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Connecting With Luxury Audiences



Consumers share a
common definition of ‘luxury’

Quality, innovation, exclusivity, and brand experience are shared attributes

\/ Quality

“High quality or something that has a really good reputation... “Luxury means high-end. It's not
known for creating, providing, and giving the best experience.” achievable for everyone.

¢<><> Uniqueness

“Luxury is feeling like the item is super special...
Luxury is more about uniqueness.”

@ Exclusivity

“More exclusive.
If it's inclusive, then it doesn’t feel special.”

“When it comes to luxury stuff, | think | almost
make an assumption about the quality, so
| focus more on the item being really unique.”

“It can't be accessible to everyone.

If it was, then they would need to create different
tiers to move some people around.”

w Brand Experience

“| feel like they give a very VIP feeling, despite them having “[Unlike a drugstore], if | buy [makeup]
hundreds of clients. For that moment, you feel like THE VIP”  from the standalone stores,

it feels like a more luxurious experience."

Source: NBCUniversal's Consumer Insight Lab: NBCUniversal Luxury Audiences; Q2 2025, 30 mins IDIs
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Luxury audiences
are not one size
fits all

“I think there is status involved in luxury... It says
something about who you are and the level of wealth
you might have.”

“It's something that you look forward to, whether it’s
a big trip you planned or a restaurant you've been
dying to try. Without luxury, that excitement would
be missing.”

“It's all about being proud of what | own.. Maybe it's
because of other people, but also because of me just
wanting to feel confident and good. It's an extension
of myself in some ways.”




Purpose

As the luxury category
continues to evolve,
understanding the
spectrum of audiences

is increasingly important.

Using quantitative and
qualitative research,
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Informing Luxury Profiles
To understand the luxury audiences, we turned to qualitative and quantitative information
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<—Price Point

Affordable Luxury
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Super Premium

Ultra High End
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Affordability

spending behaviors,
occupations, investments
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Motivations & Values
what drives their actions
and purchase behaviors

Quality

values quality &
craftsmanship
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Overview of Audiences



INTRODUCING..

The Four Luxury Audiences

Elite

Emerging Looking The Part Quintessential Luxury (a subsetiof il ias T

< — ‘ >

Aspirational ' 07/ 7 True Luxe



Who are the different types of

Luxury Audiences s 2 % 3

Emerging Looking The Part Quintessential Luxury

ASPIRATIONAL TRUE LUXE

D3 >

Sophisticated trendsetter,
values exclusivity, and
influenced by fashion and
lifestyle trends

Excessive wealth,
luxury, and covets
curated experiences

Impressionable status seeker, Style savvy tech enthusiast,

follows trends and stays follows trends, and prioritizes
brand loyal premium brands

Male / Female 53%/ 47% 55% / 45% 54% / 46% 58% / 42%
Generations 16% Gen Z | 43% Millennials 46% Millennials | 25% Gen X 30% Millennials | 29% Gen X 38% Gen X |

37% Boomers

Race / Ethnicity 15% Black | 19% Hispanic 73% White | 8% Asian 78% White | 11% Asian  86% White | 8% Asian
Median HHI $100K $200K $350K $350K
Currently Married 55% 62% 69% 82%

Homeowners 68% 78% 87% 96%

Generations and Race / Ethnicity are based on the top two over-indexing categories; Generations are definedas Gen Z (b.1997-2010), Millennials (b.1977-1996), Gen X (b.1965-1976), and Boomers (b. 1946-1964)
Source: 2024 MRI-Simmons Spring Doublebase



What are the media babits o]
Luxury Audiences . . \.

‘.

Emerging Looking The Part Quintessential Luxury

ASPIRATIONAL TRUE LUXE
>

<€

Prefers digital platforms such as Prefers more traditional and Favors newspapers,

e ; : Digitally inclined, relying on : . . : :
mobile internet, social media, hivk : established media, using magazines, and live TV
podcasts, social media, and newspapers, computers, and live  for both entertainment

and streaming for entertainment p
and inspiration streaming to stay current TV to stay informed and information

How They Watch®

Cordless

M Cord Loyalists

5 o ¥

Cord Shaver/
Cutter Intenders

. 2 Internet (Mobile: 21% | Newspapers (23%) | Newspapers (25%) | Computer Newspapers (30%) |

Most Trusted Media Computer: 21%) Computer Internet (21%) Internet (21%) | Podcasts (9%) TV (25%) | Podcasts (13%)
Main Sources of Mobile Internet (40%) | Social Mobile Internet (40%) | Social Media Computer Internet (28%) | IWAGYAR
Entertainment? Media (37%) | Podcasts (13%) (39%) | Podcasts (14%) Magazines (7%) Magazines (11%)

Most Trusted Media and Main Sources of Entertainment are based on media formats representing at least 5% of audience and indexing over 105i; Newspapers and magazines include both print and digital versions; TV is defined as linear TV
Source: 1. MRI-Simmons Cord Evolution Study, November 2024; 2. 2024 MRI-Simmons Fall Doublebase



NBCU Recommendations for

Luxury Audiences

Cultural Moments

Aspirational

(Emerging, Looking The Part)

Prioritize opportunities with broader appeal that reach a younger
and more diverse demographic, while maintaining the luxury feel

More recommendations
in the Luxury Playbook R

True Luxe

(Quintessential Luxury, Elite)

Focus on targeted opportunities and activations that feel more
premium and exclusive to engage these niche audiences

Contextually relevant live programming
(e.g., Awards, Red Carpet)

Bespoke integrations, amplification of existing partnerships, and
opportunity for thought-leadership (e.g., CNBC Changemakers)

Sports

Broad appeal sports balanced with more focused sports
(e.g., Olympics, World Cup, Kentucky Derby)

More focused sports programming
(e.g., Golf, CNBC Sport)

Custom Content

Integrations and custom messaging aligned to content that
engages aspirational audiences and naturally incorporates luxury
(e.g., Emerging Artist Series, Bravo reality content)

Custom content & integrations in premium programming and
business-focused IP (e.g., CNBC International/Domestic)

Premium integrations or surrounding events with niche

Bespoke events aligned to Focus Feature movies, leveraging

Film Univerel Biciir e B P ds e ures films Luxury properties (e.g., stores, yachts) as the backdrgp to.F_ocus

Features studio originals

. Telemundo live events, sports, and original programmin New premium partnerships and
Multicultural 3 e g P P P

(e.g., Miss Universe, Velvet: EL Nuevo Imperio)

amplification of clients’ existing ones

Streaming &
Ad Innovations

Targeted content ownership opportunities from original IP to ad
innovations with the opportunity to shop or learn more

Key ownership opportunities and ad innovations that build upon
the premium and exclusive nature of print (e.g., Brand Slate)

Advanced
Targeting

Contextual targeting tailored to the program, audience, and Luxury level
(e.g., Core Luxury Apparel & Auto for Suits)


https://view-su2.highspot.com/viewer/4e82b828968d1499a049179338dfbd89
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Emerging

The Emerging audience strives to afford more luxury items in
the future. Motivated by aspirational values, they follow social
media influencers and celebrities. They believe brand name is
an indication of quality and are influenced by ads when making
purchase decisions.

“[Fine dining is] an experience that you don't often get to indulge in, so | think
that when you do get to indulge in it, you have a different association with the
experience, or it can be slightly more enjoyable because you're more relaxed
or you're excited to experience this.”

13
Source: NBCUniversal’s Consumer Insight Lab: NBCUniversal Luxury Audiences; @2 2025, 30 mins IDIs




Aspirational Audience

EMERGING

Gender

Generations
Race / Ethnicity

Median HHI
Marital Status

Homeowners

Impressionable
status seeker,
follows trends,
uses discounts, and
prioritizes quality

53% M | 47% F
16% Gen Z | 43% Millennials

15% Black / African American |
19% Hispanic

$100K
55% Married | 32% Never Married
68%

Source: 2024 MRI-Simmons Spring Doublebase

AFFORDABILITY

They don't yet have the financial
means to purchase luxury
products, so they rely on
discounts or buying on credit

MOTIVATIONS

They are motivated by
appearances and aspire for
future success

QUALITY

On par with all luxury audiences,
they prioritize quality
in their purchases

Top BOSS

Brands HUGO BOS S

Bargain Shopper
N 109i

Fﬁ Financial Underdog
y 110i

% Impressionable Buyer
’ 121i

ﬁ’:’-a Status Seeker

137i

Premium Techie
116i

@ Brand Reputation = Quality
112i

ARMANI

SWAROVSKI

14



Emerging

Emerging show a strong preference for digital media, including mobile

M Edla BEhaVIOrS internet, social media, and streaming for entertainment and inspiration.

HOW THEY WATCH!? MEDIA ATTITUDES!

“Social media, TikTok, Instagram. I'm also not afraid to go

) o
83 /o 5" A’ up to stranglers on the street anq askfzhem where they got
. , . something. I've done that a few times.
of Emerging of Emerging watch live

stream weekly traditional TV weekly
[
L

-

Emerging are 14% more likely to say social media
gives them good ideas

Cordless Cord Loyalists
Do not have a traditional Have a traditional TV

0 . .
TV subscription subscription, with no - 38% of lthe audl_ence say.they llk-e that ads on
intention of canceling streaming services are interactive, compared to
35% of all consumers

Emerging

Cord Shaver/ Emerging are 14% more likely to say that mobile
[ Cutter Intenders

Plan to cut down or cancel internet is their most trusted medium
traditional TV subscription

Source: 1. MRI-Simmons Cord Evolution Study, November 2024; 2. Source: NBCUniversal's Consumer Insight Lab: NBCUniversal Luxury Audiences; Q2 2025, 30 mins IDls




Emerging Emerging enjoy live sports, drama, and documentaries across
NBCU, and are the most likely of the luxury audiences to watch

conneCtlng at N BCU Hispanic content on Telemundo and Universo.

What they're watching by reach

. P Peacock
Linear SNI. ’Qﬁiﬁ

THARKSENTAE DAY LAWSORDER 7y ]RRATIONAL Jﬂﬁﬁﬁl

St. Denis

~ “ PARADE °

:CONDE - FounD o
LAI P reacur
CHICAGIFIRE (Hicac0(MED CHICAGO P.D. e

What they're watching by index

Linear Milagrosie Peacock
NAVIDAD

:Real h i BILLION DOLL A

épremg FIFA W [RURY usca Qg\gﬁgvaes@ ) L R

PGA

Source: Nielsen, L7, Q4'24, NBCU Linear (excl.repeats) & Peacock (SCR Peacock and SCR TV Programs under Peacock Distributor), % Comps & Indices based on P18+ PR, MRI Fusion Oct 24-Dec 24.*See notes section for full segment definitions & sourcing details
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Looking
The Part il

Looking the Part cares about looking stylish and up-to-date on the
most recent fashion trends. Active on social media, they follow
influencers and brand campaigns to keep up with trends. As tech
enthusiasts, they regularly upgrade their devices and favor premium
tech brands. With their fast-paced urban lifestyle, their purchase
decisions are heavily influenced by appearance and brand names.

“l grew up watching Project Runway, What Not to Wear, even some of the reality
shows like The Real Housewives. Just seeing something and thinking, ‘oh wow,
that's really beautiful.’ Yes, it's aspirational, but some of the women are also really
successful in their fields and they worked really hard to be able to go out and buy
certain things, and | like the idea of that as well.”

17
Source: NBCUniversal's Consumer Insight Lab: NBCUniversal Luxury Audiences; Q2 2025, 30 mins IDIs



Aspirational Audience
LOOKING THE PART

Style savvy tech
enthusiast, follows
trends, and
prioritizes
premium brands

Sebastian

Gender
Generations
Race / Ethnicity
Median HHI
Marital Status

Homeowners

55% M | 45% F

46% Millennials | 25% Gen X
73% White | 8% Asian
$200K

62% Married

78%

Source: 2024 MRI-Simmons Spring Doublebase

AFFORDABILITY

Their purchasing power is
starting to grow, allowing
them to occasionally afford
luxury products

MOTIVATIONS

They try to fit in by dressing the
part and are influenced by
activity on social media

QUALITY

On par with all luxury audiences,
they prioritize quality when
purchasing and influenced by
brand name

Top L
Brands /))/‘ff//m /))/‘ff////.)

Measured Investor
&y 188

= White Collar Occupation
—O—
303i

Social Media Group-ie
161i

# X% Quality Over Price
@ 115

Brand Reputation = Quality
120i

DG

DOICE . GABBANA

BAACURA
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Looking The Part Looking The Part are digitally inclined, relying on podcasts, social

M Edla BehaV|0rS media, and streaming to stay current and inspired.

Sebastian

HOW THEY WATCH!? MEDIA ATTITUDES!

“| get a lot of ideas on social media. And then I'm looking at

85% 60% reviews. Revie\_/vs are probably the biggest thing, like .
of Looking The Part off Ll T Prart et people's experiences. | want to make sure they're positive.”

stream weekly live traditional TV weekly

’—?‘_—] I;I Looking The Part are 55% more likely than the
average consumer to have listened to a podcast
in the past 30 days

Cordless Cord Loyalists

Do not have a traditional Have a traditional TV
TV subscription subscription, with no
intention of canceling

48% of Looking The Part say mobile internet keeps
them up-to-date with the latest styles and trends,

Looking compared to 40% of all consumers
The Part

@c"d Shaver/ «rn Looking The Part are 21% more likely to agree that

Cutter Intenders L _ c )
[ Plan to cut down or cancel social media is a good source of learning

traditional TV subscription

Source: 1. MRI-Simmons Cord Evolution Study, November 2024; 2. Source: NBCUniversal's Consumer Insight Lab: NBCUniversal Luxury Audiences; Q2 2025, 30 mins IDls



Looking The Part Looking The Part enjoy live sports, reality, and comedy across
- the NBCU portfolio. Bravo shows, such as the Real Housewives
con neCtlng at N BCU franchise, are popular with this audience.

What they're watching by reach

Sebastian

Linear Peacock

SiL g | v orLIES

fReal s ‘Real
Housewives Housewive

OF POTOMAC

What they're watching by index

Linear Peacock

CENTRAL

FENCE

S/c e GOLF SOUTHERN .
£Aasr s2 _ CHARM _ SNI. ‘the office |«

sReal s tReal > . Real . .
Housewives  Housewives H Housewives)

OF POTOMAC OF SALT LAKE CITY OF C UNTY OF NEW YORK CITY

Source: Nielsen, L7, Q4'24, NBCU Linear (excl. repeats) & Peacock (SCR Peacock and SCR TV Programs under Peacock Distributor), % Comps & Indices based on P18+ PR, MRI Fusion Oct 24-Dec 24.*See notes section for full segment definitions & sourcing details.
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Quintessential <_ >
Luxury <

Quintessential Luxury is made up of sophisticated
trendsetters with inherited wealth. They value exclusivity
and are often the first to experience new luxury products
and services. As travel enthusiasts and frequent flyers,
they seek unique, premium experiences around the world.
They are confident and influential, often setting trends
within their social circles.

“Buy it once, buy it right, buy it for life,” so to speak.
If it's going to be more expensive, so be it.”

Source: NBCUniversal’s Consumer Insight Lab: NBCUniversal Luxury Audiences; @2 2025, 30 mins IDIs
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True Luxe Audience
QUINTESSENTIAL LUXURY

Sophisticated
trendsetter, values
exclusivity,
influenced by
designers and
brand reputation

Elizabeth

Gender 54% M | 46% F

Generations 30% Millennials | 29% Gen X
Race / Ethnicity 78% White | 11% Asian
Median HHI $350K

Marital Status 69% Married

Homeowners 87%

Source: 2024 MRI-Simmons Spring Doublebase

AFFORDABILITY

With higher purchasing power,
they are able to regularly purchase
luxury products and build their
investment portfolio

MOTIVATIONS

They are motivated by
designers and value brand name
and product design over price

QUALITY

On par with all luxury audiences,
they prioritize quality products
when purchasing, in addition to
luxury experiences

Top THE ROW

Brands

@ Measured Investor
=% 233

/\ Real Estate Investor
(%) a9

E’ﬂ Designer-Driven
110i

Risk Taker

& 128

Luxury Traveler
E 120i

\V/, Quality Over Price

@ 116i

HARRY WINSTON

22



M Edla BEhaVIOrS using newspapers, computers, and live TV to stay informed.

HOW THEY WATCH!? MEDIA ATTITUDES!

‘?E QuintessenNEEREIE Quintessential Luxury prefer more traditional and established media,

0
80% 63%
Quintessential Luxury Quintessential Luxury are 28% more likely to say
watch live traditional newspapers are their most trusted media

& TV weekly L]

of Quintessential Luxury
stream weekly

. 63% of Quintessential Luxury say they use the
ordless Cord Loyalists i i

Do not have a traditional Have a traditional TV internet on computer to stay informed, compared to
TV subscription subscription, with no 52% on ave rage

intention of canceling

Quintessential
Luxury

y Quintessential Luxury are 11% more likely to
Cord Shaver . . .
say they enjoy streaming live sports
Cutter Intenders y y enjoy 9 P
Plan to cut down or cancel
traditional TV subscription

Source: 1. MRI-Simmons Cord Evolution Study, November 2024 2. Source: NBCUniversal's Consumer Insight Lab: NBCUniversal Luxury Audiences; Q2 2025, 30 mins IDIs



Quint pial L Quintessential Luxury watch live programming as well as dramas. On
UINteSS et e Peacock, this audience prefers dramas and documentaries that may

COn necting at N BCU provide inspiration for fashion, travel, and exclusive experiences.

Elizabeth

What they're watching by reach

Linear Peacock

2 St. Denis e o ACK R
SNI. MEDICAL T PARADE " JAGKAI.
JLNBC

NIGEWS CHICAGIFIRE cicaciiven | Sotbon  SUITS

=*LESTER HOLT

What they're watching by index

Linear Peacock

@
‘Real

OF BEVERLY HILLS

e £
EXCHANGE @ Housewives '‘F HICE OF T TR.‘!‘:EI;ORS

MEDITERRANEAN

THE THICK OF IT

24
Source: Nielsen, L7, Q4'24, NBCU Linear (excl. repeats) & Peacock (SCR Peacock and SCR TV Programs under Peacock Distributor), % Comps & Indices based on P18+ PR, MRI Fusion Oct 24-Dec 24.*See notes section for full segment definitions & sourcing details.



Elite

Elites lead a lifestyle defined by understated luxury and
curated experiences. As avid travelers, they seek exclusive,
one-of-a-kind experiences. They are highly financially
sophisticated and take a measured approach to their wealth,
favoring niche designers and collectible items that reflect
their sophisticated taste. They stay informed through print
and online news, avoiding social media.

‘My custom suit always makes me feel a little more confident.. This suit fits
me perfectly. I'm going look great in it no matter what. | can wear it to a
client meeting, | can wear it to dinner, | can wear it to a party and I'm going to
be happy. | think there's a confidence that comes with that.”

25
Source: NBCUniversal's Consumer Insight Lab: NBCUniversal Luxury Audiences; @2 2025, 30 mins IDIs



. AFFORDABILITY
True Luxe Audience

ELITE With a vast portfolio of assets
and investments at their
disposal, they can afford the
top tier of luxury goods

Measured Investor
359i

(%

N

Financially Informed
244i

(Y

Excessive
wealth, luxury,
and curated

MOTIVATIONS
Designer-Driven

)

experiences They are motiv.a.ted by 238i
wealth, exclusivity, and
personalization rather 9% Elite Flyer
than keeping up with trends S/ 953

Maximilian "Max"

Gender 58% M | 42% F coAll (. Luxury Traveler
They enjoy high-quality E 147i

Generations 38% Gen X | 37% Boomers products and experiences y

o _ _ that cater to their <>z Quality-First Auto Buyer
o o NWZ y y

Race / Ethnicity 86% White | 8% Asian sophisticated tastes == 150

Median HHI $350K

Marital Status 82% Married .
T x A*_ y B e Ap Q

o rmeowmers . op HE@R ES Van Cleef & Arpels gﬁ
Brands PARIS 67

Source: 2024 MRI-Simmons Spring Doublebase



=it Elite favor traditional media, relying on newspapers, magazines, and

M edla BEhaV|0rS live TV for both entertainment and information

HOW THEY WATCH MEDIA ATTITUDES

19% 15%

of Elite of Elite watch live
stream weekly traditional TV weekly

L&

Elite are 51% more likely to say newspapers
are their most trusted media

Cordless 1 Cord Loyalists 76% of Elite say TV is their main source of

Do not have a traditional Have a traditional TV

TV subscription subscription, with no
intention of canceling

entertainment, compared to 62% on average

28% of Elite read magazines to stay informed,

Cord Shaver/ compared to 17% of all consumers

Cutter Intenders
Plan to cut down or cancel
traditional TV subscription

Source: MRI-Simmons Cord Evolution Study, November 2024



Elit Sports are key for the Elite group across English & Spanish-language
= § programming. They prefer more niche sports, including cycling,
Connectmg at NBCU  swimming, skiing, and golf.

What they're watching by reach

Peacock The
CHOSEN

SiL T St. Denis  JAGKAL

~ “ PARADE

CHICAGCFIRE  CHICAGOD|MED

CENTRAL

MEDICAL

ueonof LIES /o esiizs

Peacock

‘,‘"J Z5 Premier League |
! GOALRUSH |
R, SuNBCSN |

segeam S0 |

LATE,
NIGH
SETH

/

NIGHTLY IRIGESR

WHITNEY
COMMINGS

MEYERS | Rine Y S J

THE THICK OF IT
Source: Nielsen, L7, Q4'24, NBCU Linear (excl. repeats) & Peacock (SCR Peacock and SCR TV Programs under Peacock Distributor), % Comps & Indices based on P18+ PR, MRI Fusion Oct 24-Dec 24.*See notes section for full segment definitions & sourcing details
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As the industry continues to evolve, NBCU has

Learnings & and additional resources to help strategic
Best Practices planning & ideation

Category Trends & Thought

Leadership

Recognize Distinct Strategic Recommendations

Audience Differences
Identify who the distinct luxury
audiences are and their drivers > e
for purchase

Hot Topics ' Luxury
for Luxury . 2024 Year
’ in Review

Craft Relevant -
Messaging |
Tailor messaging and content

to align with each audience’s
mindset and motivations

NBCUniversal
ey N The Future of

Inflation & - Advertiging:
The Multicultural W (8 #700008 Entertainment Ads

NBCUniversal

Luxury
Playbook *

Find Synergies
Across Media
Understand how luxury
audiences

engage differently

and similarly across digital

and traditional platforms e :
"UNDERSTANDING /.

AFFLUENT MULTICULTURAL

CONSUMERS

Opportunity




NBCUniversal APRIL 2025

For questions, please reach out to
the Luxury Categrory Strategy Team:

Megan Ryan, Nikita Tolani, Melissa Perron

With contributions by

Hayley Bass, Ray Mo, Anabella Herrera Mendoza, Briawna Gillespi

Tracy Kwan, Joe Agostino

30



	Luxury Audiences
	Slide 1: Connecting With Luxury Audiences
	Slide 2
	Slide 3
	Slide 4: Contents
	Slide 5
	Slide 6: Overview of Audiences
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29: and additional resources to help strategic planning & ideation 
	Slide 30


