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We’re at a pivotal moment 
in the evolution of 

TV & Video

N B C U N I V E R S A L
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1st-party data

Performance targeting and measurement

Highly automated

Professionally produced content

Live events

Big screen (TV-centric)

The world of

Big Tech
The world of

Big Media

Worlds that used to be separate
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are now in a race to 

re-invent TV
as a full-funnel marketing platform

Tech → Content Tech  Content

5.9 hours of consumption $100B+ in advertising
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Yesterday,

everyone experienced 
the same content and ads 
at the same time

11:00pm 11:00pm 11:00pm
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Yesterday,

everyone experienced 
the same content and ads 
at the same time
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Today,

everyone can watch 
what they want, 
when they want... with ads tailored for them

2:00pm 8:00pm 11:30pm
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Today,

everyone can watch 
what they want, 
when they want... with ads tailored for them

2:00pm 8:00pm 11:30pm

22



N B C U N I V E R S A L

Big Media

Combining what was formerly two separate advertising models…
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Big Tech
Professional
and premium 
content

High quality 
TV screen

Upper funnel 
outcomes

UGC

Small 
screens VS

Lower 
funnel 

outcomes

Reach

Consideration

Sale

digital               
ad tech Reach

Consideration

Sale
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…into one total performance platform
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Full-Funnel Model

Full 
funnel 
outcomes

Digital    
ad tech

Professional 
content

All 
screens

Reach

Consideration

Sale
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We continue to invest in 

4 key product 
transformations

Legacy Future
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Distinct supply pools and 
capabilities for linear and 
streaming

• Unified cross-platform capabilities 
(planning, targeting, measurement, etc)

• DAI enablement (to make it ”all one thing”) 

• Strategic audiences powered by 1st-party 
identity, data, and AI

• In-the-moment collaboration and 
automated activation

• Integrated with buy-side and partner 
systems

• In-flight campaign optimization through 
1st-party data collaboration, driving full-
funnel performance

Broad, panel-based 
demographics & traditional 
content packaging

Manual planning/buying 
and creative production 
cycles

Post-campaign measurement 
through 3rd-party buy-side 
partners, focused on upper-
funnel delivery and reach
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Powering real-time 
performance marketing in CTV
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CTV is 
performance 
marketing

Ad Recall

Familiarity

Favorability

Consideration

Site Visitation

App Downloads

Buy Rate

Foot Traffic
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Customer visits a 
brand’s site/app

1 2 3 4 5

Customer and 
behavioral data 

captured by Adobe

Brand conducts 
overlap analysis 

with NBCU

Personalized ad is 
served to customer 

across NBCU streaming

Customer is exposed 
to ad and returns to 
the brand’s site/app

Collaboration in action
Enabling smarter targeting & optimization

















Frank Lee
great to have the doc live and readable during the actual webinar. Kudos!
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