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3 Key Areas of Focus

Streaming Landscape

Streaming From A Luxury Lens

NBCU & Streaming




North
America

94.6%

Africa/
Middle East

927%

LATAM

96.9%

Across Regions,
Global Streaming

Viewership Is Strong

Watched On-Demand TV / Streaming
in the Last Month By Region Among

Internet Users
3 J

Source: GWI, Internet Users 16-64.2023



In the US,

997
of HHs (123M)

a near total
market saturation?

Adoption Is High Who Are Spending And Making The Switch
Among Adults More Time Viewing To AVOD From Ad Free

CTV viewer

0 enetration 0 increase in time 0 of viewers switched to
~J 8 0 / Fn 2024 for + 1 1 / spent streaming 1['_ / AVOD in 23, highest
0 0 in 23 vs. ‘222 0 among younger gens

& Did You
Know?

A25-543

;4. Morning Consult as of August 2022 4 J

Sources: 1. :2.

;3.


https://www.kantar.com/north-america/company-news/us-streaming-services-must-focus-on-value-to-retain-subscribers-as-the-market-nears-saturation-point
https://forecasts-na1.emarketer.com/63dbe5d0a7c7f20b7c3e72c7/63dbe3a9a7c7f20b7c3e72c1?_gl=1*usv9rc*_ga*njc4nje3nduxlje2ode4mjuznji.*_ga_xxylhb9sxg*mtcwnzg3ntq1ms43mc4xlje3mdc4nzy5ndeumjmumc4w*_gcl_au*mtu0mjqwnjc1mi4xnza1mdgxntu1
https://www.insiderintelligence.com/insights/guide-ctv/

Luxury Audience Media Behaviors

Are Continuing To Evolve

Luxury Audience Media Consumption

‘20

21

2020-2023
. 100%
Streaming 0 o
viewership S 0%
surpassed Linear 2
TV and continues 2 o0
to grow "
" . D 40%

Print readership =
remains strong > 30%
w 20%
:, 10%
‘20 21
0%
Streaming

Note: Audience definition in Notes. Source: MRI-Simmons Cord Evolution Study Trend Analysis November2020-2023 Studies. Streaming is defined as “watch 1+ hours of live or time-shifted streaming per
week.” Live Traditional TV is defined as “watch 1+ hours of live traditional TV per week.” Print is defined as “read 1+ magazine issues/avg month OR read 1+ newspaper issues/avg 28 days.”

Live Traditional TV

‘20

21

Traditional Print

o



Yet A Disconnect Exists Between
Behavior And Spend

Luxury Industry Media Mix
2021-2023

$2.5B

4_

60%

40%

20%
73% [/ 27%

0%

2021

100%

Source:MediaRadar, Luxury Brands, 2021-2023

$3.0B

62% /38%

2022

$3.3B

54% [/ 46%

2023

Streaming
B Social
B YouTube
Other Digital
B Podcast
B Print

B Traditional Linear

Traditional / Digital %

Print is seeing slight declines

in share, though remains the

top channel for luxury, while

the emphasis on streaming

is slow to catch up with consumer
behavior

397

Avg. Print SoS

1% =

Avg. Streaming SoS




Most Luxury Subcategories Are Slowly Making
Room For Streaming In Their Media Mixes

Top Luxury Subcategory Media Mix

CY 2023

100%

60%
40%
20%

0%

Apparel & Automotive Retaller/ T0|letr|es& Travel & Beer, Wine &
Accessories Wholesale Cosmetics Leisure Spirits
M Traditional Linear ™ Print  ® Podcast Other Digital ®YouTube ™ Social Streaming

Source: MediaRadar, Luxury Brands, 2023

Top Channels
By Luxury Level

Ultra
High-End

Super
Premium

Affordable
Luxury

(>

Linear
26%

=)

Social
22%

-




Print & Streaming Can Offer Similar Experiences For The Luxury Audience

And both are needed to connect with brand loyalists and the next generation of buyers

‘_ Authentic —} : CHANEL

Integrated into context, disruptive
to capture attention

e CUrated =)

Message is tailored for the audience

Print Will Never Go Out Of Style ¢ Immersive =) Streaming Is A Great Accessory

Luxury audiences are Evokes an all-encompassing feeling Luxury audiences aged 18-24
44% more likely* to trust magazines are 20% less likely*to agree
more than any other medium that ads in magazines are interesting

_ Premium ﬁ The audience is 25% more likely* to say

High production quality,
conveyed through imagery

the ads they see on streaming services are
relevant tothem

*compared to gen pop

*compared to total Luxury Audience (all ages)

Note: Audience definitions in Notes. I
Source: MRI-Simmons Cord Evolution Study (November 2023) 8



What Draws R
Them To The ‘
Streaming
Experience

Unpacking the Luxury Audience’s
Motivations & Attitudes Towards
Streaming

MORNING LY
* s=NEWS LIVE g
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What Makes It Worth The Stream For The Luxury Audience?

CONTENT CONTROL

Originals & Binge-Worthy with Remote Control
New Releases Limited Interruption & Endless Choice
driven by content that's exclusive apt to watch consecutive episodes of access whatever content whenever
to the streamer and being one content because they can and wherever they want

of the first to watch

s
5 5

(B8@4

50% Luxury audiences are 37%
of luxury audiences are driven to use 11% of luxury audiences like streaming
a new streaming service for an exclusive more likely to say they like streaming because it’s easier to catch up on shows
original series because it’s easier to binge watch shows and watch on their own schedule

Note: Audience definitionin Notes. Source: MRI-Simmons Cord Evolution Study, November 2023 10 J
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Streaming Fits With Their Lifestyle

Their attitudes correspond with their three main reasons for streaming

82% 85%

say having movies that were available like that streaming services have more likely to say sports events drive
in the theater makes a streaming fewer ads / commercials them to use a streaming service

service more valuable

39% 40% 39%

want to watch content that's only like the large selection of TV, movies, see streaming as convenient

available through streaming and videos that streaming offers since it can be watched anywhere,
on any device

Note: Audience definition in Notes. Source: MRI-Simmons Cord Evolution Study, November 2023




DID YOU KNOW?

More luxury
buyers subsc
to AVOD tha
SVOD service

Both AVOD & SVOD streaming
are on par with gen pop . :

b
SATURDAY g
LIV

36%  igpy,

used an ad-supported streaming used a non-ad-supported streaming

service in past 30 days (102i) service in past 30 days (103i)

Note: Audience definition in Notes. Source: MRI-Simmons Cord Evolution Study, November 2023
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peacock ORIGINAL

Peacock Makes A Mark r APPLES
NEVER
FALL

SECRETS RUN IN THE FAMILY

2024

JAN 15,

The Chiefs-Dolphins game on
Peacock was the most-streamed
live event in US history

FEB 21, 2024 m

‘Oppenheimer’ Surpasses ‘Super Mario
Bros. Movie’ as Peacock’s Biggest
Ever Launch for a Pay-One Film

LY 73 g 2 » .~ L&
w- = 5 o ¥ v
M Wi F I B \
(&} ey 3 B N
- e .~ 9
2 P \
WS % i 5
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/

MAR 20, 2024 Broadcasting+Cable DidYou Know?

Peacock’s New ‘Apples Never Fall’ Tops
TVision’s Power Score Rankings

of Peacock users can’t be reached
by ads on Netflix, Disney+, or Max

Source: Nielsen Streaming Content Ratings, P2+ Audience Duplication, 11/1/23-11/30/23,
Ad-Supported/Ad-Free Estimates based on Antenna AVOD % Data / Marketplace Intel.


https://www.cnn.com/2024/01/15/media/peacock-nfl-ratings-chiefs-dolphins/index.html
https://variety.com/2024/film/news/oppenheimer-peacock-ratings-super-mario-film-record-1235918299/
https://www.nexttv.com/news/peacocks-new-apples-never-fall-tops-tvisions-power-score-rankings

Peacock
Originals

60+ Titles

Current
TV

NBC/Bravo
Next-Day

Exclusive
Films

30+ Universal
Pay-One/Day &
Date Films

VET]g
Sports

20+ Leagues
Covered

Live
Events

SNL + Tentpole
Events

Spanish
Language

Thousands of
Hours of Content

Timely
News

Local, National
and Global

15



peacock

More People
Are Watching Than

Ever Before

Source: Growth Graph: comScore Video Metrix Multiplatform, Jan
‘22 - Jan ‘24, includes all Peacock distribution points, based on U.S.
Only.; Sign-ups via Antenna

Nearly

2x growth

over 2 years

79

63

o4

1H '22 2H '22 1H '23 Oct '23 Nov ‘23
P2+ MAUs - Millions

(via Comscore Videometrix)

NBCUNIVERSAL

105

87

Dec 23 Jan'24



The Luxury Audience Streams
Peacock’s Content Across Genres

Entertainment and Sports are on par
with gen pop; News over-index

i
e Premier
{LJ League

Entertainment

1031

Note: Audience definition in Notes.
Source:MRI-Simmons Cord Evolution Study, November 2023. Indices refer to luxury audience streaming
17

on Peacock Premier (ad-supported). *Reflects Peacock AX (inclusive of Peacock Premier)



A Closer Look At What Luxury Audiences Are Watching:

NBCUNIVERSAL

Connecting With Them In Their Interests & Passions

Binge-Worthy Indulgence

THSIsus  30ROCK  pbarksz,, SUITS Erews
MILLION DOLLAR ? n P ' c H E F i-la.eudsewlves IM iSlC‘nd R ea l.|ty
LISTING Entertainment
Comedy
- et —
Summer W % VANDERPUMP DF":;T
Paris THE snnn‘ SATURDAY
RILIS] NIGHT .
LU TRAI*ORS TANK LIVE Reality
Specials
CON POKER = Movies
M MISS+UNIVERSE ~ "EaSE. TAR
WATCH WHAT Mus.Harris
A o GOesPARIS

Originals & New Releases, First in Queue

Source:NBCUnified Luxury Segments, digital content ranker, February 2024,

Endless Choice, Endless Cheering

" @b

e

(.,,117 MASTERS @ TH E_._-.;:P LAYERS

Sports ”
Sports Talk
Track/Field B IR
¥CeT; By N Y
Newe ](mﬁ”é DEADLINE{WHITEHOUSE CLOSING  (Zrva, %
Finance
Tech VEETRPRESS MAD TECHa MASBOW “““reromrs
@  SEoxX’  ApEsw  PONER  excnaNde  TitsvReer

Remote Control, Staying Informed



How
Peacock
Delivers
The Luxury
Audience
For You

Source: MRI-Simmons Cord Evolution Study, November 2023; reflects reach of ad-supported tiers only.

Financial Means Audience Size: 15.2M; Luxury Attitudes Audience Size: 248M

peacock:

Reaches

14%

of the
Luxury Audience

NNNNNNNNNNNN

NETFLIX
13%

R

VS,

meix
7%



How Peacock Delivers For The Luxury Audience

WHAT THEY WANT WHAT PEACOCK HAS

Movies that were in theaters 48M viewers
make a streaming service more valuable* watched Pay 1 and Day & Date films on Peacock in Q4232

TV shows, movies, or videos that are Peacock’s exclusive and original titlesinclude
only available through streaming?! 30 Rock, Poker Face, & The Traitors?

95k+ content hours
across Originals, Major Sports, Live Events,
News, Spanish Language, and more?

Large selection
of TV shows, movies, and videos that streaming offers!

_ Less than five minutes of ads
Fewer ads / commercials? per hour of content, which is 1/3 the ad load of linear TV?,
compared to Hulu (7-7.5 mins), Paramount+ (>7.5mins)?

300+ exclusive hours
of sports coverage (e.g., MLB, EPL, Olympics)?

Sports content!

Note: Audience definition in Notes. Sources: 1. MRI-Simmons Cord Evolution Study, November 2023;2. NBCU internal data; 3.Company press releases, 0&0 Advertising Portals, Platform Auditing, Antenna. 20 J



Bringing To Life Storytelling That
Aligns To Core Tenants Of Luxury

Understanding how the industry is transforming and audience behaviors are shifting

01. 02. 03.
Creating Centering Around Crafting

Emotional Premium Immersive
Connections Environments Experiences

With your audience based on their At the intersection of your brand and Paving a pathway for your audience
needs and expectations. the audience, cultivating relevance into your world / brand.
and lasting impressions.

e.g., audience targeting, e.g., thematic collections e.g., ad innovations
leveraging your data and ours




Crafting Immersive
Experiences Through
Ad Innovations

Pristine, clean, premier
relevant environments,
curated for Luxury

ENJOY THE NEXT
EPISODE AD-FREE

A2 | B
Be the exclusive sponsor of an ad-free viewer
experience, rewarding viewers with an ad-free
episode when they have watched 2 episodesin
a row of the same show

+17%

—

Message Memorability
vs. Midroll

" Pod i LELE L
THANKS TO Ad
LLASH
PARADISE
MASCARA

VOLUPTUOUS VOLUME
INTENSE LENGTH.
FOR FEATHERY-SOFT LASHES,

EAU DE PARFUM SPRAY

'\

‘*-, ot

LOREAL

Be the focus of the audience’s attention
with interactive experiences that
encourage action and fuel discovery

+ 5 9% Total

Be the only brand in the first break of an episode
offering an ad free break, with the option of being the
exclusive advertisementin the second break

+2 1% Brand

Memorability Interaction Rate

Sources: See notes for more details on innovations

THANKS TO

SUPER STAY MATTE INK'

Be the only advertiser of an episode through
exclusive sponsorship, which includes a short
intro and your Solo Ad midroll

+57%

Content Hours Per Visit
vs. Visits w/o Solo Ads

Greet viewers when they are taking a break with
the first pause ad they see, offering an unobtrusive
and high-impact experience

+13%

Likeability vs.
Standard Midroll

4



Luxury Partner Activations On Peacock

Examples Across Subcategories

Video Asset Distribution Dynamic Ad Innovations

paco rabanne
FAME

RRRgECiEnces over Lt Sparking curiosity and engagement

with big culture

Paco Rabanne partnered with Elle Fanning on a
Peacock Ad Innovation promoting the brand'’s
new fragrance while driving customers to
explore more through a QR code

pacorabanne

Tiffany & Co. teamed up with Hailey Bieber
for a 30s spot that aired on Peacock to spark
emotion by celebrating a collection inspired
by a timeless artist, Andy Warhol

Jewelry Fragrance

Showing what’s possible Inspiring action over the holidays

D i
in paradise 3 r“éﬁv' Saks Off 5th crafted an immersive experience
Ritz Carlton Grand Cayman invited Peacock "'f_i;\j £l for consumers to browse Black Friday gifting
viewers to elevate their travel experience LﬁFF ideas paired with 15s and 30s video creatives
through 15s and 30s creative spots ~ ' through the Peacock Engagement Ad

Travel

Tapping into your senses VoL NEXTeHl e Giving limited-interruption viewing

) IS /\D-FREE_IHANKS TO
Woodford Reserve aimed to evoke — - K:! BMW rewarded viewers with an ad-free viewing
feeling among the Peacock audience ' experience messaged via the Peacock Binge Ad
through vibrant sights and sounds bumper, aligning its premium brand with our
of flavor via 30s ad creative premium content
23 J

Spirits



4 Key Takeaways

NBCU is uniquely positioned to unlock premium
environments for our luxury partners through our:
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