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PRE-SHOW ( a1 ) REV 3/18 7P 1. 

10:00A 
 

HOUSE OPENS 
 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

MUSIC: PLAYLIST (ATPB) 

LIGHTING: SNL WALK-IN LOOK 

 

STREAM ONLY – (45 MIN BEFORE SHOW)  
** 
 
8H EVS: ANIMATED LOOPING SLATE 
 

 
------------------------------------------------------------------------------------------------------------------------ 

  ( a2 )   

10:55A 
 

AUDIENCE WALK-IN 
LAST 5 MINUTES 
 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

MUSIC: PLAYLIST (ATPB) 

LIGHTING: SNL WALK-IN LOOK 
 

ANNOUNCER VO-ATPB (POSSIBLE) 
Ladies and gentlemen, please take your seats. The 
program will begin in 5 minutes. 

 
ANNOUNCER VO-ATPB (POSSIBLE) 
Ladies and gentlemen, please take your seats. The 
program is about to begin 
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 ( 1 ) NEW 3/21 1P 2. 

PLAYBACK:  
GRAPHIC  
ROOM SETTLER 
(D3 / SOT) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

 

D3:  GRAPHIC ROOM SETTLER (SOT) (IMMERSIVE) (   :   ) 

 

 

 

 

 
------------------------------------------------------------------------------------------------------------------------ 

 ( 2-2A )    

VO INTRO: 
ANA GASTEYER 
(Announcer VO-ATPB, 
Ana Gasteyer) 

SCREEN-A: _______                   SCREEN-B: ________                   SCREEN-C: ________ 

ATPB: ANNOUNCE: ANA GASTEYER 

ANNOUNCER VO (ATPB) 

 Please welcome actress, comedian, and the star of  

 NBC’s hit show, American Auto…Ana Gasteyer. 

 

* MUSIC: WALK ON “GIRLS NIGHT OUT” 

LOC: ANA ENTERS SL TO CS 
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 ( 3 ) NEW 3/18 7P 3. 

TALENT: 
ANA GASTEYER 
WELCOME 
(Ana Gasteyer) 

SCREEN-A: _______                   SCREEN-B: ________                   SCREEN-C: ________ 

LOC: CS 

STREAM ONLY: 8H L/3 (STREAM): ANA GASTEYER 
 

ANA GASTEYER 

Hello! I’m Ana Gasteyer. Welcome to One22.  

 

I’m excited to be here amongst so many 

brilliant…office people. Developers. CMOs. 

Tech…people. You know your job titles… 

 

I’m actually trying to learn more about corporate 

culture because I’m on a new show this year, it’s a 

workplace comedy called American Auto – we just 

had our season finale. If you missed it, you can 

catch it on Peacock. 

 

On the show, I play a CEO at a car company who 

knows nothing about cars. Which is fitting, 

because today I’m playing a speaker at a tech 

conference, who knows nothing about tech. 

(MORE) 
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 ( 3 ) NEW 3/18 7P 4. 

TALENT: 
ANA GASTEYER 
WELCOME 
(cont’d) 

ANA GASTEYER (CONT’D) 

I am not a tech expert, but – having spent my 

whole career writing and performing – I do have 

some expertise when it comes to audiences.  

 

I spent six years here at SNL and every week, 

we’d bring in a new live audience for the show.  

 

As we performed, we saw their reactions to 

everything we did…instantaneously. Did they 

laugh? Did they smile? Did they sigh? Did they 

groan? Did they hold the person next to them a 

little closer? 

 

We took in that “data” and let it inform our 

approach moving forward. By paying attention to 

our audience, we were able to do an even better 

job of meeting their needs the next week. 

 

 

(MORE) 



One22 - Script 

 

 ( 3 ) REV 3/21 8P 5-8. 

TALENT: 
ANA GASTEYER 
WELCOME 
(cont’d) 

ANA GASTEYER (CONT’D) 

We figured out which jokes worked at 11:30 and 

which ones did a little better after the clock struck 

twelve. We figured out tone and pacing and wigs. 

And we grew. 

 

And from what I understand, that is what the 

technology you’re going to see today is all about. 

It’s about better understanding your audience, 

having a stronger impact on them, giving them a 

more fulfilling experience, and measuring their 

engagement with your brand.  

 

* {And to be honest, that’s about all I understand.]  

 

* But we all know having the right technology isn’t  

* enough. You also need the right mindset to  

* embrace it.  

 

* Otherwise…well, you’ll see what I mean.  

 

 

 LOC: ANA EXITS CS TO SL 

(MORE) 
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 ( 3A ) NEW  3/21 1P 9. 

PLAYBACK:  
SCRIPTED OPEN VIDEO 
(VTPB / SOT) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

 

VTPB:  SCRIPTED OPEN VIDEO (SOT) (   :   ) 

 

 

 

 
------------------------------------------------------------------------------------------------------------------------ 

 ( 3B )  

VO INTRO: 
LINDA YACCARINO 
(Announcer VO-ATPB, 
Linda Yaccarino) 

SCREEN-A: _______                   SCREEN-B: ________                   SCREEN-C: ________ 

ANNOUNCER VO-ATPB 

Ladies and gentlemen, please welcome to the 

stage, NBCUniversal’s Chairman of Global 

Advertising and Partnerships, Linda Yaccarino. 

 

 MUSIC: WALK ON “THE LAST SOUND” 

D3: INTERSTITIAL A / LINDA TITLE CARD 

 

LOC: LINDA ENTERS SL TO CS 
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 ( 4 ) REV 3/21 4P 10. 

NBCU SPEAKER: 
LINDA YACCARINO OPEN 
(Linda Yaccarino) 

SCREEN-A: _______                   SCREEN-B: ________                   SCREEN-C:________ 

LOC: CS 

D3: SUPPORTING GFX 

STREAM ONLY: 8H L/3 (STREAM): LINDA YACCARINO 
 

LINDA YACCARINO 

 Thank you Ana.  Thank you Neil… I think? 

* Neil was going to be here in person today… but his  

* horse and buggy got stuck on the LIE.  

  

 Welcome to 8H. Welcome to ONE22. 

It’s incredible to be right here…LIVE in New York  

 …even if it’s Tuesday morning at  

 11am. And while we  

haven’t gathered like this in such a LONG TIME… 

from where I’m standing... there’s NEVER been a 

moment quite like this one. 

  

[PAUSE] 

  

* Just take a second and think about our industry  

* today  

(MORE) 
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 ( 4 ) REV 3/21 4P 11. 

NBCU SPEAKER: 
LINDA YACCARINO OPEN 
(cont’d) 

LINDA YACCARINO (CONT’D) 

*  

*  

*  

 

 

When we look at the total video business... 

streaming has exploded in the last few years, and 

people are NOT going back. And as consumer 

prices have gone up—be it your gas, your 

groceries, or your subscription services—it’s no 

surprise that ad-supported streaming has 

exceeded subscription streaming in number of 

hours watched in the U.S. 

 

As a result, we’re seeing the full impact of  

consumer convergence.  But it’s clear that  

* many things haven’t changed fast enough. And  

* even as behavior changes, whether you’re talking  

* mobile, social, or the metaverse—you still NEED great  

* content and IP for consumers to care. 

 

(MORE) 
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 ( 4 ) REV 3/21 4P 12. 

LINDA YACCARINO OPEN 
(cont’d) 

LINDA YACCARINO (CONT’D) 

And here’s the thing: all that great content now 

* has real data to back it up. Thanks to identity and  

* first-party data—we can finally stop talking  

about the panels of the past and start focusing on 

a full-funnel future.  

 

* And that’s already in motion with like-minded  

* partners. 

 

[PAUSE] 

  

* And partners are how we got here today. 

* Last year at ONE21, we introduced you  

 to our vision of the future - across broadband,  

 content aggregation, and streaming. 

 

* We showed you the One Platform we built to get  

* us there.  It’s a completely new model for our industry  

* that combines premium content and a 

* unified technology stack.  

 

 And we lifted up some of the partners embracing  

* that change with us... like The Trade Desk, Twitter,  

 and Instagram.  

(MORE) 
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 ( 4 ) REV 3/21 4P 13. 

NBCU SPEAKER: 
LINDA YACCARINO OPEN 
(cont’d) 

LINDA YACCARINO (CONT’D) 

So this year, we’re going to show you what we’ve built 

since then—and why there’s NO MORE WAITING.   

 

Once again, some of the biggest names in our 

business are joining us—from Salesforce, to 

Snowflake, to Mediaocean and iSpot. 

 

And you’ll learn about developments in  

FOUR KEY AREAS. 

* ·      Data & Identity – because we all know 

* panels can’t possibly give you enough  

* information about today’s consumer. 

 

* ·      Activation & Automation – just in case you  

* thought data driven activation was a digital thing. 

 

* ·      The Ad Experience -- Imagine that you’re  

* enjoying all the ads—because you get just the right  

* amount, and they’re targeted specifically to you. 

 

* ·     And you’ll hear about Measurement. You know  

* you’re going to hear about measurement.  

(MORE) 
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 ( 4 ) NEW 3/21 4P 14. 

NBCU SPEAKER: 
LINDA YACCARINO OPEN 
(cont’d) 

LINDA YACCARINO (CONT’D) 

Because while I’m no Tom Brady… I know that 

when we throw a touchdown… we deserve all six 

points.  

 

And YOU deserve fast…  

accurate…  

comprehensive…metrics that matter. Today.  

 

That’s why we’ve done the hard work.  

 

Some folks might sum that up as “evaluating 

scorecards”.    

 

They’re the same folks who might call Nathan 

Chen “a pretty good skater.”  

 

But they’ll forget to mention how precise...how 

technical... how difficult what he accomplished is... 

or recognize how, almost single-handedly, he 

changed everything.  

 

(MORE) 
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 ( 4 ) NEW 3/21 4P 15-16. 

NBCU SPEAKER: 
LINDA YACCARINO OPEN 
(cont’d) 

LINDA YACCARINO (CONT’D) 

 

And redefined the standard for excellence.  

 

We can too.  

 

Because in my experience, the best things—the 

most transformative things—are worth the effort.  

 

 [PAUSE] 

 

Everything you’re going to see today is our 

partnership commitment in action.  

 

We have built the foundation of the future-for all of 

you. And we know what’s coming.  

 

Just imagine a world where you no longer have to 

consider the trade-offs: 

 

Between content and capabilities….  

 

Between speed and scale…  

 

(MORE) 
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 ( 4 ) NEW 3/21 4P 17-19A. 

NBCU SPEAKER: 
LINDA YACCARINO OPEN 
(cont’d) 

LINDA YACCARINO (CONT’D) 

Between trust and targeting....   

 

Between privacy and profits... 

 

—because those trade-offs don’t exist here. 

 

And this future doesn’t exist anywhere else.  

 

[Pause] 

 

You can feel confident that NBCUniversal is ready 

to lead the way.  Right now.  

 

And we’re ready to help you get there too.  

 

So don’t worry. Don’t wait. Don’t be Neil.  

 

The future is here.  And nothing can hold us 

back. 

 

LOC: LINDA EXIT TO HOUSE 
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 ( 5 ) YELLOW – REV 3/20 7P 20. 

PLAYBACK:  
GRAPHIC TRANSITION 
INTO SECTION 1: 
DATA & IDENTITY 

* (D3) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

 

D3:  TRANSITION: SECTION 1 - DATA & IDENTITY  
*     (IMMERSIVE)  (   :   ) 

 

 MUSIC: WALK ON – “I WANNA KNOW” 

 

 

 
------------------------------------------------------------------------------------------------------------------------ 

 ( 5A )    

VO INTRO: 
JOHN LEE 
(Announcer VO-ATPB, 
John Lee) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

 MUSIC: WALK ON – “I WANNA KNOW” (CONT’D) 

ATPB: ANNOUNCE: JOHN LEE 

ANNOUNCER VO (ATPB) 

 Here’s NBCUniversal’s Chief Data Officer, John  

Lee. 

LOC: JOHN ENTERS SL TO CS 
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 ( 6 ) REV 3/21 10A 21. 

NBCU SPEAKER: 
JOHN LEE  
(Consumer Identity, 
First Party Data, 
Industry Standard) 
(John Lee) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

LOC: CS 

D3/KEYNOTE: PRESENTER CONTENT 

STREAM ONLY:  8H L/3 (STREAM): JOHN LEE 
 

JOHN LEE 

Thanks Linda. 

 

For years, our industry has relied on black box 

panels for audience targeting and measurement.  

 

 But now, we’re shifting away from these sub-scale,  

opaque panels and moving toward precision and 

transparency thanks to new identity-based  

* currencies that leverage census data at the person  

and household level. 

 

 And in a world where third-party identifiers such as  

cookies are rapidly diminishing...data derived from  

 trusted, first-party consumer relationships with  

brands will be the new standard.  

(MORE) 
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 ( 6 ) REV 3/21 11A 22. 

NBCU SPEAKER: 
JOHN LEE 
(cont’d) 

JOHN LEE (CONT’D) 

In other words, first party data and identity will be 

the new currency.  

 

And identity at scale will unlock unmatched  

* precision targeting, person-level insights, and  

* transparent measurement. 

 

For over 100 years, NBCU has built direct, trusted 

relationships across our vast network of consumer 

touchpoints.  

 

• From our blockbuster movie franchises to our 

award-winning TV entertainment to our trusted 

news destinations. 

 

• From once-in-a-lifetime sporting events to 

unforgettable trips to our resorts and theme parks. 

 

• Every single experience is designed to create 

deep, meaningful connections that translate into 

lifelong loyalty. 

(MORE) 
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 ( 6 ) REV 3/21 8P 23. 

NBCU SPEAKER: 
JOHN LEE 
(cont’d) 

JOHN LEE (CONT’D) 

That’s why, every month, more than 237 million 

U.S. adults choose to share their time and 

attention with us... which generates more than a 

billion media and entertainment data points. 

  

 

 • Every year we welcome 10s of millions of guests  

 to our parks and resorts. 

 

 • Over 40M consumers visit our Fandango digital  

 network monthly, and 75% of moviegoers visit a  

 Fandango site on their way to the movies. 

 

 • Every month, we reach over 37 million Hispanic  

 adults—that’s more than any other media company  

 and accounts for 9 out of 10 Hispanic consumers.  

 

* • Over 70 million people have subscribed to our  

 email newsletters to keep up with the latest in sports,  

 news, stocks, and entertainment. .  

 

(MORE) 
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 ( 6 ) REV 3/21 9A 24. 

NBCU SPEAKER: 
JOHN LEE 
(cont’d) 

JOHN LEE (CONT’D) 

• And over 182 million adults view our streaming  

 content every month across our sites  

and apps, including Peacock, our NBC OneApp,  

 Vudu, and more.   

 

 • And over 100M of those viewers are registered  

 users. 

 

...All of this forms the basis of our first-party data, 

and our ID Graph. It’s how we know who our 

consumers are, what they want, and how to best 

serve them. 

 

 Which is why we believe we’re in an incredible  

 position to lead on identity. 

 

And that’s exactly what we’re doing. With  

* NBCUnified, our new enterprise data platform, 

we’re bringing all of this together,  

and making it available to you for the first time 

ever. 

(MORE) 
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 ( 6 ) REV 3/21 8P 25. 

NBCU SPEAKER: 
JOHN LEE 
(cont’d) 

JOHN LEE (CONT’D) 

NBCUnified does exactly what the name implies: it  

 unifies first-party consumer data sets  

from across NBCU to enable targeted and 

personalized consumer experiences with over 150 

million individual and 80 million household IDs and 

hundreds of  

 first-party attributes.  

 

* These numbers are growing everyday with line of  

 site to over 200 million individuals and over 100  

 million households by 2023. 

 

Most importantly, because consumer trust is our 

number one priority, privacy and transparency are 

built into everything we do.  

 

And we’re not doing this alone. 

(MORE) 
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 ( 6A ) REV 3/21 8P 26. 

JOHN LEE INTRO: 
CHRISTIAN KLEINERMAN 
(John Lee,  
Christian Kleinerman) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

JOHN LEE (CONT’D) 

 Our partners at Snowflake are an important  

 part of the mix, and have been for some time. 

 

* Last year on this very stage we announced the  

* launch of the Audience Insights Hub. 

 

* And today, I’m very pleased to welcome  

* Snowflake’s Christian Kleinerman, to the stage.

  

  

 

 

MUSIC: CHRISTIAN KLEINERMAN WALK ON 

LOC: CHRISTIAN ENTERS SL TO CS; JOHN EXITS SL 
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 ( 7 ) REV 3/21 8P 27. 

GUEST SPEAKER: 
CHRISTIAN KLEINERMAN  
(Snowflake) 
(Christian Kleinerman) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

LOC: CS 

STREAM ONLY:  8H L/3 (STREAM): CHRISTIAN KLEINERMAN 
 

CHRISTIAN KLEINERMAN 

Thanks, John, and hi, everyone. My name is 

Christian Kleinerman and I lead the Product team 

at Snowflake.  

 

 As John said, the future is all about data  

* collaboration and data interoperability. It is all about  

 first-party data, it is about identity. 

 

In this changing consumer and regulatory 

landscape, it’s critical that advertisers have fast, 

scaled, and secure data access built with security, 

privacy, and consumer trust in mind.  

 

These are the exact fundamental principles that we 

use in building and innovating at Snowflake. 

 

 

(MORE) 
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 ( 7 ) NEW 3/18 4P 28. 

GUEST SPEAKER: 
CHRISTIAN KLEINERMAN  
(Snowflake) 
(cont’d) 

CHRISTIAN KLEINERMAN (CONT’D) 

NBCUniversal has been at the forefront of these 

trends, going all the way back to last year at 

One21 when they first introduced the NBCU ID 

and Audience Insights Hub, followed by the launch 

of NBCUnified in January.   

 

At Snowflake, we are extremely proud to have 

been part of last year’s One21 event and excited to 

have had NBCU as part of our Media Data Cloud 

launch last October supporting both of these 

amazing products that leverage our core data 

sharing and clean room technologies. 

 

And now today, on this famous stage, we’re taking 

another important step. 

 

Together, we’re making it even easier for you to 

combine the intelligence and scale of NBCUnified 

with your own data to unlock unprecedented 

insights and opportunities. This is real innovation, 

where technology expands the realm of what is 

possible for all of you.  

 

(MORE) 
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 ( 7 ) REV  3/21 8P 29. 

GUEST SPEAKER: 
CHRISTIAN KLEINERMAN  
(Snowflake) 
(cont’d) 

CHRISTIAN KLEINERMAN (CONT’D) 

With this new platform, every internal team and 

division can own their respective business unit’s  

* data and manage it as a product—with the data  

governance, and overarching self-service 

infrastructure are centralized.  

 

As John mentioned earlier, identity is the key and 

data sharing architecture from Snowflake has 

enabled all these NBCU divisions to contribute to a 

highly powerful ID Graph.  

 

Importantly, this has made it possible for  

* NBCUniversal to bring together—to harmonize — 

their myriad data sets— from NBCUniversal Parks 

and Resorts to Fandango, Bravo to Telemundo, 

Peacock to Vudu—into NBCUnified.    

 

And this drives speed and efficiency. Now, 

disparate data sets that might have taken months 

or years to consolidate—across borders and 

business units—can come together in a matter of 

hours and days.  

 

(MORE) 
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 ( 7 ) REV 3/21 8P 30. 

GUEST SPEAKER: 
CHRISTIAN KLEINERMAN  
(Snowflake) 
(cont’d) 

CHRISTIAN KLEINERMAN (CONT’D) 

Think about a new paradigm—data and identity—

on demand, whenever it’s needed and at 

whatever scale for any type of campaign.  

 

And what we have accomplished together isn’t just 

about building a data architecture for 

NBCUniversal—it's a model for the future and an 

infrastructure for the entire industry to share data.  

 

* In fact, it’s not just our industry: we’re now redefining  

how organizations of all kinds can collaborate and 

share data with partners and third parties.  

 

And thanks to Snowflake’s clean room technology, 

you can integrate with NBCU’s Audience Insights 

Hub to conduct your own self-service audience 

creation, reach and frequency measurement, and  

* more—all of it in a way that keeps safety, privacy,  

* and power in mind. 

 

 

 

(MORE) 
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 ( 7 ) REV 3/21 12P 31. 

GUEST SPEAKER: 
CHRISTIAN KLEINERMAN  
(Snowflake) 
(cont’d) 

CHRISTIAN KLEINERMAN (CONT’D) 

But this is only the beginning. We know change is 

inevitable. And this data architecture paves the 

way for all of us to manage and adapt through that 

change— new regulations, new data policies, new 

options, new possibilities. 

 

In other words, NBCUnified, in partnership with 

Snowflake, is built to adapt as your business and 

your industry continues to advance. And together, 

we can facilitate activation, collaboration, and more 

importantly transformation.  

 

* Thank you. 

 

 MUSIC: WALK ON / OFF “LET’S GET IN TROUBLE” / “ARE WE HEROES ALT” 

LOC: CHRISTIAN EXITS SL; JOHN RE-ENTERS SL. 

 



One22 - Script 

 

 ( 8 ) REV 3/20 7P 32. 

NBCU SPEAKER: 
JOHN LEE (CONT’D) 
(Consumer Identity, 
First Party Data, 
Industry Standard) 
(John Lee) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

LOC: CS 

D3/KEYNOTE: PRESENTER CONTENT 

JOHN LEE 

* Thanks, Christian. We’re very proud of the work  

we’ve done together, and even more proud that  

* other publishers are following our lead by  

* partnering with Snowflake. 

 

 Another promise from last year we’ve delivered on  

 is the launch of the NBCU ID, which sits at the  

 heart of the NBCUnified platform.  

 

 

(MORE) 
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 ( 8 ) REV 3/21 8P 33. 

NBCU SPEAKER: 
JOHN LEE (CONT’D) 
(cont’d) 

JOHN LEE (CONT’D) 

 And to build on that momentum, I’m very excited to  

 tell you about our two newest offerings—NBCUnified  

Audiences and NBCUnified Consumer Match—  

 that allow our partners to transact  

against the NBCU ID and our data at full scale for 

the first time ever. 

 

  

  

  

  

 

NBCUnified Audiences will offer a wide range of  

 off-the-shelf segments—from demographics, to  

 purchase and intent, to proprietary data  

on how consumers interact with NBCU media – all  

* of which will be appended to our 200M first-party IDs. 

 

 

(MORE) 
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 ( 8 ) REV 3/21 8P 34. 

NBCU SPEAKER: 
JOHN LEE (CONT’D) 
(cont’d) 

JOHN LEE (CONT’D) 

 Of course, if you have your own audience  

 data, you can use NBCUnified  

Consumer Match to match your segments to 

NBCU IDs… helping you find more of the 

consumers you want to reach across our entire 

footprint.  

 

 And because we understand that flexibility is important,  

 you will be able to use both of these new  

 offerings in combination to build bigger and smarter audiences  

that meet your specific objectives.   

 

And with that, I’m excited to announce that Dentsu 

will be our first agency partner to integrate with 

NBCUnified and take advantage of both the  

 Consumer Match and Audiences capabilities.  

 

This means that Dentsu will be able to match client 

and proprietary data from their powerful M1  

* platform directly into the NBCU ID and augment their  

 view of the consumer with NBCU’s first-party data.  

 

(MORE) 
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 ( 8 ) REV 3/21 8P 35. 

NBCU SPEAKER: 
JOHN LEE (CONT’D) 
(cont’d) 

JOHN LEE (CONT’D) 

This will lead to new insights and high-performing  

 custom audiences that will be fully transactable  

 end to end across NBCU’s portfolio.  

 

* And we couldn’t be more excited for this opportunity. 

 

* [PAUSE] 

 

 ...Just imagine what’s possible when all of our data   

 works together in a privacy-minded way.  

 

 • Unique insights you can discover and activate on  

 with first-party data 

 

 • Effective and efficient reach to your specific  

 audiences 

 

 • Precise, closed-loop measurement and attribution 

 

 

(MORE) 
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 ( 8 ) REV 3/20 7P 36. 

NBCU SPEAKER: 
JOHN LEE (CONT’D) 
(cont’d) 

JOHN LEE (CONT’D) 

NBCUnified is designed specifically to be 

interoperable, and prepared for the inevitable...  

 including the day when cookies and third-party  

* identifiers have faded away. 

 

And now, with NBCUnified Audiences and  

* Consumer Match – we’re making all of this actionable  

* for you, here and now 

* from activation and automation, through the ad  

* experience, to measurement and beyond.  

 

And you’ll hear more about all of that today, 

starting with activation and automation.   

 

LOC: JOHN EXITS TO HOUSE 
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 ( 9 ) YELLOW – REV 3/20 7P 37. 

PLAYBACK:  
GRAPHIC TRANSITION 
INTO SECTION 2: 
ACTIVATION & 
AUTOMATION 

* (D3) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

 

D3:  TRANSITION: SECTION 2 - ACTIVATION & AUTOMATION  
   (IMMERSIVE) (   :   ) 

 

* MUSIC: WALK ON “ELECTRIC DAYS” 

 

 
------------------------------------------------------------------------------------------------------------------------ 

 ( 9A )    

VO INTRO: 
RYAN McCONVILLE 
(Announcer VO-ATPB, 
Ryan McConville) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

* MUSIC: WALK ON “ELECTRIC DAYS” (CONT’D) 

ATPB: ANNOUNCE: RYAN McCONVILLE 

ANNOUNCER VO (ATPB) 

 Please welcome NBCUniversal’s Executive Vice  

 President of Ad Platforms, Ryan McConville.  

 

LOC: RYAN ENTERS SR TO CS 
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 ( 10 ) REV 3/20 7P 38. 

NBCU SPEAKER: 
RYAN McCONVILLE  
(Precision, Cross-Platform, 
Interoperability and 
Automation) 
(Ryan McConville) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

LOC: CS 

D3/KEYNOTE: PRESENTER CONTENT 

STREAM ONLY:  8H L/3 (STREAM): RYAN MCCONVILLE 
 

RYAN McCONVILLE 

Good morning, everyone. 

 

John just spoke about how our full universe of first- 

* party data creates a better  

understanding of our audiences. 

 

Now, let’s talk about how you can leverage that 

data to help you activate more effective 

advertising campaigns. 

 

And we are ready to help you do it – not tomorrow 

– but today. Because unlike many media 

companies, the entirety of NBCU’s premium video 

inventory is already available on a single unified 

tech stack – One Platform.  

(MORE) 
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Last year at One21, I walked you through  

NBCUniversal’s One Platform in detail — to show  

you how our proprietary technology helps you 

reach your audiences at scale – across both 

linear and digital. And how we do that in a way that 

is more automated and interoperable than ever 

before – at every step of the campaign – from 

building audiences, to cross-platform planning and 

activation, and finally to measurement. 

 

All 300 of our digital endpoints are connected to a 

single unified digital ad server through our 

partnership with our Comcast-sibling FreeWheel. 

And with our AdSmart cross-platform optimizer, 

we are also already able to build advanced 

audience plans that span both digital and linear – 

providing you with maximum reach across our 

entire audience. 

(MORE) 
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That has always been the promise of One 

Platform. One audience, one media plan, one 

guarantee. 

 

That engine is already in place.  

 

* And now, with NBCUnified, we’ve upgraded that  

* engine to run on even better fuel — more precise  

* and powerful first-party data. 

 

* Here’s how this benefits you: 

 

* You'll be starting your campaigns with higher 

* quality data, provided by NBCU or matched to your  

* own data—as John just described.  

 

* With that data, you’ll be able to unlock new scale,  

* across linear and streaming.  

 

(MORE) 
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 You can do all of this in the systems of your  

 choice—because interoperability is built into  

 everything we do.   

 

You’ll save time and money and a fair amount of 

your inbox—thanks to new automated processes 

designed to make campaign activation EASY.  

 

And eventually, you’ll be able to close the loop with 

better measurement—but that’s another section.  

 

My point is: All of these benefits will be available 

within One Platform—not tomorrow—but today.  

 

* So I want to talk about two things: 

 

The first is: How we’re transforming activation—

so you can reach more of your audiences at 

greater scale than ever before...  

(MORE) 
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And the second is: how we’re accelerating 

automation—so you can reach those audiences  

* with the programmatic buying platforms of your  

* choice - and with greater ease via more automated  

day to day workflows. 

 

Let’s start with activation at scale. 

 

We’re committed to not just giving you better 

audience data, but also to helping you reach  

* those audiences at greater scale –  

*  

*  

*  

 

 

 

 

And we’re doing this in three ways:  

(MORE) 
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The first is Peacock Audience Extension - or 

Peacock AX. If you’re looking for scale in premium 

streaming, Peacock AX will let you activate your 

advanced audience campaign across NBCU’s  

* entire streaming footprint—which, as John said  

* earlier, reaches 182 million adults.   

 

And with Peacock AX, you get access to this 

unparalleled scale on a single plan at a single 

price. 

 

In other words, we’re combining the power of 

Peacock with all of our other premium streaming 

inventory—including NBC Sports, Bravo, E!, Vudu  

* and more—into one high-fidelity, addressable pool. 

 

(MORE) 
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Second, if you’re looking for advanced audience 

reach across both streaming and traditional linear, 

you’ll now be able to activate cross platform using 

iSpot viewership data.  

 

In 2022, we’re integrating iSpot’s household-level 

data set into our AdSmart cross-platform optimizer, 

where we’ll be able to forecast and activate cross-

platform campaigns using the advanced audience  

* of your choice—and do so against viewership data  

that’s already trusted by leading advertisers and 

agencies. 

 

Third and finally, if you want to activate your 

advanced audiences across not just NBCU but  

* multiple programmers. 

*  

 

(MORE) 
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We’re integrating NBCUnified with OpenAP’s 

OpenID to make it even easier to plan and execute  

 your advanced audiences across all of our  

 premium media. 

 

Taken together, these new solutions give you more 

scale within streaming, more scale across 

streaming and linear, and more scale across 

NBCU and the entire premium video industry.  

 

Now, let’s talk automation, starting with 

programmatic.  

 

* As of today, the majority of NBCU’s  

* streaming inventory is available  

programmatically.  

 

And every day, NBCU is converting more and 

more of its linear inventory into digital, 

addressable, and biddable supply. 

(MORE) 
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This enablement is across all of our brands, on 

every screen, every device, and every major  

* streaming platform—including as of last quarter,  

programmatic guaranteed on Peacock, which we 

launched via initial partnerships with DV360, The 

Trade Desk, Yahoo, and Roku’s OneView. 

 

And there’s so much more on the horizon:  

 

In 2022, we’ll be adding even more DSP 

integrations to Peacock, including Adobe, Amazon, 

Amobee, Beeswax, Xander, Samsung, Viant, and 

more; we’ll be offering private marketplace buying 

in Q2; and by 2H we’ll fully enable all content types 

on Peacock for programmatic activation, including 

linear channels and premium live events!! 

 

(MORE) 
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We’ll also be making NBCUnified Audiences 

available in programmatic environments, enabling 

you to activate these proprietary NBCU segments 

the way you want à That means not just better 

data but also greater flexibility. 

 

But programmatic buying is not the only thing we 

are making easier. When it comes to automation, 

we’re also committed to transforming our 

workflows. 

 

That’s why in 2022 we’re making our platform even 

more interoperable with our agency partners’ day-

to-day order management systems. 

 

* And we want to do this in a way that doesn’t just  

* evolve how you work with our company, but can be  

* used to standardize and streamline how you work  

* with other media partners.  We are taking the  

* initiative, because that’s what leadership looks  

* like. 

 

 

(MORE) 
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* Right now, agencies and publishers do business out  

* of separate, disconnected order  

* management systems. Coordinating between  

them requires endless emails, phone calls,  

 Slack chats, and other busy work. But it doesn’t need  

 to be that way. 

 

With cloud-based software, many, if not all, of these 

activities can be automated using existing APIs and 

integrations.  

 

Just imagine saving 20% of your time, or your 

people’s time, or your clients’ money if we could 

automate this work away. That’s productivity you can 

put back in your day—not to mention dollars you can 

put back in your bottom line. 

(MORE) 
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* But to get there, we need to do three key things. 

 

 

• We need to connect our systems, so they speak 

to each other without manual intervention;  

 

 • We need to introduce converged workflows to our  

 systems so we can process linear and digital deals  

 together.  

 

• And we need to prepare for a world of  

 multicurrency, where we can manage deals on  

 different currencies. 

 
 

 

(MORE) 
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In short… you should be able to ask for and 

receive a converged, cross-platform media plan, in 

an automated way, using the measurement 

currency of your choice. 

 

At NBCU, we believe we can do this…  but we 

know we can’t do it alone.   

 

 That’s why we’re partnering with two leading  

 companies—Mediaocean and Salesforce—to help  

us create an entirely new automation layer 

between publisher and agency order management  

* systems  

*  

*  

*  

*  

*  

*  

*  

*  

*  
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 Together Mediaocean’s new Prisma system and  

Salesforce’s new Media Cloud solution offer a  

* way to completely reimagine this entire workflow 

 process from within the systems most of us already use  

 The result looks like this: one streamlined  

system for both linear and digital deals, fully 

automated via NBCU’s APIs. 

 

  

  

  

  

  

  

  

  

  

  

  

 

(MORE) 
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RYAN McCONVILLE 

* To tell you more about it, we have  

* Denise Dresser from Salesforce and  

* Anupam Gupta from Mediaocean.   

* Please welcome Anupam.  
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ANUPAM GUPTA 

Thanks, Ryan. 

 

I'm thrilled to be here talking about Mediaocean, 

and the omnichannel ad platform we’ve created to 

make advertising more efficient and more effective. 

 

* Because while today’s media industry is filled with  

complexity, we don’t believe high-performing, 

optimized media plans have to be complicated.  

 

And in today’s rapidly changing market… they 

really can’t afford to be.  

(MORE) 
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Every agency that counts on us for managing 

orders understands how time-consuming and 

chaotic manual RFP entry and reconciliation can 

be.  

 

And during peak seasons? The smallest mistake 

can suddenly stifle collaboration or lead to missed 

deadlines and team burnout…  

 

That’s why we’re excited for you to experience this 

brand-new integration. NBCU will be the first 

partner to ever access this automated workflow, 

which allows agencies to optimize campaign 

efficiency from the moment the agency issues an 

RFP.  

(MORE) 
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Powered by industry-leading technology, these 

integrations enable our Prisma Buyer Workflow to 

call NBCU APIs for critical proposal data housed in 

Salesforce and keep our systems in sync, ensuring 

your campaign AND your team are on the same 

page as your buyers, without getting lost in email 

or offline manual processes.  

 

This is all part of our omnichannel ad platform, 

Prisma, which now supports national TV, as well 

as digital. Select agencies have already been 

given access and are running pilots. The rollout 

this year will incorporate linear TV and digital video 

into one converged workflow, which will support 

cross-platform deals and follow NBCU’s original 

vision of One Platform. 

(MORE) 
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And of course, as John and Ryan have both 

emphasized, the industry is headed toward 

currencies based on identity instead of panels.  

 

 So we are building multiple currencies into this  

converged workflow. We’ll be collaborating with 

NBCU as well as other agency and media partners  

 to ensure that our systems can be prepared for the  

multi-currency future ahead.   

 

 And we’re excited to be building the future alongside  

 partners like Salesforce—and to hear more about their  

 role, please welcome Denise.  

 

 

 

* MUSIC: WALK ON “LITTLE SOMETHING ALTERNATE” 

LOC: ANUPAM EXITS SR; DENISE ENTERS SL TO CS 

 



One22 - Script 

 

 ( 12 )   56. 

GUEST SPEAKER: 
DENISE DRESSER 
(Salesforce) 
(Denise Dresser) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

LOC: CS 

D3/KEYNOTE: PRESENTER CONTENT 

STREAM ONLY:  8H L/3 (STREAM): DENISE DRESSER 
 

DENISE DRESSER 

Thanks, Anapum.  

 

At Salesforce, we know that digital 

transformation is a team effort...and the 

customer is at the center of everything we do.  

 

NBCU knows that, too. Which is why, when we first 

partnered with them years ago—back when they 

were just setting out on the automation journey 

and One Platform was just a twinkle in their eye—

we knew it would be a groundbreaking 

collaboration.  

 

Since then, we’ve worked together to automate 

how information flows, and future proof their entire 

One Platform. 

(MORE) 
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And now, our partnership is fueling industry-wide 

transformation, innovating so many new ways to 

make YOUR businesses more successful.  

 

That was the thinking behind Media Cloud. We 

wanted to completely rethink advertising sales;  

 

...building an agile application that was designed 

from the ground up to play well across the industry 

technology landscape.  

 

* And the entire advertising industry stands to  

benefit.  

 

Media companies. Agencies. Advertisers. And ad 

tech.  

 

Buyers and sellers are recognizing the benefits of 

Media Cloud. 

(MORE) 
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And our certified integration with Mediaocean is 

transforming how RFPs are processed – 

forever.  

 

Right now, One Platform buyers submit RFPs by 

sending emails, as Ryan described.  

 

And I'm here to tell you: Those days are soon to be 

over.  

 

Starting this year, when buyers submit via 

Prisma, Salesforce synchronization through Media 

Cloud will take place immediately – moving your 

RFP into One Platform’s proposal pipeline within 

seconds.  

 

* This new automation slashes RFP turnaround  

time...  

(MORE) 
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So NBCU sellers can respond to you faster... 

 

... your campaigns across linear and digital can 

begin sooner... 

 

...and we can all spend more time focused on 

what matters: our customers. 

 

All of this added ease and efficiency creates  

* significant benefits such as... 

 

Reduction of manual data reentry into multiple 

systems.  

 

Reduction of makegoods as a result of errors 

due to that manual data entry.  

 

Increased turnaround time for RFPs.  

(MORE) 
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Together, these are results that both reduce 

manual operations and improve business 

outcomes.  

 

What more could you ask for? 

 

Back to you, Ryan.  

 

* MUSIC: WALK ON / OFF “TAKE YOU DOWN” 

LOC: DENISE EXITS SL; RYAN RE-ENTERS SR TO CS. 
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RYAN McCONVILLE 

Thank you, Denise. Thank you, Anupam.  

 

We are excited to introduce this new automation  

* layer to the industry. Because when the work is  

 easier, and our systems work together—we all  

 benefit. 

 

And that is what 2022 is all about. Bringing forward 

new partnerships, and new benefits for your 

businesses, all powered by One Platform.  

(MORE) 
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Now, you’ll get access to better data with 

NBCUnified.  

 

You’ll be able to activate that data at greater scale 

on streaming and across platforms via Peacock 

AX, iSpot and OpenAP.  

 

You’ll have access to even more self-service 

buying options via new programmatic capabilities.  

And just think about how much time—and how 

much money—you'll save with all this new 

automation.  

 

The future is here. It’s today. It’s right now in this 

room. And we’re excited to activate with you.  
 

LOC: RYAN EXITS TO HOUSE 
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* Please welcome back, Ana Gasteyer. 
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ANA GASTEYER 

Keep it going for Ryan.  

 

This has been quite an event so far, huh? 

 

We’ve learned about Data & Identity. Ryan 

covered Activation and Automation. And there’s 

still so much more to come: Ad Experience, 

Measurement, and -- I don’t know about you all, 

but for me – happy hour.  

 

One thing Ryan said really resonated with me. He 

spoke about One Platform having this engine that’s 

been upgraded to run on better, more powerful 

data – or “fuel.” It doesn’t run on regular unleaded. 

Doesn’t run on unleaded plus.  It runs on sweet, 

premium, NBCU first-party data.  

(MORE) 
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Which is great news, because with where gas 

prices are right now – it might even cost less to 

fuel an entire campaign than it does to fill the tank 

of a mid-size sedan.  

 

Mid-size sedan is actually a term I learned while 

working on American Auto. Did I mention that I’m 

on a show called American Auto? And that you can 

stream it on Peacock at any time? 24/7? Okay, I 

just wanted to make sure. You might like it -- We 

even have an episode about commercials! 

 

It’s been so enlightening to be here today, to hear 

all these presentations.  

 

You know, as an actress, I read my script, I 

develop my character, I show up to set, I act, I go 

home – I’m on TV. 

(MORE) 
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And I’ve always been aware of all the other work 

that goes into the show – the set design, 

wardrobes, art department, lighting, directing, the 

best boy – which…still sounds weird to me. 

 

But today is a great reminder of all the work that 

goes into the rest of the viewing experience. The 

experience outside of those 22 minutes of 

showtime.  

 

Because for the viewer – their experience is more 

than the show, right?  

 

And for every viewer, that experience is unique. 

 

Maybe they watch the show as it airs on NBC. 

Maybe they watch the next day on Peacock. 

Maybe they wait ‘till the end of the season, make a 

big bowl of popcorn, and binge. 

(MORE) 
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However a viewer consumes our content, One 

Platform takes the individuality of their experience 

into account to ensure the most effective 

advertising. 

 

Because NBCU understands that advertising 

shouldn’t interrupt content – it should complement 

it.  

 

And I don’t mean just say nice things about it –

Though, I’m not opposed to that. 

 

Advertising needs to work with the content it’s 

aligned with to not only reach the right audience, 

but to have a meaningful impact on them.   

 

Doing that comes down to what we call the “ad 

experience.” 

(MORE) 
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Your next speaker is going to talk about just that.  

 

Please welcome NBCUniversal’s Global Chief 

Marketing Officer for Advertising and Partnerships, 

Josh Feldman.   

 

D3: INTERSTITIAL B / JOSH TITLE CARD 

MUSIC: WALK ON “SAX MAN” 

 

LOC: ANA EXITS TO HOUSE; JOSH ENTERS SL TO CS 
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JOSH FELDMAN 

Thank you, Ana.  

 

You just heard from John, Ryan, and our partners 

about the data and insights we’re gathering across 

our universe. 

 

Insights that power more targeted activation... 

and unlock more ad innovation and 

creativity…to benefit our viewers, and all of you.  

 

Because on our platform, the consumer’s ad 

experience is the user experience.  

(MORE) 
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* So we want to make sure that the ad experience is as  

enjoyable as the content itself, and as effective 

as possible.   

 

That’s why, over the last five years, we’ve 

introduced 62 commercial innovations across One 

Platform. 

 

Every one of these has real, proven impact for you 

--- making people 88 percent more likely to 

remember your brand and 79 percent less likely to 

change the channel. 

 

And we’re going even further. Because as Linda 

said earlier, nothing can hold us back. 

 

Today, I’m going to talk about how our 

company-wide data will allow you to do four 

things: 

(MORE) 
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* 1) Use our supercharged, Contextual  

Intelligence capability to create more relevance 

episode by episode; 

 

2) Harmonize creative messaging and specific 

user behaviors;  

 

3) Build a compelling story over time, just for your 

target audience, with Sequential Storytelling;  

 

4) And make it even easier for people to shop 

using new commerce capabilities. 

 

[PAUSE] 

 

* Peacock illustrates this relationship between  

creativity, technology, and audience experience.  

 

 With close to 70,000 hours of programming, it has  

 given us the historic opportunity to reset the rules  

of television, video, and streaming. 

(MORE) 
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 And with reduced ad loads—only 5-minutes per  

hour—it’s driving a better, more impactful 

experience. 

 

 And consumers love it— it’s been steadily growing  

* for the past two years.   

 

And because Peacock is the leader in ad-

supported streaming, it’s been our laboratory for 

commercial innovation.  

 

 

When we first launched Contextual Intelligence a  

 few years ago, we introduced an automated way of  

 preventing your ad from airing alongside shows it  

didn’t align with.  

 

Because think: if you’re an auto advertiser, would 

you rather your ad be associated with this 

episode?  

 

Or this one?  

 

(MORE) 
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* Over the last year, we’ve taken that capability from  

* linear to every NBCUniversal digital property — 

* including Peacock—giving you even more scale. 

 

But more than just placing the right ad in the right 

moment—Contextual Intelligence now helps you 

capitalize on that moment.  

 

Using industry standards from the IAB Tech Lab—

combined with Comcast NBCUniversal’s 

proprietary AI-powered scanning technology—

we're automating this process, and making 

absolutely sure your brand is aligned with relevant 

content, down to the episode. It’s a more efficient 

experience for advertisers...and, as you just saw, a 

more engaging one for audiences. 

(MORE) 
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There’s one more aspect of Contextual intelligence 

that we’ve built out, and that’s suitability. 

 

Of course, everything on this platform is brand 

safe, by design. But some of our most beloved, 

buzzworthy shows aren’t always aligned with your 

brand.  

 

In the past, marketers would say, “I want my brand 

here, but not there.” So if you sell knives, that  

* means yes to Top Chef, but no to Law and Order.  

 

The problem is, when you write off an entire series, 

you also write off all of the people who watch it.  

* Because guess what? Home cooks also watch  

* SVU. 

 

(MORE) 
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Now, using standards set by the Global Alliance for 

Responsible Media, Contextual Intelligence allows 

us to automatically steer your brand away from 

specific episodes you want to avoid...and towards 

specific episodes that reinforce your values, and  

* add value for your brand. 

 

* So that knife company can stay far away from an  

* episode that doesn’t...well, let’s call it “align with  

* your brand?”—but feel right at home in an episode 

*  where Olivia Benson is making dinner. 

 

Now, data isn’t just helpful for connecting with the 

right content—it also empowers you to choose the 

right creative messages. 

(MORE) 
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Which brings me to that second point.  

 

We’ve already designed experiences for when 

consumers Pause or Binge. And with Solo Ads, 

we’ve helped you reward your target audience with 

a single ad for an entire episode.  

 

But no ad product should be one-size-fits-all. So 

the question becomes: how can we help you make 

these ad products even more relevant and 

effective? 

 

The answer, of course, is data. It usually is. 

 

* Now, thanks to data we have from Peacock, we  

* can help you customize and personalize your  

creative messaging, based on how people stream 

with us.   

 

(MORE) 
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And we’ve made this easier to do with a new tool 

we call The Harmonizer.  

 

* With this tool, you can take  

* everything Peacock tells us about viewers and  

* their preferences, and use it to determine which  

creative will resonate most.  

 

Here’s one example: On Peacock, we can identify 

who our newest users are. So, if you wanted to 

connect with those users, we can customize your 

message, and even make your brand part of the 

welcoming committee with a special offer.  

 

*  

(MORE) 
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These are the kinds of connections that we know 

you want to build.  

 

And we know it takes more than just a one-off spot 

to build them.  

 

From sunrise to sunset, day after day, around the 

world—hundreds of millions of people turn to our 

platform for news, for culture, for entertainment.  

 

Now—you can join them morning, noon, and 

night—literally. You can tell the same story over a 

few days, and get the cumulative impact, across 

our entire One Platform.  

 

* That’s thanks to our newest innovation:  

Sequential Storytelling.  

(MORE) 
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It’s just one of a slate of new commercial 

innovations you’ll be hearing about in the coming 

weeks. And it’s a total gamechanger. 

 

With Sequential Storytelling… you can target a 

precise set of your customers and, using exposure 

data, take them on a journey down the entire 

purchase funnel.  

 

*  

 

Say for example, you’re hoping to reach travel 

enthusiasts. We can help you build a custom 

segment with NBCUnified, and reach them any 

time. . . 

 

 Then, we can pique their interest with 

specifically designed, custom creative.  

(MORE) 
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D3 OR VTPB: STORYTELLING VIDEO 1 

Imagine waking up in the morning, going to check 

the news, and the first ad you see alongside clips 

of the Today Show is a beautiful beach, from your 

favorite travel brand.    

D3 OR VTPB: STORYTELLING VIDEO 2 

That next day on your lunch break, as you're 

catching up on Red Carpet coverage on E!, we can 

spark your consideration with a second 

engagement ad from the resort on that beach, that 

effectively rolls out the red carpet for you-and lets 

you check out different rooms, the spa and 

restaurant options.  

D3 OR VTPB: STORYTELLING VIDEO 3 

And then, a few nights later, when you’re binge-

watching Peacock, you’re inspired to actually 

book that vacation and you can do so seamlessly 

in a final, commerce-enabled ad. 

(MORE) 
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Every good story has a beginning middle, and end. 

Now we can shape these stories to build 

relationships, and deliver the ending you want.  

 

That’s how you can own the entire purchase 

funnel. 

 

 

And that’s where so much of our innovation is 

headed: commerce. 

 

Over the last two years, we’ve been committed to 

making shopping on One Platform as easy as  

* possible. And we’ve seen the results. 

 

Over half of our ShoppableTV partners have seen 

a lift in customer acquisition—and from awareness 

to engagement, Shoppable activations are up to 

two times more effective than traditional 

advertising. 

(MORE) 
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And it’s not just traditional advertisers reaping the 

benefits. Of the 300 plus retail partners currently in  

* our marketplace...95 percent are brand new to linear  

television advertising.   

 

For those partners…and all of the new ones to 

come… nothing has the potential to redefine e-

commerce in this country quite like livestream 

shopping.  

 

In Asia, livestream commerce is fast approaching a 

500 billion dollar industry. But here in the United 

States, we’re still on the ground floor. 

 

That’s why, last year at One21, we announced our 

partnership with Instagram and Facebook, and 

embedded NBCU Checkout directly into their APIs.  

(MORE) 
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This past holiday season, we introduced the world 

to our first major livestream shopping experience: 

Impulse Try. By activating across Instagram, 

Facebook, and Xfinity, we were able to garner over 

2 million views…and offer those new brand 

partners a 259 percent lift in familiarity.  

 

Now, we’ve proven the capability to activate this 

across social and streaming, and we’re learning as 

much as we can—because we know this is just the 

beginning.  And we want to keep building with you.  

 

But when it comes to commerce, I’m going to echo 

Steve Jobs, and show you one more thing...  

 

I’m excited to announce that coming soon, NBCU 

Checkout will be integrated into Comcast’s global 

video platform. 

 

* It’s a major development for the future of content  

and commerce. 

(MORE) 
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* And I’m gonna take out my Comcast remote to  

 show you why. 

 

Imagine you’re watching or streaming your favorite  

 NBCU program—like Project  

Runway. You’re at the end of that week’s 

challenge, watching models leave the Maybelline 

make-up chair, and you think, “I want to replicate 

that look.”  

 

Instead of scouring the internet in hopes of 

tracking down that specific shade of lipstick or that 

one type of eyebrow pencil... 

 D3: DEMO VIDEO (SOT) 

 While watching, you’ll be told you’re watching a  

shoppable episode. 

 

 From there, you simply pick up your Comcast  

remote and say “shop”... 

 

 Then you’re taken to a product list on the side of  

your screen. 

(MORE) 
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 You can browse information on that product—I  

* mean, if you’re going to invest $8.99 in an eyebrow  

* pencil, you probably want to make sure it’s your  

color... 

 

 And when you’re ready you’ll instantly be able to  

buy it directly from the TV, and complete your 

purchase seamlessly with NBCU Checkout.  

 

 Boom. Done. 

 

 And once you’ve setup your account on the TV...,  

 your payment and shipping information is stored,  

 so getting your product is simple.   

 

 Now there’s a ton of potential for in-program  

shopping opportunities. AND it goes beyond just 

in-show – because this experience can ALSO 

happen over your commercial creative too.  

(MORE) 
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I could stand here and tell you how big a deal this 

is for audiences and advertisers. But I think my 

wife put it best when she said this technology 

made it dangerously easy to spend money. 

 

We’re excited to continue our work with Comcast 

to bring this incredible technology into the homes 

of its customers in the future. 

 

[PAUSE] 

 

So there you have it... 

 

Through all of these innovations, and so many 

more, we’re generating excitement, engagement, 

and unbeatable results.  

 

But now, how do you count it all—and make sure it 

all counts? The answer, obviously, is 

measurement.  

 

LOC: JOSH EXITS TO HOUSE 
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GRAPHIC TRANSITION 
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 (D3 / SOT) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

 

   D3:  TRANSITION: SECTION 4 - MEASUREMENT (SOT) (IMMERSIVE) (   :   ) 

 

  

 

 

 
------------------------------------------------------------------------------------------------------------------------ 

 ( 17A )    

VO INTRO: 
KELLY ABCARIAN 
(Announcer VO-ATPB, 
Kelly Abcarian) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

* MUSIC: WALK ON “THIS IS THE HOUR” 

ATPB: ANNOUNCE: KELLY ABCARIAN 

ANNOUNCER VO (ATPB) 

Please welcome NBCU’s Executive Vice President 

of Measurement & Impact, Kelly Abcarian. 

 

LOC: KELLY ENTERS SR TO CS 
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LOC: CS 

D3/KEYNOTE: PRESENTER CONTENT 

STREAM ONLY:  8H L/3 (STREAM): KELLY ABCARIAN 
 

KELLY ABCARIAN 

From identifying your audience, to activating 

those targeted campaigns, to delivering an 

amazing, personal experience—data fuels 

everything you’ve seen today.  

 

But none of that matters if we can’t measure it — 

close the loop and learn from our results. 

 

So, getting measurement right is vital. And we all 

agree that we need to do better—and do it now. 

 

Because just on a basic level: if we want to reach 

all kinds of people, on all kinds of platforms—we 

can’t reduce their multifaceted identities and 

experiences to just an age bracket and a gender.  

(MORE) 
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In today’s society, we need measurement that is 

as diverse and inclusive as the content we create, 

the stories we tell, the places we watch, and the 

people we want to connect with.  

 

* That’s why we’ve seen the beginning of a new  

era... one where measurement finally respects our 

consumers and reflects their reality...  

 

…and it’s why so many people in this room 

today—and across the industry—are stepping up 

to demand change. And at NBCU, we’ve heard 

you loud and clear. 

 

Because while it’s important to test and learn… the 

time has come to act and transact.  

 

And here’s the good news. The future you want 

isn’t just possible—it’s here waiting for all of us. 

(MORE) 
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We’re moving from program measurement to ad 

measurement. Because your ads matter.  

 

We’re speeding up our calculations—down to 

second-by-second. Because speed matters. 

 

We’re ditching unwieldy, unrepresentative panels 

that don’t keep up with our sophisticated  

 consumers... and exchanging it for census-level  

* and first-party data. Because accuracy  

 matters. And as John hopefully convinced you  

* earlier:  identity is the new currency.  

 

And we’re on the path to helping you understand 

what matters most: impact and results. 

 

In other words: Measurement solutions are already  

 adapting. Now, it’s time we all started adopting. 

(MORE) 
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This journey started nine months ago, when NBCU 

began evaluating partners across 6 different 

categories, from Transactional to Impact to 

Business Planning. 

 

We received more than 120 submissions, all of 

which are reflected here in this updated 

Measurement Framework.  

 

Now I want you to stop and think about this. More 

than 120 companies have newer, better, more 

innovative measurement capabilities—and they 

are knocking down the door to help premium video 

get up to speed. 

 

So we as an industry need to ask ourselves: “Are 

we really doing the best we can?” 

 

More importantly: “Don’t we owe it to ourselves to 

explore these solutions?” 

(MORE) 
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That’s why, while some might call this a 

“scorecard” -- it’s really a roadmap to the future... 

and a breakdown of the entire purchase funnel.  

 

To prepare for this year’s Upfront, we’ve been 

focused on those first two categories in 

particular—Audience Measurement and Audience 

Verification.  

 

Because time is running out. In 2024, the currency 

our industry uses today–the one our industry has 

used for decades–will completely disappear. 

 

Let me repeat that: The currency we use today is 

going away. No matter what. That means no more  

* year-over-year comparisons—and all the data that  

feeds your marketing mix models will be gone.  

 

* We will all have to start over. So we are choosing  

* to get started right now.  

 

(MORE) 
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That’s why, as part of our commitment to 

transparency, we conducted a rigorous cross-

platform currency evaluation, and published our 

Audience Measurement results in the first chapter 

of our Look Book—which you can download here.  

 

It’s about unlocking the future of measurement that 

we can trust—and building an impartial, 

interoperable, level playing field. 

 

Because, these currency contenders have the  

* potential to impact billions of dollars in transactions  

across the industry—so we also did some testing  

* of our own. 

 

Over the last few months, we’ve partnered with 

one of the most sophisticated solutions on the 

market today: iSpot. 

(MORE) 
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iSpot’s technology can provide a unified cross-

screen view of ad performance within 24-48 hours.  

 

This meant for the first time ever, we were able to 

bring our advertising partners a complete picture of 

their ad performance across all screens. 

 

And we were so confident in iSpot’s capabilities—

the same capabilities that are available to you 

today—that we entrusted them to measure 

audiences on two of the biggest stages in sports, 

not to mention two of Comcast NBCU’s most 

important assets: the Olympics and the Super 

Bowl. 

 

We put our money where our mouth is, showed the 

market what was possible—and what we found 

was remarkable: 

(MORE) 
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During the Olympics, data showed that low ad load 

was key. It led to a better consumer experience—

which as Josh just reminded us, leads to higher 

attention and higher impact for your brands. 

 

* It also showed that the Olympics was the #1  

* Program for Ad Delivery in all of TV across 17  

* days with one exception—the Super Bowl, which  

* also aired on NBC. 

 

* But more importantly, in these events where every  

second matters—iSpot gave our partners the 

second-by-second impact of their ads, and the 

metrics that matter to their bottom line. 

 

In other words: We’re not just measuring big 

games. We’re changing the game. And it’s only 

the beginning.  

(MORE) 
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Between now and the Upfront, we are working with 

66 different advertisers across all the major holding 

companies.  

 

These first movers understand that the sooner they 

adopt, the sooner they reap the benefits of better 

measurement on their bottom lines. 

 

And to make sure they do, we've given our 

partners free access to the iSpot data, and we’re 

holding weekly office hours to discuss the results.  

 

Because the significance of what we’ve learned 

can’t be overstated.  

 

The technology is fast. It’s interoperable. We’re 

actively building out further integrations, including 

with our partners at Mediaocean, who you heard 

from earlier. And despite what you might have 

heard, it’s ready for clients and agencies to act and 

transact on now.   

(MORE) 
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With iSpot, you can solve for some of your most 

pressing issues--be that inflation, or excess 

frequency, or just plain old waste.  

 

And it measures what you care about most: ads 

and their performance. 

 

But you don’t have to take our word for it. 

 

(MORE) 
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KELLY ABCARIAN 

Here to talk about this technology, and what it 

means for our industry, is the Chief Technology 

Officer of iSpotTv, Anthony Skinner. 

 

* MUSIC: WALK ON “ALL CAPS-JP” 

LOC: ANTHONY ENTERS SR TO CS; KELLY EXITS SR 
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ANTHONY SKINNER 

Thank you, Kelly.  

 

While I’m here representing iSpot, I’m also a single 

dad of three boys… So, I’d like to thank NBCU for 

the chance to stand on the SNL stage and prove to 

them that, yes… my jokes are funny… Why else 

would I be here?  

 

Seriously, though…Anyone who has Googled a TV 

ad in the last 10 years has ended up on iSpot. And 

there’s a reason for that. Our CEO was sitting on 

his couch, and wanted to see an ad. He quickly 

realized that TV had a lot of work to do to catch up 

with modern day ad-tracking. 

 

So a few of us got together to bring digital-like 

metrics to TV ad measurement. 

(MORE) 
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Here’s what we did and why it matters: 

 

We started with [Ads First].  In fact, we 

developed a system for tracking all ads — 

everywhere they go, all the time. Pretty soon, we  

 knew more about ads on TV than anyone. Then,  

* we turned that massive data trove into an ad catalog…  

which has become a crucial truth set for the entire 

industry.   

 

Second, Speed. 10 years ago, people were 

waiting a month for insights. Even today, people 

still often wait for 12 days. We made our system 

real-time–so customers can log on and find out 

where ads are running, right now.   

(MORE) 
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And finally, Second-by-Second Verification. It’s 

one thing to know everything about an ad, but, in 

order to be a real currency, it’s critical to know 

about the audience that ad reaches. To do this, we  

 paired our ad catalog with VIZIO’s ACR data and  

 created a proprietary feed that brings both data  

 sets together dynamically, at scale. 

 

Now, every day, we verify billions of ad  

 impressions hitting the glass of almost 40 million  

 smart TVs across multiple brands.  We are  

 logging trillions of seconds of consumer attention.  

* We connect those ad exposures to business  

outcomes and even measure brand impact. In 

short, we are capturing every moment to make it 

all actionable and accountable.  

 

That’s why brands already love this always-on 

approach and many use it daily to make key 

buying decisions across TV and streaming.  

(MORE) 
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So… let’s give a lot of credit to NBCU for leading 

the industry, taking the metrics brands already use, 

and honoring them as currency.  

 

By standing up and demanding better metrics for 

TV… NBCU is helping the whole industry move 

forward. 

 

When NBCU asked us, “Can you help our 

advertisers see and value all our impressions, 

across all our endpoints? ” … our answer wasn’t 

just “Yes.” It was, “Hell yes!”   

 

As Kelly mentioned, earlier this year, we kicked off  

a pilot with agency holding companies and 66 of  

* TVs biggest advertisers.  

 

From a partnership perspective, we did some 

complex co-development solutions to make sure 

every impression can be counted across all of 

NBCU’s properties. 

(MORE) 
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We set up server-to-server integrations to sync  

* linear, streaming, and digital viewing. We made the  

buying and measurement system inside of NBCU 

frictionless, seamless and interoperable. And we 

proved we could deliver on the biggest stage.  

 

For the Olympics, the Super Bowl, and Q1, this 

pilot showed brands so much more about the  

* audience and viewing behaviors than 

* program ratings ever could. 

 

* Sure, we average the viewer audience  

for programming, but we also did that for the ads.   

* We also provided daily reach, average frequency and  

impressions across every screen. And brands got  

* to see second-by-second verification of their ads. 

(MORE) 
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Most importantly, without having to lift a finger, 

brands could access a unified measurement rating 

that brings together streaming and traditional TV… 

the very next day.  

 

Instead of waiting for results, we were able to show 

the incremental reach that streaming provided over 

linear, and share insights like how 26% of 

streamers are cord-cutters, while the other 74% 

were switching back and forth. 

 

And for the first time in TV history, a network could 

verify to brands that five days into the Games, 

more than 100 million Americans had tuned in to 

watch the Olympics for at least an hour. 

(MORE) 
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This currency initiative gives us all a chance to 

make things faster, more accurate and more 

actionable. And though it requires a lot of complex 

technology to capture and measure every moment 

of viewing, the result is simple, intuitive and just 

makes a lot of sense. 

 

Before I leave the SNL stage, I’m going to try at 

least one joke. So here it goes: An industry analyst 

once told me, “There are three kinds of people in 

the world: Those who can count — and those who 

can’t…” 

 

Dad joke aside, it’s great to be part of an initiative 

where every moment counts. 

 

* Thank you! 

 

 MUSIC: WALK ON / OFF “TAKE YOU OUTSIDE ALT” 

LOC: ANTHONY EXITS SR; KELLY RE-ENTERS SR TO CS 
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NBCU SPEAKER: 
KELLY ABCARIAN 
(CONT’D) 
(Speed, Unification,  
Level Playing Field) 
(Kelly Abcarian) 

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

LOC: CS 

D3/KEYNOTE: PRESENTER CONTENT 

STREAM ONLY:  8H L/3 (STREAM): KELLY ABCARIAN 
 

KELLY ABCARIAN 

Thank you, Anthony.  It’s easy to see why iSpot 

was our first Certified Measurement partner.  

 

That’s why we’re thrilled to announce another 

milestone in our measurement journey. Today, we 

officially announced 8 additional certifications 

across the first two categories, partners who are 

key ingredients to acting and transacting across  

* audience measurement and audience verification.  

 

At this stage of the process, we’ve focused  

* exclusively on these two transactional categories.  

 

(MORE) 
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NBCU SPEAKER: 
KELLY ABCARIAN 
(CONT’D) 
(cont’d) 

KELLY ABCARIAN (CONT’D) 

And, we have also launched our full Measurement 

Certification website, where you can learn more 

about each of our certified partners... or apply for 

certification. 

 

We’re excited our certification process is now 

officially underway. But I want to stress that it’s 

exactly that—a process – and we have just started.  

We will continue to evaluate prospects in all six 

categories on a [regular] basis and we're headed  

* to the next categories across –brand, incrementality,  

* outcomes, and business planning.  

 And we ask the innovators to keep  

engaging with us – as innovation never stops and  

neither does keeping up with our consumers. So  

* thank you to all the innovators for helping us.  

 

 

[PAUSE] 

(MORE) 
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NBCU SPEAKER: 
KELLY ABCARIAN 
(CONT’D) 
(cont’d) 

KELLY ABCARIAN (CONT’D) 

But I want to be clear: now is the time to embrace 

change. Because cross-media Measurement is 

here—for your ads, for all your ads, and it 

delivers all your ads fast.   

 

And I’m excited to announce that we’re heading to 

Radio City, and this year’s Upfront, ready to 

activate against iSpot’s cross-platform audiences 

as currency.  

 

* That’s right. You heard it first on this stage. We’re  

* going to Radio City and we’re going to activate  

* iSpot as our currency. 

 

 We’ll be moving to advanced audiences, where we can 

 match advertisers’ data directly to NBCUnified. 

 

 So the days of using one data set for targeting and  

another for measurement are finally over. 

 

So now’s the time to act and transact.   

(MORE) 
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NBCU SPEAKER: 
KELLY ABCARIAN 
(CONT’D) 
(cont’d) 

KELLY ABCARIAN (CONT’D) 

Talk to your procurement teams. Talk to your 

CMOs. Ask yourself if you are really measuring 

what matters to your business.  

 

Our long-awaited, multi-currency future has finally 

arrived. We’ve got the technology. We’ve got the 

data. We’ve tested together. 

 

* And we’re ready to help, today. So what are you all  

* waiting for?...Better measurement is here! 

 

LOC: KELLY EXITS SR 
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VO INTRO: 
KRISHAN BHATIA 
(Announcer VO-ATPB, 
Krishan Bhatia) 
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ATPB: ANNOUNCE - KRISHAN BHATIA  

ANNOUNCER VO-ATPB 

 Please welcome NBCU’s President and Chief  

 Business Officer, Krishan Bhatia. 

 

* MUSIC: WALK ON “WE DRIVE” 

LOC: KRISHAN ENTERS SL TO CS 
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NBCU SPEAKER: 
KRISHAN BHATIA 
CLOSE 
(Krishan Bhatia) 
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LOC: CS 

D3: SUPPORTING GFX 

STREAM ONLY:  8H L/3 (STREAM): KRISHAN BHATIA 
 

KRISHAN BHATIA 

* Thank you all for joining us today. And thank you  

* especially to Christian, Anupam, Denise, and  

* Anthony for being here.  

 

Because today is all about you. Our partners.  

  

 Hopefully, you heard how committed we are to  

 addressing your needs… and helping achieve your goals. 

  

 That commitment is why we created One Platform  

* to begin with…and what has guided our  

* technology strategy in the years since. 

 

 You asked for more ad-supported premium video  

 in streaming… 

 

 • And we rallied our entire company around it,  

 launching Peacock in 2020 

(MORE) 
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NBCU SPEAKER: 
KRISHAN BHATIA 
CLOSE 
(cont’d) 

KRISHAN BHATIA (CONT’D) 

* • With almost 70,000 hours of programming, a 5  

minute-an-hour ad experience, a massive 

commitment to ad innovation, and YOUR 

support… we have turned the tide on ad-supported 

streaming.  

 

We heard you ask for more first-party data… and 

the ability to match your data to ours… 

 

• And we listened.  

(MORE) 
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KRISHAN BHATIA CLOSE 
(cont’d) 

KRISHAN BHATIA (CONT’D) 

• We built NBCUnified. Today there are 150 million 

IDs for you to match against…and soon that 

number will be 200 million.   

 

• First-party data is no longer the domain of large  

 tech platforms... and with us, you can combine the  

trusted content and experiences you love... with 

the precise audiences you are looking to reach.     

 

 • And thanks to our partners at Dentsu—marketers  

* can start using Identity as the new currency now.  

 

  

You demanded more automation… more self-

serve… 

 

• And we did it.  

 

• We expanded our programmatic options…  

* created workflow automations…and launched self- 

serve capabilities. 

 (MORE) 
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NBCU SPEAKER: 
KRISHAN BHATIA 
CLOSE 
(cont’d) 

KRISHAN BHATIA (CONT’D) 

  

  

  

  

  

  

  

  

  

  

 

You called for more accurate measurement…  

* with a focus on unduplicated reach.  More  

* immediacy. More impact and results…  

 

• And we answered that call.  

 

* • Now we’re going from panel-based  

* measurement—and 40 thousand homes… to census- 

* based measurement of 40 million smart TVs with iSpot. 

(MORE) 
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KRISHAN BHATIA 
CLOSE 
(cont’d) 

KRISHAN BHATIA (CONT’D) 

• And in this Upfront, iSpot will become our new  

* default measurement standard —delivering  

more speed, more accuracy, and a true cross- 

* platform view -  across our  

237 million viewers every month.  

 

Most of all, you’ve challenged us to create more 

industry-wide solutions that work easily across 

the buy-side and sell-side.  

 

• And we delivered on that challenge, too – 

through partnerships.  

 

• We invested in OpenAP to adopt industry 

standards for advanced advertising, activation and 

measurement.  

 

• We’re partnering with Snowflake, Salesforce, 

Mediaocean and so many others to create scalable 

solutions across the industry  

 

• We were the first to adopt Ad ID, helping manage 

creative frequency, and ensuring higher quality.  

(MORE) 



One22 - Script 

 

 ( 21 ) REV 3/21 7P 116. 

NBCU SPEAKER: 
KRISHAN BHATIA 
CLOSE 
(cont’d) 

KRISHAN BHATIA (CONT’D) 

• And we partnered with the ANA and the VAB to 

ensure that marketers AND programmers solved 

our shared measurement challenges by including 

all stakeholders.  

 

In all these areas: We’ve heard you.  We’ve done 

the hard work.  We’ve gone from theory to reality. 

 

* I am so proud of the team you saw today—John,  

* Ryan, Josh, and Kelly—and the progress we’ve  

* made together, because of their leadership.  

  

For every problem, we’ve developed a solution— 

 except perhaps one.  

  

* And that’s what’s holding you back.  

  

Because on this platform, we’ve made clear. 

  

There are no more wasted impressions. 

 No more wasted resources. 

 (MORE) 
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NBCU SPEAKER: 
KRISHAN BHATIA 
CLOSE 
(cont’d) 

KRISHAN BHATIA (CONT’D) 

No more wasted time. 

  

 So what about—no more wasted opportunities? 

  

 How about—No more waiting. 

  

 Everything you have asked for is real.  

  

 We have the right partnerships.  We’re seeing the  

 results. And the momentum is on our side.  

 

* One timely example: Today, you heard more about  

* NBCU’s new measurement initiative with iSpot. 

 

 Just last week, our partners at The Trade Desk— 

 Jeff Green was with us at One21 last year— 

 announced their new standard, making iSpot the  

 default integrated measurement option across their  

 entire CTV footprint.   

 

 

(MORE) 
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KRISHAN BHATIA 
CLOSE 
(cont’d) 

KRISHAN BHATIA (CONT’D) 

 That means that industry leaders in premium video  

 advertising, programmatic and cross-platform  

 measurement are all building towards the same  

 future. 

 

* The one that consumers are driving. The one that  

 you’ve asked us for.  

 

 Across all our partners on stage today, in the  

* audience, and joining virtually—we have built  

* that future. 

 

It is already here. The question is: What are you 

waiting for?    

 

Join us. 

 

 

LOC: KRISHAN EXITS TO HOUSE 
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CLOSING VIDEO: 
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------------------------------------------------------------------------------------------------------------------------ 

 ( 23 )   

AUDIENCE WALK OUT 
* (Audience, Announcer VO-ATPB) 

  

SCREEN-A: __________           SCREEN-B: ___________              SCREEN-C: ________ 

 

LIGHTING: SNL WALK-OUT LOOK 

MUSIC: PLAYLIST (PB) 

 

* ATPB: ANNOUNCE: THANKS FOR ATTENDING 

* ANNOUNCER VO-ATPB 

* Thank you for attending this presentation of  

* One22. 

 

### 


