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TVNZ+ is N2Z’s largest BVOD
platform.

TVNZ+ has grown from a catch-up service to a true destination for local and international content.

1.184M 7.0M+ 195K+ 1.29M+

Average Weekly Average Average Weekly Average Weekly
Reach’ Weekly Live Stream Live Streams
Streams Reach’

Source 1: Nielsen CMI: Q1 22 - Q4 22. VOD Base: All People 15+, Accessed TV/Video/Movies online in the last 7 days. Source 2: Google Analytics; AP13+; 1/04/22-29/4/23. Average weekly streams. Source 3: Google Analytics; AP13+;
1/04/22-29/4/23.. Average weekly live streams and reach. Livestream only.



TVNZ+ houses big and bold international content, showcases new
local shows and all the best content from TVNZ 1, TVNZ 2 and TVNZ
DUKE.

It’s available on all major devices, whenever and wherever you want
It

Source: Nielsen CMI (Q1 22- Q4 22).



TVNZ+ is a brand safe environment featuring professionally
produced content. We have a constant focus on experience and low
ad load.
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We're the leaders in local as we continue to invest in content that resonates with
our audience.

TVNZ+'s local content is a point of difference compared to global online
competitors.
We prioritise investment in local news and entertainment, maintaining TV
audiences and growing digital reach.
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TVNZ+ REACHES OVER 1.18 MILLION
KIWIS ON AVERAGE EACH WEEK

Weekly Online Video Usage
AP 15+
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Source : Nielsen CMI. VOD Base: AP 15+ accessed TV/Video/Movies online in the last 7 days,

92023 TVNZ N.B. ThreeNow* includes Choice TV on Demand, Bravo TV For CMI Q121 - Q4 21, CMI Q2 21 - Q1 22, CMI Q3 21 - Q2 22. Only Reported as ThreeNow for Q4 21 - Q3 22

and Q122 - Q4 22.




We're reaching more viewers and they're
watching more content than ever before

TVNZ+ (VOD & Simulcast) Weekly Streams - AP13+
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Source: TVNZ / Google Analytics, AP13+ Average Weekly Streams TVNZ+ VOD & Live stream

2022
Avg. Weekly Streams

6.6m

+12.3% YOY

2023 YTD
Avg. Weekly Streams

7.7m

+20.8% YOY

tvnz+



THE POWERHOUSE OF CTV
accounting for over two thirds of monthly streams

Monthly Streams by Device Category
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68%
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Source: TVNZ / Google Analytics, AP13+ Monthly Streams & Reach by Endpoint TVNZ+. 68% CTV/23% Mobile App/9% Desktop ave. monthly streams. Jan-Apr 2023
Ave. Monthly Reach 2023 = Jan-April 2023
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VIEWERS AGED 25-54

make up the majority of the TVNZ+ audience
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Source: TVNZ / Google Analytics, AP13+ Monthly Average Reach by Demographic TVNZ+ past 13 months: 01/01/2022- 28/02/2023. TVNZ 1, 2, Duke Source: Nielsen TAM, consolidated, TBC. TVNZ+ Source - Google Analytics AP, 2022

As the number 1 channel in NZ TVNZ1
resonates with those aged 45+

Both TVNZ 2 and TVNZ Duke are strong with those
aged 25-64

Livestream and TVNZ+ are
strongest with those aged 25-54

TVNZ+ and TVNZ 2
resonate best with

those under 24 ‘ ‘

Under 18 18-24 25-34 35-44 45-54 55-64 65+
Livestream ®TVNZ+ TVNZI TVNZ2 DUKE
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Livestream



Livestream advertising is the first ste
to the future of personalised TV advertisin




TVNZ+ livestream combines the reach &
attention of TV viewing with the relevance
S measurement of digital advertising




TVNZ+ livestream is the opportunity to reach
audiences following linear viewership trends

Average Livestream

BTVNZ1 mTVNZ 2 mTVNZ DUKE

Source: Google Analytics, Live Stream Dashboard: Applied Filters Date is on or after 01/1/2023 and is before 30/4/2022 :Day Name is Sunday, Monday, Tuesday., Wednesday, Thursday,
Friday, or Saturday, ViewType is Live. *Average Stream Time does not include ‘ad watch time’ or ‘pause time’ only time watching content.



Livestream delivers an alternate skewing
audience to TVNZ+
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Source: TVNZ / Google Analytics AP, Live Streams average weekly reach past 13 months: 1/04/22 - 29/04/223
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TVNZ+ Network Buy

Available Direct or Q ﬂ

Programmatic Q

Advertising on TVNZ+ brings awareness, recall and help
you tell your story in a platform that demands
attention.

The TVNZ+ Network Buy optimises TVNZ+ platform
reach across VOD and Live Stream content across
every device type.

Benefits: Non-skippable video inventory, Low-ad load
(VOD), Studio quality content, Brand Safe & High Co-
viewing environment (i.e Connected TVS)

Durations available: 15, 30, 45 & 60 seconds (lo
durations available upon request).

Targeting: Age, Gender, Regional Geo, Fr
capping, Behavioural, Device and Tim




TVNZ+ Live Stream Ad Insertion

Available ONLY as a Network buy across TVNZ+ &
Livestream Inventory

Live Stream Ad Insertion is the best of
Wit Mo il o b ocisliiosinsioiogice i both worlds. Combining the can’t-miss
=) Watch TYNZ 1 nowv moments of Live TV with the
27 cetnto e sory addressability and measurement of digital.

Here Come The Gypsles
9:35pm - 10:35pm

.Gy v der s o i Durations available: 15 seconds or more.

rabbit hunt as he needs food to feed the
family. Percy and his family are living in 2

o masisce et Longer durations may be accepted as a
Livestream only buy.

A—— o , Targeting: Age, Gender, Freguency
e T S e e l Capping, Channel & Time

> © ONAR <2 3]

Benefits: Non-skippable video inventory,
K INncremental reach to linear buys

\@ J,

Available Direct or ‘O ﬂ

Programmatic Q



TVNZ+ Daily Video Reach Blast

The TVNZ+ Daily Video Reach Blast is a great way to
support campaign/new product launches and
limited time offers; delivering 1+ reach at scale in a
trusted, brand safe, viewable environment on New
Zealand’s #1 BVOD platform.

Your brand message will be delivered to all TVNZ+
iIndividual profiles across all content and all devices
for the day booked - delivering on average 175k ey,
reach/impressions (not guaranteed). : '
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When taking into account the TVNZ+ co-viewing
factor of 1.63 the true campaign reach is est.
285,250, offering more eyeballs and greater cost
efficiencies.

The TVNZ+ Daily Video Reach Blast was previously known as the TVNZ OnDemand True First.

. . Est. daily Impressions based on April-June-22, delivery is not guaranteed. Reachis deduplicated using TVNZ+ user login information. Due to how the TVNZ+ ad calls are made your video
A val | a b | e D ilrec t may be delivered in pre or mid-roll, throughout the viewer's first stream. The TVNZ+ Daily Video Reach Blast excludes kids content and will be delivered to profiles aged 13+. Video

duration must be 30sec or less, if you are seeking approval for a longer duration or the inclusion of kids content/profiles please reach out to your TVNZ Business Manager.



TVNZ+ Ad on Pause

Advertising with a digital billboard....in the
living room

The Ad on Pause represents a unigue

o Y PA“SE Fun A opportunity to present a relevant display

9 | > /
NYE ©
I
3

z q’ * SNAGK * message to viewers when they pause their

content for a short break.

Pic's xVOGE® Advertisers are using the format to
I | l | l l | l l l l l l ‘ connect directly with TVNZ+ viewers using

fun and creative messaging at a unigue
moment of pause.

e )
\X—B Available across Desktop and Connected
TV Streams

Available Direct or 0 ﬂ m+
Programmatic Q



ASTE WHILE COOKING}

3 -\_l - R §

ANIMATES
While you're paw-sed

®

Save

at least 15%

+ Free Delivery
on every

repeat order.

Ad on Pause Creative Examples

Scan to start
your order

{\ CRUISE

T0 BOOK
YOUR TICKETS.

© EBE  IFAST

Press the button to
make sure your

smoke alarms work.

Stay connected on the big @ Hyunonl
screen, at home and away. All-new Tucson.

The all-new Tucson Limited has @ 10.25" multimedia Cutting edge.
touchscreen display that connects apps, maps, music ' 4|

Great Tasta Trail | &
Nelson Tasman

1005 PURE
- NEWZEALAND

\GHp,
Sewrh

GOOD ON
YA MATE



Ad on Pause Creative Examples
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KFC

HOTTER
unSHOW

mcmswnonzmss_g_ﬁ. =
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(3 ORDER NOW KFC.CO.NZ

vl

KETCRUP, | Wi
CATCH UP. ‘e
ON NOW!

“E'.NZ .— —————
THICK, RICH, TASTY

—, WHEN THERE'S

7 N0 SEASON TWI] KEEP WATCngG /ﬂﬁ

 WE DELIVER. %)

Time for a 'break? ({3




TVNZ+ Activate Audience Amplifier

TVNZ reaches a mass audience every day and we continue to find ways to help you
reach the audience you're looking for.

TVNZ+ Audience Amplifier uses defined segments of viewers to target based on TVNZ+
user information and their viewing behaviours.

Using independent Nielsen CMI data, the makeup of each audience segment has then
pbeen substantiated and supported.

You can now target these defined behavioural audience segments on TVNZ+. TVNZ has
the ability to create custom Audience Amplifiers to brief

Available Direct or O ﬂ m+
Programmatic O



At Home
with Kids

Iaw(nl Community Criteria:

to local content on TVNZ+ over the.

last three months.

Intrepid

Viewing Cc

Available on
all screens

TVNZ+ Activate Audience Amplifier

Foodies

Viewing Community Criteria:
Viewers who have shown an affinity.
t0 cooking-related shows on TVNZ+
over the last three months.

Thinkers

over the

+ More Data + More Audiences + More Possibilities

Available Direct or Q
Programmatic o

Sports Nut
& Current A - _~\ remscom e,

to sports-related content on TYNZ+
over six months.

e
i aemen -

Viewing Community Criteria:

Viewers who have watched a mlrimumofmm

ueamsacrossour o & Current Affairs shows.
viewed an article on 1 News in the last 14 days.

o N
\ H

Tl ™
mqam S
N

Home Improv
& DlYers

I-mcown lty:rn-rh.
Viewers who have shown an affinity
!oDNufastyiocomn oton TVNZr
over three months.

Comedy
Club

bsstsc)

Brit Buffs

Viewing Community Criteria:
Viewers who have shown an nmnity
to UK content on TVNZ+ over the

last three months.

ﬁ



TVNZ+ Activate Storytelling

Connect your ads and build your brand through Audience Storytelling.
Retarget viewers across TVNZ+ using video and AOP (in future).

Audience Sequence works across | |
Devices With frequency de-duped

»
>

Available on Available Direct or Q q
D all screens Programmatic o




TVNZ+ Canvas Video

Ensure your key messaging gets the spotlight
using the Canvas Video, by extending your
branding alongside your video ad all displayed
without obstructing the video.

Imagery can include animation to further capture
the viewers attention!

Best Used For: Brand Awareness, Conversion to
Site, Dynamic Creative

Production: $3,000

Available on Available Direct or Q ﬂ
D all screens Programmatic o




Don’t build a house, build a Landmark.

Canvas Video Creative Examples

5 ROLL REFINED
CREAMY MILK

SMOOTH HAZELNUT
GIANDUJA FILLING

HAZELIA e IO

PE: “TION XIIZZIX PERFECTION Stlohn

Proud sponsor of
Lap of Luxury

SONIC2.

EXCLUSIVE TO CINEMAS

MARCH 31

LANDMARK


https://innovid.box.com/s/g4nhx1ze6255xct1low6aqf03spdt0s8
http://preview.innovid.com/project/player.html?e=analyticsprod2&u=http://studio2.innovid.com&h=1gne7t

TVNZ+ Interactive Connected TV

e
K‘APITI

Engage audiences in the living room with ICTV.
Alongside your video pre roll, using assets images,
website content & more to drive engagement & add
value to the viewers experience.

Best Used For: Brand & Product Awareness,
Engagement, Time Spent

Production: $5,500

Available on ) ) a
Connected TV Available Direct or ﬂ
screens Programmatic o



TVNZ+ Interactive CTV Formats

EXPAND

Use your phone's camera to scan the m
QR code and download the Macca's’ App

FREE Sundae for
% ‘\ first time users*

2 Downlosd on the cermon
[ $ App Store " Google Play ‘

e ks ot Ao e S s it Counis. A s s s of Age W Gl P, e Google Py 090 s
ndemans o oo o
@ sacx

An overlay and call-to-action appears
over or next to a standard video ad.
The viewer engages using their
remote to open up a full-screen static
product image gallery or
corresponding QR code, as seen in
the above example.

The pre roll is paused while the viewer
interacts with the ad with their
remote

Available on
Connected TV
screens

OVERLAY

— U][ Find out what your stuff’s ) J
@ gﬁi worth at state.co.nz/tally . ®

Whoat The average hor

me's
wardrobe is worth $22,893.*

An overlay and call-to-action appears
over a standard video ad.

As the video continues to play, the
viewer can engage using their remote
to navigate additional product
information.

Available Direct or 0 ﬂ

Programmatic a

glevouritegy Unbox this year's
? % hottest toys during

e 2 thewarehouse 74
i Meet our

: 5 MegaTOYMoﬂtu —— coolest characters ©

=
.' 23 Discover what's inside
5 6

thewarehouse.co.nz using your remote

The canvas appears around a
standard video ad, with the video ad
shrinking down from full screen and

the surrounding areas offering

interactivity.

As the video continues to play, the
viewer can engage using their remote
to navigate additional product
information.

vio tvnz+



Interactive CTV Creative Examples
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OUR VEGAN CERTIFIED,
OZONE-FRIENDLY NITROGEN

<o 188 4 - PROPELLANT. MAKES IT A GOOD
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ARRNOTTS
'[|mTam_ SALTED CARAMEL BROWNIE

DELUXE FLAVOUR
f ___' Irvesistible chocolate
Extra milk brownie flavoured cream

< chocolate coating

™

Extra gooey
salted caramel centre

g
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http://tv.innovid.com/demo/preview/composer/72acf57/firetv
http://tv.innovid.com/demo/preview/placement/17jrjd/roku

TVNZ+ Interactive CTV Quiz

Reach for your remote, it's time for a quiz! Play the game on
your connected TV and see how many multichoice questions |

you can get right.

‘” 2 ; ~g'ﬂI Fl & \
A first in market interactive quiz format for TVNZ+ that create a < dam W BE % > @
[

i . . . - MRC =
fun and engaging opportunity to interact with while viewing , %v_ﬁrs -
content across TVNZ+ s @ MATCHICAL

What is the DWTS trophy called?

This product uses a standard pre-roll video with a branded skin
featuring an interactive quiz.

Viewers can engage with the quiz or skip the quiz altogether.

This can be used to drive brand or product sentiment with the
main KPI being engagement rate. - O Sl o

Great for: Brand sentiment and engagement _\LG U W

Production: $5,500

Available on . . Q
Connected TV Available Direct or ﬁ
Programmatic ‘O

screens


http://tv.innovid.com/demo/preview/composer/d2403de/roku

TVNZ+ Dynamic Creative

‘ SAVEUPTO
. : . ) 40%
Combining data & technology to help advertisers personalise their ONSONYTVS 4
messaging. s —
Use weather, location, or time of day to highlight relevant offers or - - !
products. FE
Removing the need for multiple creatives & using dynamic data to BN, Napavee
deliver contextual messaging. ' ’
=

All bought to life in our Canvas Format, where the video pre roll
pegins playing, then scales down to reveal the dynamic messaging . o
and surrounding branded real estate. M‘ﬂ::l‘:‘v‘;

@17
Best Used For: Brand Awareness, Creative Management S0

Production: $5,500

. Available Direct or ‘, <i7
A labl
g D vatiable on Programmatic O

all screens




TVNZ Exclusive

TVNZ+ Video Name Personalisation

Personalise viewers’' video ad experience by
putting their names directly into your ad.

MAKE IT Vidiin's AT HOME

How It Works: \We pull the TVNZ+ username da
and populate them dynamically into your Vi
assets. If a name isn’t available, a predeter

default ad will play.

(subject to TVNZ approval)

2 ’)
éi/ \xb Production: $5.50

Luelleble on Available Direct i;
all screens




TVNZ+ Canvas with Video Gallery

Mmulti video gallery for the viewer to engage
with.

— ALL AMERICAN —

wf,-'-u,.”

Put the viewer in control by presenting a ‘ !

Housed within our Canvas execution, this
Mmakes interaction clear and easy to
navigate.

g i"‘; :
X

e al) rf ? ’
o I B
- A 2 =’ BYLR
&5 | waTcH NoRE |

f",,‘?“ TUNIGIES
— R

Surrounding imagery can be lightly
animated

Best Used For: Multi or Long Form Video
Sharing, Creative Management & Insights

Available on

Desktop Available Direct ;;
— screens



http://preview.innovid.com/project/player.html?h=1gn1c6&smartphone&tablet

TVNZ+ Bespoke Solutions

Work with us to customise a bespoke

solution that best suits your campaign

objectives. Working together we can

create a custom video format that is
puilt for brand integration.

Muriwai

@19
016

INn the past this has ranged from
Audio Name Personalisation,
Product Monogramming to integrating
MetService data to deliver a Surf
Report!

Got an idea? Let’'s chat!







NZ’S MOST TRUSTED NEWS SOURCE

_Qur reporters are credible, authentic storytellers - they explore our country and our
-W‘or_ld- to find daily stories that matter most to New Zealanders.

Dedicated to delivering the consumer up-to-the-second news, 24 hours a day

1) hews



DEVICE BREAKDOWN

INEWS ONLINE AUDIENCES

B vniouvE BROWSERS ] SITE VISITS ] PAGE VIEWS
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Source: Google Analytics, NZ Domestic Traffic Only 2022. Device breakdown: % Site Visits by Device. Broad audience reach. Nielsen CM/ Q1 22 - Q4 22 Fused




TVNZ 1 News
Advertising Solutions
1 news



1 News: Video Rolls

Short-form video.advertising is housed around
. our 1'News content as a pre-roll video prior to

Near-cap_slze cos!:s INEOS Tean'f UK as they fall i

to four-nil down in Prada Cup final CcO ntent Sta rt| N g )

Durations available: 6, 15 & 30

Targeting: Keyword & Topic, Freguency
Capping, Time, Regional Geo and Device

CHAZY \NE BELIE\

Benefits: Cost Efficient companion to TVNZ+
Buys

1) News



] News: TVNZ Responsive Banner

The high-impact daily buy format across
News reaches all our web users
regardless of the device theyre on and
IS great for advertisers to support sale
days or campaign launches.

This Responsive Banner has just two
creative sizes and responds dynamically
based on the size of the user’s screen.

P rrs

PLAY HAS l1 NO LIMITS

OOOOOOOOOO

| TODAY'S TOP STORIES

HAS NO
LIMITS l’_\_

Trump silent on loss to Biden
during first public appearance
since failed reelection bid

1) News



] News: Other Display Solutions

Desktop Homepage Billboard (970x250)
mRec Display Banners (300x250) Half Page Display Banners (600x300)

2:52

Otago schoolgirl has hijab ripped
off by fellow students

Heart Foundation cancels annual street
collection over Covid-19 concerns

Live stream: Day 9 of protests, as
police threaten to tow vehicles

Half Page
Banner

New Zealand -

fUCKLA N @ ws

NEWS  SPORT  WEATHER

HOME  LATEST ~ NEWZEALAND  WORLD  ENTERTAINMENT  POLITICS  AMERICA'S CUP.

| TODAY'S TOP STORIES

A No new community
i cases overnight;
Hipkins "optimistic’
A Covid lockdown could
end today

Ardern, Morrison hold Government aiming to have Gisborne police seek breakthrough Judith Collins “very hopeful’

1) News



1 NEWS SPONSORED CONTENT

Our 1 News reporters are credible, authentic

How your small lifestyle decisions can impact

Akt chagy storytellers, telling the daily stories that matter
i o @@ @

mMost to New Zealanders with up-to-the minute
news; 24 hours a day.

Don’t miss the opportunity to leverage the |
News tone of voice, personality and reliability to
build a narrative around a brand or product
offering with 1 News Sponsored content!

Explainer: Here’s what you need to know...

The big energy transition

° . . : :
Sty ticnihi b « The content is produced by a credible 1 News journalist
pased on a detailed brief from client

. Traffic drivers will help to reach the guaranteed page
impression goal, present across a number of pages & articles

e Turnaround time from receiving a brief is 5 working days

1) News



1 NEWS SPONSORED CONTENT

PACKAGES

Packages include:

1 Week Sponsored Article
Cross Platform - Desktop, Mobile Web and Mobile App

Story Driver Placements - min. 1 week on INews.co.nz/1
News App

2 Display units around article - mRec or Half Page

Minimum 1 Social Post Driver - Instagram, Facebook or
LinkedIn incl. advertiser tagging

Optional Extras: Responsive Banner

2,000 Guaranteed
Page Impressions

1) News



TVNZ Resources
L)tvnz



ways To Buy TVNZ Inventory

There are two ways you can go about buying TVNZ digital inventory for
your digital campaign.

Direct Programmatic

All commercial TVNZ digital Almost all TVNZ inventory/formats can be
inventory/formats can be accessed bought programmatically through most

when booking direct with TVNZ. BETETE SI6S HEIEIS (PR
We support different deal types including
TVNZ teams manage the Programmatic Guaranteed, Unreserved Fixed
iImplementation and delivery of your Rate and Private Market Place deals with the
campaign. goal of making the trading process as easy as
possible for buyers.

All TVNZ digital advertising is measurable, offering advertisers clarity around ad performance. TVNZ
measurement is available for direct and programmatic campaigns.

O)tvnz



Terms & Conditions:
https://sales.tvnz.co.nz/assets/Terms-Conditions/TVINZ=
Terms-and-Conditions-May-2023.pdf

Advertising Specs:
https://sales.tvnz.co.nz/resources/ad-specs

TVNZ Trade Site:
http://sales.tvnz.co.nz

TVNZ+:
https:/www.tvnz.co.nz/

1 News
https:/www.lnews.co.nz/



https://sales.tvnz.co.nz/assets/Terms-Conditions/TVNZ-Advertising-Terms-and-Conditions-May-2023.pdf
https://sales.tvnz.co.nz/resources/ad-specs/tvnz-ondemand/
http://sales.tvnz.co.nz/
https://www.tvnz.co.nz/
https://www.1news.co.nz/

Research & Collateral

Our trade marketing site plays host to all the research & collateral we have invested in over the
years to help with planning and understanding the role and benefits of TVNZ+

TVNZ Digital Media Kit Co-Viewing

The TVNZ Digital Media Kit contains everything you Premium content - whether it's on broadcast TV or I ravel ‘ a te or ‘ ase stud
need to know about advertising on TVNZ OnDemand online video - is a huge driver for bringing people

and 1NEWS online. It got all the facts about why you together in the living room. We were curious to find out
should advertise, audience numbers and what you can more about what drives these occasions. so we did
do on TVNZ Digital platforms. some research.

_—

" ;4 Co-viewing:
TVNZ Digital'Media . .‘ 1 Summary:
!(it — _' {‘g Who's rea"y This case study demonstrated the importance of understanding investment across existing and new customers and how
g ¥ ! WatChlng? investing in TVNZ OnDemand generated higher value customers vs advertising only to an existing customer base.
= enarp | Jadind)
=
Brief:
Client X is in the Travel category and had an inherent
understanding of Broadcast TV, it's efficiency and
effectiveness but was interested in looking at ways to
prove the value of BVOD.
Reaching the
Being Brand Safe wThe - ,'.ﬁ'ﬂ.‘ﬂ.fs unreachables The Task:
Camrend vho TYE Overand. to broadcast TV TN nderand
4 ; 3 With an ROI analysis model in place for TV, Client X
i () | Zmom. TT0) ) [ m— 710 ) PRS-

partnered with TVNZ to measure the effectiveness of
their advertising across TVNZ OnDemand. Objective was

to measure uplift in website conversions from viewers
exposed to the targeted creative.
ERRR A Y S TA Opbemant Viewability & Completion The Campaign:
The proven way Quality and quantity matter e
e e fox your brand e et e e 4-week ad campaign exclusively on TVNZ OnDemand. Downioad Case Study
e ) | mme [0 | [re— e §) | mmen. with a 7-week conversion window for tracking
purchases (four weeks during campaign. 3 weeks
Dovasd o ey following its completion).



Effectiveness: Who’s Really Watching?

TVNZ Kantar Co-Viewing Research

BVOD delivers on Co-viewing on a CTV

1 o/ Rl delivers
1% 163 2.02

occasions across all

devices are being viewed viewers per ad impression viewers per ad
by more than one person! (that means 63% more impression. 249% higher
eyeballs on your ad!)? than average BVOD
factor?

Source I: Kantar Research 2019 - Average across all measured video occasions, Source 2: Kantar Research 2019, Source 3: TVNZ / Google Analytics, AP incl. live TV streams, excl. Freeview, Monthly streams

60%

of TVNZ+ streams are
delivered to a Connected
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Measurement: Open Measurement

IS avallable on all mobile devices and gives advertisers the clearest view
yet on how your ads perform on TVNZ+.

Advertisers are increasingly looking for analytic
solutions to measure viewability and validity: where
your ads are being placed and who's really seeing
them

Open Measurement on iIOS and Android allows
advertisers to track these important metrics.

TVNZ is the first Open Measurement-compliant TV
broadcaster in the APAC market and the fourth
globally, following in the footsteps of Hulu, NBC
Universal and Disney.
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