THE GLP-1 EXPLOSION

Understanding the landscape, the stakes,
and the power of premium video for Pharma & Healthcare




The GLP-1 Landscape

The Power of Premium Video
for Pharma & GLP-1s

NBCU Considerations
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GLP-1 Defined

Whatis a GLP-17? What Conditions do GLP-1s Treat4

Type 2 Diabetes

Glucagon-like Peptide-1 (GLP-1) @
agonists are medications that help

lower blood sugar levels and

promote weight loss'

CURRENT

Chronic Weight Management

Brand Name GLP-1s Compounded GLP-1s 5 Cardiovascular Sleep Apnea
are FDA-approved using were developed in response 5
auto-injectors and now oral to supply shortages, and are é _ '
pills (e.g., Wegowy, not FDA-approved, though the = Kidney Disease PCOS
Zepbound, etc.)? ingredients are (sold by co’s o
like SN % Liver Disease Substance Abuse

S : 1. Cleveland Clinic; 2. Harvard Health Publishing; 3. Brown University Health; 4. Nationall ibrary of Medicine
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https://my.clevelandclinic.org/health/treatments/13901-glp-1-agonists
https://www.health.harvard.edu/staying-healthy/glp-1-diabetes-and-weight-loss-drug-side-effects-ozempic-face-and-more#:~:text=In%20people%20with%20type%202,and%20how%20they%20are%20taken.
https://www.brownhealth.org/be-well/compounded-weight-loss-medications-what-are-they-and-what-are-their-risks
https://pmc.ncbi.nlm.nih.gov/articles/PMC12303005/#:~:text=The%20approval%20of%20liraglutide%2C%20semaglutide,gallbladder%2C%20are%20still%20being%20explored.&text=Additionally%2C%20weight%20regain%20after%20treatment,directions%20for%20optimizing%20their%20use.

The GLP-1
WEIGHT LOSS EXPLOSION

Is in full swing, and it’s only the beginning

18%

of US adults have tried a
GLP-1 as of 2025'

43% 7%

of people with obesity who of all scripts inthe US are
have nottried GLP-1s are GLP-1 drugs in 20252
interested in taking it’

Source: 1. KEEviaeMarketer; 2. Truveta Research; 3. American Medical Associate;

+500%

risein consumer spending
on GLP-1s (2018-2023)3


https://content-na1.emarketer.com/glp-1-drugs-expected-drive-2026-pharma-sales
https://www.today.com/health/diet-fitness/new-weight-loss-drugs-amylin-retatrutide-pills-glp-1-monthly-rcna254460
https://www.ama-assn.org/public-health/behavioral-health/spending-glp-1s-has-grown-dramatically-here-are-details

S

DID YOU KNOW? & oLP-1
GLP-1s have been around R -croounc Point

&" Approval for chronic

SIﬂCe the 1 9808 \ ? (vmiivg;;)management

N

Approval for
Type 2 Diabetes o

I
GLP-1 APPROVALS
(May '22) -

TIPPING-POINT CATALYSTS

Balancing health

plus appearance-

Approvalfor led choices

chronic weight LB Viral Social Media
m‘anagement, 7 Trend = Supply
Injectable shortages >
(Jun‘21)

Approval for

compounded

Type 2 GLP-1s enter
Diabetes Off-label usage market
15t GLP-1 - (Dec’17) ‘ sur.gesfor
approval for J 2l weight loss
__~ chronic weight e
,,/’/ management -7
- (Dec “14) J,—*’
1t GLP-1 -
FDA approval - | Pl
for Type 2 Body Positivity
Dllelbmics trend on |G
(Apr‘05)
GLP-1s
first discovered
2017 2021 2022 PIPLT . ............................ >
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H OW d Id “There's a huge 0 ¥
GLP-1 s TAKE OFF? pipeline of new 700 /0 +

medications that

are coming,” # of ppl without Lowers risk for heart
: - : — ’ Diabetes using GLP- attacks and stroke +
Increases in societal/cultural influence il Dr. Melanie Jay 1s for Weight Mgmt. systemic issues
and R&D, improved access and overall NYU Langone Director (2019-2023)!
. ‘» . 4
health, lit the GLP-1 match on Obesity Research

FDA APPROVALS RISING OFF-LABEL USAGE/SCRIPTS BETTER HEALTH RIPPLE EFFECT

Society & Culture %

A 43% 1/3 -30% 4x

of companies with 5K+ of GLP-1 users with in direct-to-consumer growth in telehealth
employees now cover <$45K HHI; prices stemming from companies that
weight mgmt. GLP-1s 44% >$75K8 pricing pressure & offer GLP-1s for WM
(+15% 2025 vs. 2024)° expected to drop further’ (2025 vs. 2023)8

CELEBRITY USAGE SOCIAL INLUENCE? MORE COVERAGE BEYOND THE WEALTHY LOWERPRICES TELEHEALTH SURGE

Did you know? Google search terms for

Ozempic Splked in 2023, GLP-1sin 20253 Source: 1. Brlish Medieal laumal; 2. D lea Candle TkTok ; 3. Google Search Terms; 4. DrMelanie layan TODAY; 5. KEE Employer Health Benefiis Suney 2025, 6. BTIG suneyiaYaho! Einance; 7.MBR; 8. MediaRadar, Compgnylebsites -


https://www.bmj.com/content/386/bmj.q1645
https://www.tiktok.com/@drjencaudle/video/7479895229022293294
https://www.tiktok.com/@drjencaudle/video/7479895229022293294
https://www.healthsystemtracker.org/brief/perspectives-from-employers-on-the-costs-and-issues-associated-with-covering-glp-1-agonists-for-weight-loss/#Percentage%20of%20large%20firms%20whose%20largest%20plan%20includes%20coverage%20for%20GLP-1%20agonists%20when%20used%20primarily%20for%20weight%20loss,%20by%20firm%20size,%202025
https://finance.yahoo.com/news/survey-shows-1-3-glp-125623044.html
https://www.npr.org/sections/shots-health-news/2025/11/06/nx-s1-5599122/wegovy-zepbound-price-deal#:~:text=The%20current%20medicines%2C%20given%20by,and%20$449%20for%20higher%20doses.

As popularity for GLP-1s increased,

SO DID MEDIA INVESTMENT
+11%

GLP-1 Media Spend

5-year CAGR for GLP-1 media
spend 2020-2025
+64%

growthin
2025vs. 2024

$693M
e Telehealth -+
$567M °
Rx
— # of Brands Growth in the number of
cos advertising GLP-1s
2025vs. 2024
100% 99% 98% 96% 92% 88%
2020 2021 2022 2023 2024 2025
Top Pharma Brands (2020-2025) Top Telehealth Brands (2020-2025) I 1 2!
(o] . _—
YEELSUS '
mj. P PZFMF-TC d 1k bl ection 24 himsike mOOhI Share gained by telehealth
i Type 2 Diabetes Type 2 Diabetes LS G A HEELTH Compames offering GLP-1s
2025vs. 2020
% mounjaro e Account for 83% of telehealth spend
Type 2 Diabetes Weight Mgmt.

Source: MediaRadar, 2020-2025; Weight Loss/Two 2 Diabetes GLP-1s
¢ deNBCURiversal | 7



KEY HAPPENINGS

When it comesto GLP-1 ad spend,

TELEHEALTH BRANDS ARE LEANING MORE INTO PREMIUM VIDEO
to align with pharma’s launch playbook

Premium Video Spend Driven by Cultural Moments Influx of Telehealth Players Driving Performance Spend

New Launch Expanded Approval Lower-Cost Compounded Brand- name GLP-1s More brands
for Weight Mgmt. into Cardiovascular Options GLP-1s Launch start being offered enter the market
Zepbound Wegovy Introduced e.g., Hims & Hers, Ro e.g., Zepbound x Ro
9% 13%
36% 5%
0
46%

GLP-1s Media Mix

. Share of Spend - 100%
91% o Premium Video Vs. 86%
6 Performance
0,
63% 54%
2023 2024 2025 2023 2024 2025
RX TELEHEALTH

2 Pharma Brands in 2025 (Lilly & Novo) 38 Telehealth Brands in 2025 (Hims & Hers, Ro, Mochi)

LEGEND Premium Video Performance Other

Source: MediaRadar, 2020-2025; Weight Loss/Two 2 Diabetes GLP-1s
E d%NBCUniversal | s



CREATIVE EXAMPLES

As the market becomes more crowded, demand increases, & acceptance rises,

CULTURAL MOMENTS ROOTED IN PREMIUM VIDEO
HELP GLP-1S STAND OUT & DRIVE BROAD REACH

DID YOU KNOW? GLP-1 spend on sports linear networks doubled in 2025 vs. 2020 as brands lean into culture

DA

Sports =

FOR ADULTS WITH OBESITY

EIGHT

LIVE LONGER

epnmmnsnoﬂo cwmlcmhhuos
jectable prescription medicine to help adults with obesity, or

Novo Nordisk’s Super Bowl spot Eli Lilly’s Zepbound ad ran during Hims & Hers’ 2026 Super Bowl ad Ro’s Super Bowl spot features brand

for its new Wegovy pill features the Super Bowl pre-game and tackles health affordability and ambassador, Serena Williams, to
multiple celebrities %ﬂ streaming coverage nods to its compounded GLP-1s highlight the benefits of GLP-1s
novo nordisk” C%%' h.ims &hers r o

ultural Trends v
e,

i Lilly’s “Big Night” ai : Novo Nordisk leaned into R
= Bl'g pal alrgd dL.erg nostalgia with its 2026 Ozempic
the Oscars in 2024, taking aim at : S

_ campaign that takes inspiration
the cosmetic use of GLP-1s,

_ . from Apple’s “Get a Mac”
sl i Heliote campaign from the early 2000s

#eNBCUniversal | 9


https://www.fiercehealthcare.com/health-tech/hims-hers-sees-650-spike-traffic-following-super-bowl-ad-clash-over-compounded-glp-1s
https://ro.co/press/super-bowl-2026/
https://www.fiercepharma.com/marketing/novo-adds-star-studded-first-super-bowl-ad-wegovy-pills-dramatic-rollout-blitz
https://www.ispot.tv/ad/gn5Y/zepbound-watch-this
https://www.mmm-online.com/news/ozempic-pays-homage-to-an-iconic-apple-ad-with-new-spots-featuring-justin-long-and-john-hodgman/
https://www.fiercepharma.com/marketing/eli-lilly-oscars-its-sights-calls-out-stars-who-use-glp-1-drugs-fit-dress-or-tux

And looking ahead,

the GLP-1Industry is set to
ACCELERATE FURTHER

More Drugs More People More Sales ...and the
Enter the Market Expectedto Try Driven by the US... Most Popular Drugs

$126B || $100B

~16 1in4

GLP-1 drugs from 7 pharma US adults are expected to
companies likely by 2032 have tried GLP-1s by 20302
compared to 8 drugs from 2
companies in 2026’

GLP-1 sales estimated In sales projected from just 5
by 2029, 30% CAGR metabolic diseases drugs
(2023-2029), with surge by 20304

mainly in US?

Source: 1. FDA Approvals + Pharma Co Pipelines; 2. Bain; 3. L1BS; 4. Evaluate; 5. Galdman Sachs via CNRC
deHBCUniversal | 10


https://www.bain.com/insights/weight-loss-drug-users-spend-less-on-groceries-fast-food-snap-chart/
https://www.ubs.com/global/en/investment-bank/insights-and-data/2024/glp-1-a-medication.html
https://www.evaluate.com/press-release/evaluate-releases-2030-forecasts-for-global-pharmaceutical-market/
https://www.cnbc.com/2025/08/26/how-glp-1s-wegovy-zepbound-are-reshaping-the-economy.html




MARKETPLACE INSIGHTS

Premium Video, especially TV, continues to be a TOP SOURCE
for medication awareness, education, and action

A trusted source when healthcare decisions matter

TV Is ASource Of Discovery
For Healthcare Information

Top3 +50%

TV ads rank as a top-3 TVis more likely to be a
source for learning about source of discovery for

Healthcare Ads
Drive Patient Actions

61%

Of Americans take action after being
exposed to healthcare advertising including

8 &l

prescription drugs healthcare info vs. social

a Gl

TV Ads #3)

Made an Refilled a Visited health
appointment to prescription (10%) information
see a doctor (10%) website (8%)

Doctor or healthcare Health information
professional 1) website / app (#2)

Source: Trustand News in 2024 - Where Americans Stand; YouGov Trustin Media 2025 Key Findings; MRISimmons Fall 2025
B I SeMBCURiversal | 12



PHARMA INSIGHTS
And as a top source for action,

PREMIUM VIDEO DRIVES CONSIDERATION FORPHARMA
via Branded Search

7

Other Media Tactics
18%

Other Media Tactics
16%

delivering impact in line with spend,
led by NBCU'’s strong performance

Premium Video — ® S Premium Video

+ 1 4 0/0 MORE LIKELY TO SEARCH ®
for GLP-1 brands online after
campaign elements air on NBCU

+5% for overall vs. competitive networks
pharma brands

vs. competitive networks

1 :1 . 7 AD MULTIPLIER

GLP-1 ads required competitively
1.8 for overall to generate same search impact
pharma brands as ad elements on NBCU

vs. competitive networks

Premium Video punches its
weight, delivering mid-funnel
impact in line with investment.

INVESTMENT CONSIDERATION
Share of Media Wallet Share of Media Driven Search

Source: Gain Theory MMM Study — Pharma Category across 3 brands with 3+ year lookback period, average ofcategory levelperformance. EDO. Measured Prescription Pharmaceuticalbrandson NBCU Linear Networks (2025FY)

deHBCUniversal | 13



PHARMA INSIGHTS

Premium Video propels
GREATER INCREMENTAL PRESCRIPTIONS

per impression, with strong short-term impact for the category across linear & streaming

Premium Video Linear Streaming l
. . | ) | 17
Linear + Streaming = Cable + Broadcast PPN AVOD — I
vs. social vS. social vS. social

Effectiveness = The incremental prescriptions for every advertising impression

deHBCUniversal | 14



PHARMA INSIGHTS

Premium Video demonstrates
STRONG SUSTAINED GROWTH FORPHARMA @

per impression, with strong short-term impact for the category across linear & streaming

Long Term Long Term

Effectiveness Multiplier

3.5x +29% +9%
Higher Premium Video Premium Video Premium Video
Effectiveness in LT vs ST vs. Social vs. YouTube

Effectiveness = The incremental prescriptions for every advertising impression

i +yearlookbackperiod. Short- Term defined as 3 months
> SeMBCURiversal | 15



KEY TAKEAWAYS
Premium Video as the foundation for growth for Pharma & GLP-1s

Greate.r
Script
Conversions

for Pharma in the short term

The Top Source Key Driver of
for Medication Awareness, CO I’]SIderatIOﬂ

Education & Action via Branded Search

Sustained Cutting Premium Video
Growth Reduces Overall

through brand & engagement Pe rfOrmaﬂCG

deHBCUniversal | 16



NBCU’s BEST=IN-=-
CLASS CONTENT &
CAPABILITIES drive
stronger performance

for advertisers

NBCU’s premium tactics &
offerings drive its performance

NBCU Overall vs.
+ 1 1 0/0 Competitive Premium
Video Short Term Efficiency

Efficiency = The incremental sales for every advertising dollar spent

CROSS-CATEGORY INSIGHTS

vs. NBCU Overall

| Peacock
Short Term Efficiency

| Big Events
Short Term Efficiency

| Advanced Audiences
| Short Term Efficiency

| Ad Innovations
Short Term Efficiency

Source: (1) ROAS TransUnion MMM Study - Insurance and Finance Category across 24+ brands with 3+ year lookback period, average of category level performance (2) Short Term Efficiency Gain Theory MMM Study — average across QSR, Retail, and Pharma Categories

deHBCUniversal | 17



We have a TEAM OF j Award-winning, CREATIVE
EXPERTS who

& MARKETING teams
understand the pharma @

who help drive your
& Healthcare landscape business forward

Crafting Fostering

Sharing
Bespoke Continued

Delivering

Industry Award-

Pharma Learning

Insights & Winning
Solutions

Trends Partnerships




Leverage the Power of NBCUniversal’s Content & Audiences to Drive Impact for your Brand & Business

2026 OPPORTUNITIES FOR PHARMA & GLP-1S

Strategic Recommendations Key Audiences Innovation

Leverage the Power Of NBCU’s Content & Reach & Engage Healthcare Professionals Stand Outin a Crowded Marketplace
on NBCU via Ad Innovations

4 ' a
REhACH HEALTHCARE PRONFQEESIONALS WHERE THEY’RE WATCHING k i . ‘
wit 2 footprint J ‘ I

poa—
Pharma
Ad Innovations

Achieve Scale & Precision, While Stay Top-of-Mind with
Measuring Full Funnel Impact Multicultural Audiences

T
u's, 0 ‘3.

Align with Brand Suitable Contextually
Relevant Content on NBCU Streaming

Custom contextual for PHARMA & HEALTHCARE
“Pain reli =

NBCUniversal

FUTURE-PROOFING 3 \ ; The Hispanic Pharma
PHARMA MEDIA IN A | 2 ‘ Opportunity
DATA PRIVACY ERA = e -

or of

NBCUniversal

deHBCUniversal | 19



THANK YOU!

For questions, please reach out to the

Pharma & Healthcare Category Strategy Team:
Megan Ryan, Nikita Tolani, Melissa Perron, Melissa Roth

Sh




Current Pharma Companies w. GLP-1s
Lilly & Novo Nordisk - 2

Current GLP-1 Brands

ategory GLP-1 Implications

deHBCUniversal | o1


https://nbcuni.highspot.com/items/69b82558415dfc32e61a6999?lfrm=shp.0
https://nbcuni.highspot.com/items/69b82558415dfc32e61a6999?lfrm=shp.0
https://nbcuni.highspot.com/items/69b82558415dfc32e61a6999?lfrm=shp.0
https://nbcuni.highspot.com/items/69b82558415dfc32e61a6999?lfrm=shp.0

The GLP-1 Landscape is =

EVOLVING IN REAL TIME 0=
% FIERCE -
sF Atlantic
arma
Novo to knock down Ozempic, Wegovy list prices GLP-1 Envy Was Just the Beginning

next year, but self-pay channels unaffected

Bloomberg .. REUTERS

N > Hims & Hers | . Wil —

Weight Management Drugs in the Headlines Post Big Game
¢ & € ¢ deHBCURiversal | 22


https://www.reuters.com/business/media-telecom/weight-loss-drugs-compete-biggest-stage-with-super-bowl-ads-2026-02-07/
https://www.reuters.com/business/media-telecom/weight-loss-drugs-compete-biggest-stage-with-super-bowl-ads-2026-02-07/
https://www.reuters.com/business/media-telecom/weight-loss-drugs-compete-biggest-stage-with-super-bowl-ads-2026-02-07/
https://www.reuters.com/business/media-telecom/weight-loss-drugs-compete-biggest-stage-with-super-bowl-ads-2026-02-07/
https://www.bloomberg.com/news/articles/2026-03-09/novo-drops-hims-hers-lawsuit-and-will-sell-wegovy-on-website
https://www.bloomberg.com/news/articles/2026-03-09/novo-drops-hims-hers-lawsuit-and-will-sell-wegovy-on-website
https://www.theatlantic.com/health/2026/02/hims-hers-super-bowl-ad-billionaires/685927/
https://www.theatlantic.com/health/2026/02/hims-hers-super-bowl-ad-billionaires/685927/
https://www.theatlantic.com/health/2026/02/hims-hers-super-bowl-ad-billionaires/685927/
https://www.fiercepharma.com/pharma/novo-knock-down-ozempic-wegovy-list-prices-27-self-pay-channels-unaffected
https://www.fiercepharma.com/pharma/novo-knock-down-ozempic-wegovy-list-prices-27-self-pay-channels-unaffected
https://www.fiercepharma.com/pharma/novo-knock-down-ozempic-wegovy-list-prices-27-self-pay-channels-unaffected
https://www.fiercepharma.com/pharma/novo-knock-down-ozempic-wegovy-list-prices-27-self-pay-channels-unaffected
https://www.fiercepharma.com/pharma/novo-knock-down-ozempic-wegovy-list-prices-27-self-pay-channels-unaffected
https://www.fiercepharma.com/pharma/novo-knock-down-ozempic-wegovy-list-prices-27-self-pay-channels-unaffected
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