


Pharma
Playbook
Overview

Explore NBCUniversal's
latest perspectives & insights
into the pharma industry.

Our Approach

At NBCUniversal, we have a legacy of working with a diverse range of
pharma partners to build their brands & businesses.
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This playbook has been created based on NBCU's:

* Ongoing industry evaluation

* Conversations with Pharma advertisers & agencies
* Proprietary category intelligence

* Continual marketplace analysis

« Examination of consumer attitudes towards the Pharma industry
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Current Pharma Category Dynamics

While continuing to face uncertainty due to regulatory pressures, the industry is seeing
drug approvals and ad impact remain resilient

Headwinds Tailwinds

Continued uncertainty due to regulatory changes Drug approvals are on pace with last year
(e.g., push to lower Rx costs, scrutiny on pharma DTC (27 approvals as of 9/16/25 vs. 30 STLY)!
advertising, uncertainty around Medicaid/health insurance)

_ _ _ _ _ Direct-to-consumer platforms are making
Potential tariffs are pushing pharma co.’s to invest in healthcare more accessible and affordable
U.S. manufacturing, potentially increasing costs, for patients

disrupting supply chains, and reducing R&D spend

_ _ _ _ U.S. adults find pharma ads informative?
Vaccine mistrust continues with reduced research 88% say the ads inform them about new health services,

and potential changes to vaccine schedules medicines, or treatments they wouldn't know otherwise

Growing data privacy restrictions are creating Pharma ads continue to drive consumer behavior3
challenges for targeting strategies

Sources: 1. EDA; 2. IAB US Consumer Study, Sep 2025; 3. Cadent


https://www.fda.gov/drugs/novel-drug-approvals-fda/novel-drug-approvals-2025
https://info.thenewcadent.com/hubfs/2025%20Cadent%20Pharma%20Advertising%20Trends%20Report.pdf?__hstc=250589017.7fe855f9446ec9eb74b4dd34dc3fa437.1753897607269.1753897607269.1753897607269.1&__hssc=250589017.1.1753897607269&__hsfp=3923671493
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Marketplace
Pharma

Media Trends
to Watch

Pharma brands are leveraging
cultural moments and
audience-led strategies to
engage the patient-care
ecosystem, while considering
evolving regulations that have
creative and targeting
implications

The Rise
Of Live!?

N

As brands look to align with cultural
moments, spend in live linear
programming is on the rise

+39% +67%

increase™ in increase™ in
sports (NFL, news, driven by
NBA, & college) broadcast & cable

J

Streaming
Forges Ahead?

+30%

expected increase in streaming
spend in 2030, with 72% bought
programmatically

Streaming will make up 48% of
premium video spend by 2030, +7pp
vs. marketplace

Evolving
Unit Mixes?

0 0
+48% +59%
Increase in increase in
>60s on TV* >60s on OTT*

Pharma brands are increasing the
use of >60s ads across linear and
streaming following the FDA rule on
DTC ads in November 2024

.

~N

.

A Focus On
Disease States*

Weight Loss, Psoriasis, and Diabetes
were the top disease states in 1H'25,
accounting for 20% of category spend

Fastest growing disease states
include Weight Loss, Diabetes,
and Cancer

*1H25 vs. 1H'24

Sources: 1. Internal analysis using internal and external reporting sources; Prescription Drugs; 2. Internal analysis leveraging SMI, MediaR adar and internal spend reports;
3. MediaRadar, ad counts, Medical/Pharmaceutical; >60s includes unit lengths between é1s and 120s; 4. MediaRadar, Pharmaceutical/Prescription Medications
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As a result of these
Industry dynamics,
we are seeing
pharma partners
prioritize a few key
objectives

Maximize
Scale & Precision

Boost

Perceptions & Trust

Encourage

Action
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Each month,
NBCUniversal
content
reaches

236M

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 MRI audience comps from May 2025 Cord
Evolution (SP25 USA) study applied to P18+ NBCU Crossplatform Reach.

62M

Caregivers

Across 59M

ﬁ Proactive
Health Planners

Households

the audiences 2 3 M

that matter to you
Rx Fillers

14M

Healthcare
Professionals

J

Based on household reach
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Leverage the power of NBCUniversal's content &
audiences to drive brand and business impact.

Maximize

Scale & Precision

Boost G® Encourage @
Perceptions & Trust Action

NBCUniversal's Pharma Playbook

p
01.

Build Connections
Through Culture

N\

02.
Stand Out Across

Platforms in

N

Ve

03.
Inform & Engage

Patients, Caregivers,

04.
Future-Proof Your

Media Strategies via

A

Premium Content & HCPs Through Audience, Insights, &
Streaming Activation Solutions
J J \
POWER OF >
Sports, News, & Live Linear + Streaming Peacock Strategic Audiences

Premium Content

OPTA

Innovation & Tech

Contextual Advertising

Insights & Measurement

Programmatic

10
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Maximize Boost
Scale & Precision Perceptions & Trust

Build Connections ;
ive events at NBCU
Through Culture bring people together*

Embrace an audience-first approach by tapping into the cultural

zeitgeist across IP and live programming to help foster connections. 8 6 O/ 1 4 i
o

of NBCU viewers watch NBCU viewers say

) live because they want to  live connects them to
Pharma Brands in Cultural Moments feel connected to others  the cultural zeitgeist

And our IP fosters emotional
engagement for pharma brands®

Sports spend more than doubled Official Sponsors Integrations

since '21'and pharma is the 0 0
i fastest-growing category + 2 5 /0 + 1 7 6 /0
A i ’ 2
SPORTS g’ \ N women's sports more likeable vs. more likeable vs.

regular advertisers standard ads

Measure What Matters
Pharma & Healthcare was the

top category in the Oscars

S et e i G T T Brand awareness/familiarity
e In oWl 0 505, +/pp YO Brand impact & biometric engagement
AWARDS s b 999

Message association
Search engagement

Sources: 1. Pharma Rx category marketplace spend. NBCU Analytics; 2. SMI AccuTV; 3. iSpot; 4. The Power of NBCU:
Shaping Culture, Driving Influence, 2025; 5. MediaProbe Biometrics Data. P18+. All measured NBCUniversal programming




NBCUIVERSAL 01. Build Connections Through Culture

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

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

Sl ) . PaesE
> BELOW:I‘,DECK
4
MEDITERRANEAN

ekl e SO $. 3.
2 Premier /
»/League e/

Celebrating 100 Years of &’z NBC

-

: ﬁ*\
L - »
r“\ \
MISS*UNIVERSE " OF SALT LAKE CITY
Among HHs reached by NBCU... HHs reached by NBCU are...

47% have Caregivers 19% have Health & Wellness +46% more likely to have Rx +42% more likely to have HCPs

who are sports fans Enthusiasts who are comedy lovers Fillers who are news viewers who are reality buffs

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
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01. Build Connections Through Culture

Connect with the patient-care ecosystem during key awareness
months via NBCU’s curated lineup of can’t-miss moments in 2026

( Access full list here %

Key Pharma & Healthcare Awareness Dates

® o @ s R B &

American National Mental Health National Immunization National Breast Cancer National National Family
Heart Month Nurses Week Awareness Month Awareness Month Awareness Month Diabetes Month Caregivers Month

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

Feb 8 Mar 6-15 May-Oct Jun 11 - Jul 19 Sep - May Sep Oct - Jun Oct Dec 5

_ ) h ." - ——PREMIOS —
2 J-. Sl EMMY: bilbcard BLG
DE LA MUSICA LATINA . .
) A Championship

W

nnnnnnnnn MILAN CORTINA
2026 ) o,

()
1% NBcC | peacock

Feb 6-22 Feb 13-15 Apr ‘26 May 2 Jul 17 Sep - Feb Q4 Oct Holiday
o

P ALLSTAR2026 ﬂﬁg’é’gEs @ THE ODYSSEY SUNDRY NIEHT " wnsA THANKGENTAE DAY
" b Pz LATINAS KENTUCKY — Ki FINALS PR
MILANCORTINA EN LA MUSICA L /Y /
4 Celebration CHIRISTMAS |

" {INROCKEFELLER CENTER|}

Special

13
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NBCU News Pharma Suite o
Leverage the #1 news portfolio in the country

to build trust with patients and drive engagement

@ Turnkey

N, A M N

necnews TODAY MSNBC CNBC

Linear Media

« NBC News + TODAY

- MSNBC, CNBC

Streaming/Digital + Social

« NBC News NOW, News on
Peacock AX: 300+ endpoints

e TikTok Pulse Premiere:
News, TODAY, Biz News

High-Impact Media

S2CNBC

+4 0% more search
- J

.

Healthy Returns

Your Health, Your Money
(digital/social)

Make It: Health & Wellness
(digital/social)

CNBC Cures (rare diseases,
content extensions)

Sponsorship

more search
engagement

+32%

/

J2MSNBC

* Morning Joe: Health Policy
& Wellness segment

* Ana Cabrera Reports:
What's Up Doc? Segment

Alignment*

more search

\+11%

engagement

01. Build Connections Through Culture

A\TODAY

+ TODAY'’s Checklist: Health
topics with medical expert

e Start TODAY: Nutrition,
fitness, self-care

* STAGES by Shop TODAY:
Empowering women in all
ages and stages of life
(experiential)

Sponsorship* + Spox/TPs

/

+[|-25X more search
-

engagement

/\59%

LN X3
BRANDSTUDIO

* Infographics

e Articles

e Custom vertical videos

¢ Custom live action videos
* Brand-supplied content

Custom Branded Content

higher brand recall
vs. other digital ads

engagement

Pharma ads on NBCU News properties are more effective than pharma ads on competitive programming

*Parent company only, logo and tagline included; TODAY segments can become ‘“integrated” with involvement of a brand spokesperson and/or verified fact-based tip or talking point provided by sponsor

14



Creative Showcase;:

How pharma
brands have
aligned

with NBCU
culture-driven
premium
content through
unrivaled
storytelling

~he
“EDIT” STAR CLEA SHEARER ON TODAY

RINVOQ

‘GAME
UPDAT

paeseNTED BY

GILEAD

EETSN - -

Building Trust with Influencers
Sponsored social video featuring host Donald Adler in a “Get Ready
With Me” style video for Bravo Fan Fest

01. Build Connections Through Culture —

%@y /A\TODAY

Sharing Stories of Hope
“Catching Up With..." segment in TODAY Third Hour with Lilly’s

spokesperson Clea Shearer

obbvie BlG

Getting in the Game
Sponsored commercial pod takeover in Women's College
Basketball, featuring editorial content and sponsored game break

QGlLeaD ‘GoieE
AWARDS

Aligning with Big Moments
Live in-show billboard with commercial adjacency

L 3
argenx NBCUniversal Local

Giving a Dose of Reality
Custom reality series, “Rare, Well Done,” via NBCU’s Care
Collective initiative

17




NBCUNIVERSAL

Stand Out
Across
Platforms in
Premium
Content

It's not an "or"—it’s an “and.”
A holistic view of TV across
linear and streaming allows
pharma brands to achieve
scale and drive action needed
in a crowded category and
evolving viewing landscape.

Pharma brands continue to
compete for attention, as the
number of medications advertised
in premium video grew +5% in
1H'25 vs. STLY.1

Source: 1. MediaRadar, Prescription Medications; 2. Based on NBCU'’s in-

house audience insights using 1P and 3P data; date range: July 2025; base:

HH; 3. MRI-Simmons Cord Evolution Study, August 2025

Maximize

Scale & Precision

Leveraging our cross-platform scale is essential to

maximize your full-funnel results

Adults 55+
57M Monthly Households?

[/

Linear

Only 18% Duplication

41% of A5+ are cordless?

\- J

Women Rx Fillers

24M Monthly Households?

/!

Linear

Only 16% Duplication

60% of women are cordless?®

Measure What Matters

v" Incremental & target reach
v Brand awareness/%‘amiliarity +2 1% 87 0/0
v' Brand recall & favorability Brand Favorability Search Engagement
v' Search engagement
v" Doctor visits & scripts
- AN

If
-

Cross-Platform Impact for Pharma

J

Click here to read more in Older Audiences & TV

16


https://view-su2.highspot.com/viewer/af0d17e8948efd04fa044ffb08743f92

VR 02. Stand Out Across Platforms

Let your audience 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

Maximize reach with

Follow your audience : _
across NBCU's linear and streaming portfolio Audience Ta rgetlng Drive

Results
Need to

Ensure the right people move to targeted audiences
see your ads .
vs. transacting on demos

13M Healthcare Professionals I ? O/
Deliver more efficient 0
reach @ scale I

Create cross-platform video
efficiency, with linear granularity 31% o
to the program level Missed with 69 A

traditional A25-54

buying demo

increase in
new patient prescriptions
for a pharma partner

Make the most of
your own data assets

vs. standard demo buy

Source: NBCU One Platform Total Audience Campaign + Pharma Rx Psoriasis



NBOUNIVERSAL Boost Encourage
Perceptions & Trust Action

Info rm & Peacock offers a premium Audiences are engaging
. experience for viewers with interactive ads?
Engage Patients, .
. Interactive ads (e.g., quizzes) rank highest
Careg |Ve I'S, & 6 7 0/ among engagement-driven ad formats for

H c Ps Th ro ug h pharma brands

St =1l ng feel the Peacock experience is Multicultural audiences are more likely to scan a
better than other streamers! QR code for more information on a medicine

N
Peacock offers a platform for
pharma brands to stand out and Ad innovations can help @ Q
build awareness in premium, : . .
trusted content as veell as patients throughout their Create awareness + Provide resources to
prompt immediate action (e.g., healthcare journey to spark interest fuel discovery and action
drive to resources, find a )
provider) via ad innovations to
support full-funnel outcomes.
Sample Thought Starter: New Drug Launch )
Create awareness for the Provide information with
new treatment during a key interactive trivia on the
awareness month via the relevant disease state via the

Spotlight Ad Engagement Ad

Source: 1. Peacock Ad Experience Tracker, Q424. Removes
neutral from base; 2. Cadent Pharma Advertising Trends Report

18
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03. Inform & Engage Through Streaming
In a crowded pharma category, o
Peacock offers opportunities to stand out for pharma

advertisers without sacrificing viewer experience

A Premium Experience That Drives Results
For Consumers For Pharma Brands

\
4 )

Current TV Impact for
Capacity for up to 90s creatives Pharma Brands
across all content on

—1 1
\_ 4 3 . i
- N PEUCGEk§ Premier peacock;AX @
Pay One
0
) l l +15%
020 >60s creatives allow advertisers to Aided Ad Recall /
@ Cinematic Pre-Roll
\- J own the pod Awareness
4 Live Mlustrative ex‘?mple . . h Can run across all VOD
E E E Ad-Free Available across all pods [&
‘ll’ \ \ . 4t Quarter (except 2nd pod)
P ) _— ' -~ Movies and Live Sports/Events can run +60/
1 o ~ : >:60s creatives, but will not own the pod ° _
Consideration
Intent
J

Source: NBCU Ad Impact Database 2020-2025, 20 Campaigns across 14 Brands Peacock measured Pharma campaigns
Custom research, vendors vary. Average of exposed vs. control cells for NBCU. Top 2 box

19
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Suite 1: Upper Funnel with Ad Innovations

03. Inform & Engage Through Streaming

Educating & engaging the patient-care ecosystem

through Peacock ad innovations for pharma

-

Product Names link to One Pagers

Awareness

Spark interest

© v

up to :60
+10% P
Brand Memorability
vs. Midroll For Category

by establishing a connection to the Masterbrand, product, or symptoms

Stand out as the first
impression that day
during key awareness
months / seasonal
timeframes

Custom Slate
Branded,
Mindful Moment

No video x

-

Research

Fuel discovery
by educating and informing potential patients, caregivers, and/or HCPs

O v

up to :90

Fey

Explore interactive
experiences that
educate on disease
states (e.g., Trivia),
drive to providers
(e.g., Geolocator)

+17%

Brand Memorability
vs. Midroll For Category

Offer immediate
off-platform
browsing during
content breaks (e.g.,

NoVideo P

+43%

. learn more
Ad M.emora biltiy about medication
vs. Midroll For Category BrCondition)

cTv Mobile Web Targeting Buying Path: Direct 10 only

Black Box Friendly Black Box Caveats No Black Box Creative Length

v X

Lifts are not guaranteed and are dependent on creative , Source in notes *Pharma Restriction: Solo Ads 8s bumper creative cannot be executed for black box drugs, but mid-roll can feature one; Spotlight Ads max creative length is :60s; Engagement Ads require
legal approval on the specific drug/final creative to execute for a black box drug; Curator Ads editorial branding cannot be for a black box dug, but the 1A can be black box video creative; Help -seeking and Reminder Ad creative recommended for Bumper

products, Pause Ads & Custom Slate. Creative length subject to planning approval.

20


https://view-su2.highspot.com/viewer/ea48df0bb55e3cba3339613c0f4a8097
https://together.nbcuni.com/advertising/ad-innovation/
https://view-su2.highspot.com/viewer/65e780010fefcdf95197b4e8
https://view-su2.highspot.com/viewer/65e7607c2aa136841810a1c6
https://nbcuni.highspot.com/items/6978e57dd07b4c25ebd1a63c?lfrm=srp.0#2
https://nbcuni.highspot.com/items/6978e57dd07b4c25ebd1a63c?lfrm=srp.0#2
https://view-su2.highspot.com/viewer/65e760cf75df9a7ce98559ce
https://view-su2.highspot.com/viewer/65e760cf75df9a7ce98559ce
https://view-su2.highspot.com/viewer/65e78029007e91f0cdeb945e
https://view-su2.highspot.com/viewer/65e78029007e91f0cdeb945e
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03. Inform & Engage Through Streaming

Suite 2: Full Funnel with Commerce Innovations

Connecting to patients along the healthcare journey ® NECU c
through full-funnel commerce ad innovations for pharma

Commerce Innovation

s N
Awareness & Research
Spark interest, fuel diSCOVEI'y & action 3 5 0/ of consumers purchased prescription medications online
O in the past 12 months?

after acquiring information, uncovering treatment options, understanding implications all
while building connections with the brand / products

Xifoxan
Pause. Reflect. = .
Drive pharma brand awareness FaSt forward. r\ E Manage prescriptions or get
HON and product education via XIFRAN. Expors th fct oy Y, . more info on products via
Spotlight L Bar /(J Actionable Pause Ad

(full-bleed static ad during

(brand video wrap)

Direct 0, PG,

PMP caveats Min :30

content pause)

V4 Direct 10 .
. No video

Visit pharma brand / product
website for more information

Actionable

Burned-In Unit
(custom static brand ad)

Engage with pharma brands and

r products via QR code and CTA
T \ ==l o
Actionable Canvas Ad
(interactive turnkey ad with personalized
feel)
Direct 10, PG,

PMP caveats Min :30

a

8 (y Lift in search engagement + 1 8 O/ Lift in consideration intent
+ (0] for pharma brands? (0] for pharma brands?

Key: cTv Linear Mobile Web Targeting  Direct To* Buying Path Black Box Friendly — Black Box Caveats No Black Box Creative Length

BEEREE X

Source: 1. eMarketer; 2. NBCU Ad Impact Database 2017-2023;
PMP caveats: PMP only with Upfront buy and noncancellable terms

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

21


https://together.nbcuni.com/advertising/ad-innovation/commerce/
https://content-na1.emarketer.com/the-2025-healthcare-consumer

NBCUNIVERSAL

03. Inform & Engage Through Streaming
Best-In-Class Examples

Black Box-Friendly Ad Innovations Opportunities for pharma
brands to capture attention and enhance the viewer experience

f N N [

Spotlight Ad Engagement Ad Canvas Ad (Actionable)

Verzenio Vraylar x PCA Botox x Bravocon

Trivia ad in . 60s spot during
sponsorship of the Real Housewives
2024 People’s with a QR code
Choice Awards that drives to

Botox information

60s Verzenio spot
for the treatment
of early-stage
breast cancer

Verzenio Rinvoq x Below Deck

Trivia ad in
sponsorship of
Bravo's Below Deck
Down Under

60s Verzenio spot
for the treatment
of metastatic
breast cancer

Trivia ad in
sponsorship of
the 2025 Live
from E! Oscars
Red Carpet

\- J

All concepts are forillustrative purposes and subject to change pending editorial, legal or standards approvals. *Some content’s sponsorships take priority, in which case Spotlight advertisers will serve in best available positioning (e.a. 1B, 1C, 2A, etc);
**Requires legal approval on the specific drug & final creative
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Future-Proof Your
Media Strategies via

Audience,
Insights, &
Activation
Opportunities

Rising consumer demand for
privacy and increasing SPI
restrictions are at odds with
the category’s desire for a
data-driven approach.

As the future of pharma evolves,

eds to evolve t

Maximize
Scale & Precision

your media ne

Audience Targeting

* Privacyis
shrinking reach

* Opt-outs are accelerating
* |dentity is disappearing
* CTV leaves blind spots

* Fragmentation reduces
consistency

\.

N

J

7

\.

Content Alignment
* Relevance is at risk

* Brand safety matters

* Lost impact in non-
addressable supply

~

J

00

\.

Insights & Performance

Limited visibility into
patient audience

Outcomes are
under pressure

Future performance

is at risk

J/

Strategic Targeting Contextual Suite Insights & Measurement Suite

7

Measure What Matters

Brand recall & favorability
Search engagement

AN NN

Incremental & target reach

Consideration/ purchase intent

) (

+182%
Unaided Brand
Recall / Awareness

Advanced Audiences Impact for Pharma

+6%
Brand
Favorability

~\

+10%
Sponsorship
Favorability

For full capabilities,
please reach out to your sales lead

23
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04. Future-Proof Your Targeting Strategies

Maximize reach across all platforms where patients engage

Connecting with the full patient-care ecosystem

~ ~N e N\ p
NBCU's targetable Incremental targetable
ﬁ @ streaming footprint via @ streaming footprint via
1:1 audience targeting high-indexing NBCU content
\. J \ J
( p

Strategic Targeting
combines the accuracy of
audience targeting and the
scale of high-indexing
NBCU content to

future-proof your reach
0
ot

more targetable inventory-
plus state suppression-

L which means maximum reach
- J for your audience-based

campaigns
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04. Future-Proof Your Targeting Strategies

Contextual alignment matters more than ever for pharma

Without contextual alignment, campaigns risk wasted impressions and misplaced messages

Genre Relevant Genres (examples): |I’IdUStI'y Relevant Categories (examples):
Deliver ads within genres of Cateqories
editor-curated VOD content Reality . 9 : Food & Drink 0
from across NBCU's premium Allgn e , Healthy diet -Soup purchasers 7 2 /0
¢ : tfoll Below Deck -Love Island USA industry-relevant themes in
streaming portiolo curated VOD content from Medical Health of consumers say the
Sports NBCU’s premium streaming surrounding content
@ Direct 10 @ PG @ PMP WWE Open Championship portfolio to drive deeper Digestive health Oralcare impac"f_thei'; .
; : perception of ads
News viewer connection Family & Relationships
Dateline Morning News Now Family-oriented Young families

® Direct10 @ PG

“J/ " ne -3 *mxvt — (e) T —-pnsmos— Las Culturistas \\“
C UNBL SNLED Gmsn  wige FEE (BE) o tmMvs {wnea fusoren UVE piboord i
New! New!
Custom Inputs Emotional o
Powered by Al Thought Starters Alignment Thought Starters 6 9 A)
Align your brand’s creative Powered by Al of ConsSUMers are more
cues with key moments in Pain relief, celebrity partners, . . — Moments aligned to Masterbrand, ;
) , Build connections by aligning : - likely to recommend a
heal ts, | Corporate, or Help-seeking messaging
premium NBCU content to Rezf |tr)g m}smen s : your brand's emotional tone (e.q., relief, care. inspiration) brand they feel
boost relevance and etationship moments e ’ ’ connected to

with key moments in

drive action :
premium content

@ Direct 10 @ PG ® Direct 10 @ PG

25


https://nbcuni.highspot.com/items/683dd0322e37245c1cef543f?lfrm=shp
https://nbcuni.highspot.com/items/67f7dc9d93fc8f80926e0bb5?lfrm=srp
https://nbcuni.highspot.com/items/67e72bd77097e4c7cd79425c?lfrm=srp

Custom contextual for PHARMA & HEALTHCARE

“Pain relief moments”

"ol I

e sOS,

L i\‘lh

: A W
- - 30 Rock sn1,Ep7
A
- E

L -
rTes

-ﬂ ’(
- AN
7 R0 |+ I T .
|\ ey \ {5/ ! . , i - ! 1

'pain alleviation’ b L ) B ) A3 P . ) "
‘prescription pickup’ ,\‘ .o 1
‘medication’ > searianae “ no \\‘ ‘ - »
‘remedy’ \ \ .‘ } “

arch Resuits: \\ 'S < ,(

[ Concept

> 14:41/21:34

iy
Other examples - y B e | A
of episodes : — » ' ! |

detected:

SeMHBCUniversal | 26
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04. Future-Proof Your Targeting Strategies

Pharma targeting & measurement go hand in hand
The targeting you choose impacts

the measurement results you will see

What this enables

- - Diversify insights
Privacy-Minded . : L
N BC U ena b les b uy_ Audience Insights ﬁ Reach incremental audiences Wlth' insights power'ed by
. your data, trusted health partners’ data, or NBCU'’s data
and sell-side

partners to harness Agency Platorms | coloiee,
privacy-minded
Insights and prove

Explore new measurement

full-funnel outcomes G |
h . Full-Funnel H Unlock in-flight and post-campaign measurement
dClross t e Cd mpalg n Measurement opportunities through NBCU's partnerships using buy-side

I_ifecyCl_e enablement or NBCU-led studies

Agency Platforms Buy-Side Vendors Colllglblt:))?at\taion Sell-Side Studies
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04. Future-Proof Your Targeting Strategies

Ways pharma brands can activate
programmatically with NBCU on streaming

Live Sports & Events

Curated Content Packages

QA NG NIGHT

FOOTBALL
4%% ' Ten
——PREMIOS——

B AS?E:EM[ ;iﬁymmnyﬂ; uﬁ%ﬁ%ﬁw billboard

Popular on Peacock

ex. the office loveslnd yeLLowsTone
PRESIDENTS CUP"

Peacock Films
ex. Love HuRTs  [[JICKED

1N ROCKEFELLEN CENTER

peacock] DE LA MUSICA LATINA

Peacock Top 10 Rail
ex. Top 10 Shows or Movies Today

THE &% ,k.
NTU *‘; PEOPLE'S
ke LIVE  vwusoren "E5EE
FROM B AWARDS

Contextual Targeting

PMP with upfront investments PG deals

Burned-In Ad Drive authentic connections

and actions by aligning your
Immersive Ad

brand messaging with

Canvas Ad T i positive, brand-suitable

- = moments with new contextual
solutions powered by Al

Canvas Carousel Ad

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 :,

Peacock Shows

ex. %ﬁ POKER FPAGE mewlves 4'

NBCU Shows/Networks
oo BB E

Premium Live Events

Industry, Custom,

Emotional Alignment

via direct 10 and PG

Genre Contextual
via direct 10, PG & PMP

30 units (or longer) only
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—] Pharma Proven impact across client KPls
)

NBCU Pharma Campaigns - Test vs. Control

Unaided Brand
Recall
+23%

Unaided Ad Recall

Upper Funnel +57%

Ad
Recall
+14%

Brand
Familiarity
+167%

: Search Sponsorship
Mid Funnel Engagement Index Favorability
109 +347%

Brand
Favorability
+87%

Conversion to Brand

Conversion to +75%
Cat
Lower Funnel +2;90Fy

Conversion to Sales
+39%

Consideration Intent
+11%

New Customers
+98%

Brand Recommendation
+15%

Doctor Visits
+4%

Source: NBCU Ad Impact Database 2017-2025, 163 Campaigns across 65 Brands NBCU measured Pharma 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 competitive averages expressed as an index (109).
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NBCU enables measurement solutions across leading pharma
partners to tailor to your key KPIs across objectives

. 1:1 Data
Agency Platforms Buy-Side Vendors Collaboration

p
NBCU Measurement Opportunities

Sell-Side Studies

Awareness v

Brand Lift Study”
Brand Familiarity
Ad Awareness

Intent to Treat

Consideration

Search Engagement”

Real-Time Outcomes Measurement
(Attribution)*"

Site / App Visitation
(Incrementality)*"

Conversion

Real-Time Outcomes Measurement
(Attribution)*"

Site / App Visitation
(Incrementality)**

Rx / Dx Lift

Sales Lift (1P)*

\.

*In-flight measurement available for strategic targeted campaigns
*Requires client to permission data

Dedicated
NBCU Insights Team
provides:

Pharma category
consultation and
recommendations

Sponsorship and
audience impact analysis
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Pharma

campaigns across

more than one platform
are more effective

Pharma Category NBCU Campaigns:
Multi-Platform vs. Single Platform + 2 1 0/0

% Lift

Brand
Favorability

Source: NBCU Ad Impact Database 2017-2025, 106 Single Platform Campaigns v. 57 Multi-Platform Campaigns
Custom research, vendors vary. Average of test cells for 2+ platforms vs. single platform campaigns

VN O

+87%

Search
Engagement
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Pharma
Proven Peacock impact across client KPls

NBCU Pharma Campaigns - Test vs. Control

K

-4 1 5 0/0 Aided Ad Recall/ Awareness

+6% Consideration Intent

Source: :NBCU Ad Impact Database 2017-3Q25, Based on 35 NBCU measured Pharma campaigns across 20 Brands. Custom research, vendors vary. Average of
exposed vs. control cells for NBCU. Top 2 box. Volume in five minutes following ads airing on NBCU vs. same brand competitive averages expressed as an index
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Data-Driven Linear

Leading pharmaceutical
company saw a
lift in search

engagement thanks to
their NBCU DDL

campaign

Case Study

20X

lLift in search engagement
driven by Universo

H.2X

lift in search engagement driven
by Telemundo
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Case Study

Cross-Platform

National pharma 0
company is increasing +
prescriptions thanks 0

}Dci;n(e)i:nl]\l%iglOne Increase in new patient

Audience campaign

prescriptions

AP +38% oo

+14%
0 incremental search volume

vs. standard demo buy
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Pharmaceutical company
sees significant lift in

search engagement
from data-driven linear activation

[
D

The challenge:

A leading pharmaceutical company wanted to
drive search engagement for their prescription
type 2 diabetes treatment.

The solution:

We partnered with the client to run a data-driven
linear (DDL) campaign optimized to reach adults
18-64 who have type 2 diabetes or know someone
who has type 2 diabetes, followed by an EDO
study to measure campaign impact.

Results

+370

search

engagement
vs. non-NBCU
exposure

Case Study

+233K

more

searches
vs. category norms
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Case Study

. Results

Pharmaceutical company

sees significant lift in Treatmang TN

treatment intent &

conversion

from data-driven linear activation == 2% - 6 %
primary care dermatologist

] physician visits visits
M exposed vs. exposed vs.

unexposed unexposed

The challenge:

A leading pharmaceutical company wanted to
drive treatment intent and conversion for their Treatment conversion
prescription plaque psoriasis treatment.

The solution: conversion to

We partnered with the client to run a data-driven + 6 O 0/0 advertised treatment
linear (DDL) campaign optimized to reach a exposed vs. unexposed
custom Veeva Crossix consumer segment,
followed by a Veeva Crossix study to measure
campaign impact.
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Pharmaceutical company
sees significant lift in
new-to-brand

Prescriptions
rom data-driven linear activation

El

The challenge:

A leading pharmaceutical company wanted to drive
new-to-brand prescriptions (NBRx) for their bipolar
depression medication.

The solution:

We partnered with the client to run a data-driven
linear (DDL) campaign optimized to reach a
custom IQVIA consumer segment, followed by an
IQVIA study to measure campaign impact.

Results

+2%

incremental
NBRx lift

from DDL exposure

31%

of incremental
NBRXx

from DDL exposure,
which represented 12%
of total campaign
impressions

Case Study

+24%

higher
incremental
NBRXx lift

DDL exposure vs.
non-NBCU

1.4

shorter time

to convert
DDL exposure vs.
non-NBCU
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Pharma Category Resources

Category Landscape Strategic Media Insights & Opportunities Thought-Leadership

IBCUnIversal

ﬁot To ics for
Pharma Health?:are &
Quarterly Phalina
Update 1H'25

- —

4 Social
Older Audiences
&TV

i Determinants  §
The Future of of Health
Advertising:

Entertainment Ads

NBCUniversal
Regularly Updated Older Audiences & TV Reaching Healthcare
Category Updates

The Future of Advertising: Social Determinants of
Professionals with NBCU

Entertainment Ads Health & The Brand Role

Health is Universal Content Series
e

Pharma's Continued ’ ’I
Evolution y
¢ . :

The Shifting Video
Landscape

Pharma
Ad Innovations

HBCUniversal

HEALTH IS |
UNIVERSAL

sssssssssssssssssssss

Annual Pharma x

Ad Innovations Pharma Advanced
NBCU Playbook

for Pharma & Healthcare OPportunities &
Measurement

Relationship w/ Healthcare

b &5

NBCURiverasl

I
UNIVERSAL w 2

Y g @

Social Determinants Accessibility
of Health
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NBCU Pharma Category
Strategy Team:

Megan Ryan
Nikita Tolani
Melissa Perron
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NBCU campaigns work harder with the presence of linear and digital components

Stronger Full-Funnel Impact for Brands with
Cross-Platform Elements

Among exposed viewers; lifts benchmarked to digital linear campaigns

M Linear M Digital + Linear %
| igi | 63% 66

*vs. linear only

Unaided Ad Recall / Awareness Unaided Brand Recall / Awareness Brand Favorability

Source: Internal DM&I Ad Impact Dashboard (Ad Hoc Vendors).

Consideration Intent
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Pharma & Healthcare Awareness Dates in 2026

National Blood
Donor Month

AAPI Heritage Month

Arthritis Awareness Month

Thyroid
Awareness Month

Multiple Sclerosis
Awareness Month

Mental Health Awareness Month

National Childhood Obesity
Awareness Month

( Cultural Dates )

( Healthcare Dates )

National Psoriasis
Awareness Month

Awareness Month

Lung Cancer

Nat'l Pharmacist Day

American Diabetes
Alert Day

National Asthma & Allergy
Awareness Month

International Self Care Day

National Sickle Cell
Awareness Month

National Diabetes Month

Maternal Health
Awareness Day

National Doctors’ Day

National Nurses Week

World Hepatitis Day

National Hispanic
Heritage Month

National Family

Caregivers Month

American Heart Month

Medicaid Awareness Month

Pride Month

National Immunization

National Breast Cancer

National Influenza

Awareness Month

[ Awareness Month

Vaccination Week ]

Black History Month

National Parkinson'’s
Awareness Month

National Cancer
Survivors Day

World Lung Cancer Day

National Eczema
Awareness Month

World AIDS Day ]

National Cancer
Prevention Month

National Public Health Week

World Sickle Cell Day

National Black HIV/AIDS
Awareness Day

World Mental Health Day

World Psoriasis Day
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Future-Proof Your Targeting Strategies

( )
Contextual targeting Contextual targeting
Deliver your ads in editor-curated genres across Align your brand with industry-relevant themes in
NBCU'’s premium streaming portfolio, serving relevant curated VOD content from NBCU's premium streaming
messaging that resonates with viewers and boosts portfolio to drive deeper viewer connection.
campaign impact.
Relevant genres: Relevant categories:
(= 4 ([ ﬁ’-’:-\\ 4 @%\
A @ (e) x (2 5
Reality Crime/Drama Entertainment Food & Drink Hobbies & Interests Healthy living
-Below Deck -Law & Order SVU -America’s Got Talent -Healthy diet -Music enthusiasts -Running/Jogging
-Love Island USA -Long Bright River - Watch What Happens -Soup purchasers -Video gamers -Probiotic shoppers
Live
\_ L 2ANE J
e —~ N o)
“© . - Family & o
Sports News Comedy Medical Health Technology A .
WWE Dateli Poker F Relationships
- —upatetine - FOKer race . . .
- Open Championship -Morning News Now - The Office - Digestive health ~Fitness & Health -Family-oriented
-QOralcare Tech Users Youna families
—-Wearable devices 9
N L L )
. S
// e CLIRISTMAS “THANKGONTNG BAY” reoIeE. Blé\) © EMMYS : I_I“E billboard  CULTURE \\\
k‘ NHA S N Lm M ROCKEFELLER CeNTe ) _T_H_AN;EEI:&I:EM_‘! ang (\r_ IQE[I‘)J ];-F EIKJB(E{[‘(Y WNBA Ylm“ FROM B DE LA MUSICA LA:NA AWARDS /“

Relevant genres and categories generated from the example audience “Severe Uncontrolled Asthma Sufferers or Likely Filled an Rx in the last 12 months”, Acxiom


https://nbcuni.highspot.com/items/683dd0322e37245c1cef543f?lfrm=shp
https://nbcuni.highspot.com/items/67f7dc9d93fc8f80926e0bb5?lfrm=srp
https://nbcuni.highspot.com/items/67e72bd77097e4c7cd79425c?lfrm=srp
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Al-powered

Contextual targeting by...

s

Emotional alignment

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

Overview using Moments of Relief:

l

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, Parks & Recreation
metadata (themes, tones,
values) to find aligned
NBCU content

\ J J
Example Creative Types
Masterbrand J{ Corporate J{ Help-Seeking J

J

Future-Proof Your Targeting Strategies

Custom

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

Overview using Pain Relief & Healing Moments:

01.

Using Al, scan

Peacock content

for thematically relevant

moments

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

Additional Examples:

Celebrity Relat|onsh|p
Partners Moments

02.

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

* Shows include:

St. Denis Medical, Scrubs,
Brilliant Minds, Superstore

Alzheimer
Caring
Moments

Asthma
Trlgg er
Moments
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Future-Proof Your Targeting Strategies

Al-powered

Contextual targeting by...

Custom Emotional alignment
Align your brand'’s creative with thematically relevant Build authentic connections by matching your
moments for pharma across NBCU's premium content pharma brand’s emotional tones / themes to
portfolio to drive meaningful engagement and inspire resonant key moments across NBCU's
action. premium streaming content that inspire
engagement and action.
Overview using Pain Relief & Healing Moments: Overview using Moments of Relief:
( N

01. 02. 01. 02.
Using Al, scan Deliver specific creative Using Al, NBCU ingests Deliver specific creative
Peacock content with episode-level your brand'’s creative to with program-level
for thematically relevant targeting of thematically identify emotional cues to targeting thematically
moments relevant moments match across NBCU aligned to your ad creative
* Al-powered technology * Shows include: content * Shows include:

scans for bespoke inputs St. Denis Medical, Scrubs, * Al-powered technology Top Chef, Below Deck, The

(video, audio, and images) Brilliant Minds, Superstore analyzes ad creative and Office, Parks & Recreation

at a frame-level to identify + Genres include: Comedy, metadata (themes, tones, + Genres include: Comedy,

episodes Reality, Drama values) to find aligned Reality, Docuseries

NBCU content

N AN J

Additional Thought-Starters: Celebrity
partners, Healing moments, Relationship
moments

Additional Thought-Starters: Masterbrand, Corporate, or Help-seeking
messaging

47
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