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Four reasons 
why you should 
advertise on TV

High reach

Trusted & brand safe

More ad attention

Proven return on investment



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+.

2.3 million (47%) 1.7 million (35%) 2.6 million (54%)952,617 (19%)

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

High reach



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+.
Source 2: Nielsen CMI, All surveys from Q1 22 - Q4 22 to Q2 23 – Q1 24, Online video/TV service used in the last seven days, AP 15+.

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

High reach

Netflix YouTube Disney+ ThreeNow Amazon Prime Neon Sky GO Sky Sport Now Apple TV+

Weekly Reach (000’s): AP 15+ 
CMI Q1 22 - Q4 22 CMI Q2 22 - Q1 23 CMI Q3 22 - Q2 23 CMI Q4 22 - Q3 23 CMI Q1 23 - Q4 23 CMI Q2 23 - Q1 24



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

The link between trust & profit has grown 
especially strong 

Trusted and brand safe

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



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

Brand safety is a social media, open web and 
UGC video site issue

Trusted and brand safe

Most brand safety 
issues happen on 
social media and 
user generated 
video platforms 
because content 

can be created by 
anyone



Ad Attention Seconds Delivered By New Zealand Video Platforms

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

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

More ad attention

Not all impressions are equal



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

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. 

More ad attention

“Smart marketers worked out many years ago that 
TV is a brilliant platform for creating vital 

emotional, mental availability building associations”



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

Econometric studies prove that TV delivers 
the highest full payback ROI 

Media Type
% of 

Advertising 
Investment

% of Full 
Payback

% of 
Sustained 
Payback

% of Short-
Term 

Payback

% of 
Immediate 
Payback

Full Payback 
ROI

Short-Term 
ROI

Proven return on investment



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

TV is still the lead media channel for highly 
effective campaigns 

Proven return on investment

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



Source 1: Señal 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
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

The experts agree, 
TV delivers better results for advertisers

Proven return on investment
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