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NBCUNIVERSAL

Travel
Playbook
Overview

Explore NBCUniversal's
latest perspectives & insights
into the Travel industry

Our Approach

At NBCUniversal, we have a legacy of working with a diverse range of
Travel partners to build their brands & businesses. In 1H ‘25, NBCU worked
with 150+ Travel advertisers across the below sub-categories.

> @B & 8 R a

Airlines OTAs & Cruises Hotels & Tourism Rideshare
Websites Lodging

This playbook has been created based on NBCU's:
* Ongoing industry evaluation

« Conversations with Travel advertisers & agencies

* Proprietary category intelligence

* Continual marketplace analysis

* Examination of consumer attitudes towards the Travel industry
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An Overview
of NBCUniversal's latest Travel perspectives,

insights, and strategic considerations.
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Travel consumer intent remains strong despite macro pressures;
Experiences, affluent demand, and Al personalization sustain growth

Headwinds

&

Tailwinds

Sources: 1. eMarketer; 2. Skift 3. Hospitalitynet 4. Hotel Dive 5. Skift Global Forum Conference 6. Straits Research 7. LISA Today 8. Snowflake

Economic uncertainty
is prompting consumers to tighten their budgets, hindering growth
in the mid-market!

Business travel recovery lags
as a result of corporate cost-cutting and virtual options, hindering
full recovery of business trip volume, while spending is up?

Geopolitical tensions and policy shifts
are creating uncertainty, impacting international and inbound
tourism and US dollar purchasing power for international trips3

Elevated operating costs and persistent labor issues

from rising fuel prices, supply chain issues and labor shortages
keep operational expenses high for travel providers*

Americans have an “always on” travel mindset
fueling a strong desire for more frequent trips and driving
continued spending growth>

Shifts towards sustainable & experiential travel
as travelers prioritize eco-friendly accommodations and
immersive experiences®

Resilience among affluent travelers

fueling growth from luxury travel, wellness tourism, premium
accommodations and experience-led travel (sports, cultural)?

Al-powered personalization

is enhancing trip planning, booking, and in-destination experiences,
offering seamless and tailored journeys



https://content-na1.emarketer.com/us-summer-travel-spending-decline-2025?_gl=1*197ypan*_gcl_au*MTYxMTQyOTAwNy4xNzUzNzEyNjMwLjM3MzU4MTM4MS4xNzU0NjY3NjgyLjE3NTQ2Njc2ODE.*_ga*NDU4NzYzODU3LjE3NTM3MTI2MzA.*_ga_XXYLHB9SXG*czE3NTQ2NjY5MjQkbzYkZzEkdDE3NTQ2Njc2OTEkajQ2JGwxJGgyMDI3NDAwMjA2
https://skift.com/2025/07/21/business-travel-spending-forecast-to-hit-record-in-2025/?utm_source=ask_skift
https://www.hospitalitynet.org/opinion/4125540.html
https://www.hoteldive.com/news/tariffs-deportations-hospitality-labor-shortage/750272/
https://straitsresearch.com/blog/key-trends-shaping-sustainable-tourism
https://www.usatoday.com/story/travel/news/2025/05/14/luxury-travel-demand-strong-economic-uncertainty/83621396007/
https://www.snowflake.com/en/blog/ai-travel-hospitality-predictions-2025/
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_ Brands across travel sub-categories are _ _
evolving to meet shifting consumer lifestyles through innovation,

personalization & immersive experiences

OTAs &
Websites

~

Cruise
Lines

-

Hotels &
Lodging

[

Airlines

Destinations &
Tourism

ﬁ\

OTAs continue to grow,
driven by mobile-first
and Al-powered planning.
To compete, brands are
rolling out gen-Al tools
for personalized
recommendations and
seamless booking, and
expanding into fintech,
loyalty, and curated
experiences.

62%

of U.S. travelers are using
Al travel tools on OTAs and
travel websites?!

J

-

Cruises are rebounding
with strong early
bookings and better
visibility. To attract new
audiences, lines are
expanding themed
itineraries, immersive
experiences, and using
advanced on-board tech
for personalization and
guest satisfaction.

63%

of cruisers reported taken
river and adventure
cruises emerged as the
most popular cruise
formats in 20251

Brands are focusing on
experience-driven stays,
wellness, and
personalization. 'Soft
travel' concepts such as
sleep tourism, mental
health, and self-care are
popular. Tech-enabled
amenities are key
differentiators.

1inb

of travelers making trips
for self-discovery/mental
health in 20253

Airlines are facing cost
pressures but are
investing in customer
experience, loyalty
programs, and
streamlined operations.
Premium economy is
growing, and ultra-basic
long-haul options are
expanding for budget-
conscious travelers.

12%

of travelers say they are
very likely to book a
premium airline seat for a
leisure trip in the next 12
months!

Destination marketing is
increasingly driven by
experience-driven
storytelling. “Set-jetting,"
is inspiring travel to
locations from film and
TV, while travelers also
favor "dupe”
destinations—uncrowded,
authentic alternatives for
cultural immersion.

3inb
travelers discover

destinations via
entertainment content*

Sources: 1. Skift U.S. Traveler Trends 2025 2. Hilton 3 Skift. 4. Skift


https://stories.hilton.com/releases/2025-travel-trends-mx-eng
https://skift.com/2024/08/12/how-streaming-tv-is-driving-destination-inspiration/
https://skift.com/2024/08/12/how-streaming-tv-is-driving-destination-inspiration/
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Marketplace _
Travel Media
Trends To

Watch

Travel brands and
destinations are balancing
their advertising strategies
to build long-term brand
equity while simultaneously
driving short-term
performance and bookings

Source: NBCU internal analysis using internal and external reporting sources; Categories: Travel

Wins Dollars

Sports 0 @
&

47%

of Linear spend in 1H 25 was in
Sports, growing +14% from 36% in
1H 24 as brands leverage the power
of live events to reach and engage
mass audiences

The Future is

Streaming @

49%

of travel’s premium video spend in
1H ‘25 was on streaming, 4ppt
increase from 1H ‘24

Streaming spend is projected to
grow by 21% by 2030

Influencing via
Social & Short Form Video

28%

of Travel category 1H was in Social,
the #1 channel, growing 8% YoY

Short-form & social is projected to
grow 48% by 2030

Cruises -
Fuel Category Growth ety 2

+11%

Cruise line spend continues to drive
category growth, growing 11% in
1H ‘25, fueled from 22% increase in
premium video spend
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MAXIMIZE

Brand & Destination Visibility

A lt f th CAPTURE
inséﬁsﬁf,udyr?amii;e High-Value Audiences
we are seeing Travel

brands & portfolios

prioritize a few DRIVE |
key objectives Engagement & Bookings

BUILD

Authentic Brand Affinity
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Leverage the power of NBCUniversal's content &

audiences to drive brand and business impact

Maximize brand an%y

destination visibility

Capture high-value B
audiences

and bookings

Drive engagement

ol Build authentic @
brand affinity

NBCUniversal's
Travel Playbook

&

(01. ) 02. 03. 04. 05. )
Engage Create Drive Full-Funnel | | Amplify Inspire & Engage
Audiences Across | | Connection with Engagement with || Messaging and Along the
Platforms to Contextual Premium Content || Partnerships via Traveler Journey
Maximize Scale Targeting and Events Social & Fandoms|| Through Ad
to Fuel Demand Solutions Innovations

o /U J \ J J

« POWER OF >

Linear + Streaming

Targeting Strategies

Activation Pathway

Audiences &
Premium Content

Premium Content

Live

IP & Talent

Social

Fandom

Ad Innovations
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Each month,
NBCUniversal
content
reaches

286M

P2+ Proj. 2026

Source : Based on NBCU'’s in-house audience insights using 1P and 3P
data; date range: May 2025; base: HH; Audience segments derived from
MR audience comps from May 2025 Cord Evolution (SP25 USA) study
applied to P18+ NBCU Crossplatform Reach.

62M

Leisure
Travelers

%

Across 6 1M

/ﬁ\ 8 O M Intonders

)

Households

the audiences 5 9 M

that matter to you Luxury

Travelers

04M

International
Travelers

&

J

Based on household reach

11
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Engage
Audiences Across
Platforms to
Maximize Scale
to Fuel Demand

Meet your audience where
they consume content with a
holistic view of TV to achieve
scale, create awareness, and
drive action

Of U.S. travelers are
cord cuttersi,
while...

337%
297

are cord
loyalists?

Maximize brand &
destination visibility

Drive engagement &
bookings

Capture high-value
audiences

A cross-platform approach is essential to
Maximizing your impact against full-funnel objectives

4 N\ N\
Leisure Vacationers Business Travelers
62M Monthly Households 36M Monthly Households
72 W e
Linear Streaming Linear
Only 19% Duplication Only 24% Duplication
. /L J

Measure what matters

* Incremental & target reach
* Brand recall & familiarity

* Search engagement

* Purchase intent

Source 1. MRI-Simmons, L12Mo domestica or international travel 2. Based on NBCU'’s in-house

audience insights using 1P and 3P data; date range: May 2025; base: HH

Cross-Platform Impact for Travel

+55% 4.3x +14%

Unaided Avg. Search  Purchase

Brand Recall Engagement Intent
Index

\NBCU Multi-Platform Campaign Performance v. Single-platform campaigns (exposed only) /

12
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01. Engage Audiences Across Platforms

Let your target audiences’ viewing behaviors guide your cross-platform approach with One Platform Total Audience (OPTA)

OPTA delivers optimized buys across our linear and streaming footprint for
unduplicated reach against strategic audiences at scale

Follow your audience

across NBCU's linear and streaming portfolio

Ensure the right people
see your ads

Deliver more efficient
reach @ scale

Create cross-platform video
efficiency, with linear granularity
to the program level

Make the most of
your own data assets

Maximize reach with

Audience Targeting

Transact on targeted

audiences
vs. demos

71M Domestic Travelers

27%
Missed with

traditional
buying demo

+14%

increase in
online engagement

vs. competitive linear &
streaming media for an Amusement
park brand

13

Source: 1. Based on NBCU’s in-house audience insights using 1P and 3P data; date range: August 2025; base: HH 2. Amusement Park NBCU OPTA Campaign. Campaign ran April 1, 2024 to June 30, 2024 across Linear & Streaming.
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01. Engage Audiences Across Platforms

One Platform Data-Driven Linear Activation

Enhanced 1:many delivery to your target audience at scale through the broad reach of national linear TV

TV has a halo effect as part of an

integrated campaign and can Lift
Why DDL with NBCU multi-platform ROl by up to 10%!

Strategic TV Any data source Program-level Inventory expansion Post-campaign
targeting at scale matched to your TV optimization and new audience reporting and
viewership choice insights measurement

e -
- Your strategic
@ @) @ audience delivered
=1 at scale across
The breadth of NBCU’s Second-by-second TV Rich consumer NBCU’s national
premium broadcast and viewing data data—yours, ours, linear portfolio for
cable programming (Comcast, VideoAmp, and more) and/or 3rd—party maximum

effectiveness

a N
\/ \/ A 4 U T \
‘\\ ﬁsﬁc &\!N!’fs &%!N%:' &qsﬁc 0rts 8% GOLF ! g o (o) 4 m a . UN§%SO ;

Source: 1 Accentire


https://www.accenture.com/us-en/insights/communications-media/turning-tv-advertising-back-on
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Strategic targeting
extends your campaign
delivery into high
indexing content
across devices

1. Start with precision

2. Extend with scale to NBCU programs
proven to over-index with your audience
3. Capture incremental reach

3
30%

more targetable inventory
(opt outs & non-addressable
endpoints) across NBCU'’s

streaming footprint,
leading to maximum reach for
your audience-based campaigns

01. Engage Audiences Across Platforms
Indexing

Titles from...

e, O Vouluberv
1:1 Audience Targeting MSNBC

NBCU 0&0 footprint o A
Example
o o e peacock
e oro.c E Y
. ~\ -
Cruise Interest NBC &"%
* = H U:u
5 ll- M §v peacock i

U.S. HHs

r & XK

LDepoter
TELEMUNDO

TU:CI

Ll
e/zr

All devices, incl.

Source: Based on NBCU's in-house audience insights using 1P and 3P data; date range:
August 2025; base: HH
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Proving Impact

Extending your
investment to
high-indexing
content results

In significant
incremental reach

for campaigns
of all sizes

01. Engage Audiences Across Platforms

NBCU Total HH Streaming Reach

Addressable Reach B High-index Content Reach

=2
+20%

Small (<10M imps) Medium (10M-100M imps) Large (100M+ imps)

Campaign Size

Source: NBCU all Direct 10 and Programmatic brand campaigns by quarter from 3Q24 - 2025, NBCU Total Digital. Freewheel for Household
imps, HH reach modeled with non-addressable footprint included.

16
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For NBCU travel partners,

01. Engage Audiences Across Platforms

Programmatic activation opens the door of possibilities for you to
reach your audience on streaming

Live Sports & Events

QA NG NIGHT

FOOTBALL
& =g

PRESIDENTS CUP’

——PREMIOS——

ETE - billboard
BASKETBALL i LR CHEEAe .
peacocki W DE LA MUSICA LATINA

Kegrti LIVE  wusoren "SS5S
| §

FROM B AWARDS

PMP with upfront investments PG deals

Curated Content Packages

Popular on Peacock Peacock Shows
ex the office loveslnd veLLowsToNE ex. %ﬁg POKERFACE  [Iodeives’”

Peacock Top 10 Rail Premium Live Events
ex. Top 10 Shows or Movies Today

Peacock Films NBCU Shows/Networks
ex. Love wurts  |IGKED ex e [ E

Contextual Targeting

Drive authentic connections Industry, Custom,

and actions by aligning your Emotional Alignment
via direct 10 and PG

brand messaging with
positive, brand-suitable
moments with new contextual | Genre Contextual
solutions powered by Al via direct 10, PG and PMP

Opportunities above are non-exhaustive and subject to exclusivities & PG/PMP-specific packages or parameters (ex. campaign minimums). Ad Innovations exclude mobile inventory & are available for :30 units (or longer) only
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Create Connection
with Contextual
Targeting Solutions

Engage your audience at the
intersection of audience and brand -
ensuring they are met in content
that they love and that is relevant to
your brand message - sparking
Inspiration and driving action

2/3=

of global travelers have
considered booking travel to
destinations after seeing
them on streamed shows

or movies!

Sources: 1. Iravel Weekly

Maximize brand &
destination visibility

NI

Genre

Deliver ads within genres of
editor-curated VOD content from
across NBCU's premium
streaming portfolio

® Direct 10 @ PG @ PMP

New!

Custom inputs
Powered by Al

Align your brand’s creative cues
with key moments in premium
NBCU content to boost relevance
and drive action

@ Directi0 @ PG

Capture high-value
audiences bookings

Drive engagement &

il
Industry

Align your brand with industry-
relevant themes in curated VOD
content from NBCU's premium
streaming portfolio to drive
deeper viewer connection

@ Direct 10 @ PG

]

New!
Emotional alignment
Powered by Al

Build connections by aligning
your brand’s emotional tone with
key moments in premium content

® Directi0 & PG

18


https://www.travelweekly.com/Travel-News/Travel-Agent-Issues/Set-jetting-puts-spotlight-on-destinations#:~:text=It's%20a%20worldwide%20trend.,have%20actually%20booked%20those%20trips.
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02. Contextual Targeting

Content is a key source of travel inspiration; drive impact with consumers when they are in the travel mindset via

Contextual Targeting by Genre & Industry

Genre

Deliver your travel ads in editor-curated genres across
NBCU'’s premium streaming portfolio—serving relevant
messaging that resonates with viewers and boosts

campaign impact

Relevant genres:

Industry

3inH

travelers discover
destinations via

Align your brand with travel industry-relevant
themes in curated VOD content from NBCU's
premium streaming portfolio to drive deeper

viewer connection

Relevant categories:

entertainment content?

. - 4 N - )
. : (0) : (o) X X
Reality Crime/Drama - Entertainment ) _ o '
Below Deck Food & Drink Attractions Healthy living
Mediterranean ~The Rainmaker ~Top Che)‘, vip - Cooking enthusiasts - Concert goers -Fitness enthusiasts
~Love Island: Beyond the - The Hunting Party —?rr;erltca s Got ~Mixed cocktail ~Theme park - OQutdoor enthusiasts
Villa aten connoisseurs enthusiasts
N NG NG J
~ N N p_
Y € b o
Sports Spanish-lang Comedy Shopping Technology Hobbies & Interests
-Men’s U.S. Open'’s -En Casa con —Sgturday Night -Fashionistas - Digitally savvy -Music enthusiasts
Golf Telemundo Live -Home décor buyers -VR devices -Nightlife &
~Tour De France - Velvet. El Nuevo -Happy’s Place entertainment
Imperio S )L )\ seekers )
// r3 ey o kmooys s PEOPLE'S (@) —prEmMios— N “
~ UNBA  SNLS0  Gumsivias) cnwicnene:  REeee (gﬂ“) kevrucr  EMMYS fwn sa Yusopen LIE biiboard  ciiitie /

-

Sources: 1. Skift



https://nbcuni.highspot.com/items/683dd0322e37245c1cef543f?lfrm=shp
https://nbcuni.highspot.com/items/67f7dc9d93fc8f80926e0bb5?lfrm=srp
https://nbcuni.highspot.com/items/67e72bd77097e4c7cd79425c?lfrm=srp
https://skift.com/2024/08/12/how-streaming-tv-is-driving-destination-inspiration/
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02. Contextual Targeting

Connect with key themes, positioning and messaging through Al-Powered

Custom Inputs & Emotional Alignment

Custom

Align your brand'’s creative with thematically relevant moments for
travel across NBCU's premium content portfolio to drive meaningful
engagement and inspire action

Overview:

01.

Using Al, scan
Peacock content
for thematically

relevant moments

* Al-powered technology
scans for bespoke
inputs (video, audio,
and images) at a frame-
level to identify episodes

Thought Starters

Mentions of
road trips to
promote
domestic travel

Source: 1. Spraut Social

Content
featuring iconic
people from
specific
destinations

02.

Deliver specific creative
with episode-level targeting
of thematically relevant
moments

* Shows include:
Incredible World, Destination
X, Leguizamo Does America

* Genres include:
Entertainment, Reality,
Travel

Content Content tied to
highlighting international
beach culinary

destinations adventures

Emotional Alignment

0 of consumers are more
6 8 / likely to recommend a
0 brand they feel connected to!

Build authentic connections by matching your travel brand’s
emotional tones/themes to resonant key moments across NBCU'’s
premium streaming content that inspire engagement and action

Overview:
4 N ( )

01. 02.

Using Al, NBCU ingests Deliver specific creative

your brand’s creative to with program-level

identify emotional cues to targeting thematically

match across NBCU aligned to your ad creative

content * Shows include:

« Al-powered technology Top Chef, Below Deck, The
analyzes ad creative and Office, Tour de France
metadata (themes, tones, « Genres include:
values) to find aligned Reality, Docuseries
NBCU content

N J Y,

Thought Starters

Objective

Embed creative and/or
brand in emotionally
relevant or desired content

+ Wanderlust
+ Community

« Safety and trust

Example Emotional Theme

20


https://sproutsocial.com/insights/data/social-media-connection/

NBCUNIVERSAL Maximize brand & Capture high-value Drive engagement & Build authentic brand
destination visibility audiences bookings affinity

Drive Full-Funnel Live Spotl
Engagement W|th Programming and Events
Premium Content
& Events

. . A 23 Lifestyle, Entertainment,
Travel consideration is not &Tx| | & Multicultural Events
seasonal—prospects need ongoing » Cultural Moments and Events
nudges to maintain brand Y. |

preference, prompt spontaneous
bookings, and fill demand gaps

Proven Impact J Fan Favorite Premium Content

Live Events + Sports Lifts for Travel

Providing Contextual or

Audience Alignment
Unaided Brand Recall Brand Favorability

+90% +24%

Avg Search
Engagement Index Purchase Intent

Peacock Originals
Connected to Key

134 +49% » Y e \ R Interests/Genres

Source: NBCU Ad Impact Database




NBCUIVERSAL

03. Drive Engagement with Premium Content & Events

The biggest live events and iconic everyday moments
for travel to connect with key audiences

‘25/26 Culture-Driven Content & Events For Travel

"KELLY
CLARKSON
SHOW

Big Moments

" PARADE ©

\ NIGHTLY
NEWS

“STOM LLAMAS

M , NBCUniversal

% 4 *NBC

Among HHs reached by NBCU...

+15% are more likely to have 44% have International 28% have Women Travel 30% have Luxury Travel

Cruise Intenders who are Travel Intenders Intenders who are Intenders who are
holiday enthusiasts who are news enthusiasts talk fans entertainment fans

Source: Based on NBCU'’s in-house audience insights using 1P and 3P data; date range: July 2025; base: HH
Note: please reach out to your NBCU sales or marketing lead for more information or to check status of category availability for the opportunities



NPOUNTVERS AL 03. Drive Engagement with Premium Content & Events

Inspire travel all year long by connecting with them through our
curated lineup of can’t-miss moments

Key Travel Timing & Events

22 S R O s (p & L e Z5

CLAAAAA

Wave Season Valentine's Spring Break Memorial Day Independence Day Summer Travel Labor Day Thanksgiving Winter Holidays Ski Season

-]
. /| | || |
I ! I I I I I I I

Feb 8 Mar 6-15 May-Oct Jun 11 - Jul 19 Sep - May Sep Oct - Jun 7"953“7 Dec 5
BIG
= T WNBA T &E .o EMMYS billboard
E{& U3 TeLemunoo (i - DE LA MUSICA LATINA . .
--------- MILAN CORTINA Dot n Championship
MnBe <
YizNBC | peacock
Feb 6-22 Feb 13-15 Apr ‘26 May 2 Jul 17 Sep ;,_FEb Q4 Oct Nov Holiday
P ALL-STAR?2026 ﬂ'm‘l’i’gEs @ W NSy SUNDAY NIGHT Fl wima SRR ‘CHIRISTMAS |
" N LATINAS FOGImALL | X FINALS PARADE fnmesieraLR cE
MILANCORTINA o EN LA MUSICA KENTUCKY L "Av
i Celebration
Special
» =
Al okeLy wihlF) NIGHTLY 2\ i Dic” TSl
+ Year-Long Everyday Moments  Hoybia CLARKSON &, . NEWS N‘Ims Tg‘n.'}v il \ g e

23
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03. Drive Engagement with Premium Content & Events

- Tapping into IP & Talent

B ESt - i n - C la SS ‘} , Watch What Happens Live and Below Deck Custom Content
Showcase "

How Travel brands

are executing custom EXPLORE
storytelling with s
NBCU premium

content

Creating Cultural Connection
Top Chef Sponsorship and In-Show Integrations

Proven Impact I N _ Delighting Travelers with Live Integrations
Lifts for Travel : TODAY Integration and Live Plaza Giveaway

Official Sponsors

+90%

more likeable e _, . Golf Channel Custom Content Series

Inspiring Travel through Custom Content

Sponsored Segments

WN/LIN

o ‘
+49 /0 ANCHURA“E Showcasing the Destination by Traveling the Show

more emotionally engaging E g/ 3RD HOUR TODAY 37 Hour on Location
B\ ‘ TODAY

Source: MediaProbe
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Amplify
Messaging and
Partnerships
via Social &
Fandoms

When consumers are already
inspired by a genre, show, or
passion, brands can tap into
known, engaged audiences by
extending into social existing
fandoms to support key
messaging areas - turning
passions into opportunities for
travel experiences

Sources: 1.Skift U.S. Traveler Trends

Maximize brand & Capture high-value
destination visibility audiences

_|_

Extend Impact
with Social:

6'7%

of U.S. travelers say travel social media
are very or somewhat influential in
shaping their travel decisions?!

N\

NBCU Toolkit

Turn-key ads
Show & event integrations 1 3B
JOnR X s O -
total followers
Custom content across NBCU
platforms
Franchise sponsorships
) i X &2 ©

Drive engagement & Build authentic brand
bookings affinity

_I_

Tap Into Passion Points
& Fandoms:

As the travel landscape has become more
competitive, passion points and personal
interests in content have become key
connection points and travel motivators

Culinary Iconic
Moments Locations

NV

Connect with viewers of genre/theme and
show-specific content on NBCU streaming
properties and/or visited relevant
genre/theme-specific NBCU brand sites by
targeting fans of...

NBCU
Genres/ Specific Brands
Themes Sports Shows &
Franchises
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NBCU social helps travel brands

amplify existing connections and forge
new ones to reach younger audiences

— Custom Content d‘ I’i X ‘ o

—~ads & X & ——

Turn-key ads

~ TikTok Pulse Premiere post-roll
- X amplify pre-roll

- Snap Shows
- /

04. Amplify via Social & Fandoms

of NBCU social
followers are
under 35

58%

Wl LTE » 2 "
@ erindanalichy ®
[
aQ

Following

bravotv @

For You Live Music Audio Paid partnership with lexususa

,&;_\, The Tonight Show Starrin... - Follow
\#li@ Paid Partnership - &

bravo]
iReal
Housewives®

OF ORANGE COUNTY

- X

Jimmy Introduces The New All-Electric Ford F-150
Lightning | In Partnership with Ford

Custom Content

Show & event integrations Franchise sponsorships

- In-show, live event integration - Bespoke content ~ Custom open

~ Sponsored segments - Talent / Creators ~ Presented by mention

J

'Y A
Run YOUR ad against our NBCU content
(ads from advertiser's handle)

N

Integrate your brand with NBCU content(ads from NBCU handles)

~N

J

26
Source: ListenFirst, NBCU Main Network Accounts
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04. Amplify via Social & Fandoms

Continue the momentum by tapp_ing into traveler passion points & fa_ndoms,
across NBCU streaming, powered by exclusive 1P data

by targeting “fans of”...

Genre/Themes
Examples
[oRe)
Famil :
'6=®> Action ﬁ'@% Conte)|l1t @ Fantasy
+
Q)
@ Holiday

N * o+
0 Adventure cm\: Hispanic-Led
g
Romance % Westerns ﬁﬁ@ Reality

NBCU Brands

ﬁTW’

R TELEMLUNDO

=¥ 3y

SMMSNBC
EY uNIVERSO

Specific Sports

Examples

o) 9,
ﬁ Baseball %%}Basketbau %?g:gftge

O
Football E Golf . Motor
@ 1 e, Sports

Shows/Franchises

Examples

TOP)CHEF YELLOWSTONE

Hotty Potter

TRAITORS loveislond

ONE
CHICAGO

:Real =
Housewives ﬁo"\!ﬁ?ﬂ

27
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Inspire &
Engage Along
the Traveler
Journey
through Ad
Innovations

The travel customer journey
is dynamic and omni-channel.
Ad innovations can prompt
immediate actions (e.g.,
bookings) and support full-
funnel outcomes while making
the brand stand out in a
crowded field

Source:.1. NBCU internal analysis using internal and external
reporting sources; 2. MRI-Simmons Cord Evolution study,
August 2025; 3. NBCU Ad Impact Database 4Q23-2025, 7
Campaigns across 5 Brands NBCU measured Travel camp aigns

Maximize brand &
destination visibility

Capture high-value
audiences

Drive engagement
bookings

& Build authentic brand
affinity

827

of travel investors who
spent on ad innovations
increased spend?

Over

1/3

of travelers say they like that
ads on streaming are
interactive?

Creating awareness
to spark inspiration

+11% Brand Familiarity3

Fuel exploration
to create consideration

+8% Consideration Intent3

Ad innovations help consumers every step of the traveler journey

Drive planning and
convert bookings

+7% Brand Recommendation?

Inspire a new trip or
offer a discount via

Spotlight ad

Entice travel exploration and
generate leads via
Engagement Ad

(e.g. what’s your next
getaway)

Sample Travel Thought Starters
4 N [ N )

Helping to narrow choice
by exploring travel
preferences via
Canvas Carousel
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Suite 1: Upper Funnel with Ad Innovations

Inspiring & engaging along the buyer journey

through Peacock ad innovations for travel

05. Inspire & Engage Through Innovations

Ad Innovations @ NBCU clickhere

Product Names link to One Pagers

~N

Inspiration & Awareness

Spark Inspiration

by establishing a connection to the brand, destination, or service

ENJOY THE SHOW
NOTHING CAN GET IN YOUR WY

+53%

Brand memorability
vs. Midroll for Category

+31%

Message memorability
vs. Midroll for Category

+57%

Message memorability
vs. Midroll for Category

Give travelers a first-class
getaway from commercials with a
limited ad experience

Offer a “Spring Break” from
commercial time through a
limited ad experience where
your brand owns the only ad
within an episode

Inspire a new trip or offer a
upgraded trip as a reward for
viewer's attention

Fuel Discovery

Everyday
purchases
can earn
you status

by exploring what's available

+14%
Ad memorability
vs. Midroll for Category

+959%
Ad memorability
vs. Midroll for Category

p
Planning & Booking

Prompt audiences to discover
local travel deals or engage with
your loyalty app through the
various actionable Engagement
Ad formats (e.g., Trivia)

Align with seasonal travel flighting
and encourage users to choose
your brand for holiday trips

.

Additional Innovations:

Key: cTv Mobile Web

i 6 S

Targeting Buying Path: Direct 10 only

Lifts are not guaranteed and are dependent on creative, Source in notes


https://view-su2.highspot.com/viewer/65e760cf75df9a7ce98559ce
https://view-su2.highspot.com/viewer/65e75da10fefcd7d9efb555d
https://view-su2.highspot.com/viewer/65e78029007e91f0cdeb945e
https://view-su2.highspot.com/viewer/65e76777007e919afd45256c
https://view-su2.highspot.com/viewer/65e762150fefcd864d5ed2f5
https://together.nbcuni.com/advertising/ad-innovation/
https://view-su2.highspot.com/viewer/65e7607c2aa136841810a1c6
https://view-su2.highspot.com/viewer/ea48df0bb55e3cba3339613c0f4a8097
https://together.nbcuni.com/advertising/ad-innovation/
https://view-su2.highspot.com/viewer/65e780010fefcdf95197b4e8
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Suite 2: Full Funnel with Commerce Innovations

Connecting to consumers along the buyer journey

through commerce ad innovations for travel

05. Inspire & Engage Through Innovations

Commerce Innovation

@ NBCU clickhere

Ve

r

i

b

oM.
Direct 0, PG,

N\

@)
Hilton

v Bl
PMPcaveats

J

travel brands?

+11%

Lift in brand familiarity for

Tell a shoppable episodic brand
story with

Sequential Storytelling

(Audience-first or content-first story)

Browse destinations & amenities
online through

Shoppable Canvas
Carousel

(immersive auto-scrolling gallery
wrapped around your brand spot)

Awareness, Exploration & Booking

Spark Curiosity, Fuel Discovery, & Drive Action
by exploring what's available & informing decision-making, all while building connections with the brand

T17%

of travelers use official platforms (e.g., airline,
hotel/resort, and destination websites) to plan travel!

~N

r

Promote travel offers during
viewing breaks via

Shoppable Pause Ad

(full-bleed static ad during
content pause)
Direct 10

J

Season

to

N\

Elevate brand messaging and
offers with a

Shoppable Canvas Ad
(featuring an engagement canvas style
creative wrapped around your brand
spot)

J

Lift in consideration intent
for travel brands?

Key: cTv Linear Mobile Web

*(e.g., brand /product site)

Targeting Direct To* Buying Path

Source: 1. Skift U.S. Traveler Trends 2025; 2. NBCU Ad Impact Database


https://together.nbcuni.com/advertising/ad-innovation/commerce/

NBC
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Travel

Ay
&2 Proven Impact across client KPls

Upper Funnel

Mid Funnel

Lower Funnel

NBCU Travel Campaigns - Test vs. Control

Aided Ad Unaided Brand Ad Brand
Recall Recall Recall Familiarity
+377% +557% +132% +13%
Brand Avg. Search Message
Favorability Engagement Index Association
+19% 125 +23%

Consideration Intent
+17%

Purchase Intent
+14%

Recommendation Intent
+20%

Source: NBCU Ad Impact Database 2017-2025, 73 Campaigns across 30 Brands NBCU measured Travel campaigns Custom research, vendors vary. Average of exposed vs. control cells
for NBCU. Top 2 box; Search Engagement (SER Index): EDO, Volume in five minutes following ads airing on NBCU vs. same brand c ompetitive averages expressed as an index (125).
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Travel
@ Proven Peacock impact across client KPls

NBCU Travel Peacock Campaigns - Exposed vs. Control

+15% +15%

Unaided Brand Consideration Brand
Brand Recall Favorability Intent Recommendation

Source: NBCU Ad Impact Database 2020-2025, 19 Campaigns across 11 Brands Peacock measured Travel campaigns Custom research, vendors
vary. Average of exposed vs. control cells for NBCU. Top 2 box
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NBCU offers measurement opportunities providing full-funnel

insights for Travel

Clean
Rooms

NBCU Measurement Opportunities
(Sell-Side Measurement)

Brand Lift Study

Ad Recall

Dedicated
NBCU Insights Team
provide:

Brand Favorability

Consideration

Buy Side

Activation
Awareness V4
Consideration J

Search Engagement
Travel category

consultation and
recommendations

Real-Time Outcomes Measurement (Attribution)

Site / App Visitation (Incrementality) .
Sponsorship and

Conversion

*Requires client to permission data

\.

audience impact

Real-Time Outcomes Measurement (Attribution) analysis

Site / App Visitation (Incrementality)

Sales Lift (1P)*
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Data-Driven Linear

Leading cruise line
saw significant
Increase in search

engagement
thanksto their NBCU DDL

campalgn

+25%

search engagement lift
vs. travel category benchmark

Case Study

+970

boost in search
vs. non-NBCU linear
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Travel Category Resources

Category Trends & Strategic
Recommendations

p

NBCUniversal

Travel
Quarterly
Update 1H'25

Travel Playbook:

Annual Playbook
Category trends,
opportunities, and
recommendations based
on learnings at NBCU

Regularly Updated
Category Highlights
Latest trends and
opportunities based on
learnings at NBCU

Strategic Media Insights
& Opportunities

The Power of rﬁ'\
IVE,>

1

Luxury &
Streaming

NBCUniversal

NBC et

Older Audiences
& Streaming

artruces & Benprcrs ot

Connecting With Luxury Audiences

The Power of Live

Leveraging live events to place
your brand at the center of
cultural conversation

Luxury & Streaming

A deep dive into luxury
audiences and their relationship
with streaming

Older Audiences & Streaming

A deep dive into older
audiences and their relationship
with streaming

Connecting w/ Luxury Audiences
A deep dive into luxury audiences
and the differentiation between
luxury sub-groups

Thought-Leadership
& Insights

The Future of
Advertising:
Entel;tainment Ads

Reaching & NBCUniversal

Engaging Geri/Z% \"
Understanding Gen Fupai%y Alideo
£l
A -

Maximize
Marketing
Success by
Understanding
The Role of
Language

The Future of Advertising
Why and how entertaining
ads create impact,
principles for creating
content, and brand
showcase

GenZ

Insights for reaching and
engaging Gen Z through
their passion for
premium video

Role of Language Study
Insights for maximizing
marketing success by
understanding the role of
language
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Travel Top Audience Segments

More than half of travel advertisers use non-demo audiences, leveraging first-party data or targeting based on

travel behavior, interests, or media

-
2H 24 - 1H 25 NBCU Share of Advertisers* by
Audience Segment Category
____ Behavior
| e.g., Luxury Products
Interest :
e.g., Outdoor Demo -
Enthusiast, Fitness ___ Age & Gender
e.g., A25-54, A18+,
A35+
Non-Demo
Travel Audiences
e.g., Propensityto _
travel, Leisure
vacationer
Media | Demo - Other
e.g., Travel Topics, - e.g. HHI $75K+,
Holiday Genre Parents
e.g., Bespoke audiences that
may include Client 1P data
\_

Sources: NBCU AIO & PG Segments, Advanced Audiences Prog. Based on distinct count.
*Share does not account for duplication. Advertisers can be included in more than one category.

Most Commonly Used Travel Segment at NBCU

Leisure Vacationer

In-Market for Travel

International Vacationer

Luxury Traveler

Cruise Interest

Domestic Traveler

Business Traveler

Adventure Traveler
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