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George Tong: Hi, I'm George Tong and I cover Business Services and Information Services at Goldman 

Sachs.  Thanks to all for joining us.  I'm really pleased to be joined by Karthik Rao, Chief 
Operating Officer at Nielsen, Sean Cohan, Chief Growth Officer and President of 
International as well as Sara Gubins, SVP and Head of IR.  Karthik, Sean and Sara, thank 
you for joining us. 

 
Sara Gubins: Good morning. 
 
Karthik Rao: Thanks for having us. 
 
Sean Cohan: Morning. 
 
George Tong: Definitely.  So, Karthik and Sean, I think it would be great for you both to provide a 

brief, one to two minute introduction and background on yourselves given your unique 
roles at the company. 

 
Sean Cohan: Karthik, do you want to go first? 
 
Karthik Rao: Yeah.  Thanks, George.  So, I've been at Nielsen close to 20 years.  Been on different 

sides of the company, different geographies and find myself today as the Chief Operating 
Officer for the Media segment.  My role is largely around owning and delivering the 
roadmap that includes products, technology, data science, operations and managing our 
investment portfolio towards driving improved performance in the company working 
with our new CEO, David Kenny, and the new executive team including Sean.  So that's 
sort of my story.  Over to you, Sean. 

 
Sean Cohan: Thanks Karthik, thanks George.  So, I'm Chief Growth Officer and President of 

International.  George, as you mentioned, that's effectively two different jobs.  One is 
managing global strategy M&A and partnerships.  The second is managing activities for 
measurement to outcomes to content outside the U.S. 

 
I come from a career -- I've been kind of a long-time leader in international and digital 
content but joined actually six months to the day.  So I'm the rare COVID leader.  And I 
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joined -- really -- so I joined a really talented team here that's kind of focused on 
transforming this great company and helping the media landscape to evolve.  Look 
forward to chatting today. 

 
George Tong: Great.  Likewise.  So, Karthik, you spent nearly 20 years at Nielsen, what's changed in 

the last year or two would you say? 
 
Karthik Rao: Not withstanding COVID and, you know, the pain and opportunity that comes along with 

it, I'd say a big part of the evolution has been since our new CEO arrived, David Kenny, 
and we talk about a few operating principles that are really important for us.  The first is 
fewer, faster, bolder and I think historically Nielsen's heritage has been very thoughtful, 
very scientific, probably held accountable to be a little bit on the slower side and so we've 
been working really hard at organizing ourselves toward this operating principle and a 
big part of our transformation journey over the last 12 months has been sort of driven by 
this one -- this is the first operating principle, I'd say, for the company and the second is 
just driving a lot more accountability in how we support the market, how we hold each 
other accountable within the company and a big part of that is how we manage our 
investments and keep a keen eye and focus on growth. 

 
Part of how we do that is in the last couple of years we really began with a huge emphasis 
on the notion of product P&L's starting to run the company disproportionately being, I'd 
say, finance over romance.  That's the phrase we use a lot here but really obsessed with 
making decisions around our product and our portfolio and our roadmap to a P&L 
orientation.  That's sort of the second big piece.  The third, I'd say, is a lot of probably 
what we're going to talk about, is the actual transformation which is disproportionately 
technology focused, technology oriented and using that as a real strategic advantage for 
how we transform the company to, you know, effectively bring what we do to the market 
faster than we ever have before and evolve our products to be at the pace or ahead of 
where the industry is moving given the changes in the consumption landscape around 
media. 

 
The last few years has seen a major acceleration so the timing is good for us to be able to, 
I'd say, retool ourselves to be ready and we're making a lot of progress in that area and 
most importantly holding ourselves accountable for that progress.  And so that, to me, is a 
big shift in the way we've talked about the role of technology.  It's very important in the 
company today and really thinking about the role of a single platform to help enable what 
we're trying to do to serve the media landscape.  I'd say that's a big part of it. 

 
This -- the last piece I'll just talk about is also just an ocean of talent.  On this call you've 
got Sean, he calls himself a recovering media executive but he brings a wealth of 
information and experiences in digital, in media.  Our CFO, you know, comes from one 
of the largest advertisers so our general counsel comes from a media company.  David 
himself, our CEO has a lot of experience across all facets.  So really also the 
transformation of the leadership team and the talent within to be much more forward 
looking for where the markets are going and what we need to do as Nielsen to stay ahead 
of the transformation. 

 
So, I'd say that's very different than our historical approach which has tended to be, I'd 
say, a little more pushing the product as far as it would go and then complimenting it with 
services.  This time it's a lot more on product features being the way to get to serving the 
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end markets and technology being a huge underpinning of that including scale so that we 
stay ahead. 

 
George Tong: Right.  No, that makes a lot of sense.  Now, Sean, you're newer to Nielsen, what attracted 

you to the company? 
 
Sean Cohan: Yeah, George, good question.  I think first is about the people.  Folks like David and 

Karthik and Sara and other leaders in the company were, you know, are hard charging, 
really focused on driving impact for the company and for the industry.  So people 
(inaudible) was I think it's a Nielsen presents a great opportunity, it's a hallowed brand, as 
you know, 100 plus-year old company with what I felt and feel are sometimes like 
undervalued or under estimated set of brands, products and teams and it's a 
transformation towards -- for the future, a transformation in progress that I thought was 
too exciting to pass up. 

 
I think the last thing I would say is, in particular, the growth opportunities in 
international, the international sphere, in the content sphere and then clearly in the kind of 
new platform digital sphere were also really enticing. 

 
George Tong: Right.  No, that makes a lot of sense.  Karthik and Sean, Nielsen has mentioned on 

earnings calls that the current environment really is reinforcing the essential nature of 
Nielsen's measurement in analytics to clients.  Can you both elaborate on this point and 
perhaps give us some examples? 

 
Karthik Rao: Yeah, I'll go first and then I'll toss it over to Sean.  You know, there's just a few basic 

facts that would have probably happened over a period of time but really got accelerated 
due to the current environment.  The first is consumption of media over streaming, 
essentially has doubled since the same time last year.  Should be no surprise because 
viewership and behaviors around consumption of media are changing rapidly. 

 
You see, you know, a lot of older households consuming content via digitally delivered 
services, streaming, whatever you want to call it.  So there's massive shifts taking place 
pretty rapidly as a consequence of the environment.  That's sort of the consumer 
landscape.  People have three or four different apps that they consume from.  They 
bounce in between which creates a real opportunity for us to figure out traceability, 
measurement, what are they doing on each and how are they consuming across the 
plethora of options they've got?  So, again, it's one of those things where we've always 
talked about, for a long time, the proliferation of consumption and distribution endpoints 
but really what got accentuated I'd say over the last six months is how fast the patterns of 
behavior around consumption of media and business models, there have been a lot of new 
product launches, I'd say, in the last six to nine months; some ad-supported, some not, 
and also from a sell-side there's continued increasing level of going to market from a total 
audience perspective.  And what I mean by that is, is really talking about delivering 
audiences irrespective of where the audience comes from.  It's the best way, obviously for 
media companies to maximize their inventory and manage their yield effectively and 
ultimately deliver on the promise they're committing to the advertiser community, or the 
marketer community.  So those are some of the big shifts that have taken place. 

 
I'd say -- the last thing I'd say that has really come as a consequence of these is you see a 
lot more -- disproportionately more industry body involvement in the conversation 
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around understanding what is happening across this landscape, from across media 
perspective; whether it's the World Federation of Advertisers, the ANA, The VAB, The 
Video Advertising Bureau, all of them are disproportionally focused on where the world 
of measurement is going because it is getting more complex and there's way more 
opportunities but understanding this opportunity truly is where we get really excited 
about and that got really highlighted, I'd say, including over the last six months; primarily 
driven by the accelerated shift in consumer behavior around consumption of media. 

 
George Tong: Right. 
 
Sean Cohan: Sorry, if I could add, George.  Well said, Karthik.  I think if you think about what we do 

at Nielsen, in kind of three categories, right, and they're all -- there are three connected 
categories.  You think about measuring total audience, predicting outcomes and enabling 
the content ecosystem.  And I think over the last six -- the last six months have been kind 
of a perfect storm culmination of a lot of change that had been happening prior.  So, from 
a measuring total audience perspective, you've got more -- as you know well, you’ve got 
more fragmented -- more consumption, but more fragmented consumption across a range 
of platforms and formats.  And so clearly we become more essential in that context as a 
kind of an arbiter, measurer and kind of clarifier of just a lot of noise and a lot of different 
paths to the viewer. 

 
Then in -- if you think about the second thing that I mentioned, if you think about 
predicting outcomes, think about that, okay, once we've measured the reach and 
frequency of viewership, it's what did those viewers do?  Did they go to the dealership, 
did they buy something?  I think marketers are more than ever keyed on figuring out kind 
of how they spent, spend, their scarce marketing dollars most efficiently.  How do they 
get return, how do they avoid that 50% of advertising is kind of -- is wasted, kind of old 
adage from many years ago and so clearly we become in a world of like dizzying choices, 
not only for audiences but also for the marketing dollars, we become even more essential 
as, again, a clarifier and a kind of analyst consultant kind of support for decision making. 

 
And then finally in the content sphere, and this is, you know, as Karthik mentioned, I'm 
the recovering content executive, it becomes more and more important for whether you're 
a producer or distributor or kind of deployer of content to fully kind of be able to manage 
the workflow of your product to measure the results and at the same time make sure, you 
know, that you can surface or aid discovery of your content with consumers through kind 
of -- you know, through metadata and other tools. 

 
So, I think all -- and just again, in a dizzying kind of amount of change; whether just 
there's smoke and noise everywhere, it becomes important to turn to a player, to Nielsen, 
to help kind of navigate through those.  Sorry for the long windedness there, but just -- I 
think it is this -- there's an acuteness to the change across the board that's driving us to be 
even more essential going forward than we have been historically. 

 
George Tong: Right, no that's definitely a great perspective.  Could you talk a bit about what kind of 

impact COVID specifically has had on business and operations? 
 
Sean Cohan: Yeah, Karthik, do you want to kick that one off? 
 
Karthik Rao: Yeah, sure.  So, I think we've powered, I'll just reiterate our approach to COVID.  I think 
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it's fairly well known that in the two segments, you know, audience measurement and 
plan optimize, in audience measurement, just from a revenue perspective, about 80% of 
our revenue is contracted so it doesn’t exactly move around the volume of advertising 
dollars that are being traded.  So that parts held up fairly well.  In the remaining 20%, 
obviously, you see the impact of things like sports which, as everyone knows, sports is 
back up a little bit, starting to open back up.  The U.S. Open, NFL, but in the second 
quarter that was obviously just went dark completely.  So that had a little bit of impact. 
We've called out all our guidance for the full year and accounted for all of this and then in 
the plan optimized segment, I'd say a big chunk of what we saw is about 60% sort of 
contracted on an annual basis revenue and the 40% tends to be more on-demand.  So 
we've seen a fair amount of volatility in that space.  We'll manage through it, I'd say very 
resiliently, and most importantly you'd sort of use this opportunity to accelerate the 
transformation.  We didn't skip a beat there which was, I think, the most important from 
an employee and from a client perspective. 

 
So, that's the way we have gone about it is really manage for the long-term but also being 
very real to the trends that exist in the marketplace.  We saw, obviously in the second 
quarter, ad dollars decline, all the ad industry sort of retract a little bit.  That affects 
certain segments of our business but, again, there's a little bit more stability now.  Again, 
it's too early to call but you're starting to see a little bit of stability and we feel really good 
about how we've navigated a very, very tumultuous environment and the numbers sort of 
speak for themselves, I think, with the guidance we issued and at least in the second 
quarter making sure we stayed on track with that. 

 
So, we're obviously optimistic but at the same time, we're not going to take our eye off 
the ball on, A, the transformation because this world will evolve.  In whatever way it 
does we have to be ready and we're doing everything we can to make ourselves ready for 
when things turn more dramatically and making sure our products are ready to capture 
that.  And so that's the way we're going about it. 

 
I think the last thing I'll call out is just as part of the transformation it was really 
important for us also to take a really hard look at hopefully decisions that perhaps were 
always on the table but it really forced us to like not wait the crisis, if you will, the cliché, 
and really take some actions to say, if you want to be fewer, faster and bolder in what we 
do, let's just really drive focus into what matters for today and tomorrow and so we 
accelerated a bunch of decisions in our transformation plans which we've talked about 
and so we'll get into that a little bit more.  But that's the way we've gone about it.  Feel 
pretty good but there's clearly segments of the business that are impacted by what's 
happening in the world today, most notably sports. 

 
The auto industry is another one.  This is a big -- we play a lot with the auto players, from 
a Gracenote perspective; we support them a lot of technology and data.  When auto 
production dried up, that obviously had an impact as well as on the business.  So those, 
I'd say, would be the way.  Just different based on verticals and emphasis we have in our 
business but held together fairly well overall.  

 
George Tong: Great.  Now, Sean, could you tell us a bit about your international operations and how 

you see the growth opportunity there.  What's different about international markets versus 
the U.S.? 

 

 
 
 
 
 
 



The Nielsen Company 
9/16/2020 - 8:50 AM EDT 

Speaker ID 1 
Page #  

 
Sean Cohan: Absolutely, George.  I think first I'll dimensionalize it for you roughly.  It's about 15% in 

terms of revenues and everything we're talking about today is all media, just to ground us 
there.  On the media side, about 15% of revenues come from the international business, 
the finest of businesses, of course, outside the U.S.  It's -- depending upon which business 
line you're talking about, it's about 60 markets that we plan.  I would say just to 
differentiate from the U.S., TV measurement is generally conducted differently. 
Contracts are generally executed, or our work is executed, in some place -- or in a 
number of places, through the Joint Industry Committee, sometimes called JIC's or 
[JIG's] and you may have commented or read recently about us winning the -- there was a 
competitive takeaway in Denmark, for example.  It's a market where we took from our 
competitor, a competitor the right to work with a JIC to conduct what we call a total 
audience measurement, so not just TV but TV and a range of other platforms including 
streaming and so on. 

 
Just let me take a step back though into -- back to your question about the opportunity. 
So, we think there is a -- there's a lot of the world -- there's a pretty big opportunity, as I 
mentioned in the beginning in thinking about the rational for joining, and I think I've 
talked a little bit about on the measurement side, certainly there is the same proliferation 
and a lot of the same dynamics in terms of platforms around the world and so -- and 
there's a -- certainly an advantage that we have, we think, from being a strong global 
player. 

 
A lot of our partners and clients play across multiple markets and so clearly there's a 
benefit from kind of playing globally in a benefit to scale.  And, of course, there's a 
benefit in terms of technology as Karthik -- Karthik and his team build the best 
mousetrap, being able to use, so to speak, those -- utilize that across a lot of different 
markets is a -- is a really kind of fruitful, we think, opportunity.  But then as you kind of 
shift into, again, the predict outcomes and the content space, in terms of predicting 
outcomes, well, we think we do, do work with a bunch of CPG players and folks across 
the kind of the -- the functional or vertical landscape.  We think there's a bunch more 
opportunity, and we know, and are seizing on a bunch more opportunity across other 
verticals beyond CPG. 

 
And we think, as I said at the outset, similarly there's just -- there's a lot of noise and 
there's a lot of need amongst marketers and publishers to get at ROI, to get at proper mix 
and so on.  And then finally in terms of content, the content of it, there's just -- you know, 
when you think about the weight of content that is being licensed, distributed, surfaced 
day-in and day-out around the world, there's a tremendous opportunity. 

 
Gracenote, for example, is already, I think it's safely considered the leading global player 
in metadata but there's just -- there's a lot of the world whether it's expanding in markets 
where we already exist or expanding into new markets.  There's a lot of the world that's 
kind of -- it's ripe for growth for us. 

 
George Tong: Great.  No, that's super helpful.  In early July, you announced a transformation of your 

digital strategy on the media side.  Could you explain this a little bit more, elaborate on 
that and talk about the go-forward strategy and implementation of your new digital 
strategy? 

 
Karthik Rao: Yeah, I'll jump in here George.  So, part of what we're building for is towards the future. 
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Obviously we expected disproportionate rise in the delivery of ads and content digitally 
and whether that's Connected TV's or even the current digital players, there's just going to 
continue to be an increase there. 

 
At the same time, there's big changes taking place in the privacy and regulatory 
environment.  You've seen all the noise around the erosion of cookies as an approach, 
you know, various discussions about the deprecation of mobile ad ID's and so we just 
took a step back and in order to sort of control our destiny, be able to build more for the 
future, we started to think really hard about what we need to do differently about building 
the next chapter of all of our digital solutions.  And so a big play there was really around 
how do we combine big data as well as census data, as well as our panels to really start to 
create what we call a Nielsen ID.  Be more self-aligned in being able to connect 
exposures to humans; that's ultimately what we do as a company.  And so just taking 
back a lot more control over -- and really owning what we control around the who, the 
what and the when.  That's where it's a big shift in terms of how we rely on data providers 
versus partners for various components of what is required in this who, what, when 
equation.  And, again, like really making a commitment to starting to build our own 
identity framework just for measurement so that we can connect the who and the what 
and the when in terms of creating the next suite of digital products. 

 
As you know, each platform has a different approach, you know, in terms of how they 
manage their data as they rightly should in this new landscape.  And so it's pretty 
important for us to be able to create a flexible system where irrespective of the business 
model of the platform or the way they collect exposure data or the -- we've got to be able 
to manage all of that on our own.  So, it's disproportionately, I'd say, taking over the 
collection of the who, what and the when in terms of being able to create our 
management products.  That's largely what it's about.  There's two drivers here, I'd say the 
two big drivers are just the continued, and our expectation of the continued, rise in 
digitally delivered media ads and content and, again, our ability to then connect it from a 
who, what, when perspective using our assets as well as other players for different 
components to be able to create an identity so you can connect to what people saw to who 
actually saw it. 

 
The last thing I'll say on this one is, it's really important because as we see the world 
evolve to a much, much more required future around cross-media, this ability for us to 
connect the what, the who and the when in terms of consumption, across various forms of 
distribution endpoints; whether it's broadcast or whether it's digitally delivered, this gives 
us the flexibility to build those connections way more easily.  And I'd say that's been one 
of the challenges for us historically and this gives us the ability to be able to do that way 
more fluidly than ever before.  That's what we're building towards. 

 
George Tong: Right.  And Nielsen has talked a lot about cross-platform measurements, the rise of the 

Omni channel currency, can you elaborate on where you are in this journey? 
 
Karthik Rao: Yes.  So, I'd say, you know, the products that we typically talk about when we talk about 

cross-platform are things like total ad ratings.  Where really your de-duplicating, or we 
call, you know, identifying the unique set of consumers that watched a piece of content or 
an ad across all forms of consumption endpoints.  And -- but the challenge here is for us 
historically each one of these is a different metric, grew up sort of on its own, you know, 
in the linear broadcast world you have a different set of metrics.  In the digital world it's a 
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different set of metrics and in the next chapters of all of the other distribution endpoints 
and platforms, you're going to see, you know, we don’t want to see a world where it's 
continuously different metrics because what happens there is it's very hard to actually 
piece it together in the end and so what we're seeing now is disproportionately the need 
for that, like I said, from the sell side.  It's really about going to market about the total 
size of their audience and from the buy side which is the marketers and the agencies 
really being able to understand what is the total value of the entire marketing spend. 

 
So it's really important that these two pieces come together and our role there is 
disproportionately what we control is making sure that our systems, our capabilities, our 
platforms, really homogenize how we create these metrics so that they can be put 
together, not as an afterthought, but designed from the get-go so that they can be pieced 
together very easily to truly give a de-duplicated view of a consumer from a reach and 
frequency perspective and ultimately connected to outcomes as Sean talked about. 

 
So, this -- the importance of cross-media or cross-platform continues to rise but I'd say 
where we've historically fallen short is, you know, we've stood up a whole bunch of 
capabilities to measure, I'd say, different pieces of it and now what we're really 
reemphasizing on is that it's not enough to measure each one of them independently, 
we've got to have a lens to how to put them together to truly create on the fly 
de-duplicated [reach or] frequency continuously so that optimizations can be run on 
media spend and activation dollars. 

 
So that’s, I'd say, a big part of what we're working on.  The approach we have taken in 
very simple terms is really to homogenize what I call the who, what, when information 
irrespective of where it comes from and that did not use to be the case before.  Like I 
said, each product for each metric it was creating had it's own end-to-end capability and 
stack and then piecing it together was really hard and so our platform approach really 
homogenized this all of the who, what and when and then brings the data science to it so 
that you can actually create-cross metrics.  That's the -- that is the holy grail obviously 
and then connecting it to outcomes and this is the part where the progress we've made is 
really good, I'd say, in the last 18 months around leveraging and standing up a platform; 
let all of our new capabilities manage the in flow of data and the outflow of it through 
this who, what, when model. 

 
So that's where we're continuing to, you know, invest a lot and obviously focus a lot of 
our company towards because this is where it's really important for us as we see the 
industry evolve.  Because, again, it's not just up to Nielsen, ever, to decide how the 
industry should trade but it's very important that our job is to enable the ability for the 
industry to go there and so that's where we're sort of doing our part of it, I'd say, at this 
point in time and made a lot of progress in the last 18 months. 

 
Just to give you a few metrics here, like I'd say right now our data lakes and our tech 
platform has close to 30 petabytes of all of the data that comes in seeding through that so 
that you can actually start to homogenize the data and allow it to flow into different 
products so that it can be pieced together.  That's the big shift. 

 
Independently, I'd say it was just very hard for us as a company, the presumption of I'd 
say capex and technology to manage all of these different products and silos just hindered 
our ability to do that.  So we're doing our part on a very accelerated timeline. 
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George Tong: All right, no that makes a lot of sense.  The company announced an optimization plan in 

July to save $250 million across the company including about half for the media 
business.  What are the key drivers for media and how are you changing to operate more 
efficiently?  Could you perhaps discuss progress with cost initiatives that you have and 
how you expect the savings here to progress. 

 
Karthik Rao: Yeah I -- yeah, go ahead Sara, 
 
Sara Gubins: Great, thanks.  I was just going to jump in and provide some context around the broader 

plan and then it would be great if Karthik and Sean can get into the details.  So, this is a 
plan that we announced in July to take costs permanently out of the system and it is 
different form the temporary cost takeout program that was really more related to reacting 
to COVID real-time.  So we spoke about earlier in the year, this is very much about 
permanent cost takeout and transforming Media and Connect to become more efficient 
and more agile as we're working towards the separation.  It includes a lot of technology 
change, it includes redesigning our structures and products as well as, as Karthik 
mentioned earlier, exiting low margin, non-essential businesses in a couple of markets. 

 
Part of it does include a global reduction in force of about 3500 employees with a 
significant portion of the impacted colleagues who have already been informed.  And, 
George, as you mentioned about half of the savings are coming from Media, about half 
from Connect.  And just from a timing perspective, we're expecting to get half of that in 
2020 and the rest will come in 2021.  So, we've been pleased with the momentum that 
we've seen so far on these initiatives.  For Connect in particular, when you think about 
the base of their EBITDA of a little over $420 million, it's meaningful.  It's also really 
meaningful to the way that we operate in Media.  So, I just wanted to give that 
background before Karthik and Sean go more of the details. 

 
Karthik Rao: Yeah, I'll just add a couple of other things to what Sara talked about.  I'd say a very 

important part of this was about driving focus.  So, when we talked about how we wanted 
to build things, a big focus for us was around using the platform to build versus people 
building stuff on their own in silos so that was a very big shift for us, driving a lot of 
automation.  So what I mean by that is, historically each product required its own data 
science, it's own models and really pushing everybody to build, you know, one model 
that can be used across multiple products.  And the model is built on the platform so the 
reuse of capability increases our efficiency a lot. 

 
So these are the types of ways that we really, again, connected the transformation to 
where we want to take the roadmap.  They're not two separate things.  They're inherently 
connected to where we want to take the company largely so it was just, you know, 
making really difficult decisions around where we want to invest and how we want to 
build.  I'd say those were the two questions and where we want to invest is, again, it 
comes back to the portfolio rationalization for which I'll sort of just hand it over to Sean. 

 
Sean Cohan: Yeah, thanks Karthik.  So, in term of portfolio rationalization, again, I'd hammer home 

that a lot of these -- it's the -- as tragic as COVID is, there's a bit of a forcing function that 
comes out of it where you're forced to make kind of -- accelerate or make tough decisions 
that are in your best interest as a business leader and owner. 
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So, in short, we looked at the portfolio and said, all right, of our portfolio, is it core, is it 
strategic to what we do?  Is it a winnable sector?  Is it profitable, is it growing, is it 
resource efficient?  And those are among -- a good number of -- a couple more, but of the 
criteria with which we looked at the portfolio and didn't make any rash decisions but 
we've -- as Sara mentioned, whether it was looking at the portfolio in terms of products or 
business units or whether it was looking at some small territories where post spin it didn't 
necessarily look like it made sense.  We arrived, I think, at a pretty good result in terms 
of optimizing. 

 
We have, for example, you know, again, fairly small businesses but, for example, we 
recently moved social -- our social business to Talkwalker and we'll be exiting some 
other businesses in the balance of the year. 

 
George Tong: That's great.  And for those in the audience, if you'd like to ask a question, go ahead and 

submit them through the session via the Ask a Question box and then we'll go ahead and 
answer the questions that come up.  But, could you provide an update on how the 
separation is progressing including the timeline for when you expect the Connect 
business to formally separate and key milestones that you've hit in recent weeks or 
months? 

 
Sara Gubins: Sure, maybe I'll jump in there.  So, just by way of background, we announced in 

November of 2019 that the conclusion of our strategic review and the board at that time 
determined that Media and Connect would be better as separate companies.  And that a 
spin of Connect was the best path forward. 

 
And so we've been working very hard towards that goal since then.  Part of the rational 
was that Media and Connect really have minimal overlap and we're already seeing the 
separation enabling each of them to focus on our end markets.  They've just go different 
financial profiles, different global footprints, different go-forward opportunities. 

 
We've been making great progress on the separation.  We are on track to complete it in 
the first quarter of 2021.  As you can imagine, there are many work streams that are 
focused on this.  In particular I'd note that the system separations are on track and we plan 
to run on -- in parallel on key systems for a good portion of the fourth quarter before we 
go live with those systems in early 2021. 

 
I would also note that we're a U.K. company so we will need a shareholder vote ahead of 
separating the stock but overall, operationally, we've been making great progress and we 
remain on track to get it done in the first quarter of next year. 

 
George Tong: Wonderful.  And we do have a question from the audience.  This relates more to the CPG 

business but, Sara, could you say a few words about how the transformation is impacting 
the Connect side of things? 

 
Sara Gubins: Sure.  So, Connect has set up a new leadership team, David Rawlinson joined as CEO of 

Connect in February.  He's on our board so he's known the business for a number of 
years.  We've brought in a CFO for Connect, Chandler Bigelow who's got great CFO and 
public company CFO experience and David has already helped to recognize his 
leadership team.  They're very much taking a product focus versus a geographical focus 
and so that is already enabling them to engage in enacting a lot of the initiatives around 
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the optimization plan that we mentioned.  So there's both cost takeout that's coming there 
but I think probably more important rethinking the way that Connect goes to market with 
its products that it serves clients.  We continue to roll out the Connect platform which is a 
foundational, relatively new platform, that's making good progress with clients.  It's really 
our next-gen platform and the beauty of it is that it brings measurement as well as 
analytics in much more of a real-time way together and that's gotten a very good client 
reaction. 

 
So, there's opportunity for both revenue acceleration over time for Connect and also 
significant margin expansion that we initially laid out back in November of 2019 but 
we're starting to see that come through to the optimization plan and you should see that 
coming through even as we get to the second half of 2020. 

 
George Tong: Wonderful.  So it looks like we're just about out of time.  Karthik, Sean and Sara, thank 

you all for joining us today and thanks for the helpful insights. 
 
Karthik Rao: Thanks for having us, George. 
 
Sara Gubins: Thanks, George. 
 
Sean Cohan: Yeah, thank you for having us, George.  Pleasure. 
 
George Tong: Thank you. 

 
 
 
 
 
 


