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High reach

TVNZ linear channels reach 3.4 million Kiwis a month
That is 69% of all Kiwis!

TVNZ 1
Average weekly reach

2

TVNZ 2
Average weekly reach

D

TVNZ DUKE
Average weekly reach

952,617 (19%)

Source 1: Nielsen TAM, August 2023 - July 2024, Channels = TVNZ 1*, TVNZ 2 * & TVNZ DUKE, Average monthly reach (RF & RF%), AP 5+.
Source 2: Nielsen TAM, 20/08/2023 - 17/08/2024, Channels = TVNZ 1*, TVNZ 2 * & TVNZ DUKE*, Average weekly reach (RF & RF %), AP 5+
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Combined TV network
Average weekly reach

2.6 million (54 %)
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High reach

TV is not dying! It still reaches far more people
than Netflix or YouTube

Weekly Reach (000’s): AP 15+

CMI Q122 -Q4 22 CMIQ2 22 - Q123 CMIQ322-Q223 ECMI Q4 22 - Q3 23 ECMI Q123 -Q4 23 mCMI Q2 23 - Q124

2,426
2.057
1,934
1,400
287 276
D/, Netflix YouTube Disney+ ThreeNow  Amazon Prime Neon Sky GO Sky Sport Now  Apple TV+

Source 2: Nielsen CMI, All surveys from Q122 - Q4 22 to Q2 23 - Ql 24, Online video/TV service used in the last seven days, AP 15+.

Source 1: Nielsen TAM, 02/01/2022- 31/03/2024, Channels = TVNZ 1*, TVNZ 2 * & TVNZ DUKE*, Average weekly reach (RF) matching CMI survey period, AP 15+. & ! ‘ m



Trusted and brand safe

The link between trust & profit has grown
especially strong

% cases with strong trust growth reporting strong profit growth

The relationship between building
trust in a brand and achieving
greater profit has strengthened
considerably over the past 20 years.

TV is one of the most trusted media
channels according to IPA research.

Perhaps that is why TV’s impact on
profit is the highest it’s been in more
than a decade, having surged back
since the dawn of the fake news era.

6 years ending

Base: |PA Databank 2004-2022 for profit cases reporting very large frust MB: insufficient data prior to 2008
improvements

Source: Peter Field, IPA & Thinkbox, TV is at the heart of effectiveness white paper by Peter Field, 19 March 2024 &,—\ !/ w



Trusted and brand safe

Brand safety is a social media, open web and
UGC video site issue
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FINANCIAL TIMES
issues happen on VOIGE
The Big Read Social Media -+ Add to myFT With Concerns About Brand ° ° H
: - social media and This Election Season US publishers rank
‘You can’t unsee it’: the Safety, More Advertisers Have . s » b d P )
content moderators taking (V] {-]g generated Misinformation and Brand Safety ran s: ety Is;ues
. Are on Advertisers' Ballots among top media

on Facebook video platforms challenges

) ) ) 82% of B2C marketing executives in the
Contractors in Kenya review graphic content so beca use Content U.S. have concerns about (u'/l‘(')'fzﬂs‘in_(] n

users don’t have to. Now, they are suing Meta for

can be created by the presidential election cycle
anyone.

a fairer deal

Content on linear
TV is curated by
professionals,
making it much
safer for brands.

Top Media Challenges Among US Publishers,
Sep 2023
% of respondents

Source: WARC, What we know about brand safety, December 2022




More ad attention

Advertising on BYOD & linear TV captures more
attention than any other video platform

Ad Attention Seconds Delivered By New Zealand Video Platforms

Active Attention Seconds B Passive Attention Seconds

Not all impressions are equal
Research proves that higher attention platforms
deliver bigger returns for advertisers.?2
Scrollable formats like social media perform poorly
because people quickly scroll past advertising. 2

8.4
79
7.9
3.6
3.4
2.4 2.4 2.2 18 13
BVOD Linear TV YouTube TikTok Twitter Facebook Instagram NZME Stuff

-
Source 1: Amplified Intelligence, OMD NZ Collection 2022, ITW & Intercept data. AmpllﬁEd
Source 2: Advertising Council Australia, The Triple Opportunity of Attention, 29 September 2023. Inteuigence



More ad attention

The combination of visual and audio makes
video the best platform for storytelling.

Better storytelling builds deeper connections
with your audience which is more memorable.

“Smart marketers worked out many years ago that
TV is a brilliant platform for creating vital
emotional, mental availability building associations”

- Peter Field, Independent Marketing & Advertising Consultant )

SSSSSS . Peter Field, IPA & Thinkbox, TV is at the heart of effectiveness white paper by Peter Field, 19 March 2024 O! m



Proven return on investment

Econometric studies prove that TV delivers
the highest full payback ROI

% of % of % of Short- % of

Media Type Advertising % of Full Sustained Term Immediate Full Payback Short-Term
Investment Payback Payback Payback Payback ROI ROI
All Media 100% 100% 100% 100% 100% £41 £187
TV (Linear + BVOD) 43.6% 54.7% 64.3% 41.5% 278% £5.61 £1.79
Linear TV Only 35.0% 46.6% 55.7% 33.9% 20.5% £5.94 £182
Generic PPC 18.9% 14.6% 88% 22.5% 30.5% £3.52 £2.29
Paid Social 13.2% 9.4% 8.0% 1.4% 15.1% £3.20 £1.62
BVOD Only 8.6% 8.2% 8.6% 7.6% 7.3% £4.25 £1.66
Audio 6.2% 6.9% 6.0% 8.2% 8.6% £4.98 £2.47
Print 3.3% 4.8% 4.7% 4.9% 4.8% £6.36 £2.74
Online Video 3.9% 3.4% 3.2% 3.7% 3.6% £3.86 £1.76
OOH 5.0% 3.1% 3.0% 3.1% 3.3% £2.78 £119
Online Display 55% 2.9% 1.8% 4.4% 5.9% £2.34 £1.50
Cinema 0.4% 0.3% 0.2% 0.3% 0.3% £2.56 £119

Source: Ebiquity, Profit Ability 2: The new business case for advertising, 25 April 2024 O! m



Proven return on investment

TV is still the lead media channel for highly
effective campaigns

Peter Field’s research is based on the
IPA Effectiveness Awards database
and is tracked every two years. These
campaigns are the world’s best.

The proportion of these campaigns
that use TV and the share of
investment on TV advertising has
been steady over the past ten years.

This indicates that TV is still the

dominant driving force for long term
demand growth.

Source: Peter Field, IPA & Thinkbox, TV is at the heart of effectiveness white paper by Peter Field, 19 March 2024

Usage of TV amongst IPA effectiveness cases

TV share of budget

——Linear TV share

2018
6 years ending

Usage of TV amongst effectiveness cases in now rising

TV remains the driving force for brand building



Proven return on investment

The experts agree,
TV delivers better results for advertisers

4 “When it comes to "\ (" "Meta's research shows ) /“TV continues to be the\ " “TV trumps Facebook and |

effectiveness, channels that the most effective dominant driving force YouTube for
like commmercial TV and medium in the world for lona- _of- effectiveness, across all
S or long-term, top-o .

Broadcaster VOD are today is St]” TV’. foll?zwed funnel demand growth.”3 devices.*
considerably more by online video _ Peter Field, - WARC report, What we
powerful than YouTube; : LeEifB'nft’ Head of Independent Marketing & kknow about effectivenessj

+83% and +60% more, ada?r(wzéj\elsgte)i)sé Advertising Consultant

(r;espec;:cllvely, SaseddRogl - J N J( “You can’t just move TV D
roupt com |ne”1 4 . s . A money to YouTube and

benchmarks” “During the period in which many marketers were expect the same brand
- Robyn Sumner, P|rector questioning TV advertising, it was delivering on almost outcomes.”s
at EssenceMediacom every effectiveness metric”? - e Lehmen, Eavncer
\ Helglelely J - Mark Ritson, Marketing Professor & Consultant & MD, Adgile Media
. J L

Source 1: Sefial News, Will 2024 be the year YouTube leapfrogs Netflix on the big screen?, January 2024.

Source 2: Marketing Week, Les Binet’s five keys to maximising profit in tough times, April 2023. ,_\

Source 3: Peter Field, IPA & Thinkbox, TV is at the heart of effectiveness white paper by Peter Field, 19 March 2024 & m
Source 4: WARC, What we know about TV effectiveness, May 2024

Source 5: Mi3, Think twice before abandoning linear TV: Three-year study shows advertisers swapping out for video go backwards, 21 February 2024
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