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Unverified Participant 

 
Please welcome Sara Gubins. 
 ......................................................................................................................................................................................................................................................  

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

Welcome to Nielsen's 2020 Virtual Investor Day. I'm Sara Gubins, Head of Investor Relations and Treasury. 

Thank you for joining us. A slide presentation that we will use during this event is available in the events section of 

the Investor Relations website. A replay of today's event will be on the Investor Relations website after we 

conclude. 

 

Before we begin, I'd like to remind all of you that our remarks and responses to your questions today may contain 

forward-looking statements. Forward-looking statements inherently involve risk and uncertainties and only reflect 

our view as of today, December 9, and we are under no obligation to update. Actual results may differ materially 

from what we are presenting today. Pages 3 and 4 of our presentation give you information about some of the 

risks regarding forward-looking statements as well as where to access more information about our risk factors. 

 

Today, you will hear us frequently refer to the New Nielsen. This is how we are thinking about Nielsen adjusted for 

the sale of Connect, which is expected to close in the second quarter of 2021. In the context of 2020, the New 

Nielsen represents pro forma 2020 results as if the sale of our Connect business occurred as of the beginning of 

2020. In the context of 2021, the New Nielsen excludes Connect for the full year in anticipation of discontinued 

operations treatment of the Connect business beginning in the first quarter of 2021. 

 

Turning to today's agenda, a lot has changed at Nielsen over the last few years. Today, you will hear from nine of 

our leaders, including our CEO, David Kenny; and our CFO, Linda Zukauckas. You'll also hear from executives in 



Nielsen Holdings Plc (NLSN) 
Investor Day 

Corrected Transcript 
09-Dec-2020 

 

 
1-877-FACTSET   www.callstreet.com 

 3 
Copyright © 2001-2020 FactSet CallStreet, LLC 

 

growth, technology, data science, product development, and the US and international commercial business. 

Together, they will share how we are transforming and positioning Nielsen to accelerate revenue growth, expand 

margins, and also grow free cash flow in the double-digits over the medium term. We are excited to share our 

progress and our future opportunity with you. 

 

After today's presentations, we'll host a Q&A session with David, Linda, Karthik, Sean, and Peter. On the right-

hand side of your screen, you should see a Q&A chat box. Please submit your questions and your name and firm 

at any time and I'll read the questions during the Q&A session. If you're calling in by phone, you will need to use 

the video link emailed to you when you registered for the event to access the Q&A chat box to submit a question. 

We'll plan to wrap-up before 11:30 Eastern. Thank you again for joining us and we hope you enjoy today's 

Investor Day presentation. 

 

[Video Presentation] (00:03:10-00:04:14) 
 ......................................................................................................................................................................................................................................................  

Unverified Participant 

 
Please welcome, David Kenny. 
 ......................................................................................................................................................................................................................................................  

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

Thank you all for joining us today. I am thrilled to be here. It's such an exciting time to be leading Nielsen. We're 

at a truly transformative time for Nielsen and for the entire media industry. I appreciate your time this morning and 

I hope you leave this session sharing our confidence about the relevance, leadership, and growth potential of a 

new and transformed Nielsen. 

 

As Sara said, today, you will hear us refer to our company adjusted to exclude the Connect business as the New 

Nielsen. We announced the sale of Connect to Advent International just over a month ago. Of course, there is a 

lot of work to close the sale, but there is also a lot of momentum and we feel good about the target close in the 

second quarter of 2021. 

 

Here's what I want you to take away from today's presentation. First, this is a New Nielsen. We're driving new 

growth from new solutions across all of our end markets. We are transforming from different measurement 

systems for broadcast and digital to a single audience measurement solution that measures full coverage on a 

comparable basis. 

 

We are delivering outcome solutions to advertisers and their agencies in new verticals beyond consumer 

packaged goods, which has historically been our focus and we are expanding Gracenote's worldwide role, 

delivering metadata and analytics for On Demand content. As we build digital first solutions, these also more 

easily transfer to new markets and this gives us much more growth potential outside the United States. 

 

Second, we are undergoing a cultural transformation at Nielsen driven by our core operating principles of fewer, 

faster, and bolder. We have streamlined our organization and will be 100% focused on media following the sale of 

Connect. 

 

We are also exiting other non-core businesses. We aligned our product road map around two unique platforms for 

audience and for content which will drive faster and bolder innovation. We've simplified and modernized our 

solutions to match how audiences find and consume content today and tomorrow. 
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With our product road map, we are leading change in the industry, addressing our clients' changing business 

models with greater velocity and we have a refreshed and cohesive leadership team with diverse experience and 

a growth mindset. Together, we are accountable for delivering to our clients, our investors, our partners, and to 

each other. 

 

Finally, the New Nielsen has a compelling financial model with faster growth than you've seen from us in the 

recent past. The New Nielsen will have the predictable, profitable, and sustainable returns of a leading data and 

analytics business; will drive mid-single-digit organic revenue growth with a recurring revenue model. 

 

Our margins reflect our value at roughly 42% in 2020 and we expect to expand those margins through 

automation. We have a capital investment profile that will convert at least half of EBITDA into free cash flow, 

creating investment and shareholder return opportunity. And we expect the New Nielsen to generate greater free 

cash flow in 2021 than our 2020 guidance which included Connect. 

 

In order to understand our growth trajectory, we need to start by showing where revenue comes from today. On a 

solution basis, 73% of our revenue is from audience measurement. 20% is from outcome solutions, and 7% is 

from content solutions. Outcomes in content comprise the [ph] plan and optimize (00:08:46) revenue we currently 

report each quarter. 

 

On a total company basis, we will generate $3.3 billion of revenue in 2020. Given the essential nature of our 

solutions, these are primarily bought on multi-year subscriptions, which means that around 80% of Nielsen's 

revenue comes from contracts in place at the beginning of any year. 

 

On a client basis, and please note this is different from how we've typically talked about revenue which was on a 

product basis, on a client basis, 49% of our revenue comes from US and international media brands who are 

increasingly building audiences on both digital and broadcast platforms and from new digital pure plays who are 

also growing in both price and volume as we move to a shared measurement platform across both digital and 

broadcast media. 

 

26% of our revenue is from local broadcasters, split evenly between audio and television players. 21% is from 

advertisers and agencies and we see accelerating growth here from new categories and better solutions for 

predicting and validating outcomes. 

 

And finally, on a geographic basis, we earn 83% of our revenue in the United States and 17% outside the United 

States. We have a presence in 60 countries, which creates an entry point to grow in many of these countries 

across all three solutions and we do expect the international businesses to grow significantly faster than the US 

business over the next few years. 

 

Let me now talk specifically about why we are at an inflection point to drive higher growth. Our transformation 

positions us to accelerate our revenue growth from our historical organic revenue growth rate of 2.5% pre-COVID 

up to mid-single digits annually going forward. 

 

Many industries have must-have essential providers of data and analytics: Bloomberg in financial services, 

CoStar in commercial real estate, Verisk in Insurance. Nielsen is the equivalent and essential provider in the 

media ecosystem. Nielsen's ratings have long been considered the independent currency that media buyers and 

sellers use to transact. We are building on this long-term leadership position. 
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Let me address the growth drivers in each of our three solutions. Starting with audience measurement, we expect 

low to mid-single-digit organic revenue growth as compared to approximately 3% average organic growth from 

2016 to 2019. Today's media audience watches video on televisions and tablets and phones and computers on 

broadcast and streaming platforms. It's all the same audience and that's all our clients care about. 

 

So yesterday, we announced our plans to launch Nielsen ONE, a single cross-media solution to drive more 

comparable and comprehensive metrics across all of these platforms. Nielsen ONE means that we will be 

measuring all video on a consistent and comparable basis, whether YouTube or FOX and Tubi or addressable 

ads from DIRECTV or DISH or VIZIO. All of this creates value for both the buyers and the sellers and aligns our 

pricing and annual increases with that value. 

 

The deals we closed in 2020 give us greater visibility and confidence for the next several years, and we are 

working closely with the industry to build alignment around the transformative move of Nielsen ONE. I hope you 

will watch yesterday's industry event featuring leaders from Google, NBCUniversal, GroupM, Unilever, 

Mastercard, as they discuss how a single currency better matches today's audience behavior and allows for a 

more comparable and complete media marketplace. 

 

Our road map to delivering true de-duplicated cross-platform measurement has enabled new client wins such as 

YouTube and YouTube TV and the streaming platforms that are emerging as our clients' strategy evolve. We are 

adding addressable measurement into the national TV currency, working with the key partners I just mentioned. 

 

Our expanded measurement will enable advertisers to deliver on more targeted, addressable advertising whether 

on cable, satellite, telco via set-top boxes or Internet-connected smart TVs and these will contribute to growth in 

Nielsen's measurement revenue. Outside the United States is also accelerating in audience measurement. 

Denmark has already decided to move from other solutions to Nielsen ONE and we are in active discussions in 

other countries as well. 

 

Moving to audience outcomes, there, we forecast mid to high single-digit growth, primarily from selling new 

services to clients and expanding our client base, including in new verticals beyond consumer packaged goods. 

We have organized our sales teams to enable better focus on end markets like soft and hard goods, retail, travel, 

insurance or telecommunications. And this has driven new client wins already in a number of categories around 

the world. Some examples include, in financial services, Visa, Equifax, American Family Insurance. Retail: Petco, 

Carrefour. Automotive: Renault, Volkswagen, and FIAT. In fashion, LVMH. In subscription services, [ph] DAZN 

(00:15:22). 

 

Finally, in Gracenote content services, we expect growth in the mid to high single digits. Gracenote is an amazing 

business we bought in early 2017. It underlies content experience, whether premium subscriptions or ad-

sponsored. You'll hear us talking about Gracenote more than before, which is why we're breaking it out here. 

 

Gracenote is the leading content ID platform in both Europe and North America, and we are driving growth by 

expanding our relationships with existing clients such as Google and with new client wins such as Liberty Media 

and Samsung. We also expect growth from additional services to help studios track their content across multiple 

streaming platforms. As you can see, we have ample room for growth within our respective total addressable 

markets, and we expect to grow in line with these markets. 

 

Let me go a little deeper on the exciting news from yesterday. We are delivering a single audience measurement 

solution, Nielsen ONE, which will involve the current metrics that underpin the premium video advertising 

ecosystem to match changing audience behavior. The new currency that we are building has three fundamental 
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principles: coverage, comparability, and resiliency. This is something that only Nielsen can do and let me explain 

why. 

 

Let's start at the bottom with coverage. Audiences have more choices than ever for video and advertisers have 

multiple ways to reach them. Of course, we have broadcast networks like those at NBC, Universal, or FOX, and 

those companies are expanding into streaming services like FOX and Tubi. 

 

Other video platforms like YouTube and YouTube TV as well as Hulu are also building massive audiences. And 

then platforms like Roku, smart TVs like VIZIO, and set-top boxes like DIRECTV or DISH all allow addressable 

ads within that content. All of these are Nielsen clients and the advertisers want one system to measure all of 

them at the person level. 

 

So Nielsen ONE brings together all the different measurement solutions we have into one consistent dataset and 

one measurement model. A big source of value at Nielsen ONE is comparability. This means we measure reach 

and frequency in a comparable and de-duplicated way across networks, streaming platforms, and addressable ad 

platforms so you know exactly how many people saw it and how often they saw it. And this data can then work 

with a number of data sources to correlate campaigns with outcomes, which is ultimately what an advertiser 

needs from their advertising investment. 

 

The other important value is resiliency. When $100 million trades on your currency, you need to be sure the data 

is reliable and auditable, and it needs to also evolve with new platforms, changing privacy laws and an evolving 

media infrastructure. Nielsen ONE achieves resiliency through return path data and automated content 

recognition data from more partners than anyone. And we make sure this data is representative by adjusting it 

with a truth set of the gold standard Nielsen panels who make sure every group is accurately represented. 

 

Nielsen ONE is committed to maintaining auditability and we work closely with the MRC and auditors to make 

sure our methods and samples are resilient. And the core Audience ID is also interoperable with the Unified ID 

2.0 project led by the Trade Desk so that Nielsen measurement IDs can work with targeting IDs used by so many 

advertisers today. 

 

I don't want to just talk about this ourselves. I want to share some video with you from a couple of the speakers at 

yesterday's event. Let me begin with Google's Vice President, Agency and Brand Solutions, Tara Walpert Levy. 

Tara shared her views on the market's need for the Nielsen ONE solution at our industry event yesterday. 

 

[Video Presentation] (00:20:23-00:21:59) 

 

It's so great to have the support of Google and partners on the publisher side. Views from the advertiser side are 

equally important to ensure that the media buyers and sellers are going to be able to transact with confidence on 

a cross-media currency. We were also pleased to have Luis Di Como, the Executive Vice President of Global 

Media at Unilever, with us yesterday and here is his view from the Nielsen ONE event. 

 

[Video Presentation] (00:22:29-00:23:44) 

 

If you weren't able to watch the live event, I'd encourage you to watch the replay which is now on our website. So 

clearly, we've got the right product and clients are buying into it. But our growth does not just come from new and 

better solutions. It also comes from a change in our mindset, which is focused on growth and accelerating 

velocity. 
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Quite frankly, Nielsen had been slow to adapt in the last few years. We are a complex structure and we were slow 

to innovate because of risk aversion and our products lacked scalability because we were timid with new solutions 

across a fragmenting set of platforms. But today, the New Nielsen has a solutions focus, a simplified organization, 

greater end-to-end accountability and greater financial discipline across both capital expenditure and operating 

expense. 

 

We have transformed into a fewer, faster, bolder organization and we are now strongly positioned to deliver to 

clients the solutions they are seeking. We have consolidated dozens of overlapping products into three essential 

solutions. We are also selling or exiting non-core low-margin businesses that don't fit those three solutions. 

Nielsen Connect, of course, is the biggest business to be sold but we have also exited music listings, social 

tracking, and telecom, and we'll likely have a couple of other small exits in the next few months. 

 

We are also moving faster. The technology and product team will share with you later how working on a shared 

platform means we can reuse innovations across our platform versus building multiple audience and content ID 

platforms, multiple universe estimates, and bespoke analyses. 

 

Finally, we are making bolder moves that can accelerate the entire media industry like the move you saw with 

Nielsen ONE. These include leading the industry to a common currency across streaming and broadcast media to 

scalable outcome solutions that can work with all outcome software through integrations like the one we 

announced with the Trade Desk and an industry ID standard for content that streamlines workflow for both 

content management and content discovery. 

 

Let me go a little further on our leadership team behind this growth. I love working with them and I'm privileged to 

have such an outstanding team. Our deep bench includes Nielsen veterans with extremely valuable institutional 

knowledge as well as some awesome, new, world-class talent. 

 

The gender and ethnic diversity of the leadership team is also helping us make better decisions and it sets the 

stage for more equity and inclusion at every level of Nielsen. This team is aligned around our growth strategy and 

it's working effectively as a single team to drive accelerated growth. I am so proud to share the virtual stage with 

such a great team today. Together, we are building a track record of consistent execution during this critical 

transformation phase in Nielsen's history. 

 

Following the sale of Connect, the New Nielsen will have a significantly improved financial profile. Before I talk 

about our outlook going forward, I thought it would be helpful to walk you through where we've been and where 

we are going. It is a compelling story. 

 

The column on the left shows our historical business that includes Connect, and on the right, you see the 

favorable effects of the divestiture on several of our key operating metrics. This is our new baseline as a 

standalone company largely using 2020 expectations. Given the higher degree of subscription-based revenue in 

our media business, recurring revenues will increase from 70% contracted at the start of each year to 80%. 

 

Our pro forma 2020 revenue base would be $3.3 billion, but it generated a higher historical organic growth rate of 

2.5% on an annual basis compared to less than 1% growth when including Connect. [ph] Holdco- (00:28:26) 

adjusted EBITDA margins of approximately 30% improved to approximately 42% in 2020 after adjusting for the 

sale of Connect. 

 

We estimate approximately $530 million in pro forma standalone free cash flow in 2020 and that excludes 

Connect. So we are close to the current cash generation, but on a smaller more profitable, more focused 
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business. And our free cash flow conversion of approximately 30% has been below our data and analytics peers. 

Our free cash flow conversion in the new baseline is closer to 40% and that will improve. 

 

Our improved financial profile provides us with the flexibility to invest in innovation and new solutions that will 

drive accelerated growth over the medium term. So let me provide a little more color around our medium term 

financial framework and Linda will cover this in greater detail during her presentation. 

 

We will accelerate the organic revenue growth rate to mid-single digits, driving new growth from new solutions 

across all of our end markets. We expect our margins to expand approximately 150 basis points from 2020 to 

2023. We will optimize our capital expenditures, driving scale through platform transformation. We're targeting 

free cash flow conversion of 50%, and we're going to take a disciplined approach to capital allocation. Our initial 

priority is to get our debt – our net debt leverage down to the 3 to 3.5 times range. We're also going to selectively 

consider tuck-in M&A to drive inorganic growth and enhance capabilities, but we'll integrate any acquisition onto 

our core platform. 

 

Altogether, we have significant flexibility to drive growth and return cash to shareholders over time. The rest of 

today's agenda is designed to help you understand how we are set up to deliver on this framework, and instill your 

confidence in our ability to execute, so starting at the bottom of our Audience is Everything framework with 

growth. Sean Cohan is our Chief Growth Officer, and he'll come on next to cover how we are positioning Nielsen 

for opportunity and growth with our three solutions. 

 

Karthik Rao will then share how we are building a global and digital-first footprint for the New Nielsen and how this 

transformation compares to the way Nielsen operated historically. Srini Varadarajan will cover why and how we 

have broken the silos within Nielsen, so that everything will run on a single platform that provides us the flexibility 

and scalability to move faster and drive efficiency. Building on that platform, Mainak Mazumdar will cover our data 

science transformation and explain why our two core identity platforms, Nielsen Audience ID and Gracenote 

Content ID, are essential industry standards for measurement, outcomes, and content distribution. And then Eric 

Bosco will explain how these capabilities position us to move much faster to keep all three of our solutions aligned 

with the changing audience behavior. And finally, Peter Bradbury and Lana Busignani will cover how we take 

these services to market in both the United States and globally, and we'll also hear from some of their clients. 

 

Throughout the course of the day, we'll provide a line of sight into our roadmaps and some key milestones. Then 

we'll take a quick break, and after that, Linda Zukauckas will provide details on how all of this translates into a 

compelling financial model, and we've left ample time after that to take your questions. 

 

Thank you again for your time today. I hope our enthusiasm and confidence in the New Nielsen is coming across 

loud and clear. After these sessions, I believe you will share my confidence that the New Nielsen is more 

essential than ever to the media industry, and that we are transforming the talent, the focus, the competitive 

differentiation, and the operating discipline needed to achieve our vision. The New Nielsen has a significant 

opportunity to help our clients and the entire media industry transform. I am so excited to let you see exactly how 

we plan to do this. 
 ......................................................................................................................................................................................................................................................  

Unverified Participant 

 
Please welcome Sean Cohan. 
 ......................................................................................................................................................................................................................................................  
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Sean Cohan 
Chief Growth Officer & President-International Nielsen Global Media, Nielsen Holdings Plc 

Hi, everyone. I'm Sean Cohan, Chief Growth Officer and President, International, and I'm pleased to be here. I 

appreciate you engaging to talk about our progress and journey in Nielsen. I'll start with why I joined Nielsen, what 

I've experienced so far, dispel some of the common misconceptions about our relevance and growth in an 

evolving media world, and finally, dig into our three solution strategy to execute on plentiful market opportunities. 

 

Early 2020, I joined Nielsen because of its smart passionate team led by David, its underappreciated set of assets 

in the midst of a promising transformation, its role as a catalyst and force for good in an ecosystem, and its 

opportunity to grow globally. The company has exceeded expectations and proven innovative and committed to 

transformation. The global pandemic and economic slowdown have accelerated tough decision-making and 

focus. We've zeroed in on who we are and aren't, and quickly exited activities that weren't strategic, core, or 

winning propositions. In 2020, we expect Media revenue to be within 2% to 3% of 2019 results, and have 

expanded margins, created financial flexibility, all while outpacing competitors. Today, Nielsen is on its way to 

being a strong product and technology-led data and analytics leader and a growth company obsessed with 

bringing audience, data, and insights to the media industry. 

 

Let me acknowledge however that not all are clear or share this view quite yet. I've found that what Nielsen does 

is not always clearly understood. So for starters, what we do, first, we scientifically measure audiences, providing 

de-duplicated reach and frequency for content and ads, and a currency which ad buyers and sellers trade on. 

Second, armed with that audience, we assess and predict outcomes for marketers and publishers, providing mix, 

attribution and sales lift analytics. Third, we provide a range of services to the content ecosystem, including 

Gracenote metadata, which archives and organizes much of the world's content. We differentiate ourselves with 

our de-duplicated audience insights marrying superior audience panels, big data and science, as David talked 

about cross-media currency across devices and platforms, leadership in content metadata, marketing datasets 

and end-to-end analytics, and truly global reach and scale. 

 

Let me next address some common investor misconceptions about our vibrant business. We've heard folks ask 

questions about Nielsen's relevance, noting linear audience and ad spend shifts. Does Nielsen matter in the new 

world, especially with digital ad giants controlling a growing share of premium video ad spend? We've heard 

questions about Nielsen's ability to monetize cross-media currency, a corollary to the old TV dollars to digital 

dimes sound bite. And we've seen the hypothesis that since SVOD now dominates viewing, an ad-free 

environment means there is less need for Nielsen. All of these ultimately go after the viability of Nielsen's 

business over time. 

 

I want to talk to you about why these are off-base, and why we're well-positioned to accelerate growth. First, on 

the linear front, we're not focused solely on linear television but rather premium video. Today we have a very 

steady base of contracted measurement revenue. Premium video advertising spend in the US is forecast to grow 

at around 7% annually over the next three years, with a mix shift towards advanced TV. Market growth, 

fragmentation, and blurring lines we see creating opportunity. Nielsen cross-media measurement is more 

essential to all participants, given three factors I'd call out. First, marketers are trying to understand how to reach 

unique audiences across these platforms, and they demand transparency and symmetrical data. We already 

produce the currency by which buyers and sellers transact. 

 

Second, connected TV, or CTV, addressable and streaming players are aiming to win more ad dollars. The CTV 

ad market is approximately $8 billion and expected to grow to more than $18 billion by 2024. Addressable will 

reach $3 billion next year on the heels of 30% growth in 2020. Nielsen measurement helps these players by 

making cross-media buys easier and clearer for marketers. We've closed several key partnerships here, including 
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DIRECTV, VIZIO, DISH, and YouTube. And this builds on our existing CTV footprint, which already includes 

Roku, Hulu, and Amazon. 

 

Third, digital ad giants are also acknowledging measurement is what the market needs. They have energy around 

capturing those big TV dollars, so there's real incentive. With leading data science, technology, and our focus on 

both buyers and sellers, only Nielsen can deliver true cross-media. 

 

The next set of questions revolves around monetizing digital. Even if Nielsen can measure digital and cross-

media, can it monetize it as with linear? Our digital measurement revenue grew at a CAGR of more than 25% in 

pre-COVID 2017 to 2019. So these are already digital dollars. We're being paid at equivalent rates today for 

newer offerings in connected TV and addressable. Linear versus digital is also an outdated distinction, as 

impressions and audiences are converging to simply premium video and cross-media. There are no more pure-

play TV network companies. Big TV networks today are streamers, they're content producers, and digital ad 

inventory sellers. Digital giants are networks, they're content producers, they are looking to capture more spend 

similarly. Cross-media measurement is foundational for these groups to compete, to monetize, to grow. As we 

implement cross-media, we'll continue to drive growth on contracted pricing, new services to clients, and new 

clients globally. We have a vast majority of video impressions across all platforms in the trading currency, and this 

currency will be as valuable to the cross-platform ad market as it has been before now for the linear market. 

 

A third investor concern centers around subscription video on-demand, and what it means to Nielsen for 

audiences to flock to non-ad-supported environments. Streaming and CTV viewing has exploded over the past 

few years, and SVOD is 20% of viewing today. Audience and content growth presents greater opportunity though 

for several reasons. First, premium video ad spend is growing even as time with SVOD increases. Relative 

audience scarcity drives increased value for ad inventory, enabling our growth, plus the ad-based video on-

demand audience is exploding from Pluto to Tubi to Peacock. Second, Nielsen does monetize SVOD. Premium 

video via SVOD still requires an independent measurement and other Nielsen services like Gracenote metadata. 

And third, the growth of SVOD sparks new industry questions and new needs, which drive opportunity for Nielsen. 

 

We'll talk more about Content Services as one of our three key solutions. So Nielsen is a leader, with a focused 

strategy and competition in the rear view is as essential as ever in today's world. I'll talk next about what's driving 

growth and our strategy. For us, as David noted, Audience is Everything. Nielsen is focused on three solutions: 

Audience Measurement, Audience Outcomes, and Gracenote Content Services. Let me discuss each, starting 

with Audience Measurement. 

 

The audience and ecosystem are changing dramatically. Content is expanding, ad dollars are migrating, privacy 

is foundational, and the industry is demanding cross-media measurement. And delivering cross-media is exactly 

where Nielsen is going. Our Chief Product Officer will take you through the details, but let me hit the high points. 

First, we're expanding coverage to all platforms. We're bringing measurement of addressable, CTV, and 

streaming into the currency to give a complete view of the audience, no matter where it is. Second, we're driving 

towards one product and a single metric, resilient, privacy-safe, with comparable metrics across devices for both 

content and ads. We're talking about true cross-media measurement for industry planning and transacting, 

focused on simplicity and one product that unites linear, addressable, and digital advertising into a liquid 

transparent market. 

 

I want to reinforce that we're committed like never before to lead the markets across Media, and that we're 

making progress and driving revenue today. Whether it's advanced TV or winning international markets, we're 

monetizing now, and we'll accelerate growth with this evolution. We have recent wins with YouTube, DIRECTV, 

and VIZIO, and abroad in Denmark and Saudi Arabia with many more to come. Again, only Nielsen can do this. 
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We have the best-in-class technology for measuring advanced platforms, along with the leading data science 

minds that ensure we produce a complete, comparable, resilient measurement currency. Neither digital giants nor 

media telecom conglomerates nor our peers around the world can take this on. 

 

Turning now to Outcomes and the marketer's current challenge, it's essential for the marketer to understand 

audiences' cross-media, optimizing their campaigns' de-duplicated reach and frequency across platforms. But 

what's also critical is the next set of questions, like did the viewer visit the dealership or buy the jeans online? If 

Audience Measurement helps solve the first part of the challenge with de-duplicated reach and frequency, 

Outcomes connects that to ROI and strategy. Marketers and agencies are already moving to address these 

issues and opportunities. Agency teams are increasingly cross-platform in focus, the need for ROI leads to 

stronger demand for attribution and sales lift products amongst marketers. 

 

Nielsen is ready to capture this opportunity. Today we already help marketers find the right buyers, platforms, and 

outcomes. But we have room for plenty of growth with drivers like newer market segments, new syndicateable 

products, and connecting our cross-media measurement to Outcomes, which drives growth and is a key only at 

Nielsen differentiator. We're growing beyond our CPG client base into new verticals. CPG only represents about 

10% of the world's ad spend. We're already making inroads here with 7 of the top 10 global advertisers and half of 

the top 100 is clients exposing us to pharma, telecom, financial services, and auto. And we see upside from 

growing this exposure. We're adding more global partners through our Outcomes portfolio and bringing services 

to new places. We're leaning into the middle market players, who aim to reap the benefits of data-driven 

marketing like the big guys. Tech improvements will help us shorten turnaround times, bring on new smaller 

clients faster, and launch syndicateable products. For example, in 2020, we launched Compass, which captures 

sales outcomes, including billions in ad spend and thousands of data curves to help marketers optimize planning 

and max out ROI. 

 

Now let's shift to content, an evolving global sector as David noted. Platform and consumer content spend is 

exploding, with content investment up $50 billion versus just five years ago. Well over 1,000 original series are 

now in SVOD catalogs, alongside growing offerings from advertising video on-demand and traditional networks. 

Independent audience measurement, data symmetry, and transparency are key in content markets. Put simply, 

audiences are spending more time and money with streaming platforms. Platforms, creators, and marketers need 

data and transparency as they make decisions, and each content market player is seeking to drive growth while 

optimizing content spend. 

 

All this has created opportunities for Gracenote Content Services. Gracenote helps the audience understand in 

detail what content is available and where to find it, and helps its clients manage and make decisions around this 

content. Three key opportunities for Gracenote Content Services: first, more audiences, content, markets, and 

platforms means there are more opportunities for our core Gracenote metadata services. Gracenote already 

functions as the world's leading organizer and archivist of content. It has already achieved under the radar 

ubiquity. Let me bring that to life with a few examples. When you open the YouTube app on your phone and you 

pull up the in-app program guide, that's Gracenote metadata. When you ask Amazon Alexa an entertainment 

question, chances are the reply is powered by Gracenote. When you do a Google search about a show and get 

back platforms and airtimes, that again is Gracenote. This core business is highly contracted via multiyear 

agreements, with clients from media companies to consumer electronics to car manufacturers. Today, we're 

growing a substantial base by adding new platforms, markets, and content, and increasing capacity and speed. 

 

Second, Gracenote's metadata attached to content tells us a heck of a lot about that content: the show's cast, its 

credits, its episode synopsis, and so on. Obviously, Nielsen's core Audience Measurement tells us a lot about 
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audiences that view that content. Marrying these two allows us to market new analytics for content producers, 

owners, and distributors. Mainak and Eric will talk more about this later. 

 

Third, as the industry has grown, so is the need for an industry standard identifier to unite parties and processes. 

Today, from production to rights management, workflow is managed via disparate systems and identifiers. We're 

building an exciting future where the Gracenote ID is that standard for routing and monetizing content, like a 

content version of CUSIP for securities. 

 

Let me bring these solutions, our audience obsession and growth mindset to life, in the sport genre, where we're 

expecting to grow meaningfully in 2021. Live sports perpetually attracts sizeable [ph] rabid (00:47:18) viewership 

across platforms, devices, and geographies. This viewership is of course the lifeblood of the leagues, teams, 

distributors, platforms, and marketers. Audience Measurement helps stakeholders understand this cross-media 

viewership, who viewed, where, for how long, and who they are, whether live in the living room, on a mobile app, 

or streamed, for both content and ads. In Outcomes, our sponsorship valuation effort analyzes and evaluates in-

program logo placement, whether on a jersey, halftime show [ph] desk (00:47:49), or a sideline cooler. We also 

deliver sought-after insights about fans' mindsets and key metrics like lift and ROI. In Content Services, we 

provide metadata for sports, feeding on-screen score widgets to inform, and valuable analytics, marrying 

measurement and metadata assets. 

 

Let me close my section by summarizing what all this means for growth. We expect Audience Measurement to be 

a low to mid-single-digit organic grower, driven by new advanced TV agreements and expanding partnerships 

with digital ad giants, delivery of cross-media services to new and current clients, and international growth as we 

continue to roll out digital-first and win measurement tenders. We expect Outcomes to be a mid to high-single-

digit organic grower. The stories there include growth beyond CPG, entry into mid-market, international, and 

return of sports, launch of new syndicateable ROI products into the market with far quicker turnarounds, and 

delivery of cross-media audiences with outcome solutions. Finally, we see Gracenote Content Services as a mid 

to high-single-digit organic grower driven by a dynamic ecosystem, an unsung hero in metadata, and marriage 

with other services. Together, these solutions enable Nielsen to deliver a mid-single-digit organic growth annually 

over the next several years. 

 

Thank you for your time today. I hope this gives you a good feel for our journey, focus, audience obsession, 

strategic solutions, and competitive advantage. Our foundation, team, and [ph] bets (00:49:21) will continue to 

drive growth and relevance for years to come. 
 ......................................................................................................................................................................................................................................................  

Unverified Participant 

 
Please welcome Karthik Rao. 
 ......................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer-Nielsen Global Media, Nielsen Holdings Plc 

Hi, everyone. I'm Karthik Rao, Chief Operating Officer at Nielsen. You just heard Sean talk about our growth 

strategy. To power this growth, we are building on a common media platform, a common identity system, the 

Nielsen Audience ID, and a common content system, the Gracenote Content ID. What's exciting for me and the 

other product and tech leaders you're going to hear from is this growth strategy is really enabled by a 

transformational technology and data science plan we committed to about two years ago, a few months after 

David joined Nielsen. Prior to that, we lacked a cohesive product and technology plan tied to our commercial 

objectives. We had very siloed product development, we struggled and were simply unable to build 



Nielsen Holdings Plc (NLSN) 
Investor Day 

Corrected Transcript 
09-Dec-2020 

 

 
1-877-FACTSET   www.callstreet.com 

 13 
Copyright © 2001-2020 FactSet CallStreet, LLC 

 

complementary products off a shared infrastructure. We did not have an integrated approach to M&A, and we're 

instead focused on driving inorganic revenue growth. All of this left unaddressed hampered our growth and 

ultimately cost us some credibility with our clients, the industry, and investors. 

 

We will talk a lot today about reducing complexity and increasing focus. That's true for how we reshaped our 

business, and especially true for how we reshaped our products and technology, striving for Fewer, Faster, 

Bolder, and our organization, the products we build and the foundational enablers that support those products. 

Over the past 24 months, we have achieved a number of major milestones along this journey. We have 

rationalized to fewer products, leveraging a single platform and knowledge graph, which are easier and more 

valuable to use. We previously put too much effort into small declining non-core products. As David mentioned, 

part of the restructuring we announced in July was to divest or shut down these businesses in order to scale all of 

Nielsen off the Nielsen Audience ID and Gracenote Content ID. The remaining products are now being rebuilt 

onto our core platform. 

 

Let me talk about Audience Measurement as an example. In the past, we had a mix of measurement products. 

Some used only panels, some used panels augmented with big data, and even then the same type of big data 

might come from different sources. We had multiple metering technologies in place in different markets around 

the world, and in many cases, multiple generations of meters commingled in a market. We had multiple 

measurement platforms depending on the product, all with different operating parameters and attributes. All this 

complexity introduced unnecessary cost and slowed innovation and growth. It made it harder to keep up with 

market needs. 

 

Today, we are rapidly moving to a single platform which we are deploying globally. The foundation of the platform 

is our data lake, with viewing data, outcomes data, and all of our other data, and we now use a common method 

for ingesting, homogenizing, and contextualizing that data to fit into all the products built on top of the shared 

cloud-based architecture. In fact, 40% of our revenue already flows through the platform, and in two years, we 

expect that to grow to 80% of our revenue. Our platform approach has helped us move much faster, so that we 

can stay ahead of a rapidly changing media landscape. One example of increased velocity is our approach to 

identity. The digital ecosystem is in a state of flux with evolving restrictions on consumer consent and decreasing 

reliance on cookies. This created a need to be able to link people to devices and to viewing behavior in a world 

where existing identifiers can no longer be relied upon, all in a privacy-centric way. 

 

Mainak will talk more about the Nielsen Audience ID and the role it plays in our systems, but it's about the critical 

decision we made to transform this from something we exclusively sourced from one or a few outside partners to 

something we build and maintain in-house, and we built it on the platform in less than 90 days. 

 

Just like with our platform, so too with identity, we have the flexibility to ingest external identity data into our 

systems and build our identity spine. You have also seen recent announcements around our connected TV and 

linear addressable measurement initiatives, all of which were enabled by our ability to scale the platform to 

elegantly deal with the measurement paradigms required, without creating bespoke measurement for each 

partner's data or technology capabilities. 

 

I want to take a minute to talk about our globally standardized metering technologies that feed the platform and 

how we have transformed our field operations with the nanometer. We accelerated the [ph] start of (00:54:11) 

deployment and cut our timeline in half for rolling out the nano, from 24 months to 12. We now have 3,000 homes 

and expect to have 21,000 homes installed by the end of 2021. That's a 30% increase in homes from our original 

timeline. And we had to completely rethink the way we recruit homes and install meters, since our standard 

method had been in-home visits. 
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Recruiting new homes remotely was not originally part of our plans, but we had already recruited over 1,000 

homes remotely by phone or online in 2020, and by April 2021, all new homes will have the ability to be recruited 

remotely, with meters that can be installed remotely. We were able to do this because our teams were agile and 

quickly came together to make it happen. This new mode also enabled us to accelerate the rollout of the 

Streaming Meter, which measures everything being streamed into the home at the source level. And we're also 

becoming bolder in defining and driving the industry forward versus running to catch up with the industry. 

 

Perhaps the boldest move was announced yesterday with Nielsen ONE. Nielsen will lead the industry to a single 

measurement and currency across both streaming and broadcast signals. This will allow coverage of all video, 

comparability in measurement, and the resilience to keep adapting to new platforms and devices that audience 

use to consume video. This approach has been warmly embraced by new platforms like YouTube, evolving hybrid 

players like NBCU and ViacomCBS, major advertisers and their ad agencies. We are also making bold moves in 

products that automate planning media investments and which provide more confidence in attributing outcomes to 

those investments. 

 

And finally, we have a bolder ambition for Gracenote, leveraging the Gracenote Content ID to simplify and scale 

the distribution and discovery of content across the full range of channels and streaming services used by 

audiences today. We are also being bolder in the way we invest for growth, and that takes cultural and 

organizational changes. We have completely rethought how we make OpEx and CapEx decisions, to ensure that 

we are putting our capital against the best opportunities for the company. In fact, we are increasing capital 

expenditure on growth initiatives to 40% of 2021 spend, up from 25% in 2020, while our CapEx to sustain our 

existing capabilities is expected to decline by about $50 million in 2021, and increasing the total pool is not an 

option. In addition, in 2021, our maintenance operating expense will decline by $60 million on top of a $63 million 

reduction in 2020. And we will invest those savings in growth initiatives, way more efficient, decisive, and focused. 

 

To make all this work, we also have to make sure we will organize for success. Our previous product 

development was fragmented. Product and technology were optimizing for their own, sometimes competing, 

goals. We had 100-plus product lines, each with very different investment and profitability profiles. We simplified 

our product lines to 14 broad product families in 2019 and have moved towards just three strategic solutions. 

Breaking down the organization and rebuilding it around our products has allowed us to prioritize investments to 

fast-growing products and to see significant efficiencies around decision-making and agile execution. 

 

We were also very dependent on an outsourced model that created organizational complexity and slowed down 

our development times. As part of this shift, [ph] we recommitted (00:57:52) to building an in-house engineering 

talent base and have improved our development efficiency by 4 times in some cases. This new culture of 

development and investment means that we no longer think about money for product investments or technology 

investments or anything else that is disconnected from the other critical areas of the business. 

 

Those are some specific examples of change we have made and continue to make in how we operate our 

business in a Fewer, Faster, Bolder model. I want to bring this back to the big picture. You've heard David and 

Sean say it, Audience is Everything. That mantra carries implications for our technology and systems as well, 

especially when we think about how we continue to evolve the way we do Audience Measurement, Audience 

Outcomes, and Gracenote Content Services. 

 

Thank you for your time today. As you can see, this is a different story than we've told you before. We have 

reduced complexity and increased focus. All of our solutions leverage the same platform and talk to each other. 

Everything is connected. 
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Unverified Participant 

 
Please welcome Srini Varadarajan. 
 ......................................................................................................................................................................................................................................................  

Srini Varadarajan 
Chief Technology Officer, Nielsen Holdings Plc 

Hi, everyone. I'm Srini Varadarajan, Chief Technology Officer at Nielsen. Karthik spoke about our technology 

transformation and the work that we have done to drive scale and velocity. The Media platform serves as the 

foundation for our growth. The measurable outcomes that we set out to achieve with the platform were: high 

velocity, meaning our ability to deliver more product features with fewer resources; agile development, meaning 

our ability to deliver product features that matter to our clients in shorter and frequent iterations; reduced 

duplication, meaning removing duplication of software between product silos and reuse software components, 

which in turn will decrease cycle time. All of the above contribute to a lower cost of product development. I would 

like to describe the platform through three underlying principles that heavily influenced us as we designed and 

built it. First, data is a media enterprise asset. We, at Nielsen, believe that data is the second most valuable asset 

in the enterprise after our human capital. Our data was previously locked up in several legacy technologies, and 

hence the access to this data was cumbersome. And further, harmonizing and enriching this data to build 

products was very time-consuming and expensive. More importantly, the knowledge around this data was tribal. 

The media data lake is the single global repository of all media data assets. 

 

Our goal in 2019 was to acquire, ingest, and catalog our data in a consistent fashion, decoupled from products. 

And over the last 24 months, we have done just that with about 65% of our data available now through the media 

data lake. The advantages have been profound. Data is available in a consistent, timely and easily accessible 

fashion to our data scientists and analysts. This has reduced methodology and analytics development time by 

40% to 60%. With the centralization of the [ph] beta ingest (01:01:29) function, we have removed the need for this 

to be done duplicatively by each product team, which has allowed us to reduce our contractor resources. We 

have released 200 contractors. 

 

Knowledge about our data assets is no longer tribal, and it is digitized in a modern catalog and glossary. This has 

increased efficiency across the team. The media data lake is the primary driver behind our cross-media 

measurement. It brings together all of the source measurement data, linear, digital, connected TV, into a single 

harmonized impression model which drives all of the measurement. 

 

Second, data science and methodology development is at the heart of measurement outcomes and analytics. It is 

our DNA. We have over 500 data scientists and analysts who work with our data and build methodologies and 

analytics that fuel our products. The media data lake has significantly simplified their lives in comprehending and 

accessing our data. However, to get scale and velocity, we needed to bring consistency in how methodologies are 

built and deployed. Over the last 24 months, we've invested significantly in building tools that automate the 

development lifecycle of these methodologies and their deployment to cloud. 

 

Leveraging the platform, we've been able to build the connected TV data science methodologies with 50% less 

resources than we would previously have needed. The cycle time for developing, testing and deploying these 

methodologies on the platform is half of what it was before. The accuracy of these methodologies is verified by 

robust data quality testing. The platform has accelerated this effort by five times. 

 

Cloud computing is a major technology disruption for every enterprise in this world and it's no different for us. The 

media platform is cloud native and it has given us all the benefits of cloud computing such as pay-as-you-go, shift 
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from CapEx to OpEx, elastic scalability to process big data and seasonal events, the best security in the world 

and, finally, an avenue to get out of data centers. Our data scientists and analysts are hungry for more data to 

drive their methodologies and analytics. But a big impediment to this are data centers, which create walls 

between enterprises and make data sharing cumbersome and expensive. The cloud breaks these walls down and 

creates an environment where data sharing is easier. 

 

Our platform has gone beyond leveraging the cloud as just a data center replacement, and has allowed our data 

and science to be part of a larger ecosystem which allows us to interoperate with our vendors and clients in a 

more efficient way. We have built exciting technologies that make our data available on the cloud to our clients in 

a seamless way, and we call it the media data engine. Our data scientists use a secure compute engine also 

known as Intelligence Studio that will allow them to use Nielsen data and vendor data with high levels of security 

and privacy. 

 

Building a platform is not as difficult as adopting it across the enterprise. The leadership team led by David have 

been relentless in ensuring that the platform is non-negotiable. We have ambitious targets ahead of us. You 

heard Karthik say that we expect that 80% of our revenue will flow through products built globally off the platform 

within two years. Ingesting and making data accessible through our data lake is a huge enabler for efficiency, 

agility and innovations for our data science and products. We expect to have all media data available through the 

data lake by the end of 2021. More importantly, anything new that is built in 2021 uses the data lake, and hence 

the platform. 

 

We are rapidly migrating our processing pipelines and products to the cloud and in the process shrinking our data 

center footprint. By the end of 2023, we expect to have less than 10% of our servers in the data center. 

 

Hopefully, you got a peek into our technology platform today and thank you. 
 ......................................................................................................................................................................................................................................................  

Unverified Participant 

 
Please welcome Mainak Mazumdar. 
 ......................................................................................................................................................................................................................................................  

Mainak Mazumdar 
Chief Data and Research Officer, Nielsen Holdings Plc 

Hello, everyone. I'm Mainak Mazumdar, Chief Data and Research Officer at Nielsen. I want to share how the 

transformation, as discussed by Karthik and Srini, positioned data science to reduce complexity and scale our 

foundational methodologies such as identity. We have transitioned from bespoke methodologies of small panels 

to combining big data into our measurement. Combining big data with panels in our platform expanded our 

coverage, and allowed us to report with far greater granularity. The local national and digital products are no 

longer constrained by sample sizes, and we are now able to measure more content and more ads. 

 

Open source, new talent and machine learning have harmonized models into a single framework. For example 

200-plus market specific models are now simplified into one, giving us incredible speed and scale. This 

simplification means fewer quality issues and foster innovation. More importantly, the shift from the culture of silos 

to collaboration, and the ownership of the full development lifecycle has given us a real momentum for change. 

The case in point is that we developed a new identity graph in less than three months. COVID presented a clear 

choice to innovate faster, and boy, we did. We have accelerated innovation in panels from years to months. The 

panel recruitment is now scaled to the web, and we are installing meters remotely. Sampling on digital platforms 

is adding hard-to-reach younger demographics in the panel, which greatly improves quality. And finally, with the 
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platform and machine learning, we are simplifying multiple pipelines into a single data collection framework for 

Nielsen ONE. 

 

The transformation allowed us to focus on fewer, faster and bolder initiatives such as identity. Why is identity 

important? With ongoing change in the tech and privacy landscape, it is important that we have the flexibility to 

change our measurement methodology, and our identity initiative has given us that flexibility. As many of you are 

aware, cookies and identifier used in the digital world are being phased out, and this is one of the example how 

our identity solution will come into play. But more broadly though, as choices of where, when and how to consume 

media continue to increase, our identity makes our mission of measuring all audiences across all platforms and 

devices possible. 

 

What is identity? To simply put, it's a methodology of linking cross-platform devices to a person and demos. This 

science allows us to associate billions of devices to a person regardless of the platforms, multiple devices or 

digital ad giants, and report on the most important metrics of deduplicated reach, demographics, frequency, and 

advanced targets. Our ID is for a measurement, not targeting. Targeting is about scale and does not require 

consideration of multiple device ownership. But measurement requires Nielsen ID to be persistent so that each 

device and actual person exposed to an ad is accurately counted across all devices for comparable reporting. 

And persistent IDs allows us to deduplicate the audience exposed to the same ad across multiple platforms. 

Deduplication is also critical to addressing marketer's concern of double counting impressions, inflated metrics, 

reducing advertising waste, and rebuilding trust. 

 

Our ID is open and interoperable. Regardless of the platform, digital ad giants, and other proprietary IDs, our ID 

will consistently and comparably digital ad giants and other proprietary IDs, our ID will consistently and 

comparably measure all advertising. The methodology is purpose-build for privacy, trust, third-party validation, 

and media measurement standards. This is only possible because of Nielsen panels, the source of ground truth 

for machine learning and validation. 

 

We are working with media rating council to audit the ID methodology. At present, the identity is 300-plus million 

persons linked to billions of devices. And we have partnered with leading information services firms, media 

platforms, and NVPDs to build the ID. To this point, let's hear from The Trade Desk CEO, Jeff Green, on why 

Nielsen ID is so critical for measurement. 

 

[Video Presentation] (01:11:48-01:12:52) 

 

While the Audience ID represents who was exposed to an ad, the Gracenote ID, which uniquely describes a piece 

of content across platforms, provides the what. Combining the who and what together is a unique and incredibly 

powerful way to understand the audience of the content, delivered, distributed, or syndicated across all platforms, 

especially among streaming services. An important call-out is that this is not only linear, but for all content. These 

services are investing billions to attract and retain subscribers including investments to personalize and populate 

catalogs with thousands of best content for the subscribers. And they are keen to predict which type of content, 

maybe it's a thriller or a mystery, or type of talent will attract new and engaged audience. 

 

This knowledge graph is designed to answer these questions. By combining the who and what, we have now 

given clients the unique ability to understand their audience and personalize content better than ever before. And 

the data and the deep learning algorithms underpinning the knowledge graph is uncovering unique insights for the 

clients. 
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Let's look at one example. In response to the increasing demand for understanding racial and minority inclusion in 

media, we queried the knowledge graph consisting of Audience and Content IDs and its attributes. We matched 

the cost, screen time, characters, and description of the Empire, one of the highly rated TV shows on Fox, with 

Audience ID to answer the inclusion question, which is, what is the ratio representativeness of the cost with the 

viewing and general audience? While this is one example, our ambition is bigger. We expect the graph to 

illuminate bold inefficiencies in the media supply chain and value in combining content and audience. We expect 

the graph to create a better content marketplace. Thank you. 
 ......................................................................................................................................................................................................................................................  

Unverified Participant 

 
Please welcome Eric Bosco. 
 ......................................................................................................................................................................................................................................................  

Eric Bosco 
Chief Product Officer, Nielsen Holdings Plc 

Hello, everyone. I'm Eric Bosco, Chief Product Officer for Nielsen. I wanted to discuss how we're bringing our free 

strategic solutions to life for our product transformation roadmap, including some real world examples of our 

progress to-date from the point of view of our customers and partners. First, I want to talk about cross-media 

measurement. Nielsen ONE is the single most important product initiative at Nielsen. The goal we have is 

deceptively simple, to measure cross-media audiences for both content and advertising across all media 

distribution channels at a granular level. Our customers will be able to get comparable metrics across linear TV, 

streaming services, connected TVs, mobile applications, etcetera. 

 

While the goal is simple, the technical challenge is very, very complex, and only Nielsen can deliver a solution 

that allows us to normalize television metrics and digital metrics into a single currency. The reason we can do this 

is because of all of the assets, investments and innovations you've heard about, our Nielsen Audience ID and 

Gracenote Content IDs, that allow us to understand who is watching what at any given moment in time, the 

increased rollout of our nanometer that can measure television at a second-by-second level, and lastly our one 

media platform solution that enables us to bring together under one roof this massive quantity of data from all 

these consumer end points. 

 

Sean earlier described all the components that go into creating our cross-media currency. Let's dive into 

advanced TV. In order to execute on our cross-media vision, we are significantly expanding our coverage on 

connected TVs and addressable television. We have made great progress with some early wins with a number of 

key partners. As we work with these partners in the advanced television space, we are increasing coverage for 

overall measurement, and each partner becomes a customer and is a new source of revenue for Nielsen. In 

addressable, Nielsen has an inherent advantage. Only we can turn addressable ads into television currency since 

we are the standard for TV currency. 

 

Beyond our own addressable technology with Gracenote, we've recently signed major deals with all the largest 

addressable providers including VIZIO, DIRECTV and DISH. Likewise in the connected TV category, we have 

integrations with some of the largest players in the ecosystem covering over 55 million households. CTV 

integrations embed Nielsen measurement deep in the technical stacks of CTV providers, creating a competitive 

advantage that is hard to replicate. 

 

We're also expanding our coverage across streaming platforms. So, let's dig into an example. We just announced 

a comprehensive partnership with VIZIO that will enable Nielsen to measure both their connected TV ad inventory 

and their addressable TV footprint. What makes this integration so exciting is that it leverages all the components 
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Srini and Mainak talked about. The VIZIO solution is built entirely using our new media platform, and leverages 

both Nielsen Audience ID and panel data, and also integrates VIZIO's own automatic content recognition data, 

known as ACR, for each television set. This means that not only is VIZIO a key Nielsen customer, but the entire 

footprint of over 16 million TV sets and VIZIO's ACR data will flow into our national cross-media currency, 

enabling us to measure with even more granularity. This is a clear example of how Nielsen is able to converge 

different media platforms and technologies under a single cross-media measurement solution, Nielsen ONE. 

 

Moving on to audience outcomes. Outcomes is a fast growing part of the Nielsen product portfolio, and we have 

several product initiatives that will sustain that growth. We plan to deliver many new capabilities in 2021, and even 

more in 2022. Nielsen already is one of the largest outcomes measurement providers in the media ecosystem, 

and we're especially strong in measuring CPG sales. Our priority going forward is to expand our coverage to the 

other top verticals. We've already added automotive support, thanks to our partnership of J.D. Power. 

 

Secondly, we plan to expand our real-time campaign measurement footprint to include outcomes measurement 

across television, both linear TV and advanced TV, and also in partnership of digital ad giants like Google and 

Facebook. This will give us unrivaled scale in audience outcomes. Nielsen's ability to measure outcomes on those 

surfaces is directly due to our investment in the cross-media strategy we've described. 

 

And lastly, we will continue to expand outcomes measurement to more international markets. Nielsen is already 

the only provider of audience outcomes with a global footprint, with an ability to measure outcomes in 50-plus 

markets. This enables us to work with customers who want to measure effectiveness of their campaigns across 

multiple countries. 

 

As a proof point of the work we've been doing, I'd like to share a short video of Best Buy's Chief Marketing Officer, 

Frank Crowson, who highlights Nielsen's unique ability to measure outcomes across all platforms, thanks to our 

cross-media approach, helping him understand which touch points were most influential in his customer's journey. 

 

[Video Presentation] (01:21:04-01:21:54) 

 

Let me finish with our product roadmaps for the next couple of years. We're bringing many new products and 

capabilities to market that will help fuel our growth in the years to come. In audience measurement, we will launch 

a new cross-media currency at the end of 2022 and fully transition to the new currency no later than fall of 2024. 

We are planning a parallel period where both currencies operate side by side. This gives the industry enough time 

to adopt a change. All of the items you see on the roadmap leading to the parallel period help us expand our 

coverage to new platforms and help us create comparable metrics so that we can measure digital and TV in the 

same way. 

 

For audience outcomes, we will expand verticals and international coverage in 2021. By the end of 2022, we will 

have consolidated multiple planning tools and outcomes products into a single outcomes product powered by our 

one platform and our new cross-media data. 

 

And lastly, for Gracenote, we plan to expand the products we are selling to customers to include predictive 

analytics products that leverage both the Gracenote Content ID and the Nielsen Audience ID, such as the 

inclusion analytics example that Mainak just discussed. We also plan to increase the distribution of Gracenote ID 

both internationally and further upstream in the content creation process. Thank you. 
 ......................................................................................................................................................................................................................................................  
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Unverified Participant 

 
Please welcome Peter Bradbury. 
 ......................................................................................................................................................................................................................................................  

Peter Bradbury 
Chief Commercial Officer, United States-Nielsen Global Media, Nielsen Holdings Plc 

Good morning. I'm Peter Bradbury, Chief Commercial Officer of Nielsen US. Without a doubt, this is the most 

exciting time in my 25 years here at Nielsen. I love my role working with our clients across the media and 

marketing landscape. And Nielsen is better positioned today to help our clients modernize their own businesses 

than we've ever been in our rich history. We have the right products and the right people to help our clients adapt 

their business models as they search for growth in this rapidly changing environment. 

 

Earlier today, you heard about the planned launch of Nielsen ONE, and the benefits to the industry of having a 

single independent measurement of unduplicated reach, frequency and outcomes. You've heard about marketers 

growing demand for outcomes measurement, not just in CPG, but all key advertising verticals. And you heard 

about the growing need for content services. 

 

Before I get into my presentation, I thought it would be helpful for you to hear from some of our clients, both long-

term and new industry leaders, who will share their views on Nielsen and the critical role that we play in the 

transformation of the US media landscape. We have on screen with us today Doug Ray, the Chief Executive 

Officer of dentsu media; David Levy, the Chief Executive Officer of Open AP; and Jankowski, the Global Head of 

Media at Mastercard; and Louqman Parampath, Vice President of Product Management-Advertising at Roku. 

 

[Video Presentation] (01:24:58-01:27:43) 

 

Let me give you a quick snapshot of the business. Nielsen generates $2.8 billion of revenue in the United States, 

with long-term contracts and a high degree of recurring revenue. Our average contract length with our top 15 

clients is just over four years, and we've worked with many of our clients continually for three decades or, in some 

cases, even longer. The same set of clients were approximately 6% on average from 2018 to 2019 pre-COVID. 

Our relationships are built on trust and the aligned belief that accurately measuring all audiences is absolutely 

essential. This has been particularly apparent throughout the global pandemic. As David highlighted in his 

opening comments, we have been investing in a deliberate and disciplined transformation path that aligns with 

where growth in media is coming from. 

 

Our clients need more information and services due to the growing complexity of their own cross-platform 

business models. And at Nielsen, we are strongly positioned to deliver those products and services to our clients. 

We have expanded our coverage, simplified our solutions, and increased our speed to market. 

 

We have fundamentally changed the way we operate, and our hard work is paying off with strong renewals, 

expanding relationships, and a robust slate of new clients. In early 2020, we reorganized the commercial 

organization around our product-led go-to-market strategy. Our matrix to approach enables us to bring the 

broadest set of products and services to help our clients solve an increasingly complex set of challenges that they 

face. 

 

In 2020, we have been successful with our new cross-selling approach. It provides us with tremendous 

momentum as we head into 2021. This is coupled with a cultural shift from an incumbent to an insurgent mindset, 

focused wholly on accelerating profitable revenue growth. Our teams operate under the simple unifying principle 
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that audience is everything. And with this mindset, Nielsen is uniquely positioned to help our clients succeed 

across all of the industries that we serve. 

 

You've heard from David and Sean about our strategy to drive accelerated growth. I'd like to show you how that 

builds up to our mid-single digit [indiscernible] (01:30:11) medium-term revenue targets on a directional basis. Our 

growth comes from a number of streams. First, our multiyear service agreements which include contracted annual 

price increases. Rate increases in our multiyear contracts reflect the increase in value of Nielsen solutions to our 

clients over time. 

 

Second, expanding client relationships for newer offerings and volume growth of existing services as their [ph] 

relevance (01:30:37) grows. Major digital first publishers are increasing their use of Nielsen's digital ad ratings and 

total ad rating services demonstrating the importance of Nielsen's audience measurement and planning and 

measuring across media ad campaigns. Digital first publishers are enabling CTV measurement of their own 

platforms entering multiyear measurement commercial deals and increasing the volume of [ph] impressions 

(01:31:02) and campaigns measurement. We're also focused on building deeper and more comprehensive 

relationships with advertisers and agencies. And our relationships are also expanding to include Gracenote 

Content services. Our clients seek the ability to more fully understand the value of their content. 

 

Finally, our newer products are resonating in a way they never have before in the marketplace. And they are 

attracting a wide array of new clients including streaming players, content owners, and advertisers across 

verticals. To further underscore Nielsen's accelerating growth trajectory, I'll provide two examples that have been 

masked to respect confidentiality. 

 

Let me start with the US media client, one which you might historically think of as a television client. This 

particular client is a media conglomerate with whom we expect to grow our relationship by 6% on a compound 

annual basis from 2022. We have a comprehensive enterprise deal with incremental services that are mid-single-

digit annual contracted price increases. We're working with this client and many other similarly situated clients 

across all three of our essential solutions: audience measurement, audience outcomes, and Gracenote Content 

services. In audience measurement, we benefit from continued and expanded use of Nielsen's gold standard 

audience rating services across that client's enterprise. 

 

Our product roadmap aligns with our client strategy and only Nielsen [ph] that (01:32:38) enable them to find their 

unique audiences in a comparable and deduplicated way across multiple platforms. They are one of our largest 

publisher clients on a volume basis of digital ad ratings for measurement of their computer, mobile, and 

connected TV inventory. We are absolutely essential to the success of this well-known Fortune 100 client. Our 

agreement includes the continued use of existing services with broader access across our planning and outcome 

solutions. We have a significant potential revenue upside in both marketing effectiveness and ROI metrics. And in 

content, we have an enterprise agreement for metadata with significant upside as the client grows their already 

robust investment in content creation. 

 

We are also growing with major digital first publishers. Digital pure play clients are buying digital measurement 

and Nielsen's gold standard linear TV data which provide them with valuable insights as they look to compete for 

ad dollars. Digital first clients want a comprehensive and deduplicated view of the premium video landscape 

across platforms. We're also building our outcomes business with such clients with strong growth expected in our 

lift and in our marketing mix modeling businesses. 

 

On the Content side, we have dramatically expanded our partnership footprint with Gracenote metadata 

expanding from powering a single user this client to all facets of this particular client's enterprise. Altogether, this 
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will drive over 20% annual growth over the mid-term with this client. It's quite clear from these examples that the 

lines between digital and TV are blurred; audience is everything to our clients regardless of the platform or device. 

 

The North Star for marketers is to be able to optimize reach and frequency at an individual level start across all of 

the different platforms on a deduplicated basis. The publishers want to provide more add options for buyers and 

improve the overall viewer experience. The recent surge towards streaming and the rapid adoption of connected 

TVs underscore the cross-platform nature of most households in America today. And this evolution has only 

heightened the need for cross-media measurement. 

 

Nielsen ONE is unparalleled in its ability to solve for that need. This is truly transformative for the media industry 

and our clients are pushing us to move even faster as they see the value that Nielsen ONE promises their own 

businesses. 

 

Before we move into the International segment of today's presentation, I'll let you hear what our clients have to 

say one more time. Thank you for your time today. Appreciate you being here. 

 

[Video Presentation] (01:35:20-01:36:25) 
 ......................................................................................................................................................................................................................................................  

Lana Busignani 
Executive Vice President-International, Nielsen Holdings Plc 

Hello, everyone. I'm Lana Busignani, Executive Vice President-International. I'm excited to spend a few minutes 

today highlighting the transformation and progress across our International business to deliver outsized growth 

over the next several years. Let me start with what it looks like today. 

 

Nielsen's International business is nearly $600 million in revenue in 2020. Europe and the Middle East represent a 

little over half of our International revenues, Asia-Pacific drives about one-third, with the remainder in Latin 

America and Canada. We have measurement outcomes in content solutions around the world and we are the 

measurement standard for TV or audio in 26 markets today. Our digital offerings are used in 34 markets today. 

 

As David discussed earlier, we expect the International business to grow significantly faster than the US business 

over the next few years. With a present spanning 60-plus global markets, we are leveraging the platform that you 

heard earlier from Srini to drive faster scale and product innovations across our three solutions. This is 

transforming our business from a collection of individual markets to one global media business and team. 

 

For International, we will stay consistent with our global media strategy. But we will execute locally to meet the 

needs of our markets with an emphasis on three drivers of growth; a focus on the right markets, leading the 

industry with cross-media, and going to market as One Nielsen. 

 

First, we're focusing on winning in the key media markets As the media ecosystem experiences continuous 

change, we are innovating with our products and evolving with our global partners. Whether it's global platforms, 

advertisers, agencies, content partners, sports leagues or device manufacturers, we will grow by addressing the 

challenges of our clients, leveraging our single platform to quickly translate product velocity into revenue velocity 

at scale. 

 

Second, we spoke earlier about cross-platform measurement. And for International, it means leading with our 

digital first solutions to enable us to measure audiences in any country. Regardless of the technology, whether 

connected TVs or strategic OEM partners or our streaming leaders, Nielsen is positioned to lead the evolution of 

ad and content measurement to a cross-media currency. We have begun this journey in several markets like 
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Denmark, which we recently won and we expect to lead with cross-media in several markets throughout 2021 and 

beyond. 

 

Finally, we have simplified and aligned our sales and client teams around the world with a growth mindset to drive 

volume across existing clients and expansion to new. We're also modernizing our go-to-market with a lead 

generation, demand generation, enterprise selling approach to drive net new client acquisition beyond the largest 

clients and to expand in the mid-market. 

 

Our strategy builds on the unique strengths in each region to capture white space and high growth for the 

Americas, establish leadership in EMEA, and to leverage the strength of our whole portfolio in the Asia-Pacific. To 

give you a little more color about what these regions look like today, let me start with Canada and Latin America. 

 

We are the measurement currency in Mexico and have strength in a fast growing outcomes business. While we 

have a smaller overall footprint today, this region is seeking innovation with cross-media and offer significant 

white space to grow measurement. Outcomes in content will continue to deliver high growth rates by adding new 

clients in this region. 

 

EMEA is our largest region for outcomes and content and we are also the TV currency in 12 countries including 

Italy, our largest market. We've just won a new tender in Denmark and have several markets coming up for bid. 

The key to this region is establishing leadership in top tier markets through cross-media measurement driving 

global platform and advertiser partnerships and even deeper penetration with outcomes. 

 

In Asia and Pacific, Nielsen is the measurement incumbent in Australia, New Zealand and across Southeast Asia. 

While North Asia is all about outcomes and content. We have a solid footprint across 14 countries as a result of 

this with the opportunity to strengthen our portfolio by establishing an OTT and streaming foundation, securing 

data partners to drive outcomes and driving content growth through new markets. Our growth in international will 

be driven by pricing, expanding new services at current clients, and capturing new accounts. 

 

This is a directional illustration of how we expect this to play out to deliver mid-to-high single digit growth in 

international markets over the next several years. Pricing will contribute some growth through contractual price 

increases, shifts to value pricing across several products, and feature enhancements. But we expect most of our 

growth to come from expansion at existing clients through cross-media upsell, scaling outcomes, and a richer 

content catalog for Gracenote. 

 

Finally, we expect new account acquisition to be an important source of growth driven by regional above market 

clients, the mid-markets as we automate and scale to offer more syndicated services, and new buyer personas as 

we leverage our One Nielsen sales approach to expand to new verticals. 

 

I hope that gives you a good feel for the International business and the exciting growth we expect to deliver 

through focus on key markets, digital first, cross-media measurement and our One Nielsen approach to 

transformation. Thank you. 
 ......................................................................................................................................................................................................................................................  

Unverified Participant 

 
We will now have a short break. 

 

Please welcome Linda Zukauckas. 
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Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc 

Hello, everyone. We're excited to be with you today. I hope the earlier presentations have conveyed our 

enthusiasm and conviction in our growth strategy. We are driving rapid change at Nielsen across the board just 

reflecting on 2020 today it has been an action packed year. In Q2, we pivoted quickly as the global health 

pandemic started unfolding taking both temporary and permanent cost actions. We rebase lined our expectations 

for the year, updated our guidance, and are on track to meet the guidance. 

 

In Q2 and Q3, we successfully accessed both the leverage loan and bond markets in the US and in Europe 

refinancing approximately $3 billion of debt despite instability in these markets. And as David referenced, on 

November 1, we announced the planned sale of our Connect business to Advent International. The sale 

represents an attractive alternative to the spin path that we were on. 

 

Our actions this year are driving higher profitability for both Media and Connect in 2020 despite forecasted 

revenue declines of 2% to 4% versus 2019. Our ability to execute on all of this evidence is the culture of the New 

Nielsen, one that makes decisions and executes, one that is thinking ahead about what is best for a broad range 

of constituents, from colleagues, to shareholders, to the audience. 

 

I'm still relatively new with the company having joined 10 months ago, but my enthusiasm has only increased 

based on our 2020 accomplishments. Our ambitious and achievable goals for the future and our strong and 

cohesive leadership team, who have come together so well during this challenging year. And now, I want to bring 

what you've heard from my colleagues together in our financial framework. 

 

For today's discussion, I'll review our new financial profile, our medium-term financial framework that extends 

through 2023, and our preliminary 2021 outlook. I'll start with our shareholder value creation framework as you 

see depicted here. We are focused on driving shareholder value through accelerating revenue growth on a stable 

and highly recurring revenue model, driving profitable growth, improving our investment discipline to focus capital 

expenditures on high growth areas and increasing our conversion of EBITDA to free cash flow. We'll allocate 

capital in a disciplined way with a near-term focus on de-levering, using proceeds from the sale of the Connect 

business, anticipated to close in the second quarter of 2021. 

 

I'd like to start by reminding you of the New Nielsen baseline leveraging data similar to what David shared earlier. 

The bars on the left show our historical business including Connect, and the bars on the right you see the 

favorable effects of the divestiture on several of our key operating metrics. The right side is our new baseline as a 

standalone company assuming the sale of Connect and the debt paydown occurred as of the beginning of 2020. 

Organic revenue growth with Connect was less than 1% annually from 2016 through 2019. Media revenue growth 

for the same period was approximately 2.5% annually. Holdco EBITDA margins of approximately 30%, improved 

to approximately 42% in 2020 for the New Nielsen. We estimate approximately $530 million for New Nielsen free 

cash flow in 2020. 

 

Our free cash flow conversion of approximately 30% has been below data and analytics peers. Adjusting for the 

impact of the Connect divestiture, free cash flow conversion would be closer to 40%. The new baseline will benefit 

from lower ongoing restructuring versus Holdco. We also expect the effective tax rate to be in the mid-20s 

excluding discrete items. And importantly, our new baseline enables us to focus on planned and deliberate 

investment in innovation and new solutions. David spoke earlier about our financial framework to drive revenue 

growth, greater profitability, and higher free cash flow. Over the next few years, we see multiple drivers to improve 

financial performance. And as a leadership team, we have aligned around the specific measures you see here in 

our medium-term financial framework. 
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I'll summarize the key drivers and then review each of them in more detail. We will grow revenue. We have a 

stable recurring revenue base. This plus the growth strategy we've discussed with you today give us confidence 

that we can accelerate organic revenue growth to mid-single-digits. And as you've heard throughout the day, 

we're starting to see evidence of this strategy working and that product transformation is resonating with clients. 

We will expand margins. The New Nielsen has attractive margins. And despite the pandemic, we expect to 

expand margins in 2020 specifically over the period from 2020 to 2023 we expect margin expansion of 

approximately 150 basis points through revenue growth, discipline cost control, including the ongoing benefits of 

our optimization plan and continued investment in growth drivers. 

 

We will optimize capital expenditures. You heard earlier this morning from Karthik and Srini that we are focused 

on deploying capital to our growth initiatives while driving efficiencies through our platform approach. We've made 

a lot of progress already with more benefits to come. We will accelerate free cash flow generation. We expect free 

cash flow conversion to improve from just under 40% on a new Nielsen basis in 2020 to 50% over the next three 

years. This represents double-digit compound annual growth for free cash flow over the next three years reaching 

over $800 million in 2023. We'll share more with you in February with regard to adjusted EPS. But at this point in 

time, our goal would be to achieve double-digit compound annual growth over the medium-term for adjusted EPS 

following the sale of Connect driven by revenue and adjusted EBITDA growth and continued lower interest 

expense as we delever. 

 

And finally we will allocate capital in a disciplined manner. We'll first focus on getting our net leverage down to the 

3 to 3.5 times range which is well within reach over the medium-term. We'll also consider tuck-in M&A. De-

levering will provide a significantly more flexibility to drive growth and return cash to shareholders over time. 

 

Now, I'll walk you through each of these medium-term framework drivers in more detail across our three strategic 

solutions starting with revenue. Audience measurement is a little over 70% of our revenue. And this aligns with 

the product based reporting we provide each quarter. It includes revenue from our measurement offerings in 

cross-media, national, digital, local, audio, and international. We expect organic revenue growth in the low-to-mid 

single digits annually over the next three years. This includes growth in our cross-media, linear, digital, and 

international measurement products with revenue in local and audio remaining relatively flat. Audience 

measurement is the most heavily contracted part of our business with multi-year contracts. Growth will come from 

our cross-media initiatives and measuring across a broader range of platforms as discussed in earlier 

presentations. 

 

The outcomes in content solutions together comprise what we report externally as [ph] plan optimize (01:51:51). 

Outcomes is roughly 20% of our revenue and it includes our solutions that help clients plan, analyze and 

maximize their marketing investments. Content is Gracenote Content services. We expect outcomes and content 

to grow mid-to-high single digits annually on an organic basis. Approximately 70% to 80% of content is under 

contract headed into each year and agreements are typically multi-year. Outcomes is less contracted than other 

solutions and contracts are typically annual in nature so there is a bit more variability. We'll continue to report 

quarterly by audience measurement and [ph] plan optimize (01:52:35), but we plan to also give you more detail 

over time on our outcomes and content trends. 

 

Now, we'll look at revenue drivers from a client perspective over the three-year horizon. We expect growth to 

continue to come from contracted price increases and new product growth with existing clients as well as new 

clients. Peter and Lana each covered this for the US and International, and here we show it on a global basis. We 

expect growth to come from media and digital pure play clients as these client groups continue to converge. We 

also expect growth from advertisers and agencies. We expect existing clients to drive approximately three 
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quarters of our revenue growth over the next several years with new clients driving the balance. Price is the most 

relevant in audience measurement while new clients are more prevalent in outcomes and content on a global 

basis. And growth with existing clients is a significant opportunity as we broaden our offerings across the three 

essential solutions. What you see here is a directional view of how we see key growth drivers. And it's different 

than in the past. It won't be a linear progression, but we'll try to give you insight on how this is playing out over 

time. 

 

Shifting now from revenue to margins. The New Nielsen starts with a high margin base at approximately 42% on 

a pro forma basis. On a segment basis, you've seen Media segment margins contract over the last several years 

as we invested in the business but didn't drive enough [ph] cost out (01:54:17) to offset the incremental 

investments. And our revenue growth didn't support the increased cost base. This is not the way we are operating 

now or plan to operate in the future. In fact, you've seen us reverse this trend in 2020. First, we reacted rapidly to 

COVID revenue pressure and cut costs on a temporary basis. These costs do come back in 2021. 

 

Second, we enacted our optimization plan mid-year to drive permanent cost efficiencies and to rationalize the 

product portfolio with a focus on strategic higher margin business. We've benefited from this in 2020 and we'll 

continue to benefit in 2021. As a result, well, in 2020 with margins higher than 2019 in spite of revenue declines. 

We expect 2020 margins for the New Nielsen to be approximately 42% all in or roughly 200 basis points lower 

than the segment margin you see in our current reporting. There are ins and outs of this and we're still working 

through the impact of discontinued operations accounting for Connect. As part of the separation, over the course 

of this year, we went through all of the allocated costs for Media and Connect and compared them to a bottom up 

build. So, it's difficult to bridge from what you see today in segment margins to what standalone company margins 

will be going forward. 

 

Stepping back, the primary differences are corporate costs that were previously shared across the two 

businesses, incremental data center costs, transitional commercial arrangements with Connect, and some 

modest dis-synergies in setting up international operations, where Media previously benefited from Connect's 

global footprint. I can assure you we will continue to focus on efficiencies across the organization. 

 

As we look forward, we expect margins to continue to expand. We're forecasting margins in three years to be 

roughly 150 basis points higher than our pro forma standalone 2020 margins of approximately 42%. We expect 

this to be driven by revenue growth base business margin expansion as we focus on operational efficiencies and 

increased operating leverage from the 2020 optimization plan where the benefits continue into 2021 and beyond. 

All of this will more than offset our incremental investment in growth areas. 

 

You've heard a lot today about how we are changing the way we work and how this leadership team is driving 

lasting efficiencies across our organization. This benefits both operating expenses and capital expenditures. On a 

New Nielsen basis, we expect 2020 CapEx to be roughly 9% of revenue or a little over $300 million. Our Media 

business requires hardware and meters so our base CapEx is somewhat higher than what you would see in other 

data and analytics companies. We expect capital expenditures to trend down in 2021 and reach approximately 

7.5% of revenue by 2023. This means our total dollar CapEx spend should also trend lower annually over the next 

several years with the potential for continued improvement beyond 2023. We are doing this by redirecting CapEx 

spend towards higher return investment opportunities and driving significant efficiencies and existing capabilities 

including our important shift to the cloud. 

 

And now turning to free cash flow. On a pro forma standalone basis, which again assumes roughly $2 billion of 

de-levering and related interest expense reduction, free cash flow conversion of adjusted EBITDA for the New 

Nielsen is expected to be approximately 38% in 2020 which compares to Holdco free cash flow conversion of 
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approximately 30%. The New Nielsen's attractive margin profile results in solid cash generation. We expect to 

increase our free cash flow conversion to 50% over the next three years driven by lower funding costs as we 

delever with Connect sales proceeds plus further debt paydown, improved working capital through optimizing 

collections and vendor payments and increased CapEx efficiency. These will be partially offset by higher cash 

taxes resulting from the growth and profitability, the absence of net operating losses and limitations on other 

deductions that can help lower cash taxes. 

 

All of this, results in double-digit compound annual free cash flow growth over the next three years reaching over 

$800 million in 2023. We see a lot of opportunity here. I'd like to share a bit more context on leverage. When we 

look at trends, on the right side of the page, you see that our debt has crept up over time and net leverage has 

consistently been above 4 times since 2018. Of late, higher adjusted EBITDA and the resulting solid cash 

generation has caused our leverage to moderate some. We expect to end 2020 at 4.1 times net leverage for the 

total company. If we adjust for the sale of Connect on a pro forma basis, our year-end 2020 net leverage would be 

closer to 4 times. This is significantly lower than the 5 times net leverage we estimated had we spun Connect as 

originally planned. 

 

We planned to use the majority of the net proceeds from the sale of Connect to delever. Approximately, 60% of 

the proceeds will be used to pay down our term loans as required by the credit agreements. We also expect to 

reduce our 2021 and 2022 bonds significantly improving our overall leverage and our maturity profile. 

 

I'll talk a bit more about capital allocation on the next slide, but I want to emphasize that our near-term top priority 

is to delever with a medium-term leverage goal of 3 to 3.5 times, which we think is appropriate for the margin 

profile of the New Nielsen. I would remind you that we are viewed favorably as an issuer and enjoy strong 

relationships across the debt and credit markets as evidenced with our refinancing approximately $3 billion of 

debt this year. We expect to continue to be high non-investment grade, where we have a proven track record with 

capacity and pricing. 

 

And now to capital allocation. We are focused on a rigorous and balanced capital strategy. This includes 

accelerating organic growth to mid-single digit while becoming more efficient with our operating and capital 

expenditures. We'll also consider some disciplined tuck-in M&A to enhance growth or expand capabilities. 

Integration and synergy potential will be key considerations. Historically, Nielsen did not aggressively integrate 

M&A, which contributed to inefficiencies in the operating structure and lower returns than intended. 

 

We are focused on strengthening the balance sheet by de-levering as we previously discussed. We'll look to 

deploy excess cash to shareholders with a balanced and prudent approach. We plan to maintain our current 

dividend. And once we are solidly within our net leverage target of 3 to 3.5 times, we'll then consider opportunistic 

share repurchases are possibly increasing the dividend. 

 

Now, I'll share our initial thoughts on 2021 with a plan to share more fulsome 2021 guidance when we report our 

Q4 earnings in February. We're working through discontinued operations treatment of the Connect sale. So what 

you see here is subject to change, but we thought it was important to give you some guideposts today. 

 

On the left side of the page, you see our 2020 pro forma outlook for the New Nielsen adjusted for the Connect 

divestiture. I'll note that the required shareholder vote to affect the divestiture won't occur until 2021. So, we'll 

report Connect as an ongoing part of our business or continuing operations through the end of the year. Then 

Connect will be considered a discontinued operation after the shareholder approval is obtained, so most likely for 

our Q1 2021 reporting. 
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On the right side, you see our initial 2021 outlook on a New Nielsen basis excluding Connect. We forecast a 

return to organic revenue growth in 2021 with 3.5% to 4.5% growth driven by significant improvement in both 

audience measurement and in [ph] plan optimize (02:03:44) versus 2020. The exits we announced with the 2020 

optimization plan have a 150 basis point impact on 2021 revenue growth. This is less of an impact than we 

originally anticipated as one of the businesses we'd plan to exit has further rationalize its cost base and developed 

a new strategic plan that aligns more closely with our three essential solutions. 

 

Turning to margins. We forecast approximately 25 basis points to 50 basis points of margin expansion in 2021 off 

of the approximately 42% pro forma standalone margin expected for 2020. This reflects the roughly $60 million 

benefit of the optimization plan to 2021 EBITDA and the underlying efficiency in the business, partially offset by 

the return in 2021 of approximately $100 million of COVID temporary cost cuts made in 2020 as well as 

incremental growth investments. 

 

We expect free cash flow to grow in 2021 reaching $580 million to $630 million. This compares to our 2020 

estimate of New Nielsen free cash flow of $530 million. We expect 2021 to mark the beginning of improving cash 

flow conversion rising from approximately 38% in 2020 to 40% to 43% in 2021. These free cash flow ranges 

exclude separation-related costs. We estimate a tail of $75 million to $125 million of separation related costs in 

2021 as Nielsen will continue to bear these costs under the terms of our sale of Connect. 

 

And now back to shareholder value. There's more work to be done, but we've already made significant progress 

in the transformation of Nielsen. The New Nielsen is well-positioned to achieve our goals of driving mid-single 

digit organic revenue growth, margin expansion, improved discipline and efficiency of operating and capital 

expenditures, increased cash flow generation and effectively deploying capital to drive returns. We have 

confidence in our path forward and are optimistic about the future of the New Nielsen. 

 

And now, we look forward to answering your questions, so I will turn it back to Sara. 
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QUESTION AND ANSWER SECTION 
 

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thank you. We are now ready for the Q&A session of our Investor Day. I'm joined by David, Linda, Sean, Karthik 

and Peter for the Q&A session. As I mentioned at the beginning of the day, if you'd like to submit a question, you 

can use the chat box on the application. So please feel free to submit questions while we're doing the Q&A 

session. We have already received a number of question and so we'll start with those. 

 

And the first question comes from Tim Nollen from Macquarie. His question is how do you plan to get the entire 

industry onboard with the new standard of Nielsen ONE? You had NBCU, GroupM, Google on a panel yesterday, 

which is great, but you need all of the players, don't you? And also, do you need an MRC accreditation for the 

system? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Tim, thank you for the question and thank you for spending time with us this morning. First of all, I would say 

you're absolutely right that getting the industry onboard requires leadership. And I think part of the culture of the 

New Nielsen is to be an industry leader and to put out what is right for the industry, be transparent on how to get 

there and make sure that everybody has the best data in the market. You mentioned three of the players 

yesterday. The other two were Mastercard and Unilever who are important because ultimately the advertisers 

need to have confidence in their investment, and then the sellers have to have confidence so that they can agree 

to terms and contracts between themselves. And I think having everyone agree to that is certainly what we're 

trying to do. 

 

I think what you heard yesterday and what we've heard in our collaboration with all of the players is that this is 

needed. I think the reaction to Nielsen ONE has been very positive and continue to be positive yesterday. That 

said, any time you make a change in currency, it's a big deal and there needs to be a parallel process as Eric and 

Mainak were talking about earlier today, so we're doing that. I think the other thing is the system that we've built 

also is easier to use. A lot of what Srini and Eric were talking about was making it easier to implement. And so, 

giving folks the chance to work with Nielsen ONE as it operationalizes is important. And honestly, I think looking 

to a complete change in 2024 seems a long time. But this parallel process over the next three years is really 

going to help make sure that everyone's ready. 

 

The second part of your question was MRC, which I think is a really important role here. Karthik's team leads the 

MRC audit process and I want him to give an update on that as well. Karthik? 
 ......................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer-Nielsen Global Media, Nielsen Holdings Plc A 
Yeah. Yeah. Thanks, David. Thanks, Tim. Of course, we believe in the role that the MRC plays. They've done that 

with us for a really long time. Again, they're all about truth and transparency which is very aligned with our 

mission. So, whatever George and his team does is super important to us. We're committed. We've already 

begun. And the way this normally works is their process is so rigorous that it breaks everything down into 

components and then the totality. So meters, panels, identity, the methodology each of these have already begun. 

And the next important milestone for us here is the accreditation when we integrate all of the Return Path Data. 
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So, that's ACRs, set-top box into our national currency, which is for the first time. And just we'll keep marching 

down the road, and we expect Nielsen ONE to be fully audited by the time it replaces the current products. And 

it's a very important component of our overall launch process. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Great. Thank you. The next question comes from Toni Kaplan of Morgan Stanley. You expect to grow faster in 

international versus the US. Historically, you've been a leader in US, but you haven't focused on international as 

much. Why and why now? And please also talk about your competitive position internationally. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Thank you, Toni. What a great question. Let me say a couple of words and then turn that over to Sean who has 

brought such focus and experience on international. It is an area of renewed focus and not just to audience 

measurement, but across all three solutions. And that's why we would expect mid- to high-single-digit revenue 

growth in international over the next three years. 

 

Sean, if you could share some specifics, that'd be great. 
 ......................................................................................................................................................................................................................................................  

Sean Cohan 
Chief Growth Officer & President-International Nielsen Global Media, Nielsen Holdings Plc A 
Thanks, David, and thanks, Toni, for the question and spending time with us. 

 

For starters, you heard this morning from Lana and myself about wins in Denmark and Saudi Arabia on winning 

those two markets, and winning markets generally for measurement is a big part. It will be a big part of our 

growth. It provides regional momentum for wins in these two wins for Nordics and the Middle East. And there's a 

number of additional major media markets where we're competing for expanding or existing measurement 

contracts. 

 

On that front, I'd add that Nielsen ONE, which you've heard a lot about, some of you have heard a lot about it 

yesterday and this morning is a game-changer for global measurement. It's as important and impactful abroad as 

it is in the US. And starting with a digital-first approach and some great new conversations, we expect cross-

media to get traction abroad. 

 

I think the second thing I'd say is we have a fair amount of room to grow in terms of raw expansion across our 

products. Today we're in 60 countries against the total potential of about 200 countries, so there's a lot of room 

there. I'd say, clearly, it's about the right markets, markets like Latin America where we're underpenetrated for all 

of our products. But it's also about some of the top media markets and some of the sectors like non-CPG where 

there's a lot of room for growth in outcomes. 

 

I think finally, third and finally, I'd say it's really about One Nielsen or kind of getting the mix right around the world 

with all three solutions. I'd point out that today in 9 of our 10 biggest markets, over half of the revenue in those 

markets that we get comes from our most penetrated solution. In three markets, it's almost 90% coming from a 

single solution. So, what we're trying to do, what we're working on doing is changing our approach and getting our 

second and third solution penetrating those markets as well. 
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Competitively , I'd note that we are unique in our global scale and reach. I think in each of the solution areas, we 

tend to have local competitors and regional competitors. But we think we're well-placed to -given our scale, our 

technology, our personnel, and the kind of obvious linkages and synergies amongst the solutions, we're well 

placed to win in many of the markets around the world. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Great. Thank you. The next question comes from Surinder Thind from Jefferies. Please break down your revenue 

growth into the following components: providing increased products and services to new and existing customers; 

annual price increases; and also does the growth framework include any M&A? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Linda, why don't you take this question? 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Sure, happy to. So, probably the best place to start on this, Surinder, is the waterfall chart that we included in the 

materials. And it'll give you a directional feel for how we see this playing out. About 25% is from new clients and 

the rest is existing clients with pricing and new products and capabilities driving the rest. 

 

The multiyear contracts are typically renewed with contractual price increases. The framework overall is based on 

organic growth. That said, with regard to M&A, what we've said is that we would selectively consider tuck-in M&A 

in a means to drive inorganic growth and enhance our capabilities. And I will emphasize that any M&A that we 

should choose to do we would look to integrate more aggressively than we have in the past. I really think that is 

an opportunity for us as we look to move forward. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, Linda. The next question comes from Dan Salmon at BMO. David, can you discuss similarities and 

differences between ID solutions versus a currency? Do both represent a single source of truth or something 

different? And how does this matter to Nielsen's role in the digital economy? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Thank you, Dan. Let me try to answer that question. First of all, on identity or ID solutions, there are two forms of 

identity. There's identity for measurement, and that's what's the currency because you're measuring in a single 

way so that the buyer and seller can have trust and transparency and independent verification and auditability that 

what the buyer bought and what the seller delivered is exactly the same thing, and that's why currency matters. 

And identity is important within that currency to de-duplicate, particularly at Nielsen ONE, where we now know 

that the audience is on the same television moving from something she might be watching on YouTube, just 

something on a streaming service, to something that's on a broadcast. And we need to be able to de-duplicate 

that on all the screens, the TV, the computer, the mobile phone. And that ID is for that purpose and it's a 

measurement ID. 

 

There's a lot of other identity solutions that are out there to help with targeting, to know individual people, to be 

able to connect to other data. Those are important but they don't necessarily work as currency because it's not 
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the common accepted standard between the buyer and seller. They're used for a lot of other purposes. We do 

think they're important that the measurement IDs can be used behind the targeting IDs, so that you actually also 

make sure you've got the right reach and frequency. And that's part of the reason you saw integrations like the 

one Mainak spoke about with the trade desk and, more importantly, with the industry standard of Unified ID 2.0. 

That's to make sure that those targeting IDs have the benefit of measurement ID, but they're different purposes. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thank you. The next question comes from Richard Kramer from Arete. On the medium-term framework, is the 

50% free cash flow target something Nielsen will achieve by the end of the 2023 period? And will the organic 

growth rate rely on starting to roll out Nielsen ONE in 2022 and beyond? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
So, Linda, I think this one is for you again. 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Sure, happy to take it. So, yes, Richard, we do anticipate that the free cash flow conversion rate will reach that 

50% mark by the end of 2023, so if we think about the full-year 2023. And that's up significantly from those pro 

forma figures that we gave you for 2020, which had it just under 40%. So, we feel really good about that. 

 

With regard to the organic growth rate and the interdependency with Nielsen ONE, certainly Nielsen ONE is a 

very important element of our growth strategy, and we are already beginning to monetize it. We talked about 

some key wins earlier today such as connected TV measurement of YouTube, of YouTube TV and VIZIO along 

with addressable measurement for VIZIO and others and some international wins. I'd remind you that we have 

long-term contracts and Nielsen ONE doesn't specifically – it's not specifically required in order to achieve the 

growth targets but it's a part of our strategy. And so, clearly, there are interdependencies, and we think that it will 

really be a catalyst for growth as we move into the future. So, we're very excited about the three-year horizon that 

we put in front of you today. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. I would just add on Nielsen ONE. Certainly, it makes sure the currency stays relevant and reflects the way 

the audience is operating. That is part of the resiliency that's built into it. So, it helps us. But I don't think there's 

some sort of critical milestone underneath that issue implied. This is an evolution of the audience measurement 

solution in total. Our clients have long-term contracts. We are sharing this roadmap and they're excited about it. 

But this is not like there's a sudden change. This is a evolution of the current currency and of the new currency. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks. The next question is from Andrew Steinerman from JPMorgan. Looking at slide 18, the lower right-hand 

box of Gracenote's key client groups, are the studios and production company is the largest client group for 

Gracenote and how does Nielsen charge studios and production companies for Gracenote? 
 ......................................................................................................................................................................................................................................................  
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David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
So, Sean, Andrew sounds like he wants you to answer it. 
 ......................................................................................................................................................................................................................................................  

Sean Cohan 
Chief Growth Officer & President-International Nielsen Global Media, Nielsen Holdings Plc A 
Thanks, David, and thanks for your interest, Andrew. So, as of today actually the kind of the largest clients for 

Gracenote are the MVPDs, the digital ad giants, the streamers. Studios and production companies represent a 

growing client group. Generally, as I think Linda noted this morning, the Gracenote services are highly contracted. 

They're on a multiyear basis. We charge based on volume, based on volume of content, of services, and 

subscribers, but certainly see a bunch of potential growth from studios and production companies. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Great. Thanks. The next question comes from Doug Arthur from Huber; probably a question for Linda. So, just to 

be clear, the 2021 organic outlook of 3.5% to 4.5% is before about a 1.5% drag from the exits. So, just a clarifying 

question about what our total revenue growth would look like on a constant currency basis when you take into 

account the 150-basis-point drag that we flagged on the 2021 outlook slide. 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Right. When we announced the exits earlier in the year, we said that we would adjust the outlook on a going-

forward basis for organic. So, that is correct that the outlook is 3.5% to 4.5%. The constant currency revenue 

growth will be about 150 basis points between that 3.5% to 4.5% outlook that we provided. So then what that gets 

you down to is the organic piece of it is the 3.5% to the 4.5% and constant currency would be lower, about 150 

basis points. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thank you. Good clarification. The next question comes from Manav Patnaik from Barclays and the question is in 

Sean's presentation I think it was misconception number two, digital is growing about 25%. That was a CAGR that 

we showed for 2017 to 2019. The question is what's the base for that to get some perspective? And I might 

suggest that we broaden this out a little bit and also just talk about how we think about digital in the context of 

everything else that we're doing. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So, this one obviously is a great question. So, to be clear in Sean's presentation, that was around simply 

the digital measurement products, digital ad ratings, and digital content ratings. Those are over $100 million in 

revenue. And so, that's that narrow definition. But in terms of how Nielsen is used in digital, I think the markets 

moved on in all three solutions. 

 

So, first of all, in audience measurement the whole idea of Nielsen ONE is that more and more of that content is 

delivered on a streaming signal, not a broadcast signal, measuring those on the same platform and having all of 

those people whether it would be YouTube or NBCU yesterday, they all buy the same subscription in the same 
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way. And so, [ph] I would say (02:24:42) the whole audience measurement product is becoming digital first and 

accounting for broadcast when it continues to be in the mix. 

 

And so, that's actually why I think it's important that we begin to not just look at these individual [ph] product's 

levers (02:24:56) because we are converging here the three solutions, but look at client data today, which is why I 

broke it out that way at the beginning. Certainly, on a client basis, we don't have a client in the media space or the 

advertiser space or the agency space or studios even that don't believe there are digital-first company and don't 

have roadmaps that lead with digital, and certainly they expect and we deliver outcomes, content solutions, and 

audience measurement that's digital-first also. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, David. So, there's a follow -up question from Toni Kaplan, I think dovetails nicely with this, which is can 

you give additional color on the difference between Nielsen ONE and total audience measurement? We've talked 

about doing cross-platform measurement for a long time. So, what's different today than in the past? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
So, listen, I'm going to kick this up and turn it over to Karthik who has been on this journey for years here. And I 

think he tried to get at this earlier in his talk. But I think coming back to what's important, but simply what I would 

say is, totally, total audience measurement tried to solve the solution with workarounds and band-aids and 

measuring each piece separately and then trying to harmonize. What we did the last two years is rebuild this 

entire business bottom-up off one platform, one approach to data science, and a set of products that are really 

audience first and make sure that we're measuring the total audience in the same way. That's the only real way 

we're going to get to a currency. 

 

Karthik, do you want to go further on that? 
 ......................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer-Nielsen Global Media, Nielsen Holdings Plc A 
Yeah. Thanks, David. So, just a couple of things, Toni. Historically, we started the world with a C3 or C7 and 

linear and then built everything else sort of separate. So, the metrics were different. There was no equivalency. 

And in the end we tried to cobble it together into something we call total audience. 

 

This time, foundationally, we're beginning with the total audience. So, it is about cross-media and then we create 

breakouts for each of the different platforms, so that you can then get to ultimately the concept of de-duplicate to 

reach your frequency and then optimize based on each of the areas where inventory was delivered against. 

 

What's actually different this time is also what's changed in the market. So, there is stuff that we controlled where 

we probably didn't do a great enough job admittedly because we just chased independent bespoke solutions. But 

there's also a lot of changes in the marketplace. David talked about earlier how clients are no longer looking at 

them as broadcast versus linear. Everybody crosses the lines in large ways today. But the other important piece 

is not is [indiscernible] (02:28:02) but all of them coming together. And I'll just call out the momentum seen in 

industry bodies like the WFA, which is the World Federation of Advertisers, the ANA. Every one of them has 

actually come together on their own and bringing all kinds of players, including folks like us, to really start to 

articulate a vision towards actually implementing this. And it takes a lot. It's not just about how people buy and sell 

and run their franchises. It's also measurement systems like us. But it's also the implementers in between. You've 
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got to be able to get to a world where planning measurement and posting all have to be seamless. That just never 

happened before. 

 

Admittedly, we never really invested in making sure our planning solutions were a mirror to the measurement. 

And we didn't actually work keenly enough with the implementers to make sure that the posting also was the right 

translation. So, there's a lot of components to this but I'd like to take us back to what we control. We didn't do a 

great job with that before because we chased every bespoke audience we could measure. This time, it's totally 

different. It starts at the top and then breaks down, and then there is the market momentum and paying close 

attention to the three components: It's the planning capability, it's the measurement capability, and also the 

posting capability. That is the important virtual loop that makes this stick this time. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, Karthik. The next question comes from Todd Juenger from Sanford Bernstein. In linear TV, networks 

sponsored the cost of the measurement with mostly fixed contractual commitments to Nielsen. With Nielsen ONE, 

do you expect that to be true for digital first customers as well? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Thank you, Todd. And I'm going to let Peter speak about this because he's spending a lot of time with clients on 

the value. And to be clear, Nielsen ONE adds value to both the sellers of advertising space and honestly the 

sellers of content and the buyers. So I do think that pricing will be fairly valued to everybody, but [ph] it's also 

(02:30:10) clear everybody's buying the same product. So, Google and YouTube are buying the same product as 

a network in Nielsen ONE. And you heard them clear about why that works for them and it works for everybody. 

 

But, Peter, you might want to talk a little bit more to Todd's question about the balance between the buyers and 

the sellers here? 
 ......................................................................................................................................................................................................................................................  

Peter Bradbury 
Chief Commercial Officer, United States-Nielsen Global Media, Nielsen Holdings Plc A 
Sure. I'd be happy to, David. Todd, thank you for the question. The great news is when we get to currency, it 

really becomes subscription and all of our clients buy it, for the most part, on a multi-year basis. And that's really 

one of the key strengths of us having these long-term deals in place. It's also worth noting that the digital pure 

plays today, they're almost all signing multi-year MSAs. These include escalators that are very similar [ph] toward 

that (02:30:56) traditionally in other parts of the business. It really is the strength of the service. 

 

Typically, these are done, as I said, through multi-year agreements. And that's terrific because it gives us lots of 

opportunities to go in and continue to work with those clients longitudinally, which opens up cross-selling 

opportunities. But one of the things I highlighted in my presentation was that we're building a lot of momentum 

through restructuring with having more of our folks representing a greater swath of our products at our client, and 

we're really excited about moving forward. And I think it's also worth noting that as we continue to bring more 

value to the clients, they're asking us to help work with them on innovative new solutions. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, Peter. The next question is from Rocco Strauss from Arete. Unified ID 2.0 is great, but it only covers 3% 

to 4% of the Internet population that is logged in versus almost 100% of cookie coverage. So how does Nielsen's 
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ID cope with that relating to the IDFA cookie changes? And I would also suggest that this would be a good 

opportunity to just reiterate our approach on ID and identity in general, how we're doing it, what makes us a little 

bit different and unique. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So, thank you, Rocco, and, Sara, I'll take your add-on to that question as well. First of all, I need to be clear 

because I know we covered a lot today, what Mainak tried to explain is there are – there's two important ID 

platforms at Nielsen that all our products will be built on. One is the Nielsen Audience ID and the other is the 

Gracenote Content ID. This question is largely around the Audience ID. 

 

The Nielsen Audience ID is something we control and it's built for measurement. It pulls data from a lot of 

sources. We're doing a lot with return path data and expanding that coverage as we described today. We're also 

doing a lot with [ph] automated (02:32:59) content recognition data to bring that in. And, of course, all of that is 

enhanced and strengthened and harmonized using the gold standard Nielsen panels, which are also evolving to 

make sure we're capturing everything that's going on in the panelist's home. 

 

So that ID is an ID we built. The integration with Unified ID 2.0 is to help – and I do believe that will scale. We're 

big believers in that platform. I do think there are obvious deprecation happening in cookies and IDFA, as you 

point out, and that is one solution. We'll work with other solutions as well to make them interoperable. There are 

some things that we learned from that that help us enhance our own measurement. But our ID platform is a 

Nielsen ID and it's built solely for measurement, which I think both Mainak and Jeff Green from The Trade Desk 

talked about it today. A measurement ID is different than a targeting ID, and that's one that I think Nielsen is in a 

unique position to build and keep resilient as the industry evolves. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks. The next question is from Jeffrey Meuler from Baird. The biggest difference in mid-single-digit growth 

target formula versus a 2.5% historical growth mostly seems to be greater lift from a new product. How important 

is [ph] reaching (02:34:25) new customer opportunity today when growing – versus growing at 2.5%? So if I – if 

I'm thinking about the question correctly, Linda, that goes back to the waterfall chart that you showed as well as 

Peter and Lana, and thinking about the importance of new clients as well as new capabilities. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Great. So, listen, Linda, why don't you do the math because I – okay, we spent a lot of time as a team on the 

growth target we all wanted to sign up for, and it's been very rigorously built bottom up. So, Linda can I think 

answer the question mathematically and then I think, Peter, you should add on to it all the opportunity we're 

seeing, both from new clients and new customers as we expand but also how our customers are buying more 

product from us. 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Sure. I'm happy to provide a little bit of clarity on that. And we do think the waterfall chart is a good directional 

reference point for you, and I would also just say that some of what you're seeing there is underpinned in what 

you heard David talk about earlier as he was introducing the new Nielsen and how we as a leadership team are 

very focused on more of a growth mindset. And I think if you even just reflect on how 2020 has played out for 
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Nielsen, you can really see the resiliency and the determination and how this leadership team, when – is faced 

with a difficult task, can really rise to the occasion and execute. And that's what you will be seeing from us going 

forward. 

 

So if you think about the mid-single-digit growth target that we put out there and you look at it vis-à-vis the 

waterfall chart that we share, the way to think about it is roughly 25% coming from new clients, and we really view 

new clients as an important opportunity. You heard earlier in the day that historically our focus was a bit more in 

the CPG space, largely because of our heritage, and we think there's a huge opportunity to focus in the middle 

market space to focus internationally and to focus on other verticals beyond CPG. So that's what you can expect 

us to be doing. 

 

Price increases or the contractual adjustments have long been a part of just our regular multi-year contract 

renewals, and so you should expect to see those continuing. And then importantly, this morning you heard a lot 

about our vision as it relates to new products and specifically how we're building those products, how we're 

hosting those products, the efficiencies, et cetera, et cetera. Suffice it to say, there is a huge focus on not only 

new clients but also new products, and we think all of that together really does help support what we see is a very 

optimistic future that we depicted in that waterfall chart. 

 

Importantly also, on the 2020 process that we went through this year with our optimization plan, we exited some 

of our slower growth businesses. And we really just made the tough decision that if they're not going – if they're 

going to be a decrement from our growth rates, then we need to make the tough decisions. And that's exactly 

what we did as a leadership team. So that takes a little bit of pressure off of the revenue growth figures. 

 

So we feel good about what we put in front of you as it relates to both our historical and organic sources of 

revenue growth, but also very much focusing on expanding off of that base with new products and new clients. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Peter, [ph] do you want (02:38:25) a little bit more about kind of how this is working on the ground with your teams 

and how clients are also opening to new solutions? 
 ......................................................................................................................................................................................................................................................  

Peter Bradbury 
Chief Commercial Officer, United States-Nielsen Global Media, Nielsen Holdings Plc A 
Absolutely. Linda, thanks for that and, Jeff, thank you for the question. As Karthik pointed out, we have the new 

products right now. We brought our systems together, we can deliver product quicker, and on top of that, we've 

reorganized our go-to-market around being product first, created a new sales organization that has product 

experts and client experts working together, which really gives us a tremendous opportunity to speak to the client 

about their own business needs in a way we've never been able to before. 

 

In fact, [ph] we've seen (02:39:01) momentum building in 2020. 10% of ad spend, CPG, incredibly important to us 

yesterday, incredibly important to us tomorrow, but there is another 90% for us to go after, and we're doing 

exactly that. So in our reorganization, we put together verticals that go directly against a whole host of new 

categories, auto and financial services, non-CPG retail, et cetera. And this opens up a lot of opportunity to get into 

these new industries. 

 

The products being more similar not bespoke as Karthik pointed out also means that our client service teams 

have the ability to go speak to more verticals about the existing suite of products that we have. One important 
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point to add on top of the products and the reorganization of the clients is that we're also putting in new incentives 

for our sellers. We're making it really, really clear that profitable revenue growth is priority number one. 

 

The entire Nielsen Company, that starts with the sellers, but we're all focused on that, [ph] it's on the center 

(02:40:02). And we – the incentive programs we put in place will really ensure that folks spend their time on the 

things that help their clients and hopefully drive profitable revenue growth for us. So that's really where we're 

focused on the ground. 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
One thing I would just add to that, Peter, also is you heard us reference earlier in the day the improved discipline 

and rigor that we've brought to a lot of our underlying financial analyses, and we utilized this as we did the 

optimization plan earlier in the year and it helped us make some of our exit decisions. We're looking at overall 

profitability as we think about products, as we think about clients. So from all different angles, and certainly the 

efficiency of the single platform that you heard Karthik, Srini, Mainak and Eric all talk about earlier today is really 

important and it's really going to help us focus on a going forward basis, which I think will position us much better 

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

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thank you. Follow-up question from Todd Juenger from Sanford Bernstein on international, what are the 

limitations in international expansion given that Nielsen doesn't have panels in those markets? So that may be a 

good opportunity to explain that we do have panels in many markets, but will we have to build panels in some 

cases? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. And I – the panel is key to Nielsen ONE. But, of course, we've got two other businesses as well with 

Gracenote and Outcomes. So, Sean, why don't you take that? And also, be clear, the number of audience 

measurement markets where we do operate panels and can build the Nielsen ONE solution. 
 ......................................................................................................................................................................................................................................................  

Sean Cohan 
Chief Growth Officer & President-International Nielsen Global Media, Nielsen Holdings Plc A 
Sure. Thanks, David, and thanks, Todd. First, we do – as Sara and David noted, we do have panels across a 

range of markets. We are – a currency measurement presence in about 40 markets internationally. We offer 

measurement products that are not reliant on the panel, but as Sara and David noted and as I noted earlier, we 

are in the process, we've just won two tenders and we're competing for more. So, yes, we will – we'll end up 

building panels, but of course those costs will be more than offset by the multi-year contracts in term – and 

revenues. 

 

And I'd key on the other two strategic solutions: Outcomes, not panel dependent, and as we've talked about at 

length, beyond CPG with the mid-market new products like Compass and with a range of global clients, both 

publishers and advertisers, that really need to get at the questions beyond reach and frequency, really need to get 

at those outcomes, a big opportunity that is not – that we're – we are seizing on that is not panel dependent. 
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Additionally, on the Gracenote Content Services side of things, very global business that certainly we continue to 

grow with global players and with a range of local players and we'll grow with the launch of new platforms, new 

markets, new content and so on. So not a meaningful limiter in terms of our international growth. 
 ......................................................................................................................................................................................................................................................  

Peter Bradbury 
Chief Commercial Officer, United States-Nielsen Global Media, Nielsen Holdings Plc A 
So, Sean, as I was listening to you, I think the other thing that I just want to make sure I underscored is that we've 

got more global clients today. We clearly have those on the advertiser side, but more and more of our publisher 

clients are global. And as Nielsen ONE starts with streaming, a streaming platform like YouTube is in every 

country, and as Nielsen ONE works they want to see that in more places. 

 

So we are taking this solution to many more places. There's been a lot of discussion in the last couple of months 

around Nielsen ONE even when it may take an integration with a local broadcast player, like the way Nielsen 

ONE is going to work with Mediametrie in France. So I do think, Todd, that there is a different product here now 

that we are digital first that requires you and – to be global and it also creates a lot more global opportunity than 

we had before. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, David. Follow-up question from Dan Salmon on margins, can you rank the most important drivers of the 

150 basis points of margin expansion that we're forecasting as part of the medium-term outlook through 2023? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Well, since our CFO is driving that every day, Linda, why don't you answer it? Culture change has been part of it, 

for sure, but why don't you cover the numbers? 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Yeah, I would say culture change and just alignment across the leadership team. I'm happy to answer the 

question, but it only happens really when you start with our base business. And we use a growth mindset and a 

culture that recognizes that we should seek to grow revenue beyond what we have historically of late and really 

set higher targets, and hold ourselves accountable to that. 

 

So revenue growth would be – certainly be one of the primary drivers, and EBITDA growth as well. So, across the 

leadership team, we are keenly focused on profitability. And in that regard, I would remind you that even when we 

did the optimization planning, we announced it back in July, we talked about the fact that it would drive permanent 

cost savings and also give us flexibility to invest in the business. 

 

So we clearly will go into 2021 with more savings to come out of the optimization plan that carries over into 2021 

and really becomes a part of our permanent base, but we also do have flexibility to invest back in the business. I 

will remind you that the temporary costs will come back in 2021, but the revenue comes back as well. But it is an 

important point to think about because it is one of the drivers that's a part of this broader equation. 

 

And if you step back from all of that, we are investing in the business and we are all the while very committed to 

the mid-single-digit organic growth rates, but we are investing in order to drive that and it's all a part of what we 

put in front of you with regard to the preliminary 2021 outlook. 



Nielsen Holdings Plc (NLSN) 
Investor Day 

Corrected Transcript 
09-Dec-2020 

 

 
1-877-FACTSET   www.callstreet.com 

 40 
Copyright © 2001-2020 FactSet CallStreet, LLC 

 

 

I would also point out and you heard it from some of my fellow colleagues today that we're very focused on 

efficiencies across the board, profitability across the board and we're also looking at our cash margin. We're 

looking at EBITDA margin. And as I said earlier that we're looking at this – at the product level, at the client level, 

at the business level and importantly, as we look forward over the medium term, we are seeing forecasted 

compound double-digit free cash flow growth which we think is just a terrific position for the company to be in. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, Linda. And the next question asks about primarily outcomes which is how are we expanding beyond 

consumer packaged goods within outcome. So, the question is, I know, Nielsen is a historically leading 

measurement company in media audience and the CPG industry and I think that probably refers to the Connect 

business that we're divesting. But how you expand your business position with other industry coverage and how 

do you think about your position? And again, I would [ph] really this back to outcomes versus here's (02:48:16) in 

those industries? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
I'm sorry, Sara, I didn't hear who that question was from. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Yeah. It was from an investor. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Okay. Thank you. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
So, I kept the name confidential. 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Because I think it's – I got you. All right. So it's a good question on the outcome side and Karthik, I'm going to let 

you go deeper on this, because you and Eric [ph] and Matt (02:48:38) have worked hard on making sure we can 

cover these other verticals. To be clear, our measurement business is used by everybody who invests in media. 

So, there isn't an advertiser in any category who isn't familiar with Nielsen. I think what's been important is to 

make it easier for that platform to interact with their outcomes data and their industry data in order to be able to 

better plan and to be able to better do attribution of the advertising. So Sean you want to – oh, I'm sorry, Karthik, 

do you want to talk a little bit about how that's been evolving? 
 ......................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer-Nielsen Global Media, Nielsen Holdings Plc A 
Yeah. So again, our legacy in consumer packaged goods skewed as more towards the consumer packaged 

goods area because we had outcome data to connect with ad exposure data. So that's the outcome business 
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fundamentally, right. It's exposure to ads. What did the consumer do after seeing the ad? Did they buy a product? 

And so, what we're doing is making partnerships with various folks that create that outcome data. So for instance, 

we work J.D. Power. In the automotive space, we work with other financial services players to get other sort of 

financial services outcome information and then piece it altogether. 

 

So this is about building partnerships around outcomes data to help provide the return on investment story line. 

So I think of that as industry expansion and coverage as a very important growth priority for us and doing that 

globally, it's all about that. 

 

And then, the other piece that's really important is that we already address multiple types of questions in the area 

of outcomes. We do campaign measurement. We do more marketing budget optimization, types of analysis in the 

outcome space, we do attribution and really like stitching all those pieces together gives us a real breadth of – 

and depth of capability that's unparalleled. We feel very good about our position in the outcomes area, especially 

as it contributes to our international growth aspirations. And our starting point is a position of strength. We just got 

to continue to execute around expanding coverage and expanding globally and getting much more automated in 

that space. So we feel really good. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, Karthik. The next question comes from Doug Arthur from Huber. And this is a question that we've been 

getting recently as well. So, realizing that there are more moving parts to discern on the divestiture of the Connect 

business, what is the expected range for corporate costs of the New Nielsen? 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. And obviously it's a question for Linda. But I do want to add that the culture change here is really important 

to understand because when you – the New Nielsen is a media business, so it's not like there's a business unit 

with costs and then corporate overhead. There's so much opportunity to bring it together. And that's just a cost 

question I just already – we're just working so much as a single team. 

 

The financial accountability, the HR integration, the technical integration in a single focused business is just very 

different. I think that it's enabled us to move much faster and I think have a lot more operating discipline. And 

honestly, I think a lot more fun together as we're integrating. So, there is a culture change here beyond the 

question and I don't view them as corporate costs anymore. There's just New Nielsen costs. So Linda, I think on 

the functions, there probably still is a need to answer the question? 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
Well, you stole my thunder first so... 
 ......................................................................................................................................................................................................................................................  

David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Well, I love the culture here. It's been – we're really having fun even though we're doing this all on Google Meet. 

We've had a lot of fun this year. 
 ......................................................................................................................................................................................................................................................  

Linda K. Zukauckas 
Chief Financial Officer, Nielsen Holdings Plc A 
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No, I think you started with exactly where I would've started when I heard the question, David, is we don't really 

think of it as a business that has corporate overhead and I think that will serve the company well in the long-term. 

It's for that reason also that we gave you margins that are all in for the New Nielsen. 

 

And it is a little bit difficult to navigate there because for the past decade or so, we had been a holding company 

with two operating companies. And so it is a transition that we're going through right now. But we gave you the 

margins for the New Nielsen on a 2020 pro forma basis being roughly 42%. And if you just do the math on that, 

that is about $70 million lower than what you would have seen in segment margins that we would have been 

reporting for the media segment. 

 

If I think through the moving parts of that, you heard David reference the support functions and those were shared 

across the two businesses and I'll remind you the two businesses had similar top line revenue, but with the 

Connect business a much larger global footprint. But nevertheless if you think about HR, finance, there was an 

element of sitting across two segments of a public company. Historically outside of the US, our Media business 

benefited from that global footprint that the Connect business had. So there are a few [ph] dyssynergies 

(02:54:06) there as we stand up a finance function outside of the US, as we stand up an HR function outside of 

the US. 

 

And then there's other areas that can function really nicely as a utility across two companies, think payroll, 

treasury, a tax team. Those types of functions can work really, really well across two companies, and so there's a 

little bit of [ph] dyssynergies (02:54:29) that comes out of that. 

 

There's also [ph] dyssynergies (02:54:31) when you have to stand up a separate dedicated data center and when 

you split contracts and we've done a really good job managing through those costs during the course of the year. 

Bear in mind, we spent the vast majority of the year headed down a path to spin the Connect business and then it 

was only in the second half of the year that we pivoted and we focused on the sale. So with that, we were well on 

the way to be able to rationalize these costs and to manage them as low as possible. 

 

There's also a little bit of a [ph] dyssynergy (02:55:06) in real estate where we had shared facilities historically. 

And then there are some commercial arrangements between the Media business and the Connect business that 

were convenient when it was two segments of the same company and now those have converted to arm's length. 

So that gives you a feel for some of the moving parts of it. 

 

We do plan to manage those costs down. We are upgrading our technology that supports finance and HR globally 

for the Media side of the business. And over time, that too will drive efficiencies and we think we'll really position 

Media to be a lean, mean company. And we really want that to be arrived at in super close partnership with the 

business. And this year as a part of our strategic planning process, we spent time with our business partners 

talking through how we're seeing those corporate function budgets playout. And so that line of sight is something 

that the business has not historically had. And I invite the businesses to help us manage those costs. So, I think it 

will really make for an efficient model on a going forward basis. 
 ......................................................................................................................................................................................................................................................  

Sara Gubins 
Senior Vice President, Head-Investor Relations & Treasury, Nielsen Holdings Plc A 
Thanks, Linda. So we have time for one more question and then after that, I'll turn it back to David. The last 

question comes from Jason Bazinet from Citi. And he's trying to get a bit of a historical perspective on the last 

industry's currency migration from live to C3. And it's in the context of trying to understand the 2024 timeline for 

Nielsen ONE? David, over to you. 
 ......................................................................................................................................................................................................................................................  
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David W. Kenny 
Chief Executive Officer, Chief Diversity Officer & Director, Nielsen Holdings Plc A 
Yeah. So thank you, Jason. Listen, I think that's a really important question and we should be talking about why 

we are confident that Nielsen ONE will become the industry currency. So, I'm going to let Karthik and Peter talk 

because they were both here back when we went from live to C3 and C7. To be clear, we're always improving our 

currency. So they've also lived through other smaller currency changes since then. This is a big one. I think we've 

learned from the past. I think we are taking an approach with a fair amount of leadership and a fair amount of 

openness and transparency. 

 

Peter and I have had so many client conversations this year to get to this announcement yesterday that I just 

wanted to share here some of what he's hearing and why we see this happening and how it might be the same 

and how it might be different than the C3, C7 move that was obviously several years ago now. So Karthik, you 

might talk about it from a product perspective and then let's have Peter finish up from a client perspective. 
 ......................................................................................................................................................................................................................................................  

Karthik Rao 
Chief Operating Officer-Nielsen Global Media, Nielsen Holdings Plc A 
Yeah. I just say from a product perspective, the context is totally different. So, I think focusing on what's different 

is probably where we get the most confidence. What we've experienced today is all of the partnerships we 

announced was clients coming to us because they believe that their growth will happen when they are able to 

manage inventory in a fluid and seamless way and they are able to tell their story to their end client the marketer 

in a seamless and fluid way. 

 

So that's very different. It's no longer a question about just measurement. It's a question about how to move the 

industry forward in a world where frequency management is becoming exceptionally important. The complexity 

that the consumer faces today is unlike ever before. And the concept of frequency management is a very difficult 

one to solve for. And if you think about what's common between a brand, a platform, they both ultimately want to 

create loyal connections with their consumers and if consumers keep getting [ph] branded (02:58:55) with multiple 

commercials that neither of them are creating a sticky experience. 

 

So there is a business imperative for our clients whether they are a marketer or a publisher to treat the consumer 

with respect. And that bears out in how much the decibel level is across the industry around really moving to 

cross media and why that's really important. So, there's business constructs as well as there's sort of keeping the 

consumer at the center of this discussion which is really important. 

 

The other thing that's fundamentally different this time is also like I talked about, there are actual industry bodies 

having very, very technical discussions about what it actually takes. And it turns out where one among the few 

players that have done this before and we have innovated, we've not done enough, but this is an area where we 

have made a company commitment yesterday that our technology, our data science and the entire muscle of the 

leadership team is going to be resilient towards helping driving this change. 

 

Also from a timeline perspective, we've baked in what we believe to be a good enough time to have parallel data 

where you can see old versus new. That starts at the end of Q4 of 2021 with a little bit of information just about 

[ph] breaking out (03:00:11) ads and content just in live linear and then it goes all the way up into 2022. So this is 

for us a really important initiative. But it's also how we're going about it is very different. The last thing I'll say here 

is the launch that we announced yesterday and we're talking about today did not happen yesterday. There's been 

months of what we'd call socialization of the plans with all constituencies. And that's how we got to yesterday. And 

that gave us confidence. So Peter, I'll turn it over to you for any thoughts you have. 
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Peter Bradbury 
Chief Commercial Officer, United States-Nielsen Global Media, Nielsen Holdings Plc A 
Thank you, Karthik. It was a walk down memory lane. Jason, I think that the key message here is audience is 

everything, every single client that we have, whether it's today or back, we move from large [ph] live to live seeing 

data (03:00:57) C3 to C7 to see whatever, all of our clients on both sides want complete and accurate reflection of 

consumption. It's more important today as audiences are smaller and given the platform choice. 

 

And I think when we [ph] look from live same day (03:01:14) to C3 and C7, industry move very quickly actually. 

And in fact, many of our clients were doing deals on preliminary data [ph] such that we came out (03:01:23). 

There were clients who were longer to move those, but it was really more a reflection of the fact that their 

consumers didn't watch with an extended timeframe than [ph] anything about (03:01:33) the measurement. And 

that really is encouraging when you think about the shift that we're making today. 

 

One very big difference between where we are today and where we were then, however, and Karthik and David 

have highlighted it, and for a number of times through our presentation is where Nielsen's at. And we are just in a 

much, much better position fundamentally today from a product standpoint, from a delivery standpoint, from a 

servicing standpoint to bring the clients along with us. Ultimately, we can't force anyone to do anything, but what 

we're hearing from the industry – all parts of the industry. And you heard some of this from the client side that 

joined us in our presentation is they want us to move faster. They would like us to go there quicker because it is 

so important to them to capture [ph] as a broad an account (03:02:14) to the audience as possible. It's what fuels 

their ability to monetize. It's what drives the whole industry and they think with that, is kind of a tailwind we're 

going to see broad adoption very quickly and we're really excited about it. 
 ......................................................................................................................................................................................................................................................  

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

Peter, thank you. So that wraps up the time that we have for our questions. Thank you so much for all of your 

really good questions. If we didn't get to questions that you had, we're very happy to follow up with you. And with 

that, let me turn it back to David. 
 ......................................................................................................................................................................................................................................................  

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

Listen, I personally want to thank each and every one of you for this time this morning. Looks like 3 hours and 20 

minutes is an enormous time to spend in front of a screen watching a video and I'm just grateful you did it. I have 

to say I've been so excited to share this vision and strategy. As you can tell, it's not a vision of the future. We have 

been working hard at this for the last couple years. I've also just been excited to let you see some of our team. I 

am so privileged to work with the New Nielsen. People have come together in amazing ways. In this year, while 

certainly we all hate this pandemic, it's made us stronger to continue to be the advocates for the audience to bring 

that to the whole industry. And I'm just thrilled that you gave us the time to tell you this story and that we've laid 

down markers we're going to deliver. So watch this space. 

 

I want to remind you what I said at the beginning this morning. Number one, this is a growth company, we have 

new growth from new solutions across every one of our end markets and we've got new end markets as the 

industry expands. Number two, this is a company with a big cultural transformation, it's one that's focused aligned 

and going to deliver. Our operating principles are fewer, faster and bolder have helped everything you've seen 

today and I am just so proud of how this showed, and because of the first two, it's a compelling financial model 

worthy of the leading data and analytics company in the media space, and so you're going to continue to see 

growth and free cash flow conversion from this. I have enormous confidence in the relevance, the leadership and 
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the growth potential of the New Nielsen as the leading data and analytics company in the media space. And I 

really believe this morning hopefully instilled some of that in you as well. 

 

Thank you again for your time. We look forward to delivering this plan and keeping you updated. Thank you. 
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