specialty channels are our top areas of focus over on the Connect 

side of the business. And CPG and retailer needs, they want to understand the data. They want an omni-channel 

view of it. They really want to understand where the purchases are being made. And we are a leader in the e-

commerce measurement with a presence, for the Connect business, in over 30 markets from an e-commerce 

perspective. So, we're working with our clients to make sure that we're understanding these trends and these 

changes as they're playing out so dynamically and on such an accelerated basis I would say right now. 
 .....................................................................................................................................................................................................................................................................  

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
Okay. Can you put any numbers around some of the digital products for us? I feel like you kind of won the battle 

with digital ad ratings, but how big is that business for you now? How fast is it growing? And then, similarly on the 

content measurement side, just what does Nielsen have as rich as monetizable of a role in subscription-only, non-

ad-supported content measurement solution, or you just naturally monetize that less even in a world where there's 

a lot more options for content owners in terms where they decide to sell their content? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, I would say just speaking generically about digital, we have seen double-digit growth. And as you can 

appreciate, it's an increasingly growing part of our overall renewals, but we haven't really broken out the size of 

that. But digital streaming and cross platforms are all incredibly important for our clients. We're also very focused 

on privacy-compliant measurement, and independent measurement is key for the ecosystem. Advertisers are 

demanding it. And then – so, that's definitely our focus area and it's influencing where we're investing as well. And 

then we see the opportunity, I would say, on the content measurement side to see it continue to grow, especially 

as investments in content are continuing to increase. So, there's an opportunity with both ad-based video and 

then our streaming video services and the broader market around it. And we're ensuring that we're following the 

trends on both sides and that we're well positioned to invest with what is going to be most relevant near term and 

over the longer term and we're investing in all of that. 
 .....................................................................................................................................................................................................................................................................  
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Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
Okay. And then I got an investor e-mail question, and then I'll read. Can investors assume that if you can't deliver 

consistent volume growth by the first half of 2021, your programs for growth are not working? Service companies 

that grow can usually raise prices. What plans do you have for prices for your new programs? Will they be priced 

higher than existing programs? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, there's lots of questions in there, but what I would say is that a lot of our contracts are multiyear 

contracts and they typically have price escalators in them. And so, I wouldn't say that any one six-month annual 

cycle that plays out is going to have an immediate impact on what you would see in the way of business trends for 

us. Most of our business isn't really volume-based. From an ad hoc perspective, we do have a bit more 

concentration in analytics business. And as you can appreciate when we updated our guidance, some of the 

headwinds that we saw from a revenue perspective were related to the analytics business because that is a bit 

more discretionary or a bit more event-driven. And I would say that that's also the case as we think about the 

Connect business from a Predict/Activate perspective. But there's less direct cause and effect largely because of 

the multiyear nature of the contracts. 
 .....................................................................................................................................................................................................................................................................  

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
And then Linda, how do you think about kind of long-term margin opportunity either for the Media business or the 

businesses [ph] separately on total (00:26:03)? I guess, when I think back to the 2018 Investor Day, which also 

predates you, there was like all of these productivity and growth savings opportunities, but they haven't really 

created as much as I think we would have hoped, just given that there's also a need to invest to serve an evolving 

end market. So, how do you think about the balance of what the long-term margin opportunity is while there is this 

need to continue to invest? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So, I think it's a great question, and I would say that on the Media side of the business, we still think about 

margins consistent with what we've previously communicated. I can't look all the way back to 2018, but at least 

with regard to some of what was put out there last year as I think about medium term growth targets. And so, I 

would say on the Media side of the business, low- to mid-40s is still what we think makes sense. On the Connect 

side of the business, I think it's going to be more over a longer – medium to long term in the high-teens. And I 

think we're still comfortable with those general directional ranges. But margin expansion is definitely an 

opportunity for us. 

 

And as I think about productivity, as I think about restructuring, and as I think about the concept of never waste a 

crisis, that is very much the thinking, Jeff, that we've used as we've gone through this pandemic, and we've done 

a bit of what I will refer to as re-planning on for both of the businesses, critically focused on margin expansion, 

focused on cash generation, focused on preserving our investments for future revenue growth, and really 

ensuring that when we do temporary cost takeout, that, over time, that will come back in, but differentiating 

temporary cost takeout from permanent cost takeout. 

 

And we are very focused on the latter, and as we said on the Q1 earnings call, we do have some initiatives that 

are coming together that will drive permanent cost takeout, and you'll see an increasing amount of momentum. 
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And I am really of the opinion that we need to make sure that we take a particularly disciplined approach as it 

relates to permanent cost takeout and that those costs are permanently out. But we've got to make sure that 

we've got the right measurements in place, key metrics to be able to monitor that very, very aggressively. But 

we're very focused on it and the whole pandemic situation gave us a really nice opportunity to prioritize and pivot 

a little bit from the way in which we have historically approached productivity and restructuring. 
 .....................................................................................................................................................................................................................................................................  

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. Q 
And then maybe just in the last minute, anything else you'd say on cash conversion? You're currently operating 

below your intermediate term targets and you talk about the importance of cash generation, but besides improving 

margins, what are the other kind of key initiatives to get cash conversion up? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
I think over time – we're coming off of a period where we had invested heavily in the connected platform, and then 

on the Media side of the business, investing in the streaming and our ability to measure streaming. But we will 

need to focus on topline revenue growth. I would like to think that we can make our CapEx sweat a little bit more 

and ensure that the investments that we're making there are really directly correlated to revenue growth, and I 

think that too is an opportunity for an increased level of discipline. 

 

Overtime, Jeff, I'd also like to see the recurring restructurings that the company has typically had. I'd like to see 

those come down as well. And I would rather see you take a more focused broader approach to restructuring as 

opposed to the death by a thousand cuts approach. So, I think you should see restructuring coming down over 

the longer term and really just improving working capital, all the typical levers that you would expect to see. 

 

I would say, over time, I'd like to see our absolute level of CapEx moderate some and get closer to, let's say, a 

6% of revenue, down from an A, A+ that we've been running of late. But it's going to take some time to get there, 

but once again, I think it's an area where we can introduce more discipline and make sure that we're measuring 

our own outcomes as it relates to the effectiveness and that all should drive for higher cash conversion and we 

are still committed to the 50% target that we put out there and we do think it is achievable. We've got a path to get 

there. 
 .....................................................................................................................................................................................................................................................................  

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. 

Okay. Thank you, Linda. And that we're going to have to wrap it up there in terms of time. But thank you, Linda 

and Sara and for anyone that's listening in. Sara is an absolutely fantastic resource if you have follow-up 

questions. 

 

The next companies presenting, I'll be hosting TransUnion. We also have IServe Manpower, ICF International and 

there'll be four. But that will conclude Nielsen. Thank you both for your time today. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc 

Thanks, Jeff, and thanks to Baird. We appreciate it. 
 .....................................................................................................................................................................................................................................................................  
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Sara Gubins 
Senior Vice President-Investor Relations & Treasury, Nielsen Holdings Plc 

Thanks, Jeff. 
 .....................................................................................................................................................................................................................................................................  

Jeffrey P. Meuler 
Analyst, Robert W. Baird & Co., Inc. 

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

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc 

Bye. 
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