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MANAGEMENT DISCUSSION SECTION 
 

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC 

Hey, good afternoon, Londoners. Good morning here in New York. I'm Andrew Steinerman. Welcome to the 

London All Stars Conference, it's the Nielsen session. Nielsen has been with us in the London All Stars 

Conference for many years. So, we appreciate you joining here today. For those who don't know me, I'm Andrew 

Steinerman. I cover Business and Information Services for over 20 years here at JPMorgan. We're very proud 

today for hosting the CEO and CFO, David Kenny and Linda Zukauckas, as well as in the background is Sara 

Gubins, an IR from Nielsen. And we're going to have an open conversation. This is a fireside chat. People might 

know that David joined as CEO in December of 2018. Linda joined as CFO earlier this year in January. Surely, 

the biggest conversation is the upcoming split of the two segments as Media and Connect. Surely, Nielsen is a 

classic information services company that fits into our broader coverage. 

 

I'm going to start with questions and so this is a 45-minute session. At about 30 minutes or so, I'll pause to see if 

there's questions from the audience. I think you've been instructed how to send those questions, audience, and I'll 

get an e-mail. Also, [ph] Judah (00:01:17), so-called my Research Associate, will get an e-mail with the questions. 

So, we'll try to get to your questions as well. But let's start with David. 
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QUESTION AND ANSWER SECTION 
 

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
David, you've been with the company now about two years. And just to help us understand, one, what originally 

attracted you to the opportunity, and two, do you see all those opportunities ahead of you today? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah, good afternoon, Andrew. Thanks for having me. So when I was approached about the job two years ago, I 

was very excited because I knew the company as a client for over two decades, having been both a buyer and 

seller of advertising, a producer of media content. I understood that side and I also understood some of our 

Connect having worked in packaged goods. So, what attracted me is still true today, which is, the company is 

essential to both industries. 

 

The way the $600 billion ad market works is that it needs a currency that's trusted, that all the buyers of 

advertising know how many people saw an ad, how often they saw it, and they can correlate that with an 

outcome. Obviously, media is evolving to a lot of new platforms, streaming is far and away the fastest growth and 

big scale here. And there's a new need to make sure that there is a consistent currency, whether you're watching 

on a streaming signal or a broadcast signal, whether you've got an addressable ad or a mass ad, and there is no 

other company other than Nielsen that can actually pull all that together and help the buyers and sellers work in a 

constructive way. So, I'm very excited about it, and I'd say since I got there, I found new opportunities out of the 

Gracenote part of Nielsen with the content side. 

 

So that's the Media business. The Connect business also has tremendous potential. It is essential to everything 

that's sold in supermarkets and drugstores around the world. We're very active in 105 countries, and all the big 

global manufacturers depend on that data and all the local manufacturers depend on that data to understand their 

market share and understand how products are reaching end consumers. The separation is just because the two 

businesses have little to do with each other, but both have tremendous potential. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
So, could you give us an update on the separation? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Sure. So, we're very much on track. COVID did not deter us in any way. So, we're dividing the countries, the legal 

entities, the organization, and I feel very much on track. Operationally, we're testing now, but certainly early in 

2021, we'll be able to spin off Nielsen Connect as an independent publicly traded company. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Okay. So, the word you just used was the essential nature of both Media and Connect. Could you just drive a little 

bit deeper in what you mean by essential, do you feel like Nielsen's content is becoming more essential, or just 

let's say durably essential, explain to me why that word, essential, is so important to you? 
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David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. I mean, to me, the reason I say essential is, if Nielsen went away, would the market still operate? Would 

the economy and ecosystem still work? And in Media, it would be very hard, because Nielsen is the trusted third-

party validator of how many people watched a program, how often they saw an ad within the program, and 

through our own technology, but also increasingly working with others how did that relate to the outcomes. And 

that data is what allows in so many markets the market to trade because the buyers and sellers write their 

contracts using Nielsen as the currency to be able to validate what happened. 

 

What's interesting is as there becomes more ways to advertise and more media largely through streaming, but 

also people are increasingly watching on multiple devices at home and at work, and there is no other way to pull 

all that together. There have been a series of different metrics tried in different categories. Nielsen has played in 

most of those individually. But a lot of what I've done since I got here is to bring it together to one metric, to one 

currency, and we're hearing from both buyers and sellers that they want us to go faster on that. It's really 

important that whether you're buying on a streaming platform or whether you're buying a broadcast signal, you 

want to have a single metric of what's going on and really understand that audience in its true totality. 

 

So, I think there is no other way to understand the audience other than through Nielsen. It would take an 

insurmountable amount of investment for someone else to do that at this point. So, I do view it as quite essential. 

 

Similarly, in Connect, first of all, the end markets of Connect are essential. We saw even in a pandemic the one 

sector that didn't slow down was grocery stores and supermarkets, and drugstores, they all stayed open. People 

had to be fed. Our CPG clients continue to manufacture at full capacity to feed people and that continues to this 

day. And that whole world works because you've got Nielsen data. 

 

In some countries, there is an alternative, but in many countries, I think Nielsen is a clear standard, and certainly if 

you want to have a consistent way at looking at your business globally, Nielsen is the best solution for that. And 

then, I would also say Nielsen is becoming increasingly – when you're back to durability, increasingly important to 

those CPG clients with all the analytics we've begun to provide through software in a more scalable way on top of 

the basic market share metrics. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Thanks. So, I feel like Nielsen even before the separation is at a pretty interesting juncture. You've really kind of 

stepped up your cost savings initiatives, but are still kind of [indiscernible] (00:07:11) in investment in innovation, 

and particularly, let's talk about the Media side, like how do you know with all the cost savings going on that you're 

investing enough on the Media side? And then also, could you talk about the innovation on the Media side, the 

single platform, the automation, the data lakes, like all these all underway? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. Thank you for the question. So, first of all, it's – I don't think the problem was the volume of investment. I 

think the challenge to move quickly is to be focused and to be really clear what are the essential investments to 

deliver essential service. And certainly since I got here, on the Media side, I've been focusing to understand that. 

 

We used the pandemic to force us to make some tougher decisions, about the fact that we had different silos. We 

had three to four different ways of identifying households and individuals. We had more than one way of doing 
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attribution. These had all been built over time, some are acquired. And what we did was really build a zero-based 

architecture in as much as possible. If we do a function in the company, we do it once and share it. And quite 

honestly, I don't know that that would have been possible much before the last couple of years, because at the 

same time we put all of our data in one data lake and we took everything off from our own mainframe computers 

and data centers and moved to the public cloud. And that ability to reuse code, if you will, and reuse functions on 

the public cloud, it is a game changer for us. 

 

So, certainly, this has enabled us to, I think, take things that were done by people and automate them. It's also 

allowed us to take out redundancies. So, all the savings which are in the Media side, we're very much I think 

about just moving to a new business model. In no way am I walking away from our midterm growth targets that's 

driven by the end markets. Those haven't changed. I just think that we can get profitable all the more quickly, and 

quite honestly deliver a better return on our shareholder capital, because we're far more focused and efficient in 

what we're building. 

 

I think some of the same is being true in Connect. Connect is far more labor-intensive in the way it collects data. 

So, I think there is a road to go on automation. But I think Connect really tackled the spans and layers of its 

organization to become far more efficient in this latest restructuring. So, listen, I don't think any of us have enjoyed 

one minute of this pandemic, but it did give us the impetus to really start over and say if we were to rebuild 

Connect and Media today, how would we do it, and we're moving to that very quickly. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Okay. Could you go back, and obviously, you caught my attention when you're saying, hey, we have moved or will 

move to single platform, we either have or will take our stuff off the mainframes, David, I mean that's a big deal to 

take your stuff off the mainframes and put it in the public cloud, like how far along are we in moving to single 

platform, how far are we from weaning off of the mainframe? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
So, Media has largely moved the core audience measurement business to the platform. So, I would say that that 

is largely done. The organization and the projects and everything had been redesigned that way over the last six 

months, but a lot of the work was done in 2018 to be clear. But I feel we are absolutely on track with everything 

we measure on audience, whether it be digital broadcast, audio or video. So that's good. I think the outcomes 

part, where we connect our data to sort of what people buy and correlate advertising with purchases, I'd say we're 

about halfway done, and Gracenote was operated on a cloud platform from the time we acquired it. 

 

So, I feel we are – when I put all that together, we're 80% on the way through the process on the Media side. I 

think it's more nascent on the Connect side. The Connect platform is deployed in the United States but not around 

the world. So, the US business has come a long way and it's well past the 50% mark. The next project for David 

Rawlinson and his team in Connect is to get to a more unified platform around the world. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
So, is – going forward, is Media going to use mainframes? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
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No. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Really, that's impressive. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
No, it's – I know them well, but it's – I had some IBM experience before this, but it's – we don't need to. I think we 

have seen that we have the agility and scalability to do all of this on a public cloud and we're – moving audience 

measurement was the biggest chunk, it's a lot easier to now attach everything else to that. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Okay. So, tell me about streaming metrics. Obviously, we've been talking about streaming metrics in Nielsen for a 

very long time, and my question is two-fold. One, when will they be broadly syndicated, if ever, are they just really 

for the studios to negotiate with or are they going to be broadly syndicated? And two, are they integrated today 

into one syndicated measurement? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So, as you know, we had a digital ad rating on streaming, which is syndicated, and that methodology has 

improved because we used to do the identity in a close partnership with Facebook, we've now moved to 

something that's more of a consortium across the whole industry, so that we've got a unique Nielsen ID, and I feel 

like that's quite solid, and that tended – digital ad ratings tended to work when advertisers wanted Nielsen 

validation. And it was more of an opt-in basis and it stood on its own. 

 

The other methodology, Total Ad Ratings, is that a network, somebody who's got broadcast and streaming can 

actually measure their audience, whether people watched that show on the broadcast signal or whether they 

watched it on the Nielsen signal. And there has been a – and that's more syndicated and baked into currency, and 

I would say there's been a movement on even in this upfront that's finishing up now towards writing contracts in 

Total Ad Ratings, because most of the networks have sports, most of the networks also have entertainment that 

works across both broadcast and digital and they need that to happen. 

 

What's interesting to me is that even some of the pure-play platforms are seeing the value of Total Ad Ratings so 

that they can be comparable to television, and some of those because they were acquired, so to be at Fox and 

Pluto, at ViacomCBS, and certainly what's coming on Peacock and then Hulu and Disney. 

 

So, when I think very clearly that over the next couple of years we'll move to a true total ad rating and it won't be 

something that's stapled together from different methodologies. It'll be a single methodology. We are working 

closely with the Media Ratings Council in the United States to get that adopted. So, I feel quite good about that in 

the US. 

 

What I would also say outside the US, there is growing interest in this. So, you may have seen that we just won 

the – the ratings assignment for Denmark and the reason they made a change and these are big changes if a 

country changes its rating system, and the reason they've made the change was because of Total Ad Ratings that 

both the buyers and sellers in that market want to have this integrated approach. 
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So, yeah, I think we are – it's been a while. I know it's been discussed, but I think we personally have to improve 

the product, and secondly, the market is now ready to really begin adopting an integrated currency. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. And so, you really just talked on the ad side. What about on streaming content side? I believe that most of 

your streaming measurement is being done for the studios, and so, will there be a streaming content side, not just 

the ad side that is syndicated? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Okay. So, look, actually, we're now deploying most of the streaming measurements done for advertising, but we 

do absolutely measure streaming for content and that has grown in importance as there has become more 

competition, right? So that when you just had Netflix, it has its own data. It was interesting to see how we 

measured it. But everybody including them care more now because you want to see what people are watching on 

Disney Plus, you want to see what they're watching on Netflix, you want to see what they're watching on Amazon 

Prime. And so, our ability to measure that content is key, and we do that both through the audience measurement 

but also following the content through Gracenote. 

 

I don't think it's the same in content as the currency yet, because I don't think the contracts between the 

producers of content and the platforms are dependent on measuring the audience, but it will happen to an extent, 

and I do think certainly the buyers and sellers have a lot more interest in what's working and not working and 

who's watching content and where. 

 

So, I would say for analytic purposes at the moment, it is still a syndicated product. There is some scale in that. I 

think that is far more nascent to be clear than the audience business. We are – we can derive it from the same 

dataset that data like I described before helps, because I don't have to do content ratings completely in a silo. I 

can use a lot of the data from Gracenote and the audience measurement to help make them a more robust 

metric. 

 

So, it's early days on the content side, but we certainly see growing interest and need for that data as folks are 

trying to understand their business models. Even [ph] in an unadvertised (00:17:09) subscription video-on-

demand business, you do want to watch each [ph] clip, you want to know (00:17:13) what people are watching on 

your platform and on others. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Of course. So, what just caught me a moment ago, David, was when you said, hey, when we're thinking about our 

measurements, we have to improve our measurements on a kind of a single, let's say, proposed currency basis, 

and but now the market is ready. So talk more about that. Are you saying that your product is now more 

embraced by the industry? Do they notice the enhancements, like how is the media industry's reaction to your 

product road map? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
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Yes. So, I'll take each of the components. I'd start with the advertisers, and the advertisers for years have been 

looking for a more holistic metric, and one that really does measure the audience wherever she is. And on a 

global basis through the World Federation of Advertisers in different countries, like in the United States it's the 

American Association of National Advertisers, there have been working groups on measurement, and we've been 

actively engaged with those. I personally have been engaged with some of those on Keynote in the ANA next 

week. And they're all excited that we're finally getting to this point. 

 

I think this year has made it even more important, because they all know that the audience shifted to streaming. I 

mean you've got in the over-55 crowd, streaming consumption more than doubled during the pandemic. You've 

got 30%, 40% growth by different markets in streaming. So, advertisers need to go where the audience is. So, 

they've been certainly excited to see us pulling this together so that they can manage their business consistently 

even with new media. 

 

So, they're pushing it. And then on the demand side, I think, as I said, not only the traditional clients who now 

have an increasing part of their business that's not broadcast, but also some of the pure plays, in fact most of the 

pure plays have also been embracing Nielsen as their currency, because I think everybody knows it's going to 

work much smarter to have one market for video. 

 

In the digital world, people remember when there wasn't a currency in display and then what happened is as you 

just began to add more and more ad units and make it up on volume and those of us who use web and mobile 

websites and new sites know that there is a lot of advertising there. That's not going to work in video. If you 

interrupt all the video with too many ads, it's just unwatchable. So keeping just some constraint on the supply, 

keeping just some sort of marketplace that is independently measured helps the whole industry work. So, I think 

there's just been a broad embracement – embracive of having a Nielsen currency that works consistently across 

streaming and broadcast, and these conversations have really heated up in 2020. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
All right. And so, you feel like the industry is more partnering with Nielsen in kind of recent months and year? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. [ph] And clearly, I see (00:20:24), I think Nielsen is partnering better with the industry. I think we've become 

more open. I think we've been embracing some industry forums to have discussion. Yesterday, I happened to be 

on a really big call with advertisers, agencies and networks around this exact topic. So, yeah, I think we're doing a 

good job convening the industry, and everybody is trying to solve this issue of how do we make sure we continue 

to measure this audience that's got so many more choices than she had before. And I think everybody has kind of 

come back to Nielsen as a really unique platform enrollment making that happen. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. But they also recognize the more recent evolution of Nielsen, too. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. I think so. I think it's – I think it feels different. And clearly, we're talking about process, there's also a big 

important methodology change that I don't know that some of the investors here would understand. Historically, 
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Nielsen was very much viewed as a panel-based company. We had a panel of hundreds of thousands of people 

who let us track what they watched on TV with equipment that's attached to us, and we still do that and I think 

that's quite important. But we now have so many big datasets, datasets that come from cable and the satellite 

companies, datasets that come from streaming platforms that they also share with us, so that we actually have a 

methodology that uses a lot of big data and then the panel corrects that. The panel makes sure there isn't bias. 

The panel makes sure that we validated it with real people. But I think this – having everything dependent on the 

panel size versus panel being used as part of a big data infrastructure has been a very different change in 

methodology and has made it more resilient, if you will, to be able to do that. 

 

And I think a lot of that happened in the last 18 months as well, Andrew, and so that methodology change also 

has increased confidence and have more people wanting to, sort of, get their businesses on the Nielsen 

currency? 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Yeah. Turning to Nielsen Connect, you mentioned that that business meaning the end market CPG grocers 

they've been busy March till now and surely in demand, is it surprising to you that their spend with Nielsen, has it 

been more even on their discretionary side, do you would think kind of data and research would be analytics, 

would be very important to an industry that's under change, but in good demand. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. Listen there certainly is opportunity. I think the challenge – first of all the challenge for Connect has been in 

emerging markets. There still is a certain amount of data that's collected in the field with people who actually go to 

the stores and of course that hasn't been safe. You don't want people going who don't need to. So that I think is 

limited what can be done. 

 

And quite honestly I think our clients have been really working hard to keep up with demand and to address their 

supply chains. But I do believe that they do need more analysis I do believe there is more Connect can do to help 

those clients, we're having those discussions now. But, yeah, I certainly [indiscernible] (00:23:44) as well to make 

sure we're serving our clients and getting them all the data they need to make the best decisions because even 

though they've been fully operational it's a new world, it's a new economic world, it's a new supply chain. There's 

a lot of new things that need to be figured out here in the CPG world and I think Nielsen Connect is a very unique 

window into all of that. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. And some things have normalized, people aren't stockpiling groceries anymore. So, we've all been in this 

COVID juncture for a while. So, my question is, do the CPG companies recognize what you're saying with Nielsen 

Connect that they – to manage their supply chain better, they need more analytics, they need to be [indiscernible] 

(00:24:30) more on the data that's available. So, when you talk about particularly kind of additional work with 

CPG, does it seem like they're receptive because they are keeping up at this thing, things have normalized at a 

good level for CPG companies in terms of just pandemic. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
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Yeah. Listen I think – we're having a lot of conversations with the CPG companies and the retailers. I mean I think 

the retail side is also trying to figure out pricing assortment; do they need less products with more volume in order 

to handle the demand? I think they're also really trying to understand how e-commerce and delivery services 

match store services, so they are absolutely looking at that. 

 

I think we listen to all of our clients' earnings calls, so we know their focus on and they're also focused on cost 

because they do expect to have some economic headwinds here even post COVID. So, what we need to do is 

make sure we're in front of them with simple, easy-to-use solutions to help them get to the bottom of that and so 

there's a lot of conversations underway and proposals for the rest of this year and going into 2021 to help them 

analytically. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Okay. And at this point I wanted to ask you about the Connect platform, how broadly is it being used by the 

industry as a platform for core measurement I know I know the platform has some point solutions, I mean the core 

measurement platform how broadly is it adopted by the industry? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. Listen as I said it's adopted in the United States. It's still getting ready to be rolled out in other parts of the 

world. In the US there are certainly dozens of companies and thousands of end users so it is scaling up. I think 

we've got to continue to drive that and as we renew accounts, certainly everything we're doing as we renew is to 

migrate clients to the Connect platform in the US and hopefully soon to be able to do that in some other markets 

as well. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. And the Connect platform is very competitive in the marketplace right? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. Listen I think it's – as clients have been comparing it, they felt quite good about Connect and certainly I 

think it provides them the agility and flexibility they've been wanting from us for a while. So yeah I think it's hunting 

well. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. How about the measurement of e-commerce for CPG companies and omni-channel meaning blending in 

both the e-commerce and traditional trade channel for CPG, where do you feel like Nielsen is now and then you 

could imagine my question is, is it syndicated? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So to do e-commerce you really need to understand the individual and the historic [ph] scan (00:27:28) 

market share data understands share at the store level which obviously isn't relevant in e-commerce and e-

commerce is market level and then individual level. 
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So it is a bit of pivot, we get at that with the Panel part of Nielsen, so that the Nielsen Consumer Panel Service 

which has been around for a while. I think there's been some work on reinventing it. It is certainly one of the 

projects that the Connect team have undertaken as to strengthen that. Is it a big disadvantage versus other 

alternatives? Not necessarily. I mean I think – but I think the whole industry needs better people-based, panel-

based solutions. 

 

The second thing to help understand what's going on in individuals is of course to understand loyalty. And earlier 

this year Connect announced the acquisition of Precima which does help it with loyalty and understanding sort of 

loyalty behaviors and what consumers are doing which I feel quite good about. I think it's got a great foundation 

between Precima and the Panel to have a better understanding of e-commerce behaviors as a part of how our 

clients understand their total market share and total audience or total consumer base. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. But is the home panel going to be the standard form, the measure of e-commerce at an individual level, or 

is there going to be another solution besides for the home panel? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Well. The other solution of course is when companies share their data and some of the big e-commerce platforms 

of course are sharing their data with Connect today. And that's helping as well and in some ways just as I talked 

before about the media panel, the consumer market share measurement on Connect will be very similar which is 

big data corrected by panel or enhanced by panel. And so that's where we're – but we are having increasingly 

good cooperative relationships with the big e-commerce platforms to understand what products are going through 

them as well. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. But you feel that there is an increasing willingness to contribute data from the big e-commerce players? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. It's happening. So we've made real progress this year on that. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Okay. So Linda I was hoping you could talk about the optimization plan, the goals of the plan [indiscernible] 

(00:29:57) lower performing businesses, how is that going and how do you know that – I think the comment was 

that it's not going to have much of an effect on EBITDA. So, how do you know that's not going to have much of an 

effect on EBITDA when you segment off businesses? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah. So thanks Andrew for the question. Let me back up a little bit and just provide a little bit of context as we 

thought about the optimization plan. We are very focused on really taking an objective view at the way in which 
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we operate around the world and really focused on efficiency and agility, not only from an operating model 

perspective, but also from an decisioning perspective. 

 

And quite the new set of leaders that were at the helm with regard to designing and then leading through this 

optimization plan, so both David and myself being relatively new to the company more so with me, less with him 

and then importantly David Rawlinson and Chandler Bigelow also on the Connect side of the business supported 

by the executive committees of both businesses and we really use the optimization plan as a catalyst to start 

driving some cultural change both with regard to the way in which we really focus on the efficiency of the 

operating model and then as I referenced quicker, more agile decisioning. 

 

So we started with basically a portfolio rationalization, and as you referenced, we have looked at non-core lower 

growth, lower margin and smaller businesses, markets products and really focused on transformation and 

structural cost take out of a very permanent nature. Recall we announced this on July 7th and it was preceded by 

temporary cost takeout that we announced in Q1 or when we announced our Q1 earnings in April. 

 

And this is truly permanent cost takeout and of a large enough scale to be impactful and I think that also is a bit of 

an evolution with regard to the way in which the company has done restructuring. I think the company has a good 

restructuring muscle, but it was done more on a smaller scale and on a recurring quarter basis and our plan here 

with regard to the optimization plan was that it would be large and that it would be impactful and then importantly 

that we would hold ourselves accountable to keep the costs out. 

 

And I feel like we're really on a good path to that. The plan for the optimization plan is $250 million in permanent 

cost saves and it's spread across both 2020 and 2021 such that we'll be achieving the full $250 million by the end 

of 2021 on a run rate basis. Now that would be before we make any reinvestment in growth initiatives and with a 

program this size we have that flexibility. 

 

Between Media and Connect, the program is roughly split 50-50 and total reduction in force is about 3,500 

colleagues, and it plays out a bit differently for the Media side of the business versus the Connect side of the 

business. On the Connect side of the business, we exited our – or we've made the decision to exit the neuro 

business and then also several markets, of course the Connect side of the business having a very large 

international footprint. But these were smaller countries that were not at scale and it was going to be some time 

before they would really be at scale. 

 

On the Media side of the business, a few more business exits, we sold our Social business to Talkwalker and 

then we too will be exiting some markets on the Media side of the business. 

 

The reason that I feel confident that there will not be a meaningful impact from an EBITDA perspective is really 

because we've looked at this from the bottom up. We've looked at the revenue impact and we've looked at the 

EBITDA impact and it will have negligible EBITDA impact and these businesses, markets, products, they were a 

drag to both revenue growth and to overall EBITDA growth. So, we feel really good about it, really good traction 

on the program right now and very well-positioned to achieve about half of that run rate savings in 2020 with the 

balance coming in 2021. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
So Linda I'm going to sort of ask the same question I asked to David before, so you have all these permanent cost 

savings out, you have an opportunity to reinvest, and you were very clear; $250 million of cost savings before 
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reinvestment, like how do you know as the CFO, the right level of reinvestment is being made and in your mind do 

you have a portion of that $250 million of cost savings that you think should go to reinvestment? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
So what I would say Andrew is we have the flexibility and we're just now going through our planning process. We 

spent last week, a couple of days last week tied up in strategic planning meetings and we're evaluating various 

options with regard to potential investment, whether that is investment in our existing products, whether it's in 

adjacent products or markets all of those would be on the table and all of those we would be evaluating with 

regard to the efficiencies and the cost savings and potentially reinvesting that. 

 

So, more to come on that, we are planning an Investor Day for later on in the year and we'll give you a little bit 

more color on even the way in which we're approaching, investing in the business and doing it in a more 

disciplined way really looking at what are the returns we're going to get out of investments and letting that be the 

differentiating factor as we think about ongoing investments. You know very well Andrew that the company has 

had an elevated level of CapEx spend... 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Yeah. 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
...over the past few years. We are looking at moderating that, but we're looking at doing it in a really smart way so 

that we're maximizing the return on the investments. And we spent specific time last week in our strategic 

planning meetings, talking about that and talking about the efficiency of our investments and ensuring that we're 

using measures such as return measures to differentiate and that we're really focused on revenue growth with 

regard to the investments and that we're also focused on efficiency and strategy as we think about the 

investments. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
When you are thinking about investors, you are thinking both OpEx and CapEx I assume and so like Linda if you 

could just mention one kind of go forward area where you think there's a good area of investment on the media 

side and when I say good meaning it's sizeable, you put your money, you get return out, just things that are ahead 

of the year in terms of the investment area? 
 .....................................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Well I think clearly the pandemic has reinforced that it's important that we're measuring the audience, what the 

audience is viewing. So certainly streaming is an ongoing area of investment and then also digital is an area very 

closely related that is getting prioritization as we think about the investments. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
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Okay. David also a language that that you often use, I didn't hear it today is I wanted to be kind of a more product-

driven technology company, could you give a couple of examples of what you mean by that or maybe we've 

already discussed that, maybe that's just the single platform? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Well the platform enables products right. So first of all to me the advantage of a product company is that it builds 

things once and they're syndicated. And so that there's a different margin profile than solving client problems with 

services or consulting. And so there are a lot of things over the years where folks came in Nielsen to understand 

what was going on with streaming, to understand attribution, to run analysis of what's going on with content and 

we would throw people at it in more of a consulting model. 

 

And I think that – you may start there to understand things in our media analytics business, but things that are 

important to clients, it should be important to all clients and we should do it once and do it in a syndicated way. 

 

And then secondly with a one platform when you're providing a function, you should be spending your time on the 

things that are new for that function and not repeating work that's been done in another product. So it's sort of 

platform in order to share functions and then really focusing on the things that can be syndicated. Exactly the 

question you asked about content ratings, we're asking ourselves in everything we do today which is, how does it 

become a product and become repeatable and become deliverable through software versus consulting? 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
So obviously David one area that you said was early days was leveraging Gracenote more, that they're surely 

have metadata for the industry that's important. Like just tell us your vision on Gracenote going forward? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
So the customers of Gracenote are mostly studios who are producing TV shows and films and the platforms that 

distribute them and the way they use our metadata is when you're on an Amazon Prime or another platform or 

YouTube and you're trying to look for something to watch, the images that come up are fed from Gracenote, the 

knowledge of the cast members is fed from Gracenote, so in one place you know everything that's going on with 

professional films and the artists or anything, so that's helpful. 

 

But I think that the next phase is, through that is there a better way of managing the workflow. Studios are just 

learning how their businesses work in this streaming world. Historically, if you were a television network, the 

studio – you sold a bunch of shows to the network, the network then did a carriage deal every two, three years 

with the cable companies – three to five years actually with the cable companies and that's how it was distributed. 

 

Now you actually have to know like, did people watch your show and where did they watch it? And so having 

Gracenote underneath all of that really can help automate a lot of the workflows that are in these early days being 

done with Excel spreadsheets to understand what's going on with content. 

 

So I think we're going to really help our studios better understand how they make money and how they assess 

their audience in a streaming environment and in a far more complicated environment than the one they've been 

in the last several decades. So I think that – that's important, I also think it opens itself up to new analytics. 
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One of the fun things they did this summer was to meet with a bunch of studio heads through The Paley Center 

and understand how Gracenote could help them understand the diversity of their cast, the diversity of – and the 

relative diversity of their cast and the relative diversity of the writers and the producers to make sure they were 

being inclusive. 

 

And this is important to everyone right now and the studios' found this ability to have comparable metrics across 

all content, across all studios to be very helpful and really only Gracenote could do that. So I think we're going to 

continue to find new questions to answer as we automate the workflow of the streaming ecosystem. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. And you could just remind us now how big is Gracenote and do you feel like this really is something that 

can move the overall needle for Nielsen Media? 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So [ph] I don't break it out today (00:42:19) it's in the Predict/Activate segment. But I would say it's 

meaningful and growing, so it's not the size of audience measurement yet, but I think it absolutely can be an 

important business. I secondly believe as – at Nielsen, I would say the one thing that matters is the audience, the 

audience is everything and Gracenote is a really important data set to our understanding of the total audience. 

 

Beyond just revenue which is substantial and going to continue to grow, strategically being able to be deep on the 

production side, distribution side and advertising side; I think just continues to reinforce Nielsen's essential role in 

the media industry. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC Q 
Right. So we only have one minute left David. Obviously you speak with a lot of investors but you haven't had that 

much time with investors because it's been a busy time for Nielsen. Just that one last point you want to make sure 

that investors hear from you, things that maybe after you speak to them for a while you realize they're still under 

appreciating, this would be a great moment for that. 
 .....................................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Listen I think when you are a 95-year old company, people draw images of you at a certain point in time and a 

number of investors clearly understand Nielsen from the panel-based measurement in media without really 

understanding today it's a big data company with panels as a component. And so the degree of modernization 

that's happening at Nielsen I think is – it needs to be better understood by investors to have confidence about why 

we remain essential in a new world. 

 

And I think similarly, Connect; as the Connect platform has been rebuilt and there has been a real modernization 

of the way we deliver there, investors should have confidence that we're going to be continuing to be important to 

the CPG world even as it evolves and even as e-commerce becomes a bigger component of it. 
 .....................................................................................................................................................................................................................................................................  

Andrew C. Steinerman 
Analyst, JPMorgan Securities LLC 

Excellent. David and Linda, thank you for the conversation today. We appreciate it. 
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Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc 

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

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

Thank you. Good to be here. 

 

 

 

 

 

 

 

 

 

 

 

Disclaimer 

The information herein is based on sources we believe to be reliable but is not guaranteed by us and does not purport to be a complete or error -free statement or summary of the available data. 

As such, we do not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the information. Y ou must evaluate, and bear all risks associated with, the use of any 

information provided hereunder, including any reliance on the accuracy, completeness, safety or usefulness of such information. This information is not intended to be used as the primary basis 

of investment decisions. It should not be construed as advice designed to meet the particular investment needs of any investor. This report is published solely for information purposes, and is 

not to be construed as financial or other advice or as an offer to sell or the solicitation of an offer to buy any security in any state where such an offer or solicitation would be i llegal. Any 

information expressed herein on this date is subject to change without notice. Any opinions or assertions contained in  this information do not represent the opinions or beliefs of FactSet 

CallStreet, LLC. FactSet CallStreet, LLC, or one or more of its employees, including the writer of this report, may have a position in any of the securities discussed herein. 

 

THE INFORMATION PROVIDED TO YOU HEREUNDER IS PROVIDED "AS IS," AND TO THE MAXIMUM EXTENT PERMITTED BY APPLICABLE LAW, FactSet CallStree t, LLC AND ITS LICENSORS, 

BUSINESS ASSOCIATES AND SUPPLIERS DISCLAIM ALL WARRANTIES WITH RESPECT TO THE SAME, EXPRESS, IMPLIED AND STATUTORY, INCLUDING WITHOUT LIMITATION ANY IMPLIED 

WARRANTIES OF MERCHANTABILITY, FITNESS FOR A PARTICULAR PURPOSE, ACCURACY, COMPLETENESS, AND NON -INFRINGEMENT. TO THE MAXIMUM EXTENT PERMITTED BY APPLICABLE 

LAW, NEITHER FACTSET CALLSTREET, LLC NOR ITS OFFICERS, MEMBERS, DIRECTORS, PARTNERS, AFFILIATES, BUSINESS ASSOCIATES, LICENSORS OR SUPPLIERS WILL BE LIABLE FOR ANY 

INDIRECT, INCIDENTAL, SPECIAL, CONSEQUENTIAL OR PUNITIVE DAMAGES, INCLUDING WITHOUT LIMITATION DAMAGES FOR LOST PROFITS OR RE VENUES, GOODWILL, WORK STOPPAGE, 

SECURITY BREACHES, VIRUSES, COMPUTER FAILURE OR MALFUNCTION, USE, DATA OR OTHER INTANGIBLE LOSSES OR COMMERCIAL DAMAGES, EVEN  IF ANY OF SUCH PARTIES IS ADVISED 

OF THE POSSIBILITY OF SUCH LOSSES, ARISING UNDER OR IN CONNECTION WITH THE INFORMATION PROVIDED HEREIN OR ANY OTHER SUBJECT MATTER HEREOF. 

 

The contents and appearance of this report are Copyrighted FactSet CallStreet, LLC 2020 CallStreet and FactSet CallStreet, LLC are trademarks and service marks of FactSet CallStreet, LLC. All 

other trademarks mentioned are trademarks of their respective companies. All rights reserved. 


